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How to Use This Book
This book is in Adobe Acrobat “pdf” format. If you can read
this, then you already have the Adobe Acrobat Reader
installed on your computer. We'll give you some tips below
so you can conveniently navigate the book and find what
you want fast. This book is best viewed at a minimum
desktop configuration of 800x600 pixels and 16 bit color.

Hyperlinks
You will see throughout this book over 100 World Wide
Web addresses that are underlined in blue . Example:
http://www.PublicityHound.com If you are connected to the
Internet, and the web address has the standard http://
format, you will be able to click on the link and it will take
you to the webpage listed. Your main (default) Internet
browser will open up automatically a few moments after you
click on the link, and you will be taken directly to the
webpage in the link. To get back to the book, close your
Internet browser, or click on the Adobe Acrobat Reader
button on your task bar.
At a few points in the text you will be able to click on
underlined blue text that will whisk you away to another part
of the book related to that text. To get back to where you
were after you review the related text, click on the back
button of your Adobe Acrobat Reader.
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Email Addresses
Email addresses work in a similar fashion to hyperlinks. The
format you will see in the book is mailto:tom@antion.com
When you click on a link with a “mailto: “ format before the
email address, your main email program will open up
automatically a few moments after you click the link. The
email address in the link will already be in the “Send to:”
area of your email program. This makes it very convenient
for you to email anyone listed in this book. You do not have
to be connected to the Internet to write the email, but you
do have to connect before you send it.

Emphasis
We use various ways throughout the book to emphasize
words or points. As you see just above we made the words
write and send bold. Hey we just did it again didn't we? We
use Bold and Italic for book names like Wake 'em Up. You'll
see some BIG RED TEXT once in a while. This means the
item we’re discussing really need lots of emphasis. Or
sometimes we will highlight text in yellow, like this.

Using the Adobe Reader
There are two ways you can adjust the size of the page to
suit your personal reading preferences. You can either use
the icons at the top of the screen or the sizing bar at the
bottom of the screen.
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Icons
The icons at the top of the screen make broad changes in
the sizing of the page. Pick the one that you like best by
clicking on one of the icons.

Sizing Bar
You can also use the sizing bar at the bottom of the Adobe
Acrobat Reader screen to set precise sizing of the page.
Click the arrow to the right of the percentage box as shown
below.

Bookmark Panel
Adobe has a cool feature that allows you to have a complete
clickable outline of the book handy on the left side of the
screen. You can close this area if you prefer to have more
screen area for the actual page you are reading. To close or
open the panel click on the icon shown. It acts like a toggle
switch opening and closing the side window.
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Adobe Acrobat Reader window showing clickable outline.
If you want the window there, but it is too big, you can drag
the vertical resizing border to the left. Hold your mouse
button down over the top of the border until it turns into a
double arrow and drag to the left.
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Turning Pages
There are 4 ways to turn pages in your book.
1. You can use the arrow keys on your keyboard.
2. Use the scroll bar on the right side of the screen. Note
that when you click on the scroll button, the page number
you're on pops up in a little box.

3. Click on either side of the page number box on the
bottom of your screen.

4. Click on icons at the top of the page. The single left and
right arrows move you one page at a time, and the left and
right arrows with the vertical bar take you respectively to
the beginning of the book and the end of the book.
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Returning to Your Last Position
Click the back button at the top of your Adobe Reader to
return to the last page you were on.
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Introduction
They’re referred to as Publicity Hounds and we bet
you know at least one. They’re the people smiling
back at you from photos that accompany their profile
story in the morning paper. Their Facebook pages
pull thousands of fans who Like, Comment and Share
their content regularly. Turn on the radio and there
they are again, chatting away on a local talk show.
Two months later, they show up on the cover of your
trade journal. While you might be buying expensive
advertising to deliver your message, they’re doing it
for free. They have thousands of loyal Twitter
followers.
You see bloggers writing about them. You find their
articles at article directory sites. Do a search for their
area of expertise, and they’re near the top of the
search list.
Welcome to the 2017 updated edition of How to be
a Kick-Butt Publicity Hound, an ebook that gives
you all the tools you need to start creating the online
and offline attention for any product, service, cause
or issue. This book will be particularly helpful for PR
and marketing pros, authors, publishers, consultants,
speakers and anyone who wants what
other Publicity Hounds have got—lots of online traffic
and exposure, plus free print space, air time and
media savvy.
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Well-meaning people fail repeatedly in their attempts
to beg and cajole the media to pay attention to them.
That’s because media relations is a sophisticated
game with its own etiquette, protocol and rules.
Anyone who has a product or service to sell, a cause
to champion, an image to create, or profits to build
can learn the rules and benefit from free—or almost
free—publicity.
Since we wrote the third edition of this book in 2009,
much has changed on the media landscape:
• Newspaper circulation is continuing to plummet.
Many subscribers are learning that a lot of the
same information in a printed newspaper is
available online. So they are unsubscribing. But
some newspapers are giving their readers
exposure by posting articles, videos and other
content at the newspapers' websites.
• As circulation slides, so are newspapers’ profits.
Because fewer people are subscribing,
advertisers are abandoning newspapers and
spending their ad dollars at websites that are
pulling all the traffic. Facebook ads, for example,
can bring a much better return on investment
because the ads can be targeted perfectly,
according to the demographics. People are also
using sites like Craigslist, the giant classified ad
bulletin board that has been responsible for
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draining millions of dollars in classified ad revenues
from newspapers.
• Unprofitable newspapers are ceasing publication.
Some daily newspapers have moved online and
are publishing a printed edition only once or
twice a week.
• TV audiences are more fragmented than ever.
With hundreds of cable TV shows from which to
choose, including news shows and shows on
niche topics, self-promoters must target like a
laser and abandon a one-size-fits-all approach to
pitching, whether they’re trying to get onto
topic-specific shows or local or national news
shows.
• TV stations are also cutting their staffs. Some
are airing user-generated content, particularly
for breaking news stories. Much of it is in the
form of YouTube videos, taken with smart phone
cameras.
• In the magazine industry, many new magazines
are being born. Some are ceasing publication in
less than a year.
Despite the gloom and doom of traditional media,
Publicity Hounds should still be targeting
newspapers, magazines, TV and radio.
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But don’t stop there. This fourth edition discusses
the importance of incorporating social media into
your publicity plan and actually creating your own
media channels from which you can spread the word
about what you're doing and share valuable content
with others.
Social media includes:
--Social networking. You’re probably most familiar
with Facebook, LinkedIn, Twitter and YouTube,
biggest social networking sites as of this writing.
--Social bookmarking sites. These sites allow
anyone to record their favorite sites, see others’
favorites and drive “group think.” The most popular
bookmarking sites include Digg, Delicious and
StumpleUpon.
--Content-sharing sites. These sites gather usergenerated content and are usually considered viable
sources of information. The most popular include
Pinterest, a photo-sharing site; Flickr, a photosharing site; and Twitter, a micro-blogging site.
--Video sites. Video sites like YouTube let anyone
be a producer. Videos can pull massive amounts of
traffic back to your website and can be used in press
releases, at your website and elsewhere.
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--Blogging and podcasting. These two ways of
communicating to the masses have been responsible
for influencing purchasing decisions and swaying
people’s opinions in many other areas.
As the importance of traditional media diminishes,
the importance of social media increases. We’ll give
you lots of ideas in this book about how to
incorporate social media marketing into your
publicity campaign.
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What You Will Learn
In the following chapters, here’s a sneak peek
at what you’ll find:
• The tools you need to start your publicity
campaign online and offline.
• Advice from editors and news directors on how
to catch their attention.
• Where to find the best books, videos, CDs,
special reports and other resources to help you.
• The incredible power of blogs and why you
MUST have a blog if you hope to be considered
an expert.
• How to become an expert in your field and then
promote that expertise.
• How to be a guest on radio talk shows all over
the world without leaving your home or office.
• Enticing story angles that catch the media’s
attention.
• The right and wrong ways to pitch your ideas to
journalists and broadcasters
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• How to pitch bloggers.
• The power of commenting at other people’s
blogs.
• The top social media sites where you must have
a presence.
• How to create your own TV channel on YouTube
and drive massive amounts of traffic to your
website.
• How to use Facebook for business: to build your
brand and loyal following.
• How Pinterest, the hot, hot, hot photo-sharing
site, can actually help build your business.
• How to form strong relationships with the
media.
• How to prepare for an interview with reporters.
• The power of public speaking.
• How to write articles for other publications.
• How to build an online media room.
• Secrets for recycling your publicity.
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• and LOTS more. Now let’s get started.
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Chapter 1: What’s In It for You?
Free publicity is the most inexpensive, credible way
to deliver your message to a mass audience. While
managing your publicity campaign, you must be
persistent, tenacious, patient and be willing to take
“no” for an answer. Do that and before long, you’ll
be reaping the benefits of coverage in the
mainstream media as well as lots of exposure online.
Are you up to the task?

9 Ways You Can Benefit
Here are nine ways you can benefit from free
publicity and save the money you might already be
spending on paid ads.
1. You can hit a general audience for free by
working through the mainstream media. If
you want to target a niche market, your job
becomes easier because you concentrate on
niche media.
2. Posting articles online may attract more
traffic to your website than paid
advertising. If you’re buying pay-per-click ads
or you’re advertising at somebody else’s
website, you might be getting the results you’d
hoped for. But did you know that in many cases,
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a well-placed article, or your own blog, or a
guest post or comment at another high-traffic
blog, can pull sometimes more traffic back to
your own website than that pay-per-click ad?
3. Social media gives you the power to target
niche audiences online. And these special
audiences may not subscribe to newspapers or
magazines, or pay attention to the same
mainstream media you’re targeting.
4. Free publicity is more credible than paid
ads. Anybody who has the money can buy an
ad. But not everyone can get free media
publicity, which is akin to the media giving you
its endorsement or stamp of approval.
5. Publicity draws potential clients. Many
people who see that the media think you’re good
enough to cover, or that you have a huge
presence online, will automatically think you’re
good enough to hire. We have gotten speaking
engagements, consulting contracts, invitations
to be in other people’s books, and a wide variety
of other paid projects as a result of the publicity
we’ve generated online and offline.
6.Publicity gives you an edge on your
competitors.
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7. It saves you the cost of taking a new
product to market. Rolling out a new product
and creating a marketing campaign could cost
you thousands of dollars. Not so if you know
how to use online and offline publicity to
introduce people to what you’re selling.
8. It establishes you as an expert. We’ll share
all kinds of ways to establish your expertise.
9. It attracts more attention. This is half the
fun. Publicity, once you get it, is like a giant
snowball rolling downhill, building up speed and
getting bigger and bigger. We’ll tell you how to
recycle your publicity so you save time and
money and don’t always have to start from
scratch.

Joan’s Best Media Hit
Joan’s best media hit was a three-line mention of her
tips booklets 113 Tips for Recruiting Valuable
Employees and 107 Tips for Keeping Valuable
Employees in the Kiplinger Letter, a subscription
newsletter sent primarily to business leaders. That
brief mention, generated from sending sample copies
of the booklets and a press release, resulted in
thousands of dollars in sales of her booklets,
including many bulk orders. What made that “hit” so
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valuable was that several media people who
subscribe to the Kiplinger Letter contacted her
weeks and even months later, requesting interviews,
sample copies of the booklets and permission to
excerpt tips.

Tom’s Best Media Hit
A two line quote in a Miami newspaper resulted in a
spokesperson contract worth over $100,000.00.
Here’s how it happened. A subscriber to Tom’s FREE
electronic newsletter Great Speaking
http://www.antion.com/ezinesubscribe.htm was also
a columnist for a major Miami newspaper. When one
of her readers asked a question about the Internet,
the columnist called Tom for a comment because she
knew he is quite well known in the field of Internet
Marketing. How did she know? Tom told her regularly
and indirectly by means of his free newsletter. When
the quote appeared in the paper, a PR firm looking
for a spokesperson read it and called Tom. Less than
two weeks later the deal was signed.
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Chapter 2: Defining Your
Publicity Goals
Too many Publicity Hounds are still chasing after
top-tier newspaper reporters, national magazine
editors, the highest rated TV talk show hosts and
major market radio deejays, hoping that if they
mention you, you’ll make it big.
Problem is, so are thousands of other publicity
seekers. And because lots of those big media outlets
reach a general audience of millions, you’d better
have a good pitch.
There’s nothing wrong with pitching top-tier media,
and this ebook will show you how to do it. But
sometimes you’d be far better off targeting niched
newsletter editors, ezine publishers, discussion
forums, bloggers and Internet marketers who have a
decent-size email list of people who are also your
target audience. Many of these “journalists” and
“publishers” have followers all over the world, unlike
many mainstream media that reach regional
audiences, or mostly people in one country.
Today, media is a collective term for the producers
of content for mass and niche consumption. It also
includes social networkers.
You can start an effective publicity campaign only if
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you have a clear vision of what you want to
accomplish. Start by answering the following
questions. Print this section and put your answers on
paper, so you can keep referring to them, or refine
them, during your campaign.

Define Your Message
1.What is the key message you want to
communicate?
2. What do you need to accomplish through
publicity?
3. Who do you want to reach?
4. What is their income level?
5.What is their education level?
6.What do they want to hear about you?
7.How should you be portrayed?
8.Identify three sub-messages you want to
communicate
9.Are you an expert on any of those issues?
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10. In what other areas do you consider yourself an
expert? (If you’re hesitant to call yourself an expert,
start doing the hard work now to become one. The
media LOVE experts and give them lots of attention. A
terrific White Paper from the National Speakers
Association that explains the various levels of
expertise and what you should do to be considered an
expert is at
https://www.alanweiss.com/styles/pdf/expertise_impe
rative_white_paper.pdf. It was written more than 12
years ago, and even though it doesn't include the
importance of exposure in social media, it's still
relevant today.
11.What is your geographic market area?

Define Your Audience and Media Outlets
Write your answers to these questions:
1. What general interest publications does your
target audience read?
2. What print newsletters or specialty publications do
they read?
3. What online newsletters or ezines do they
subscribe to?
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4. What blogs to do they read?
5. What national newspapers or magazines do they
read?
6. What trade publications do they read?
7. What radio programs do they listen to?
8. What television programs do they watch?
9. What news feeds do they subscribe to?
10. Which popular social networking sites
(Facebook, LinkedIn, Twitter) do they participate in?
11. What topic-specific social networking sites do
they participate in?
12. What timely or controversial topics is your
audience interested in?
13. What general interest publications would serve
your needs?
14. What print newsletters do you want to get
into?
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15. What online newsletters, ezines, online
discussion groups or blogs do you want to get
into?
16. What national newspapers or magazines do
you want to cover you?
17. What trade publications do you want to get
into?
18. What radio programs do you want to get onto?
19. What television programs are you targeting
(don’t forget cable programs)?
20. What other publications are interested in the
timely or controversial topics in which you consider
yourself an expert?
21. What media contacts have you already made
that will help you meet your publicity goals?
22. Which podcasters might be interested in
interviewing you?
23. What LinkedIn groups are they in?
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Define Your Media Targets
Use this resource guide to help find media outlets and
social media sites that are a good match with your
topic.
Don't try to create a complete list, or you'll drive
yourself crazy. If you want to start with 10 or 20 places
you want to target, that's fine. You can add to the list as
you go along.
One of the best places to begin is with a simple Google
search. Let's say you're looking for a list of the top
environmental bloggers. You can search for "best
environmental bloggers" or "top bloggers on the
environment" or phrases similar to that.
Many bloggers publish their favorite Top 10 or Top 20
lists of other bloggers, freelancers, photographers,
reporters, etc. so we'll often search for
something
like "Top 10 mommy bloggers" or "Top 20 small
business journalists." Sometimes, a simple search like
that leads to dozens of contacts.
A word of caution: Media directories are often out of
date by the time the ink is dry or the CD is burned.
Before you pitch a media contact at a newspaper,
magazine or TV station, it’s best to call first to make
sure the person still works there. That’s
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even more important if you’re working from an old
directory.

Resources For Traditional & Social Media
http://us.cision.com/products_services/bacons_medi
a_directories_2012.asp
Bacon’s Media Directories. There’s a separate
directory for newspapers and magazines, and
radio/TV/Cable and Internet (About $650 each). Note:
Don’t invest in these directories unless you are doing a
lot of publicity-related research and pitching. Large local
libraries often have these directories in the reference
section.
http://associates.tradepub.com/
TradePub.com. Qualified professionals can get a
complimentary subscription to more than 300 trade
magazines, in a wide variety of industries, by filling out
a short questionnaire.
Search for magazines by
industry, topic or keyword.
http://www.radiospace.com
North American Network’s RadioSpace is great if
you want to hit the talk show circuit. Click on
Programming Resources and scroll through a list of
hundreds of shows in the U.S. and Canada, with direct
links to the show’s home pages.
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http://www.srds.com
SRDS, a subscription service, gives you instant access
to the largest compilation of online media kits and
websites for several thousand business publications and
consumer magazines.
http://www.eurekalert.org
EurekAlert is a goldmine if you’re pitching ideas about
science, medicine or technology. More than 1,600
reporters subscribe to this service.
http://www.mediapost.com/
MediaPost’s Contact Directory includes more than
15,000 industry contacts. Search by name or media
outlet.
http://www.giftlistmedia.com/?link=ph (Affiliate link)
Gift List Media
Need to know who’s doing gift guides and stories
featuring products? Gift List Media is a subscriptionbased service that provides contact information for
U.S. and Canadian magazines, newspapers,
television, newswires and radio, as well as original
content for the Internet. Take a free test drive.
http://www.radiopublicity.com/
Alex Carroll, who has been a guest on more than
1,200 radio shows and sold a quarter of a million books
in the process, sells a database of radio shows that
welcome guests. He will send you a free list of the Top
20 Nationally Syndicated Radio Talk Shows via email.
The list is complete with addresses, phone
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numbers and names of both the hosts and the
producers. Together, these shows reach 75 million
people.
http://www.bookmarket.com/publicity.htm
Book marketing expert John Kremer's list includes
contact names and beats for editors and reporters all
over the globe.
http://communitymediaworkshop.org/ Community
Media Workshop includes contacts and pitching tips
for Chicago-area media.
http://www.bizjournals.com/
The American City Business Journals website
includes information for more than 40 business journals
throughout the U.S.
http://crains.com/media_kits/index.html
Crain Communications Inc. publishes business
newspapers in New York, Chicago, Cleveland and Detroit
and several dozen business and industry magazines.
http://www.npr.org/ You can search for shows by topic
at the National Public Radio website. You can also
listen to a variety of shows in the archives.
http://www.technorati.com
Technorati is a huge search engine for blogs. Type a
keyword into the search box and you will often be
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able to find blogs devoted to a specific topic, or blogs
that discuss a specific topic.
http://www.blogcatalog.com/
BlogCatalog is one of the largest blog directories on
the internet. Use it to search blogs, connect with
bloggers, learn more about blogging, or promote your
own blog.
http://www.PodcastDirectory.com
Use the search box at PodcastDirectory.com to find
podcasters who might be interested in interviewing you
for their show.
http://www.new-list.com
New-List lists more than 9,000 email newsletters, by
category.
http://muckrack.com/
MuckRack is the digital destination for journalists on
Twitter and social media. By verifying the journalists on
social media who do the muckraking for major media
outlets and analyzing what they say in real time,
MuckRack delivers a glimpse of tomorrow’s newspaper
to you today.
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http://www.twellow.com/
Twellow.com is a giant directory of more than 93
million people on Twitter, including journalists, bloggers,
podcasters, ezine editors, etc. If you're on Twitter, be
sure to create an account and add your profile
information here. Use the search function to search for
anyone with whom you want to connect.
http://spj.org/fdb.asp
The Society of Professional Journalists' Freelancer
Directory includes hundreds of journalists searchable
by state, city or specialty. You'll also find contact
information for most freelancers.
http://stationindex.com/tv/
Station Index includes information on more than 175
TV markets.
http://www.editorandpublisher.com/
Editor & Publisher is the authoritative journal covering
all aspects of the newspaper industry, including
business, newsroom, advertising, circulation, marketing,
technology, online and syndicates. Subscribe to their
free ezine.
http://www.mediabistro.com/tvspy/
Media Bistro's TV Spy is a blog that gives you the
inside scoop on what's happening at local TV stations.
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http://www.alltop.com
Alltop helps you answer the question "What's
happening?" in "all the topics" that interest you. It does
this by collecting the headlines of the latest stories from
the best websites and blogs that cover a topic. This is a
great site for finding popular bloggers.

How to Create a Media Database
Now that you have identified which media outlets and
social media sites can help you, you MUST keep a
media database of contact information. You can use
any contact manager program, or an Excel
spreadsheet, or any other preferred program. Here are
tips for creating your database.
Create a separate group in your database called “Media
Contacts.” If you wish, you can then create sub-groups
for newspapers, magazines, TV stations, radio stations,
bloggers, podcasters, ezine editors, etc.
Identify your “Top 25” media outlets, or Top 10, or Top
8, the ones that will give you the greatest return on
your investment of time.
Each media outlet should include the following:
• Address
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•
•
•
•

•
•
•
•
•
•
•
•
•
•

City, State and Zip
Phone
Email address
Name of your key contact. This can be an editor or
a beat reporter, news director, assignment editor,
or even a photographer. Larger newspapers
sometimes have separate staffs for their online
versions of the newspaper.
Website URL
Circulation or size of audience
How often the publication is printed or the show is
aired
Special sections you should target
Best times to pitch ideas
Times they are on deadline and don’t want to be
bothered
Latest result. When the media outlet gives you
publicity, for example, include this in your
database
Your media contact’s hobbies or special interests
Names of family members (You can use this
information to start building a relationship, just
like the best sales people do.)
Names and contact information for freelancers
with whom they work.

When you have identified bloggers you want to target,
you can make a separate page for them, too. The
quickest way we find bloggers is to simply search for
"Top 10 environmental blogs" or "Best small business
blogs" or similar phrases.
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Specify:
• Topics they cover (check the list of categories on
their blog)
• If they offer an RSS feed from their blog, which
means you can subscribe to the blog and read the
posts in your RSS reader on your desktop.
• If they welcome comments (if so, comment!)
• Do they welcome pitches for guest posts?
You might even want to create a separate sub- category
for social networking sites like Facebook, Twitter,
YouTube and LinkedIn, and give each site its own listing
in your database. Keep track of:
• When you last updated your profile on these
sites.
• The year your photo was taken. (These get
outdated very quickly.)
• Groups you belong to.
• Types of content you can share. LinkedIn, for
example, lets you share slideshows using
Slideshare.
Identifying the media outlets, bloggers and social media
sites that are in the best position to help you will keep
you on track, let you focus your time and attention, and
avoid a one-size-fits-all approach to publicity.
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Chapter 3: What the Media Want
Here’s what the media want from you:
• Ideas on timely topics.
• Ideas that tie into local, regional or national
holidays, anniversaries or celebrations
• Controversial topics.
• Exclusivity. If you promise your media contact
exclusivity on a major breaking news story, or
first crack at your idea, you increase your
chances of coverage. The danger, however, is
that if you give a story to one newspaper, it
might bury it inside the paper. You have thus
blown your chances to get great publicity
because only one newspaper has the story. We
don’t recommend offering exclusives.
• Compelling visuals such as photos, or an
interesting visual for television.
• Graphics such as pie charts, bar charts, maps,
infographics and illustrations to accompany the
story.
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• Multiple sources. Be willing to share with your
media contacts other sources they can call on
for stories related to your topic, or for other
stories they are covering that don’t necessarily
involve you.
• Ideas about emerging trends. Stay abreast of
trends by reading other newspapers and your
trade publications or subscribing to the RSS
feeds. Monitor what bloggers are saying if
they’re experts in their industry.
• Contrary viewpoints. Reporters usually strive to
present both sides of an issue. Some bloggers
pride themselves on being contrarians.
• Interesting profile stories.
• Man-bites-dog stories.
• Human interest articles.
• Experts they can call on for background and
commentary.
• Free advice. This includes things such as tip
sheets (“10 Tips on how to…”) and how-to
articles. See The Publicity Hound’s “Special
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Report #16: How to Write Tip Sheets That
Capture the Media's Attention” at
http://publicityhound.com/shop/special-report16
• Compelling commentary in the form of letters to
the editor and opinion articles that take a strong
stand on one side of an issue.
• Interesting radio talk show guests. Talk show
hosts, particularly those in larger markets, want
guests who can generate heat instead of light.
Ratings are everything.
• For radio and TV, pithy sound bites. For print,
short, interesting quotes.
• Story ideas you can feed them, even if they
have nothing to do with you. Position yourself as
a golden source and reporters will keep calling
you.
• What’s new with technology? How are you using
it to solve problems ande make life easier, either
in your business or at home?
• How you're using social media for business.
• Strategies among competitors.
• Consumer news.
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• Bloggers may welcome product reviews.
• Your business problems and how you are solving
them.
• Your mistakes and what you have learned from
them.
• Press releases that are compelling, succinct and
easy to understand.
• Links to video. If the media posts the story
they are covering to their website, they can
include a link to a video you’ve created—a
video that enhances the story. Let’s say a
newspaper reporter is interviewing an origami
artist. The artist might create a two-minute
video in which he demonstrates how to fold a
dollar bill so that it resembles a bird. This is
also an excellent opportunity to link to the
artist’s Pinterest board. Pinterest is the site
that lets you “pin” images and videos to
boards devoted to specific topics. See more
about Pinterest in Chapter 35.
Mildred Culp, author of WorkWise, a syndicated
column about workplace issues for Universal Press
Syndicate, says she looks for original ideas—not
products—that are off the beaten path, if at all
possible.
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She wants to hear about research and statistical
findings. She’s interested in unusual anecdotes or
events. She wants an expert’s perspective on an
idea or issue. And finally, she is always on the
lookout for what she calls “fresh voices, or old
voices saying something very new.” (You can
email her at workwise@comcast.net. Check out
her columns at http://www.workwise.net/)
A terrific resource for staying on top of exactly
what’s new and what’s working in PR is the Agility PR
Solutions blog. It offers insight into PR best practices
and techniques from the journalists’ perspective and
include detailed pitching tips.
Subscribe at https://www.agilitypr.com/pr-news/
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The Etiquette of Being a Good Source
Now that you know what the media want, it’s
important that you know how to be a good source.
Here are 10 ways to get in the media’s good
graces:
1. Understand that the media owes you
nothing. It is not their job to sell your book,
draw a large audience for your speaking
engagement, get you a consulting contract, or
help you sell your products and services. Rather,
it’s their job to publish blogs, newspapers and
magazines that will entice people to read and
subscribe, and encourage advertisers to spend
money on ads. The radio and TV media need
compelling, controversial shows that draw
listeners and boost ratings.
2. Be accessible. If a reporter calls you, return
the call within 15 minutes, if possible, even if
you don’t know what they want. Wait a day or
two to return a phone call and you might miss
your chance to be in their story or on their
show. Be sure reporters have you office, home
and cell phone numbers. Bloggers will seldom
call you and are more apt to email, or contact
you on one of the social media sites like Twitter.
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3. Make it easy for them to do their jobs. That
means offering background material at your
website, such as an online media kit. Schedule
interviews during times that are most
convenient for them, not for you. Ask every
media person you meet, “How can I help you?”
4. Keep all promises. If you promise a blogger
that you will submit a guest blog post by a
certain date, and she's counting on it that day
so she can edit it and schedule it to run when
she's on vacation, keep your promise.
5. Stay in touch regularly without being a
pest. It’s OK to call or email media people once
every few months. Any more than that—unless
you have something really valuable to offer—
and you might be branded as a pest. One of the
very best ways to build relationships with
bloggers is to comment at their blogs regularly.
6. If you like content that someone is sharing
on Twitter, retweet it. Ditto for Facebook,
LinkedIn, Pinterest and other social media sites.
Liking, Commenting and Sharing is a
compliment.
7. If someone asks you a question on one of
these sites, answer it. You're there to be
helpful.
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8. Understand that no means no. If they aren’t
interested in your idea, don’t try to change their
minds.
9. After an interview, don’t ask a reporter if
you can read the story before it’s printed.
The answer will be no—at least from any
reputable publication. It’s perfectly acceptable,
however, to ask the reporter to read your
quotes back to you. Most reporters will agree to
do this.
10. Don’t agree to be interviewed and then
cancel because you changed your mind. The
reporter will never call you again.
11.Suggest follow-up stories to reporters who
cover you. The media love to tell readers “the
rest of the story.” If, for example, a newspaper
reporter writes about your new book and the
book later is featured on the “Today” Show, be
sure to let them know.
12.Don’t give the media gifts, either to entice
them to write about you or to thank them
for coverage. Many media outlets and
bloggers have ethics policies prohibiting them
from accepting items of value. Even those that
don’t are clamping down on freebies. Holiday
greeting cards are fine, however. And thankHow to be a Kick-butt Publicity Hound
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you notes after you have received coverage are
much-appreciated.
Note: Many broadcasters have told us that they
appreciate gifts of food to the newsroom. If you’re
coming to a TV station for an interview, bring a
dozen bagels and cream cheese. TV people work
crazy hours and can’t always take their lunch
break.
If you’re pitching an idea to TV or radio, you can
send a related food item to the newsroom along
with your pitch.
Not all broadcasters like food, but most do.
However, do not send food of any type to print
reporters. Many of them work for companies that
have ethics policies prohibiting them from
accepting anything of value.
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Chapter 4: How To Dovetail Your
“Needs” With the Media’s “Wants”
Now that you know what you need to accomplish
with publicity and you know what the media need,
it’s time to dovetail your needs with their wants. Go
back to the “Top 25 Media List” discussed in Chapter
2 and ask yourself which traditional media outlets
and social media are the best match for what you’re
offering. Here are two examples of people who have
done that.

How an Author Ties Into the Holidays
Tie your product or service to a holiday and you can
exponentially increase your chances for free publicity
from print and broadcast outlets.
That’s what Willie Ripple learned when she selfpublished the What Do I Do?® series of books that
give children and their parents all kinds of ideas for
fun parties for Halloween, Valentine’s Day and
Christmas, as well as for slumber parties.
Willie, of Littleton, Colorado, had great success with
her publicity campaign when her book Halloween
School Parties was featured at a Denver Halloween
store that also doubled as a Haunted House.
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“The Rocky Mountain News does publicity for the
Haunted House and they saw the book and ended up
doing a three-page spread on it,” she said. “They
came out and took five rolls of film and did a big
blow-out on the front cover of the Spotlight section.”
She also sent articles to local publications, including
Colorado Parent. That led to an invitation by “WB2,”
a morning TV show in Denver, to appear in two fourminute segments on separate days. On one
segment, Willie demonstrated Halloween foods. On
another, she offered ideas for Halloween party
games.
“I read Brian Jud’s Book on the Air and saw his video
and did as he suggested—gave a lot of tips to the
audience,” she said. “As I was leaving the stage, I
heard somebody in the studio say ‘She was really
good.’ ’’ So good, in fact, that the producers invited
her back to do more segments for her Christmas and
Valentine’s Day books.
Willie offers these tips for Publicity Hounds:
• For television, be sure you offer interesting
visuals. Her Halloween food segment featured
an entire table of Halloween foods and punch.
• Your TV segment might be short, so offer
lots of how-to information.
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• Send the media tip sheets and articles
written about your topic. Willie sent excerpts
from her book to Colorado Parent magazine,
which then passed her name along to producers
of a local TV show. (A tip sheet includes a
headline, a short list of tips and a resource box.)
• Don’t be afraid to bring others onto the
show with you if it helps explain your topic.
She invited four children to appear with her to
demonstrate how to play various Halloween
games.
Besides the more routine holidays, don’t forget topicspecific and industry-specific holidays such as Take
Our Daughters to Work Day, National Tourism Week,
Children’s Dental Care Week and thousands of
others.
How an Author/Consultant Captured
USA Today’s Attention
Kimberly Stansell, a Los Angeles-based
businesswoman and author, has a knack for turning
her desires into reality with little or no money and
helps others do the same in her book
Bootstrapper's Success Secrets: 151 Tactics for
Building Your Business on a Shoestring Budget.
Kimberly explains how she did it:
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“Publicize or perish. That's my reality (and yours
too), if I want my books and newsletters to be a
"true" profit center for my business. My media
marketing tactics run the gamut from clever press
releases, letters to the editor to piggybacking onto
holidays and special events. One of my most
memorable placements, though, was getting USA
Today to help spread my bootstrappin' message.
“Scores of people in this country are opting to create
jobs and other moneymaking opportunities for
themselves using a little or no money. I had a
collection of statistics and true life stories that I
believed would be a useful and interesting story for a
newspaper to feature.
“Simultaneously, I was helping a corporate client
prepare for an upcoming trade show. Part of the
project included coordinating media activities that
were taking place during the event. Imagine my
delight when I discovered a reporter from USA
Today was on the list. After a few coordination
conversations, we had developed a rapport. And in
our last conversation, I subtly asked him who
handled the small-business beat for the newspaper.
He gladly pointed me in the right direction.
Armed with my article idea, I called the reporter and
was greeted by a gruff personality. Rather than be
intimidated, I used my gatekeeper's name and asked
if she had a moment to listen to a story idea. She
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told me I had 30 seconds. I succinctly went into my
pitch.
She asked me to go on, and we engaged in a 30minute conversation. She asked me to fax some
follow-up information and explained that she would
get back to me shortly. About four weeks later, she
called me again to do a complete interview.
Besides being interviewed, I provided her with
statistics, in-house resources and other interview
candidates. My efforts resulted in being a part of a
full-page feature: Success of four who picked
themselves up by their BOOTSTRAPS. My
bootstrappin' quotes were prominently included,
along with my photo and information about my
product line. This placement was the beginning of a
working relationship with the reporter until she left
the paper.
Tips from Kimberly:
• Create a timely and useful story idea. Make
sure it includes intriguing statistics, sources and
real-life examples.
• Track down the appropriate reporter for
your story. Don't be afraid to turn to contacts
inside or outside a media outlet for a referral
and ask, "Who covers
at
USA Today?" (You can find USA Today's staff
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index at https://www.usatoday.com/reporters/
• Practice how you'll verbally pitch the idea.
Create a succinct version as well as a more
detailed one.
• Know media protocol. First ask whether the
reporter has time to talk, and if not, ask when
you may call back.
• Line up a list of reliable, knowledgeable
and lively interview candidates. Make sure
you've pre-screened the people so that you
don't end up wasting a reporter's time with
duds.

Visit Media Websites
Once you have identified a media outlet where you
want coverage, visit their website. You may find all
sorts of interesting information such as:
• Writer’s guidelines for people who want to
submit letters to the editor, opinion columns and
how-to articles.
• A place where you can submit an instant letter
to the editor. See Special Report #4: How to
Write Crisp, Compelling Letters to the
Editor That Promote Your Product, Service,
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or Favorite Cause.
http://publicityhound.com/shop/special-report-4
• A list of staff members and areas they cover.
You can email many staff members directly from
the website. Email messages to the media, by
the way, stand a better chance of being
answered than telephone calls. Keep your
message brief.
• An invitation to pitch your idea using an online
story submission form.
• The editorial calendar which lists special sections
and other topics that will be covered in the
months ahead. If you know which sections
would be a good match with your story idea, you
can pitch the editor a few months ahead of time.
If the editorial calendar is not at the website, call
the advertising department and ask where
it’s located on the website. Editorial calendars
are free.
• Past articles. You can peruse them to learn
about the types of articles the media outlet
covers. Never pitch an idea unless you are
familiar with the publication.
• You can subscribe to the RSS feed if you
want to stay on top of news from a certain
newspaper or magazine.
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• The media outlet might have a blog.
• If you're researching bloggers, spend time at
their blogs and read the 10 most recent blog
posts to get a good feel for what they write
about, and their point of view.
• Does the blogger allow comments? If so,
comment.
• Does the blogger reply to comments? If so,
return to the blog to see how the blogger
responded to your comment.
• Does the blogger have an RSS feed and offer
email updates? If so, subscribe.
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Chapter 5: How to Identify Story
Ideas About You or Your Business
Does this sound like you?
You can’t understand why a popular blogger who
you're dying to get in front of won't respond to your
query about writing a guest post. Or the business
reporter at your local newspaper has quoted your
competitor in five separate stories but hasn’t called
you once.
Your company sends out more than two dozen news
releases every year about new employees and
promotions, but they result in little more than a few
lines of type.
The 12-page speech your boss wrote when he spoke
at the local Rotary Club luncheon would have made
an excellent column for the local business magazine.
But after you mailed it to the editor, you never heard
a word.
If your attempts at media coverage have fallen flat,
quit grumbling and start taking a proactive approach
to free publicity by identifying interesting, compelling
story ideas the media need. Yes, NEED. Bloggers and
ezine editors have posts to write and subscribers to
keep happy. Newspapers, magazines and trade
publications have hundreds of thousands of column
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inches to fill. TV and radio stations have hundreds of
hours of news and community interest programs
they must broadcast.
The number of media outlets is greater than ever,
and competition is fierce for advertising dollars,
viewers and subscribers. The secret to savvy media
relations is knowing exactly what they want, and
then giving it to them.
Here are tickler questions designed to help you
identify the best story ideas within your
company or organization:
What’s Different?
Is your company doing anything out-of-the-ordinary,
compared with your competitors? Examples: A
professional speaker who gives a quirky, memorable
free gift to every meeting planner who hires her. A
website company that gives its customers discount
coupons good for a website update for every referral
a customer sends. An agency that buys creative toys
for its employees to use during brainstorming
sessions to get their own creative juices flowing.
Are You The Local Angle?
Can you give your own spin to a national or regional
event?
How to be a Kick-butt Publicity Hound
By Joan Stewart and Tom Antion
JStewart@PublicityHound.com Orders@Antion.com
Page 61

Local media and bloggers wrote hundreds of articles
about their local World War II veterans who
participated in Honor Flight events, the all-expensespaid, overnight trip to Washington, D.C. to view the
World War II memorial.
Honor Flight is a national story, but any vet who
participated could contact their local media, and
many did.
During the war in Iraq, many local newspapers and
TV stations ran stories about people in their own
communities who kept in touch with their relatives in
the war zone. During the Columbine shootings in
Colorado, newspapers interviewed local child
psychologists and counselors who offered tips on
how parents can spot warning signs in their own
children.
Do You Piggyback onto News Events?
After severe rains in Milwaukee one year, a
Minnesota company got several minutes of free
advertising on a Milwaukee radio station by talking to
the drive-time radio host about a special pump that
removes standing water and moisture in the air. The
host interviewed a company representative and gave
out the company’s toll-free number.
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Joan remembers listening to the interview during
afternoon drive time and thinking, "That company is
brilliant!" I'll bet they monitor which states are
receiving heavy rain, and then call local radio
stations with the same pitch.
Do You Piggyback onto Trends?
Do you sell a product or service that ties into a
national trend? A credit counseling agency might
offer its experts as sources for stories about the
whopping credit card debt racked up by college
students. A non-profit agency that advocates safety
for women can promote its community classes by
offering the media tips on how businesswomen can
be less susceptible to theft of laptop computers in
crowded places like airports.
Do You Piggyback onto Holidays?
Are you doing something different on a particular
holiday? Are you a management consultant who can
suggest ways that companies can keep their
employees productive during the holidays? Have you
determined that it’s more efficient for your business
to simply close down during the week between
Christmas and New Year’s?
If you’re of Irish descent and give all your employees
a half day off on St. Patrick’s Day, that story might
interest the media. Remember that the week
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between Christmas and New Year’s Day is the
slowest news week of the year, and an excellent
time to seek coverage. A Wisconsin company got a
six-minute story on the local TV station and a frontpage story in the Milwaukee Journal Sentinel after it
announced at the annual Christmas party that every
employee was being treated to a trip to Disney
World.
Do You Inform the Media About New Trends?
Have you spotted a hot new trend in your industry?
Let the media know. Many accountants, for example,
are becoming certified as investment counselors. If
it’s a trend a reporter is interested in, don’t be
surprised if they interview you for the story. One of
the first places to spot trends in your own industry is
in your trade magazines.
Are You Generous With Free Advice?
What advice can you offer that will help someone
solve their problems? Share this advice on all the
social media sites, even if you are not the source.
This positions you as a valuable resource, and your
followers won't want to miss any of your tweets,
status updates, photos or videos.
Tell reporters they can call on you for advice when
writing stories about your area of expertise. Give
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them specific examples of how you help people save
time and money.
Do You Explain How-To?
Bloggers, ezine editor, and editors of many
newspapers, magazines and trade publications want
guest posts and articles that tell their readers how to
do something such as get out of debt, discipline their
children, have a safer work environment, set up a
home office, or acquire a business loan. Think of the
Number One problem your customers face, and then
write a how-to article about it. If it is printed, try to
recycle the article for a different publication.
Do You Take a Stand on Issues?
Is there a local, state or national industry or political
issue that you lobby for, or that you feel strongly
about? Find the bloggers and reporters who cover it
and share your thoughts with them. If, for example,
your trade group is supporting local gun control
legislation, call and offer to comment on the issue.
Do You Have an Upcoming Event?
Are you sponsoring classes, an open house, a free
demonstration, or a fun event? Don’t just send a
press release. Think of something visual that ties
into the event. Then call your local TV station and
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ask if they are interested in doing a story a day or
two before. Coverage before the event helps spark
interest and boost attendance.
Are You a Techie?
How are you using technology in interesting or
unique ways? Have you found a way to draw lots of
traffic to your website or blog —with resulting
orders? Are you using the latest technology during
your speaking engagements? Is your sales force
using apps to stay in touch with existing customers
and seek out new ones?
Are you creating videos about topics related to your
product or service and uploading them to YouTube as
a way to pull traffic to your website?
The Job Shortage
What are you doing differently to look for a job? How
is your company using LinkedIn to find candidates
for difficult-to-fill positions?
If you're a career counselor, what's your best advice
for job-hunters? If you're a personal finance advisor,
what tips do you have on how job hunters can live
on a shoestring budget?
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Do You Have a Fascinating Lifestyle?
Does the type of clothing you wear, the home you
live in, your hobbies, and your relationships with
your family, the food you eat, and where you travel
on vacation say something unusual about you?
These stories are ideal for lifestyle sections, food
pages, travel pages, niche blogs and websites, and
special interest magazines.
Even though the articles are not necessarily
business-related, the writer most likely will ask you
what you do for a living, and that’s a chance to plug
your company or organization, particularly if it ties
into the reason they are writing. Example: You speak
internationally and have an extensive collection of
wine you have bought during your travels. This
would be a GREAT story for food page editors or a
wine blog, and it would publicize the fact that you are
a professional speaker.
Do You Share Your Business Connections?
Has your organization formed an interesting alliance
or partnership with another business or non-profit?
Call the business writer and share the information.
Be willing to explain the results you expect to see
from such an arrangement. And be sure your partner
is also willing to speak with a journalist.
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Do You Seek Help With Your Problems?
What are the three biggest business hurdles that you
face? Find out the names of the bloggers and
journalists who cover your industry. Then share the
information with them. Who knows? Someone might
read the story and call you with a solution you might
not otherwise have known about. Or they might call
you and buy your products and services.
Do You Reveal Your Mistakes?
How would you advise other people so they don’t
make the same mistakes you have made? Don’t be
embarrassed. Everyone makes mistakes. And if
you’re willing to discuss yours, there’s a good chance
the media will be willing to write about you. Almost
NOBODY pitches their mistakes.
Do You Share Results from Your Polls?
Are you taking a poll or survey, either among your
customers or among the public? Homewood Suites, a
Texas hotel chain, got great publicity from results of
a survey that asked guests what they do in hotel
rooms. Almost one in five respondents said they
jump on the bed.
Iams pet food company surveyed its customers
about their relationship with their pets. An
overwhelming 91 percent of the people polled
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admitted saying “I love you” to their pets. In
addition, 63 percent of respondents sleep with their
pets at their sides. Results of the poll were released
several weeks before Valentine’s Day. (Brilliant!)
How about taking a poll asking your customers about
the most unusual way they use your product or
service?
Read more about polls and surveys in Chapter 16 of
this ebook.
Are You Sponsoring a Clever Contest?
To celebrate its 100th anniversary, OshKosh B’Gosh
launched a six-month nationwide search for the
oldest pair of bib overalls. Thrifty Rent-a-Car
sponsors an annual Honeymoon Disasters Contest.
Entries result in amusing feature stories in major
newspapers and magazines throughout the country.
For additional publicity mileage, the company
announces results near Valentine’s Day, giving the
media a perfect story that piggybacks onto a holiday.
TripAdvisor.com has the “10 Dirtiest Hotels” Contest
each year, asking website visitors to nominate their
favorites, and then offer comments when the
winners are announced. Read more about this at
Joan’s blog at http://publicityhound.com/blog/whatyou-can-learn-from-tripadvisorcoms-10-dirtiesthotels
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Facebook is the ideal place for a contest and a great
way to grow your fan base. How about sponsoring a
treasure hunt? Post a series of questions to your
page and give the answers, or clues, at your
website. Participants must first “Like” your page, and
then post the answers in the Comments section.
You no longer have to use a third-party app for
contests.
Get your fans involved in helping you create or name
your next product. Papa John's pizza asked their
Facebook fans to create a new pizza for their menu.
Read more about running contests in Chapter 15 of
this ebook.
Do You Look to the Seasons for Subject Matter?
Has your company found a way to keep cool or cut
utility costs? Suggest it during the dog days of
summer. Hospitals, clinics and medical schools can
offer the media a list of experts to pass along helpful
tips on how to avoid getting colds and flu during the
winter. Lawn care companies and nurseries can
share tips on how to prepare lawns and gardens
during the spring. See “Special Report #37: How
to Tie Your Product, Service, Cause or Issue to
the Weather” at
http://publicityhound.com/shop/special-report-37
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Do You Tie Your Anniversary with an Event?
The fact that your company is celebrating an
anniversary or birthday isn’t news. But it would be
more enticing if you could tie it in to a clever event.
A button manufacturer published a lavish photo
history of the button—including its uses—on shoes,
clothing, furniture and accessories. An accounting
firm celebrated its centennial by publishing a
giveaway book of commissioned original renditions of
what select artists thought it meant to be 100. A
national rental car company rented out its fleet of
cars for free one day.
Do You Create Tip Sheets?
Can you explain how to solve a particular problem
or how to do something? A tip sheet details helpful
free advice with topics sound like this: 11 Ways to
Snag More Business from Your Facebook Page, The
7 Best Apps for Truck Drivers, 9 Ways to Save
Money on Insurance Premiums.
Each tip sheet can have an optional introduction of
one sentence or two. At the end, include the author
resource box, the most important part of the tip
sheet. It states the name of the author, the author’s
credentials, and contact information such as phone
number, email address and website URL. Think of
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the Number One problem your customers are facing,
and offer tips on how to solve it. (Learn more
about the webinar Joan hosted on "17 Ways to Use
a Tips List to Make It More Powerful Than Ever." at
http://publicityhound.com/shop/17-waysto-use-the-simple-tip-sheet-to-make-itmore-powerful-than-ever)
Are You Changing Your Focus?
Is your company switching product lines,
expanding services, entering new niche markets
or making any major changes in the way it
does business? If so, let the media know. Be
willing, however, to talk about the reasons
behind the change. If you’re trying a new
product line because the first one flopped, be
willing to say so.
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Chapter 6: All About Press
Releases
Press releases are one of the most important tools in
your publicity kit. Nine out of 10 journalists hate
press releases, mostly because the releases are so
poorly written.
Truth is, journalists rely on releases to let them
know what is happening. But that’s not the main
reason press releases are important. Today, we write
press releases primarily to reach consumers directly
online and bypass the media. Consumers can find
the releases through the search engines. They can
read the release, click through to our website and
buy something. So even if journalists think the
release isn’t worth their time and attention, it might
attract the attention of consumers.
Surveys have shown that journalists spend only five
seconds reading a release before deciding whether to
use it or toss it. So it must be compelling, interesting
and—mostly important—newsy.
If you’re writing your press release primarily for
consumers, however, it doesn’t necessarily have to
include news. For example, Joan frequently writes
press releases even when she has no news to
announce. She might excerptt seven publicity tips
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from one of her products, then link to the page at
her website where the product is sold.

The New Rules of Press Releases
Print this handy list and post it next to your
computer so you don’t miss a chance to write a
release and post it online. These releases also can be
sent to traditional media and bloggers.
You can write about:
• Accomplishments
• Alliance with another organization
• An app you're giving away or selling
• Anniversary
• Annual report
• Appearances on major events
• Appointment to a board or committee
• Articles by or about you
• Awards you are receiving
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• Books you have written
• Books you are mentioned in
• Community classes you are sponsoring
• Company birthday
• Contest you are sponsoring
• Contributions to charities, donations,
scholarships
• Controversial topic, where you stand
• Death of major figure in your organization
• Debates
• Employee trips
• Expanded facilities
• Expanded hours
• Ezine you are starting
• Free classes
• Free demonstrations
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• Free information at your website
• Free offer
• Free samples
• Fund-raising kick-off
• Fund-raising report
• Fund-raising goal
• Grant you are giving
• Grant you are receiving
• Guest speaker you are hosting
• Holiday events or programs
• Holiday you are declaring
• Hostile takeover
• Incorporations
• Industry awards or commendations
• Industry groups you are joining
• Industry programs in which you are participating
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• Job change
• Land purchase
• Lawsuit you have filed or settled
• Mergers and acquisitions
• Move into new market
• Name change
• New address
• New contract
• New employees
• New contracts, clients, customers
• New products or services
• Newsletter you are starting
• Official announcement
• Open house
• Partnerships or strategic business alliances
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• Patents
• Poll you have taken
• Predictions
• Proclamations
• Product recall
• Public issues, where you stand
• Public service announcements on radio/TV
• Public stock offering
• Publications
• Radio show appearances
• Rallies
• Real estate transaction
• Recruitment and retention strategies
• Relocations
• Research you are conducting, or results
• Retirement
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• Sales promotions
• Services for handicapped
• Speaking engagement
• Special events
• Sponsorships
• Strike
• Survey you have taken
• Tie-in with upcoming holidays
• Tours of your company
• Trade show where you are exhibiting
• Trends you are seeing
• Training seminars or other programs you attend
• TV show appearance
• Weather-related event
• Website, or new service online
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• White Paper or manuscript you have written
• Workshop or seminar you are presenting
• Workshop or seminar you are attending
• Visit by celebrity or public figure
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The 6 Parts of a Press Release
Joan has created a three-minute video that
illustrates the six parts of a release. You can see it at
http://youtube.com/watch?v=Pl5we3mxdKg
Here’s a written summary:
Part 1: The contact information.
In the upper left corner, type:
FOR IMMEDIATE RELEASE
CONTACT: (Include contact name, phone number
and email address)
This tells people whom they can call if they need
more information.
Part 2: Headline and sub-head (optional).
• Write a headline in 14- or 16-point type. Use
two lines instead of one line so you have more
room to explain what the release is about. (If
you will be distributing your release through a
press release distribution service, they will have
their own requirements for formatting and
style.) We recommend you do not include the
name of your company in the headline. This
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often sounds too promotional, and it’s a waste of
keywords (see more about this below).
• We recommend you also write a sub-head that’s
smaller than the main headline. It goes right
under the headline and it can be one or two
lines. Headlines and sub-heads are great places
to insert keywords or keyword phrases. These
should be the same words that people type into
the search engines when they are looking for
information on a particular topic. These
keywords help the search engines find your
press release. Many times, people will not type
“The ABC Widget Company” into Google of they
are looking for blue widgets. That’s why your
company’s name in the headline or sub-head is
a waste of keywords.
Part 3: The dateline.
This goes at the beginning of the first paragraph. It
includes the city and state where the release
originated, and the date it was written.
Part 4: The body copy.
This is everything from the dateline to the end of the
release.
• In the body of the press release, include the
most interesting angle, or the key information,
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right up front. Keep the emphasis on the readers
and how they will be affected by the news. For
example, if you’re announcing a new product,
explain in the first paragraph how your product
will make the reader’s life easier. “Computer
users who suffer from shoulder problems caused
by typing on standard keyboards will find relief
from a new split keyboard that lets their hands
type at a more natural 45-degree angle.”
• The body of the news release should be in a
standard 12-point font, in either Arial or Times
New Roman.
• Limit releases to about 750 words. In earlier
editions of this ebook, we recommended you
write press releases of no more than one page.
But now that you’re writing for consumers, not
only for journalists, releases can be longer than
that, but not so long that people will be
discouraged from reading. If you need to write
more, you can always link within the release to
more information at your website.
Part 5: Links
In the body copy, you can provide links. Include at
least one link to your own website. You can also link
to things like your product catalog, a free article, a
quiz, your online press room at your website, a sales
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page where readers can learn more about a product,
or a page where they can order.
You can also provide audio and video links. If you’re
a speaker, include a short audio excerpt so that a
meeting planner who might hire you can listen to
what you sound like. If the press release is about a
product, include a link to a short video that explains
how to use it.
Don’t include more than about three links within your
release or readers might become confused and they
won’t know where to click first.
Part 6: The call to action.
Tell people what you want them to do! Do you want
them to read a free article at your website? Or call a
telephone number to order tickets? Do you want
them to attend a rally? If so, give them a phone
number or a website URL for more information.
Many people skip the call to action because they
don’t have an obvious one. If you can’t think of a call
to action, we suggest you lead readers back to your
website, but give them a reason for doing so.
Suggest they read a free article that ties into the
topic of your press release. Or link to a fun quiz. Or
tell them you blog, and link to a specific post that
will give them more information about what you've
written within the release.
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Leading people back to your website also gives you
the chance to capture their email address. This is
very powerful because once you have it, you can
market to them over and over again until they say
“take me off your list.” (See Joan’s “Special Report
#51: 66 Free Things You Can Offer to Generate
Publicity or Capture People's Email
Addresses.”) at http://publicityhound.com/
shop/special-report-51

An Example of a Press Release
On the next page, you’ll see an example of a press
release. It’s the one Joan wrote to get the three-line
mention in the Kiplinger Letter when she published
her tips booklets on employee recruitment and
retention.
Notice that in the lead, she puts the emphasis on the
problem that her new booklets will solve.
At the end of the release, notice the invitation she
extended to editors to choose any 10 tips from each
booklet to excerpt. She did this because she sent the
press release to different types of magazines,
newspapers and newsletters, and she wanted to give
each editor the option of choosing whatever tips they
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felt best fit their readers. Joan calls this “the optional
note to the editor.” You can include these types of
notes at the end of your releases. You might use the
note to invite editors to call on you if they need
background, story ideas or commentary on your
areas of expertise.
Here’s the press release:
FOR IMMEDIATE RELEASE
CONTACT: Joan Stewart at 262-284-7451 or
jstewart@publicityhound.com
Booklets Offer Tips
for Finding and Keeping Employees
Port Washington, WI – Nov. 1, 2000 – Employers
struggling with the worst labor shortage in three
decades will find dozens of recruiting and retention
ideas in the booklets “113 Tips for Finding Valuable
Employees” and “107 Tips for Keeping Valuable
Employees.”
Recruiting and retention strategies that would have
been unheard of 20 years ago—like offering
employees flexible work schedules, career
counseling and nap rooms—are being used by
proactive companies that want to keep valuable
employees and lure other qualified workers away
from the competition,” said Joan Stewart, author of
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the 16- page booklets and a management
consultant and professional speaker with The
Summit Group in Milwaukee, Wisc.
The booklets are $5 each ($10 for both) and can be
ordered at http.PublicityHound.com or by sending
your business card and a check (U.S. funds only)
payable to The Publicity Hound to P.O. Box 437,
Port Washington, WI 53074. Or call 262-2847451.
– END –
Permission to Reprint: Editors, you may reprint 10
tips from the booklets.

The 7 Deadly Sins of Press Releases
1. Providing insufficient or wrong
information, particularly telephone
numbers or website URLs. Releases must be
complete, accurate and specific.
2. Writing too long. They should be no longer
than about 750 words.
3. Distributing them too late. You must know
the deadlines of various media where you want
coverage. Local newspapers, for example, might
want the release two weeks before your event.
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But if you want to get into a national magazine
that has long lead times, you may have to send
it six months in advance. If you’re not sure of
deadlines, call and ask.
4. Sending a release to the media that has no
news value. Remember, however, that
releases you post online, hoping to reach
consumers, don’t have to include news.
5. Blatant commercialism. Avoid hackneyed
words and phrases such as spectacular,
incredible, the only one of its kind,
breakthrough, cutting-edge, unique and stateof-the-art.
6. Omitting a contact name, phone number or
email address. At the top of the first page in
the left corner, let editors know who they can
call if they have questions.
7. Calling or emailing right after you send a
release and asking questions like "Did you get
my news release?" or "Do you know when it will
be printed?" These questions will brand you as a
pest. Don't follow up with a phone call to see if
the media got your release, unless you are
absolutely sure that someone will check for you.
Most don't have time. If you do follow up, make
sure you have a reason to call. Suggest a
particular angle to your story, or ask the media
if they need any other information. See “A
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Simple 5-Part Formula for Delivering the Perfect
Media Pitch and Hitting it Out of the Park” at
http://publicityhound.com/shop/a-simple-5part-formula-for-delivering-the-perfect-mediapitch-and-hitting-it-out-of-the-park

8. Other Bonehead Mistakes to Avoid:
• Using outdated media reference books.
Even if you’re using the most current books,
double-check to see if the person to whom you
are sending the release still works there, and
that the address is the same. A release sent to
an editor who died 10 years ago eventually will
be routed to the right person, but they'll think
you don't care about the publication or who
works there.
• Sending the same release to more than
one department at the same media outlet
without letting both journalists know that you
are doing so. Joan worked at a newspaper
that unknowingly printed the same press
release three times in different sections of the
paper, on the same day.
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• Sending a journalist a photo that lacks
identification. Photos should include the photo
subject’s name, title and company.
• Forgetting to give the booth number if
you're writing about a new product that is
being featured at a trade show.
• Sending the press release by snail-mail
when the media outlet prefers email. (Most
do.)
• Emailing press releases as attachments.
Opening attachments is time-consuming, and
many people are wary of attachments because
of viruses. Include the press release in the body
of the email. Or, you can email a short message
to the recipient, explaining what the release is
about, and then include a link to the page at
your website, or a press release distribution
website, where they can access it.
• Sending a press release as a zipped file that
must be downloaded and unzipped.
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How to Follow Up
Few topics spark more controversy in PR and media
circles than the issue of whether to follow up after
sending a press release.
For every PR pro who adopts it as standard practice,
there’s a media person begging for the phone calls
and emails to stop. Most reporters and editors don’t
want to be pestered, particularly on deadline. But PR
people hate losing another opportunity to sell the
story.
We recommend you follow up, but follow up
correctly. Here’s how: Craft a clever pitch that gives
you a reason to call. When you call, suggest a
different angle that media outlet might take—
something that appeals to that particular audience.
Let’s say you’re doing PR for a black-tie “Celebrity
Chefs” fund-raiser sponsored by the non-profit group
you work for. Ten local chefs will cook their signature
dish and guests will be able to buy samples.
First you send the standard press release announcing
the fund-raiser. Then, a few days later, you:
• Call the local weekly newspaper in the town
where each chef lives, remind them you sent the
release, and suggest a profile story of the chef,
along with several of their best recipes.
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• Call the food editor at the local daily newspaper
and suggest a story on food trends that your
celebrity chefs are seeing in their own
restaurants. (Example: Diners are demanding
healthier entrees while continuing to gobble
down rich desserts.)
• Call the assignment editors at the local
television stations and tell them the best video
opportunities. If someone is cleaning 500
pounds of raw shrimp the day before the event,
that might make a good 30-second blurb on the
10 o’clock news.

More Follow-up Tips
• Know the best times to call each media
outlet. Never call on deadline.
• Don’t just call and ask, “Did you get my
press release?” Explain why their audience
should care.
• Don’t ask, “When will my news release be
printed?” Many times, they have no idea. Some
news items are printed or broadcast when
there’s room.
• Keep your pitch short. Don’t ramble or
babble.
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Resources to Help You
“Bulletproof News Releases—Practical, Noholds-barred Advice for Small Business from
135 American Newspaper Editors” by Kay
Borden offers inside secrets from newspaper editors
on the do’s and don’ts of attracting their attention.
$24.95 plus $3 shipping. http://www.franklinsarrett.com/pubs/borden/bulletproof.html
“Trash-Proof News Releases” by Paul J. Krupin of
Direct Contact PR covers the entire gamut of press
release construction, delivery and follow-up. $37.95,
plus $6 shipping and handling (within the U.S.). Call
1-800-457-8746.
http://www.directcontactpr.com/books/
Brian Jud’s “Write Your Own Press Release”
template
Book marketing guru Brian Jud has created a press
release template you can use to publicize your new
book, or just about any product.
http://www.bookmarketingworks.com/marketingserv
ices.htm
“The Big Press Release Samples Book” by
Mickey Kennedy includes 75 sample press releases
for every occasion and industry. It's free!
http://www.ereleases.com/insider/freebooksPH.html
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Press release distribution services:
After you've written your press release, you can send
it to a list of your targeted media contacts. You can
also use a press release distribution service, and
you'll find many from which to choose, from free
services (most of which are a waste of time) to feebased services that only big companies can afford to
use regularly. The competition among paid and free
services is fierce.
Here are some of the advantages of press
release distribution services:
• Some of the bigger services will push your
press releases directly into the Google and
Yahoo news feeds and LexisNexis, the world's
largest collection of public records used
frequently by journalists. This is critical for the
widest exposure possible. Once your press
release is in the news feeds, people who are
searching for information using the keywords in
your press release can find your release.
• The press release distribution services
email press releases to journalists,
freelancers, analysts and broadcasters who have
requested them.
• Several of the press release distribution
services meet the disclosure requirements
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of the Securities & Exchange Commission. Publicly
held companies use these services which "push" the
news to analysts and investors throughout the world.
• Press release distribution services offer RSS
feeds. That means they deliver information on
specific topics directly to the desktop of
journalists and anyone else who requests it—
bypassing email and spam filters.
• The large distribution services have long
lists of reporters and editors who cover
certain topics at newspapers, magazines and
other media. The services then push the
releases to the media outlets whose target
audiences are a good match.
• Some of the bigger services offer reports on
how many people have accessed your press
release and which media have downloaded it or
used it.
• Several services have a secure site where
you can upload releases, images and other
files.
• Many of the services have excellent help
desks. And for an additional fee, they'll even
write your press release for you.
• Some services deal only in news for specific
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vertical markets.
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The Major Services
PRNewswire, BusinessWire and MarketWire are the
major players. They offer the most services and the
widest distribution. As a result, they usually have the
highest fees.
Most publicly-held companies rely on one of these
three services for major announcements because
they meet the SEC disclosure requirements.
If you visit their websites hoping to find prices within
easy reach, you're out of luck. Each has a variety of
distribution circuits or levels such as local, city, state,
national and international and, as a result, a
wide
variety of fees. You can expect to spend between
$100 and $200 to distribute one press release to one
major city in the U.S. and up to several hundred
dollars per release for distribution to major markets.
Call or email for a price schedule.
If you don’t have that kind of money to spend, there
are less expensive alternatives.

The 4 Services We Recommend
PRWeb
If you distribute only several press releases a year
and you're on a tight budget,
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http://www.PRWeb.com is one of your best choices.
Its clients include Fortune 500 companies, and it
specializes in press release distribution for smalland medium-size businesses.
We've heard many people rave about the results,
and PRWeb distributed several of the press releases
in this ebook.
PRWeb has discontinued its free press release
distribution service, which is just as well. The free
service meant your release was "parked" at their
website, and the search engines might or might not
have found it.
Today, your most inexpensive option is to pay $89
so the release is "pushed" into Google and Yahoo
news and so people can find it easily when they're
searching online.
You can also pay $159 or $199 for even higher
upgrades with more features. But many people I've
spoken with have been very happy with the results
they've gotten from the $89 service.
To get a price schedule, go to
http://www.prweb.com website, and click on the
"Create Free Account" button where you can register
for free. After you've registered, go to the bottom of
the page where you'll find the phone number.
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Expertclick: The Online Yearbook of Experts
This site at
http://www.ExpertClick.com/Referral/Publicity_Houn
d (affiliate link) is great for authors, speakers,
consultants and experts on any topic and especially if
you want to distribute more than about 10 press
releases a year. As of this writing, there are three
levels of membership: a free membership that gives
you a Press Room Page on the web only, a
membership that gives you a Press Room and the
ability to send daily news releases - (annual, $495;
monthly, $49) via Expertclick's News Release Wire,
and the higher level that gives you a profile or full
page in the printed Yearbook of Experts, higher web
ranking, Press Room and News Releases distribution.
Use the discount code "Publicity Hound" to save $10
monthly or $100 annual on the paid profiles.
eReleases.com
This service at http://www.ereleases.com/ph
(affiliate link) from Mickey Kennedy, will write and
distribute your press releases for you. Choose from
one of three distribution plans, from $299 to $499
(does not include writing).
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Guaranteed Press Releases
Dan Janal guarantees that at least 100 media
websites will print your press release within 24
hours, or he'll refund your money. His program has
three levels of membership, from $297 to $995. Tell
him I sent you.
Vertical Market Distribution Services
If you want to distribute your press release only to
media and others in a specific industry, or to specific
types of audiences, take advantage of the many
press release distribution services for vertical
markets.
Here are just a few examples:
http://www.csrwire.com/
CSRWire.com
The newswire of corporate social responsibility
http://www.hispanicprwire.com/education/
Hispanic PR Wire
http://express-pressrelease.com/16/GroupWeb.Com%20Launches%20En
ergy%20Industry%20News%20and%20Press%20Rel
ease%20Distribution%20Service.php
EnergyIndustry.Net™
Specializes in press releases for the energy industry.
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http://www.blackprwire.com/
BlackPRWire
http://www.ewire.com
E-Wire Distributes environmental news
Curious about whether there's a press release
distribution service specifically for your industry?
Someone at your trade association might know. Or
do a search for [press release distribution service] +
[your industry] and see what you can find.

Free Press Release Distribution Services
If you do an online search for free press release
distribution services, you can spend days researching
them all.
Our advice about any of them can be summed up in
six little words: you get what you pay for.
If you want to experiment with any free service and
see how effectively it draws traffic to your website
and generates calls from the media, go right ahead.
But please, don't experiment when you have
important or even semi-important news.
Yes, posting your press release at all the free press
release websites does result in more inbound links to
your website, but Google's latest algorithm change in
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2012 places less emphasis on inbound links. You also
need to know the disadvantages of using free
press release distribution services exclusively:
• Even though they call themselves
"distribution" services, many of them don't
distribute anything. Your press release is
simply "parked" at their website, waiting to be
found by the search engines. Problem is, the
search engines are busy paying more attention
to the press releases that were posted through
the paid services.
• The media seldom if ever visit these
websites. They have more than enough press
releases to review by concentrating on the
major sites like PRNewswire, BusinessWire,
MarketWire, PRWeb and Expertclick.
• The free services usually don't have special
arrangements with Google, Yahoo and
other search engines to make content part of
the search engine news feeds.
• There's no way to track statistics, such as
how many people viewed your press release.
Many of the free services exist for two reasons— to
eventually get you to pay. They entice customers to
pay to upgrade their release for a higher level of
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service so the search engines can
find the releases, and these free services also
generate revenue through Google Adsense ads.
Most Publicity Hounds who are truly serious about
making their press releases really work for them will
be willing to pay a fee to a press release distribution
service. If you've gotten fabulous results from one of
the free services, please let us know.
Word of caution: Don't buy software that promises to
automatically format and deliver your press releases
to free press release "distribution" sites and "put
your press releases on steroids." Using these
software programs can hurt your standing with
search engines like Google. Most of these junk press
release portals are created for one reason: to accept
advertising.
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Chapter 7: How to Pitch Ideas to
the Media
If you are customizing your story for various media,
it’s far more effective to deliver a customized pitch to
each blogger or journalist you're targeting rather
than using a one-size-fits all press release.
You have two pitching options: by phone or email. In
earlier editions of this book, we included snail-mail
pitches, but that method of delivery isn't effective
anymore because by the time it reaches the
recipient, it can look like "old news." Email and
phone pitches each require different guidelines.
Regardless of which method you are using, both
require you to:
• Let bloggers know you are familiar with their
blog, and let traditional media know you are
familiar with their publication or show.
• Contact the correct person.
• Explain quickly and succinctly what the idea is
about.
• Explain why their audience would care.
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By Email
You must know ahead of time if the reporter wants
to receive story pitches by email. If you’re not sure,
try connecting with the person you are targeting on
one of the social media sites.
Do they blog? If so, read the blog and look for
"Submission Guidelines" or a "Contact Me" form.
Are they on Twitter? If so, follow them and read their
tweets. Reply, and share their content. It's OK to ask
there how they want to be pitched.
Are they on LinkedIn? If so, what groups are they in?
If the group is a logical fit for you, too, you can join
the group and communicate with journalists there
even if you are not formally connected to them. You
can ask right there in the group if they prefer email
pitches or phone pitches.
Don't pitch them directly on the social media sites
unless you're certain that they welcome pitches that
way.
If you still aren't sure how they wish to be pitched,
you can email the media outlet and ask. Assume that
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bloggers want email pitches. If you're ever in doubt
about who wants what, it's best to email your pitch.
Joan hosted an entire webinar on this topic called
"How to Use the Social Media Sites to Connect
with Journalists." You can read more about it and
order the video replay at
http://publicityhound.com/shop/?p=671
If you're emailing a pitch, use a clear subject line
that leaves no doubt what the story is about.
Joan recommends that email pitches include "Story
Idea:" at the front of the subject line because it
stands out, and it's less apt to get overlooked among
the thousands of other emails journalists get. If
you're pitching a guest blog post to a blogger, start
your subject line with "Guest blog post idea:".
Explain the idea quickly. Don’t ramble.
Be patient and wait for the recipient to reply. Only
send a second email message if you don’t hear back
in a week or so.
Try to keep your email pitch to no more than one
screen. The shorter, the better.
Here's an email Joan received from Mallory Whitfield,
a blogger who pitched a guest blog post on ways to
promote your retail business before you open. Notice
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how she explained right up front that she is familiar
with Joan's blog.
Hi Joan,
I recently came across your post about 6 ways to
promote your retail business before you open. It
really struck a cord with me, because in a way that's
what I've been doing for quite some time now rather than taking on massive debt to open my
dream brick & mortar boutique, I started building my
brand first with my blog, MissMalaprop.com, which I
launched in 2006, and with social media. I started
selling at local events in 2009, and in 2010 expanded
to include an online storefront as well
(http://shopmissmalaprop.com/ ). I'm still working
my way towards a full brick & mortar store, but now
I know I'll be ready with built in audience of
customers once that time comes.
I'd be happy to write a guest post for you on even
more ways to promote your retail business before
you open if you're interested. Just a few quick ideas
that came to me off the top of my head after reading
your post:
--Set up a website and/or blog prior to opening to
start building buzz for your business. Be sure to list
the website address on a sign or banner outside your
building.
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--Work with your local Yelp community manager and
build buzz among the local Yelp Elite. Larn best
practices for managing your brand on Yelp and how
to deal with Yelpers. You might even through an
exclusive pre-grand opening party just for Yelp folks.
--Participate in local festivals and other events with a
booth promoting your business.
Like I said, those are just off the top of my head, but I'd be happy to expand and think up more too.
And of course I'm happy to format it in keeping with
your site's style, etc. You can see an example of an
older post on my blog with a similar sort of theme &
style: http://www.missmalaprop.com/2009/11/5tips-for-a-successful-handmade-craft-shoppingparty/
Thanks in advance for your consideration!
Mallory
*

*

*

Joan loved the pitch, even though it was long, and
said yes immediately. You can read the guest post at
http://publicityhound.com/blog/4-ways-to-promoteyour-retail-business-before-you-open
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Let's look at another example of an email pitch. This
one is from publicist Michelle Tennant, chief creative
officer of Wasabi Publicity, who spends the majority
of her day "working the phones" and emailing
pitches to the media on behalf of her clients.
The pitch below is much longer than what we
recommend. But notice that she has included
"Talking Point Possibilities" which she knows
producers of big TV shows want. This pitch landed
her client, the Rev. Jonathan Ellerby, PhD, on "Larry
King Live."
Also notice that the beginning of the subject line:
[Sweat Lodge Deaths] commands attention because
the sweat lodge story had just broken and TV
producers were looking for a variety of angles.
SUBJECT LINE: [Sweat Lodge Deaths] Rev. Jonathan
Ellerby, PhD on James Arthur Ray Spiritual Cleansing
Hello [MEDIA CONTACT FIRST NAME]
Need a globally-recognized belief expert to comment
on the Angel Valley "sweatbox" event?
Arizona-based, Rev. Jonathan Ellerby, PhD is one of
the nation's leading experts on ceremonial steam
baths and has a PhD in comparative religion.
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Author of the best-selling book, "Return to the
Sacred" and creator of the CD series "Your Spiritual
Personality," Rev. Ellerby is also Spiritual Director of
the world-famous Canyon Ranch Spa. Rev. Ellerby
leads sweat lodges weekly and is one of the world's
foremost commentators on spirituality and can speak
to a main-stream audience about making sense of all
spiritual rituals. He is trained in Native American
sweat lodge practices and can discuss what put
attendees at risk at Angel Valley.
The self-help movement is growing rapidly. As
people seek out spiritual growth, what is putting
them at risk and what should they be looking for
when seeking out spiritual leadership?
Dr. Ellerby can give tips. He has a PhD in
comparative religion with over 20 years of
experience in the field and 10 years working in
western hospital, healthcare and resort settings.
Jonathan's perspective is rare and can help us
understand the mistakes made by seekers and
teachers.
We also have access to profile stories on people
seeking self-help: both positive and negative. Dr.
Ellerby can talk about what went wrong for victims
and share a checklist on what people should use to
pursue their spiritual growth.
Angel Valley talking point possibilities:
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--Facilitators made many obvious mistakes that
could have easily been avoided
--These ceremonies are powerful and healing, but
must be treated with respect
--Participants and self-help seekers are some-times
not discerning enough and can run the risk of
jeopardizing themselves
--The traditional ceremony is about focusing the
mind on prayer and meditation and purification
through steam. It is not and should never be an
endurance contest
--A good lodge is not about the heat
--When successful lodges are run well, facilitators
take every health precaution; offering people the
chance to get out if in need, and understand that the
experience is not about heat or endurance
More on Rev. Jonathan Ellerby, PhD:
Arizona-based, Dr. Jonathan Ellerby is one of the
nation's leading experts on Ceremonial Steam baths
and has a PhD in Comparative Religion. He has over
20 years experience in Sweat Lodges in USA,
Canada, Mexico and Africa. He has studied with
Native American healers and has been a part of sweat
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lodges/ceremonial steam baths in hospitals, prisons
and resorts. He runs a weekly INTERFAITH style
sweat lodge at the world-famous, corporate retreat
favorite, Canyon Ranch Spa where he serves as the
Spiritual Director.
Full bio, background, images gallery and past TV
clips at his online press kit
http://www.jonathanellerby.presskit247.com and if
you are in meetings go to
http://www.SearchPressKits.com and search on
"religion" or "jonathan."
He is available by phone and for prominent face-toface interviews can be in Los Angeles within an hour
and is available via satellite from Tucson. Driving to
Phoenix will be just as fast for him as flying to LA, so
LA is fine and he is happy to come in-studio if
needed.
To book Dr. Ellerby, please contact me, Michelle
Tennant at media hotline 828.749.3200 or text
mobile 828.817.4034 or
michelle@publicityresults.com
*

*

*

Michelle shared two other pitches and dozens of
other tips when she was Joan's guest expert during

How to be a Kick-butt Publicity Hound
By Joan Stewart and Tom Antion
JStewart@PublicityHound.com Orders@Antion.com
Page 112

the webinar, "How to Tie Your Pitch to Breaking
News and Make the Media Interview YOU."
Read more about the webinar at
http://publicityhound.com/shop/?p=1153
8 email blunders to avoid if you’re pitching an
idea or sending a press release
1. Don’t pitch anyone unless you've done the
most basic research such as Googling their
name. Blogger BL Ochman says she frequently
receive pitches with the salutation "Dear Mr.
Ochman." What do you think she does with
those email pitches?
2. Don’t assume that everyone wants to see
the press release. Write a short pitch
explaining what the release is about and link to
the release at your website. Or include it in the
body of the email.
3. Don’t put “Press Release” or “For
Immediate Release” in the subject line of
your email. Be specific. Explain in two or three
words what the release is about. Most reporters
receive several hundred emails a day.
4. Don’t send releases as attachments. Many
people refuse to open attachments from sources
they don't know, for fear of viruses.
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5. Don’t send “dot doc” files that can take up
to 100 kilobytes of space.
6. Don’t include only email contact
information because it smacks of spam.
Include office and mobile phone numbers and a
website address.
7. Don’t send mass anonymous emails, or an
email that has all journalists’ and bloggers'
email addresses in the CC line. Send each
email separately.
8. Don’t send an email pitch or press release
without first sending it to yourself to see
how it will look on the screen. Documents
typed in Word and pasted into an email program
like Outlook can cause all kinds of problems
because of funky coding that looks fine when it
leaves your screen. But it looks like gibberish on
the receiver’s end.

By Phone
In previous editions of this book, we recommended
that you use “the 30-second pitch” rule. That means
you must pitch within 30 seconds.
We've since revised that to pitching within 15
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seconds at most. Less is much better. That's what
journalists say they want. Many work for
newspapers and magazines that have seen drastic
layoffs and are covering more beats than ever.
When you get your contact on the line, immediately
introduce yourself and ask “Is this a good time to
talk?”
If it isn’t, ask when you can call back. Do NOT ask
the reporter to call you back.
Offer your idea and explain why their audience would
care. If you can cite a statistic or a fact that
underscores the importance of your idea, that might
convince them.
Ask if they are interested.
Here’s an example:
“Good morning, Bill. I’m Jill Mason. Is this a good
time to talk?
“I have been reading your articles on the dangers of
teens texting and my nonprofit has research from a
study we completed that shows 1 in 5 adults admit
texting, some with their children in the car. Does this
sound like something you would be interested in?”
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Let’s assume Bill is interested and wants to schedule
an interview. At that point, Jill asks him if he'd like to
see the results from the study.
If Bill is not interested in the story, Jill can ask if he
knows of any other media who might want the story.
Then she should invite Bill to call on her if he needs
sources who can speak on her areas of expertise.
She should ask if he wants her phone number and
email address. Also ask if it’s OK to call him in a few
months if she has another story idea.

How to Follow Up
Your first follow-up should be by telephone if you are
certain the reporter takes phone calls. If you’re
uncertain, send an email. Simply remind the reporter
of the original pitch, and then ask if he needs more
information before deciding whether to cover the
story. Or offer a few additional facts about the story
that you didn't mention in your original pitch. If the
reporter says no, for whatever reason, do not try to
change their mind. Instead, ask, “Is there a different
angle to the story that might interest you?” or “Do
you know anyone else who might be interested in
this type of story?”
Bloggers who are not interested in story ideas you've
pitched might be happy to suggest other bloggers
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who are. So don't hesitate to ask.
See “A Simple 5-Part Formula for Delivering the
Perfect Media Pitch and Hitting it Out of the
Park” at
http://publicityhound.com/shop/?p=450
If you’re pitching newspapers and magazines, be
sure to check the online version of those
publications. Sometimes, you’ll find that a large
newspaper has an online staff that’s different from
the staff that writes for the print version.
If you’re trying to follow up but you keep getting the
reporter’s voice ail, leave a short message. If you
don’t hear anything, follow up a week later. If the
reporter finally answers but says he must leave
immediately for another assignment and doesn’t
have time to talk, ask the best time for you to call
them back. Never leave only your name and phone
number without explaining what you want.
In earlier editions of this book, we suggested
following up by phone or email a total of eight times.
Don't do that now because it can damage your
reputation! Social media has made it much easier
to communicate with journalists. If you're getting
nowhere by phone or email, and your queries go
unanswered, try to connect at one of the social
media sites. If the reporter tweets, for example,
there's no harm in sending a direct message and
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asking if he or she received your original pitch.
If you still get no answer, assume the journalist isn’t
interested.
In Person
If you are meeting a reporter for coffee or lunch, or
visiting the newspaper office (call first for an
appointment), don’t introduce yourself and
immediately launch into your story pitch. Get to
know the reporter first. (More about this later.)
Pitching via Video
Yet another option is to create a short video in which
you pitch your idea and send the link to bloggers or
journalists in an email. Not many PR people or selfpromoters do this, but when it's done right, it can
really get attention.
We think video pitches have advantages and
disadvantages. The popularity of video seems to
have no limits. And journalists might consider a
video pitch as something really out of the ordinary.
But the biggest disadvantage is that the video must
be very short and it must catch their attention within
the first 5 seconds. Some journalists say that’s how
much time they spend determining if they’re
interested in a pitch.
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Bloggers seem more open to video pitching.
Pitching to Bloggers
Promise yourself that you’ll add bloggers to the list
of people whom you will contact.
You might have a boss who doesn't about bloggers
or what they write. All your boss cares about is
front-page coverage in your local daily newspaper.
Or an appearance on a big show like “Good Morning
America.” Or a cover story in your industry
magazine.
It’s time to educate the boss. Tell her that media
coverage is great if you can get it. But not
everybody who will want to know about your
product, service, cause or issue reads newspapers.
Circulation within the entire newspaper industry
continues to erode year after year. As for that TV
talk show, even if you get your 15 minutes of fame
on “Fox & Friends," the publicity is here today and
gone tomorrow.
Bloggers, on the other hand, are in a position to
rapidly spread the word about you. And what they
say will remain online for months and even years,
waiting to be found by people who are searching for
information on a topic that’s related to your event.
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Why Blogs Are So Powerful for Publicity
Here are the reasons why pitching to influential
bloggers can bring you far more publicity than
traditional media:
• Bloggers usually write about niche topics.
So if you’re sponsoring a topic-specific event for,
say, women accountants, you can pitch it to
bloggers who blog about accounting and those
who blog about women in the workplace. Both
groups of bloggers have their own fans, some of
whom are bloggers, too, and might write about
your event and link to the blog where they first
read about it.
• Unlike websites, blogs are updated
frequently. For that reason, the search engines
love blogs and often give them a high position in
the list of items you see when you search on a
particular topic. This is called the organic search
list.
• Most journalists read blogs when looking
for story ideas or researching their articles.
In fact, many journalists are starting their own
blogs.
• Bloggers, unlike journalists, frequently link
to each other’s postings. So if one influential
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blogger writes about your product, other bloggers
might link to it, thus creating viral publicity and
hitting audiences you never knew existed.
• Many bloggers are on sites like Twitter,
Facebook and LinkedIn. They link to their
blog posts via status updates, thus getting the
topic in front of thousands more people. And
sometimes those people share the link with their
own friends and followers.

Where to Start Your Blog Research
When you’re ready to pitch, you can start
researching bloggers by using Technorati at
http://www.Technorati.com, a search engine for
blogs. Just type a topic into the search box, hit
Enter, and Technorati will return to you a list of blog
posts that include information about that topic.
Or, you can simply use a search engine like Google
and search for “garden blogs” or “accounting blogs”
or whatever.
We've had great success adding the word "top or
"best" when searching. Example: "best small
business blog" or "top organic food blogs."

How to be a Kick-butt Publicity Hound
By Joan Stewart and Tom Antion
JStewart@PublicityHound.com Orders@Antion.com
Page 121

Pitching tips
***This is important: Once you’ve found a blog that
looks like a good candidate for your pitch, spend
some time reading it so you get a good feel for the
kinds of topics the blogger writes about. Pay
particular attention to whether the blogger refers to
people who have emailed him about something.
That’s a good indication the blogger is open to
receiving a pitch.
One of the very best ways to get a blogger’s
attention before you pitch is to post a comment
about a topic they discuss at their blog. Joan will
sometimes post two or three comments within a
week or two at a particular blog before pitching that
blogger with her idea. Why? Because she wants the
blogger to recognize her when she pitches.
Joan has her own blog and pays close attention to
everyone who posts comments there. It shows her
they’re willing to become involved in the
conversation, not just contact her when they want
something. And she also replies to those who
comment. It keeps readers returning to the blog to
see what she has to say to them. And it shows she
cares.

What not to say to bloggers
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It's best not to pitch information about your product
or service as part of a comment or it will look too
self-promotional. It’s better to email the blogger,
catch their attention and hope they write about the
event. Most bloggers have their email addresses at
their blogs.
Don’t say things like “It would be nice if you
mentioned this in your blog” or “Perhaps you might
want to blog about this.” Just tell them about
whatever you want them to know, and let them
decide if they want to include it in a blog post. Pitch
the blogger the same way you would pitch a
traditional journalist. Explain why their readers
would care.
Now, you’re ready to start contacting bloggers. Just
remember that the more narrowly you focus, the
better the results. Pitch only bloggers whose
audiences would be interested in your news.

Media Leads Services and Other
Resources
Bulldog Reporter has several great ezines for free,
loaded with pitching tips. Subscribe at
http://bulldogreporter.com/
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Media Bistro at http://www.MediaBistro.com is
dedicated to anyone who creates or works with
content, or who is a non-creative professional
working in a content/creative industry. That includes
editors, writers, producers, graphic designers, book
publishers, and others in industries including
magazines, television, film, radio, newspapers, book
publishing, online media, advertising, PR, and design.
Its mission is to provide opportunities to
meet, share resources, become informed of job
opportunities and interesting projects and news,
improve career skills, and showcase your work. Joan
subscribes for $55 a year and thinks this site is well
worth the cost because it has fabulous tips on how to
pitch top-tier media outlets. Freelancers will find this
an engaging, inviting community.
ProfNet, a valuable but subscription service for PR
and information officers, provides several dozen
leads a day, five days a week, from reporters all over
the world who are looking for specific sources to
interview for their stories. It’s expensive, but a great
way to find out who needs what you or your client
has to offer. We recommend it for fulltime PR people.
https://profnet.prnewswire.com/
PRLeads at http://www.PRLeads.com is a smaller
version of ProfNet, specificallyfor sole-proprietor
authors, speakers and experts. For a monthly fee of
$99, Dan Janal will pass along to you leads that are
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a good fit with your area of expertise and will explain
how to answer these queries.
HelpaReporter.com at http://helpareporter.com/ is
a free leads service that provides several dozens
leads a day, mostly from journalists. If you're a good
fit, you then contact the journalist on your own and
explain why you'd be a good source.
PitchRate.com
Similar to HARO, but PitchRate actually rates your
pitch on a scale of from one to five stars. Ratings are
determined on things, such as keywords, that
sources use within their pitch. Journalists who
receive many responses to their queries can sort
them according to how they’re rated, thus saving
themselves time.
SourceBottle.com
This service is specifically focused on women's
topics. It started in Australia and has expanded to
include journalists in the U.S. and Canada.
MediaDiplomat.com
This service started in 2012 and specializes in
connecting journalists and bloggers with sources
around the world.
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How to Respond to Media Leads Services
Here are guidelines to follow when answering a
journalist’s query on one of these services:
• Keep your response short. Absolutely no longer
than one screen of type. One-half screen of type
is preferred.
• Briefly explain what makes you an expert on
this topic.
• If you can offer the journalist other sources, say
so, but don’t name them or provide contact
information unless the journalist asks. And make
sure those other sources would agree to be
interviewed.
• Can you provide an image to accompany the
story? Mention if you have a bar chart, pie chart,
map, cartoon or infographic, but don’t attach it
to the email response. If interested, the
journalist will ask you to send it.
NEVER tell the journalist to “visit my website to
learn more about me.”
• If you have a contrarian viewpoint on an issue,
say so up front. The media love controversy,
and your response will stand out from among all
the others.
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• Keep your response on topic. If you can’t help
the journalist with the topic she’s writing about,
don’t offer your expertise on another topic and
NEVER respond to a query and pitch another
story idea that's off-topic. Do this, and the
reporter will blacklist you.
• If you’re lucky enough to have an assistant,
delegate the task of sifting through all these
leads.

How to Pitch to Business Journals
If you live in or near a large or medium size city,
chances are good you are served by a weekly
business journal. If you're pitching an idea, the most
important thing to remember is that these
newspapers usually will ask sources to give them
first crack at a story before the dailies get it. If your
audience is the business community, it's usually
worth it because the typical subscriber is middle to
upper management or a business owner.
Here are five things to keep in mind when
pitching business journals:
1. Keep your promise. If you promise them the
story first, make sure you abide by it.
2. Know the name of the reporter who covers
your industry. Names of reporters and the
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beats they cover are often listed at the
newspaper's website. The best way to let them
know who you are is to call or email them and ask
if they are free for lunch, coffee or a short
meeting at their office. Then ask, "How can I help
you?"
3. The trade press concentrates on the
process. Business journals concentrate on the
drama and personalities. If your story has
drama, it has a better chance of being printed.
4.Offer to take reporters on a tour of your
company, but keep it brief.
5. Be willing to tell reporters your annual
revenue. If you cannot for competitive reasons,
give a range.
Find contact information for the more than 40
business journals in the American City Business
Journals chain.
http://www.bizjournals.com
2017 update: Because of slumping ad revenues,
business journals are relying on the many local
business events (40 Under 40, Power Breakfasts,
etc.) they sponsor for their revenue, because they
sell sponsorships to the events. Some of these are
by invitation only. Most are open to the public if you
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buy a ticket. Attending these events is a terrific way
to meet business journal staff members because
editors and reporters attend frequently.
Information for the four Crain's newspapers in New
York, Detroit, Cleveland and Chicago is at
http://www.crain.com

How to Climb the Media Ladder
If you start your publicity campaign shooting for the
front page of the Wall Street Journal, expect to be
disappointed.
If you have little or no experience promoting
yourself, this is for you. The best place to start is at
the bottom of the media ladder. Try to get an article
by or about you published in print or electronic
newsletters that serve your ideal audience, alumni
magazines, college newspapers and other small,
special-interest publications.
When you're successful, try for a story in a bigger
publication, like your weekly newspaper or a blog.
Work your way up until you're pitching to the
national publications and major radio talk shows, if
they're appropriate for you. The nightly TV news
shows, for example, look on the next lowest rung-the national daily newspapers--for story ideas. The
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national dailies look to the metropolitan newspapers,
and so on.
Remember, however, never to send an article to an
editor at a competing publication and ask for the
same story. They won't be interested.
If you're pitching bloggers with an idea for a guest
post, it's always a good idea to tell them what other
blogs have published your guest posts. If there are
none, that's OK. If your idea is good enough, a
blogger will be interested.
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Chapter 8: How to Form
Relationships with the Media
During the last decade, there was an exodus of
experienced, high-profile, high-priced journalists
taking early retirement.
To boost profits, newspapers are still offering buyouts to some of their veteran staff members who will
be replaced with cheaper, less experienced reporters
and editors. Or the reporters who remain will simply
be given extra work.
The same thing is happening at radio stations. Those
early retirements, coupled with the ever-present
layoffs at newspapers nationwide, mean that many
journalists are more overworked than ever.
That's very gloomy news if you're only relying on
traditional media to promote.
Today, your targeted media list should also include
many "new media" whose careers don't depend on
paychecks from traditional media. Among them are
bloggers, ezine publishers, influential people within
your industry who are on Twitter, people who are
active in LinkedIn groups, people who have started
forums on a particular topic, and so on.
The Internet has made it possible for you to become
a publisher with a blog. You can be a radio talk show
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host with a podcast. You can be a newsletter
publisher with an ezine. And you can have your own
channel on YouTube.
But building relationships with traditional media and
bloggers is still vitally important. The more
relationships with media who reach your target
market, the greater your chances of getting
coverage. Here are tips on how you can get to know
media people and show them know that you can be
a valuable source.

Provide Sources
Always give reporters lots of sources they can call on
for stories. It establishes you as a valuable source
and they’ll keep coming back to you. An excellent
example is the publicity tactic used by Suzanne P.
Thomas of Gemstone House Publishing in Boulder,
Colo. Suzanne explains:
“My assistant and I are putting together a publicity
push to promote our newest book, Make Money
Self-Publishing: Learn How from Fourteen
Successful Small Publishers, by tying it in with
national Small Press Month in March. To help
reporters get a local angle, we are going to refer
them to our website to retrieve a list of selfpublishers sorted by state and city, and possibly also
by category of books published. One of our
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suggestions is that the reporters do a series of
articles throughout the month focusing on different
categories of self-published books, including ebooks.
If you are interested in appearing on the list, send
your name, company name, city and state, contact
information for you, and the categories to
PatMich170@aol.com.”
*

*

*

Not only was Suzanne being helpful, she
piggybacked this tactic onto Small Press Month in
March.

Break Bread with Reporters
“I’m not having any luck getting newspaper editors
to go out to lunch with me,” a friend complained
recently. “They all say they’re too busy. What am I
doing wrong?”
She’s inviting the wrong people. When pitching an
idea or trying to form a media relationship, you’ll
have better luck if you aim toward the bottom of the
media pecking order. Find out which reporter covers
your industry and invite that person for lunch or
coffee. Editors, particularly those in management
positions, must devote most of their time to
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managerial duties and have little time to meet or talk
one-on-one with sources.
Reporters, however, are under immense pressure to
find fresh story ideas daily.
Ditto for radio and TV shows. Don’t ask to speak to
the producer. Ask instead for the assistant producer
or assignment editor.

Ask for a Tour
If you want to get to know local editors and
reporters at your daily and weekly newspapers, call
them and ask for a meeting or a tour of the
newsroom. Borrow this line: “We realize what an
important role The Daily Tattler plays in our
community, and we want to know about all the ways
we can help your staff do its job.” That’ll get their
attention.
Rather than making them come to you, offer to visit
the newspaper. Ask for 15 minutes of their time. Go
alone or take no more than a few people with you.
Take your press kit and several story ideas. Ask if
you can also have a brief tour of the newsroom.
You’ll be amazed at how much you learn. Ask about
deadlines. Ask to meet specific reporters who cover
your beat. You can even ask if the newspaper lets
visitors you sit in on their daily planning meetings.
It’s a wonderful way to learn about how editors
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choose stories for that day’s paper and start building
what could be a valuable relationship.
If you can’t meet with an editor, call a reporter
instead.

Find out if Journalists Blog
Many journalists blog, either as part of their job or
as a hobby. Before meeting with journalists, even if
you already know them, Google their name and see
what you find. If a reporter whom you are trying to
get to know better is also a blogger, read the blog
thoroughly and be able to discuss it when you meet.
Even better, post a comment at the blog.
What else can you find out about journalists? Do
they have a Facebook or LinkedIn profile? If so, read
it. Are they on Twitter? If so, follow them, read their
tweets, retweet their best content and start building
the relationship at the social media sites.
Are they on LinkedIn? If so, what groups are they in?
Can you also join groups they're in? If so, the payoff
can be huge. That's because in LinkedIn groups, you
can communicate with and send messages to other
group members who are not connected to you.
Do journalists who you want to meet do freelance
writing, and have you found any of those freelance
articles online? If so, mention them when you meet.
They’ll be very impressed that you know something
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about their background. Too few people bother to do
this type of research.
By the way, many journalists use these social
networking sites to find sources. That’s one more
reason you should have profiles at Facebook and
LinkedIn. MySpace has lost its luster among business
people. Its obsession with sex, attraction to a
particularly young audience, and its messy, difficultto-read pages, make other two sites much better
options. Some journalists are also using Pinterest,
the social media site that lets you "pin" images and
videos. This is another good place to connect with
them. We've devoted all of Chapter 35 to Pinterest.

Get to Know Freelancers
When establishing valuable relationships with the
media, don’t forget freelance writers. They can be
excellent contacts because they usually write for a
variety of online and print publications.
How can you tell the difference between freelancers
and staff writers? A byline that reads “Special to the
Daily News” usually signifies that a freelancer wrote
it. The last paragraph of an article sometimes
identifies the writer as a freelancer. You can also call
the publications you want to get into and ask for
contact information for freelancers who write for
them.
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Pitch story ideas to freelancers, just as you would to
staff writers.
If you’re contacted by a freelancer, keep the writer’s
name in your file, along with the names of other
publications they write for. Find out what kinds of
story ideas they need. Stay in touch. Invite them to
call you. If you have what they need, they will.

How to Find Freelancers
The Society of Professional Journalists' Freelance
Directory has listings for more than 1,300
freelancers. Many include contact information. Use
the search box to search by city, state or specialty.
On Twitter, you'll find many lists devoted to
freelancers. The best way to identify them is to go to
Listorious.com and use the search box to search for
lists. Type "freelance writers" or "freelance
environmental writer" or whatever into the box and
see what comes up. If you don't know about Twitter
lists, see "How to Use Twitter Lists & directories
to Generate Publicity and Build Your Brand," at
http://publicityhound.com/shop/how-to-use-twitterlists-directories-to-generate-publicity-and-buildyour-brand a Publicity Hound webinar that explains
how to use them.
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Freelancer Gwen Moran—who writes regularly for
Entrepreneur, Office.com, Bluesuit.com and other
business publications—says another good way to find
freelancers is to visit websites or discussion groups
for freelancers. She offers this advice:
“Tread lightly. If you go in there with pitches blazing,
I can pretty much guarantee that you’ll get a prickly
response. Lurk, get a feel for who specializes in what,
and make your relevant pitch directly to that
person—after you get their permission to do so. Try
the message boards at http://www.about.com or
www.writernetwork.com.
In May 2007, Stacy DeBroff, also known as The
Mommy Expert, got a nice spike in book sales at
Amazon, and traffic to her website when her book
“The Mom Book” appeared in the May issue of Go,
the inflight magazine for Airtran.
Several months earlier, her publicist, Christine
Hohlbaum of Wasabi Publicity Inc., started pitching a
freelancer who submits to inflight magazines. They
stayed in touch periodically.
To make her job easier, Christine used the special
contact management function that was part of Press
Kit 24/7, a PR product that lets Publicity Hounds
create and maintain their own online press room,
even if they don’t know HTML coding or the first
thing about managing a website.
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Christine’s follow-up is quick, and reporters love
that. The freelancer interviewed Stacy for a story
titled “Mind Your Manners” about how parents can
teach manners and etiquette to their children by
setting a good example. The pitch met quick
deadlines and was well-organized–complete with a
link to Stacy’s online press kit–making for a perfect
placement around Mother’s Day.
Christine says many freelancers write for inflight
magazines, a coveted placement for publicists
because you have a captive audience. For example,
just one inflight freelancer Christine knows writes for
San Francisco Chronicle, Sights Magazine, Bottom
Line Personal, Sales and Marketing Magazine,
Incentive Magazine, Hemispheres (yet another
inflight mag) and North Bay Biz.
Final tip: Google freelancers, just like you would
Google reporters.

11 Magic Phrases to Use with the Media
1. “How can I help you?”
Those are the five magic words you should ask every
media person you come in contact with.
Almost no one asks that question. Instead, people
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who want stories written about them—even wellmeaning PR people—sometimes beg, plead, grovel,
cajole and make pests out of themselves.
To get in the media’s good graces, here are magic
phrases you can use if you have a reporter on the
phone, or you're pitching a blogger.
1. “Is this a good time to talk?"
Ask this before launching into a pitch. It shows
you respect their time.
2. “I can provide other sources for your
story.”
Reporters love this because they don’t have to
work hard tracking down other people for
multiple-source stories. Sometimes this is the
only way you will be mentioned.
3. “When is your deadline?”
This shows you understand the news business. It
also gives you a good idea of how quickly you
might have to provide the information the
reporter is seeking.
4. “What other information are you looking
for?”
If you can lead the reporter in the right
direction, you’ll earn valuable brownie points.
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5. “I have written material which I can
provide.”
Reporters often appreciate having information in
writing so they can refer to it later. It also helps
improve accuracy.
6. “Would you like me to send a press kit so
you can review it before the interview?”
This is a thoughtful gesture. It helps reporters
prepare.
7. “Would you like me to provide a list of
questions?”
Ask this question only of broadcast media. Never
ask print media if they need questions or they
will be insulted.
8. “I can provide graphic illustrations you
might want to consider to accompany your
story.”
Print media like things such as maps, pie charts,
infographics and illustrations. You will save them
valuable time if you can provide either the
statistics or camera-ready graphics.
9. “Are you looking for photo ideas to
accompany this story?”
Photos are sometimes an afterthought. If you
can suggest several ideas, and the reporter
bites, it means even more publicity for your
story.
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10. “Please call on me for other story ideas
on this subject. I’m also an expert on the
topics of …”
Reporters and editors will welcome this, and they will
probably take you up on your offer.
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Stay Off the Media’s Enemy List
Here are other tips for staying off the media’s
enemies list:
• After an interview, don’t ask the reporter if you
can read the story before it's printed. The
answer will be no—at least from most reputable
publications.
• Don’t come back after the interview and ask the
reporter to remove certain sensitive quotes and
other information you gave on the record. It
may result in bad feelings, distrust and
eventually end what could have been a good
relationship.
• Don’t give an editor or reporter the idea that
they are getting an exclusive, when in fact you
already talked to a reporter at another
publication who was interested in your story.
• Don’t agree to be interviewed, and then cancel
because you change your mind. The reporter will
never call you again.
These simple steps will help you stand out from the
crowd and form valuable media relationships that
can pay huge dividends.
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Chapter 9: Prepare for Your
Interview
Going through all that work to land an interview, and
then failing to prepare for the big day, is like jumping
out of an airplane without a parachute. You MUST
prepare for your interview.

Before the Interview
• Choose three or four main points you want
to make and rehearse them until you can
say them smoothly. You can write these down
on a cheat sheet and take them with you to the
interview.
• Gather accurate background information
the reporter might find helpful such as trade
association newsletters, past news clippings
about your business, your media kit or other
materials the reporter can take back to the
office.
• Offer your press kit when the reporter calls
you to schedule the interview.
• Anticipate questions the reporter will ask,
and know how you will respond.
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• Think of fun stories to share with the
reporter that illustrate key points you want
to make. If, for example, all the lights went out
during a speaking engagement and you found a
clever way to continue the presentation without
the use of electricity, that could be an anecdote
the reporter would want to weave into the
article.
• Prepare pithy quotes. These are short,
descriptive quotes that can be pertinent to the
key points you want to make in your interview.

During the Interview
• Don’t be afraid to use a cheat sheet during
an interview with a print reporter. Make
note of your key message and three or four subpoints, and take the cheat sheet with you during
an interview. Be sure you weave your most
important points into your responses. Or, you
can also flag the reporter by saying something
like, “Bill, the most important point I want to
make about my new book is…” Far too many
people leave interviews frustrated because the
reporter never asked the right question.
• Talk slowly and in short sentences so
reporters can get accurate quotes. Ask
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reporters if they would like you to repeat any
information. Many reporters will appreciate that
you offered.
• Ask the reporter to read back your quotes
either during the interview or before the
story is printed. More disagreements arise over
inaccurate quotes than any other part of
the story. Reading back quotes helps avoid
inaccuracies if the reporter has missed a word or
two that changes the meaning of the quote.
Understand, however, that if you don't like the
sound of what you actually said, or you regret
having said it, you don't have a right to change
it. Avoid this problem by "practicing" what you
will say and how you will say it, before the
reporter arrives.
• Don't talk "off the record." If you don't want
to see it, don't say it.
• Ask the reporter to "fact check" the story
with you before it is printed. A reporter "fact
checks" a story by calling all the sources and
confirming the facts such as the number of
employees, the year the company was founded,
correct titles and spelling of names, etc.
• Provide a press kit. This is information about
your business, at your website, that can include
background information on the company,
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biographies of the owners and managers,
articles by or about you, press releases,
marketing or publicity material, and photos.

After the Interview
• Correct all errors by calling the media outlet
and asking for a correction.
• For grievous errors, or if you feel the media
outlet treated you unfairly, consider writing a
letter to the editor or an opinion column to set
the record straight in your own words. Editors
will seldom refuse to print these.
• If a blogger erred, contact the blogger privately
and ask that the error be corrected. If the
blogger refuses, correct the record yourself in
the comments section.
• Send a handwritten thank-you note to the
reporter and photographer. They will
remember this thoughtful little gesture. Never
send a gift as a thank-you.
• Do you blog? If so, mention the article in
your blog.
• Call the media outlet and ask permission to
reprint the article. Some publications have
reprint services available, although they can be
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expensive. Use reprints in a variety of ways—at
your speaking engagements, at trade shows, in
direct-mail pieces, etc.
• If you are sponsoring a seminar as a fundraiser, for example, don’t forget to include
the media in your follow-up and let them
know the results of your event. If pre-event
coverage helped you draw a huge crowd or raise
thousands more dollars than you had hoped for,
let your media contact know that when you
write your follow-up thank-you note. So few PR
people bother with this thoughtful little gesture
that if you remember to do it, the media will
indeed remember your event. Also write a letter
to the editor, explaining how the newspaper
helped your fund-raiser. It makes the
newspaper look good, and it gives you another
chance to get your name before readers.
See Special Report #2: Questions You Can
Expect Reporters to Ask During an Interview.
http://publicityhound.com/shop/?p=26
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Chapter 10: How to Get and Give
Great Radio Interviews
Well, this is typical of Tom. He gets bored writing
books that have the same format all the way
through. So to make him happy and to give you
some real insider information, we have switched the
next two sections a bit. You will be reading actual
transcripts of interviews Tom did on the telephone
with two radio experts, Joel Roberts and Joe Sabah.
Joel will be first telling you How to Kick the Ears
off Your Audience and Be GREAT on the Radio.
Then Joe will tell you How to Kick Through Your
Database and Sell Tons of Products & Services
on the Radio
*

*

*

How to Kick the Ears off Your Audience
and Be GREAT on the Radio.
Introduction
I’m Tom Antion and I will introduce our featured
guest, Joel Roberts shortly.
In addition to being great on the radio, we’re going
to discuss ways to hook radio producers so that they
want you on their radio programs. It doesn’t matter
too much how glib you are once you are on the air if
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nobody wants to put you on the air. We’re going to
go over some ways to really grab radio producers.
This is all part of Radio Week at the Kick Series
virtual studio. We’re going to talk a lot about radio in
this section. In a later session, we will have an
entirely different perspective from a man named Joe
Sabah. Joe is the man who has sold hundreds of
thousands of dollars worth of books and tapes and
other products on the radio while he is lounging
around in his bathrobe. Moreover, from what I
understand, Joe, this is a scary sight?
Joe: Let me tell you, I use the bathrobe as a
metaphor because I live alone, Tom. I’m single and
sometimes I don’t even have time to get my
bathrobe.
Tom: He’s good at putting plugs in for all you single
ladies out there!
Joe: That’s just a shameless attempt to recruit
young Lebanese women.
Tom: That’s exactly right.
Later I’m going to ask Joe to talk about product
fulfillment. If you want to sell many products on the
radio, you have to ship them, take the orders, and
keep track of all that stuff. Therefore, Joe is going to
give his insight on those issues later.
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Let's move on to our featured guest. . . . Joel
Roberts is our guest in this section. Joel was a prime
time talk show host on KABC radio in Los Angeles.
By the way, KABC in Los Angeles is in the number
one radio market on earth, maybe even the
universe.
Joel is in a very elite group. About 30 talk show
hosts have been successful in Los Angeles prime
time. Joel, of course, was one of those. Joel is
president of his own consulting firm and he is the
media coach and strategist for the Chicken Soup
for the Soul series. They are the number one New
York Times bestseller. I believe there are 50 million
or more in print, and Joel is the one that helps them
strategize. His other clients include—you may have
heard of this young man—Steven Covey, the “Seven
Habits” guy, Kenny Loggins and hundreds of
professional speakers, many of whom are in the
National Speakers Association and well-known to us.
Now, a little bit about Joel personally. Before I met
this man, I had done literally hundreds of radio
interviews. I had done every major broadcast
network in the world. I was known as a hot radio
interview on many talk show host websites. In the
first three minutes that this man coached me, he
tripled the size of my audience by teaching me
techniques I could use in the first 90 seconds. You
are going to learn why this is so critically valuable as
we progress. I am a big believer in this man. I’ve
How to be a Kick-butt Publicity Hound
By Joan Stewart and Tom Antion
JStewart@PublicityHound.com Orders@Antion.com
Page 151

seen him do this repeatedly with people in seminars.
I believe the man is a genius. Please help me
welcome Joel Roberts.
Heat is More Important than Light
Tom: Joel, it’s so great to have you here in this
section. I’ve been so excited about this because of
the great job you have done with people. Let’s get
right into it. There is something you said in a
seminar one time that really stuck in my mind. You
said, “In the radio business, heat is more important
than light.”
Joel: Amen.
Tom: Can you give us an idea what you meant by
that?
Joel: We love controversy. We love positional,
counterintuitive things. We love things that go
against the grain. We love things that are a little bit
illogical, weird and bizarre. But above all, we love
controversy.
Tom: Well, I should do well if you like the illogical,
weird and bizarre.
Joel: There you are.
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Tom: So does that mean you have to be a wild
nutcase to be on the radio?
Exploding a Myth
Joel: Absolutely not. However, it helps if you are
taking a very clearly articulated stand on something.
It helps if you stand for something and it helps if you
employ what I call the most powerful media strategy
on earth, which is that of “exploding a myth.”
Tom: Ah hah.
Joel: By myth I don’t necessarily mean something
that is inherently untrue. I mean something that is
widely believed by many people. If you can take any
conventionally held notion, any commonly believed
idea and turn it on its ear and explode a myth,
you’re on the air.
Tom: Can you give me an example of that?
Joel: Yes. Not all of the domestic violence is
committed by men against women. Some of it is the
other way around. Use this hook and you’re
immediately wanted on the air.
Tom: You’re going to jump on that because it is so
backwards to what people would normally think.
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Joel: Right. I had a client once, you know, on a kind
of a gentler score. This person was a high level
civilian in the Pentagon, she is a very lovely woman,
and we put out a picture of her in an ad.
Tom: She is very quiet and demure too.
Joel: Quiet, demure, wearing lovely earrings with
her hair finely coifed and the caption was, “This
woman ordered generals around during the Gulf
War?”
Tom: Ah hah.
Joel: Now, what that does is get people to say,
“Whoa. What do you mean by that?” The minute you
hear, “What do you mean by that?” the plane is in
the air.
The Hook
Tom: All right. We have them going. There is a lot
of talk about the term “hook.” Is that the same as
your message or what exactly is the hook?
Joel: Absolutely a great question and the answer is
your message is what you want to share with
humanity. Your hook is what gets you on the show
so you can share it. I’m drawing a vital distinction
between your message, which is again, what it is you
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want to share with people, and your hook, which is
what gets you the forum so that you have a chance
to share it. The very biggest mistake that most
people make in the media is that they pitch
their message instead of a bona fide media
hook.
Tom: Give us an example of that distinction.
Joel: There was a book called The Moral
Intelligence of Children: How to Raise a Moral
Child. Probably everybody listening to this
teleconference would agree that raising moral
children is an important thing.
Tom: I don’t think anybody would complain about
that.
Joel: No dispute. As important as that idea is, as
important as what is happening to American
children, in itself, it does not constitute a media
hook. It constitutes an important message.
Tom: OK.
Joel: But if you call up a radio station and you say,
“Look, we’ve got the author of this book, Robert
Coles, Ph.D. He is a learned, scholarly, erudite man
in the Department of Psychiatry at Harvard and he is
going to share vital principals with your audience
about how to raise a moral child.
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Tom: I’m sleeping already.
Joel: Yes. Your success rate may be about 50
percent. That’s pitching the message. Here’s pitching
the hook.
What happened in Littleton, Colorado? What goes on
in the minds of two 17-year-old sociopaths before
they pull the trigger? What converted Andrew
Koonanin, who murdered Giani Versacci and others
from a really very well-liked, very well-adjusted,
attractive young man into a serial killer? Why have
high school senior girls given birth to babies,
dumped them in dumpsters, and in the case of one
of them, walked back to the dance?
That’s the difference between a message as
important as it is and a hook such as those three
slam-dunk hooks.
Tom: Ah hah. I see. It is the same concept, but the
slant must be different to make it a hook. What
happens when you make a hook like that or some
publicist makes it for you? You still have to produce
on the air. If you sent that Harvard guy there, he is
still likely to put you to sleep.
Joel: Tom, great question. Not only do you have to
produce on the air, but guess what? You have to be
able to pitch that hook even if you have the best
publicist on earth working for you. I’ll give you a
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great example of this. As you know, I’m under
contract to Chicken Soup for the Soul. Health
Communications HCI, the publisher, called not very
long ago with an urgent request. They had a couple
of authors of a non-Chicken Soup Book called The
Seven Worst Things Parents Can Do. They had
been interviewed twice by one of Oprah’s producers
and they had flunked the interviews.
Tom: They didn’t even get past the producers
because as soon as their producer is talking to you,
you are “on,” right?
Joel: You got it. You’re not on the “air,” you’re not
on “TV,” but you’re being auditioned. You’re being
judged. The producer called the marketing director
of Health Communications and said, “Look, I love
these people’s book. I love their method. I don’t
necessarily love them. So what we’d like to do is
we’re going to give them one more chance.” HCI
called and said, “Please cancel the rest of your
afternoon and spend an hour and a half with these
people on the phone.” I did that. Oprah’s producer
called them later that day. After five minutes he
said, “What happened to your people?” He booked
them for the show, and built the entire program
around their book.
Tom: That’s how powerful these techniques can be.
Give us a thumbnail sketch of what you did with
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them.
Joel: I taught those people how to explode a myth;
how to do something that was counterintuitive; how
to bring not only their expertise to the floor, but also
their humanity. The most critical balance in your
media life is the balance between your
humanity and your expertise. These people were
laboring under the misconception that in order to
have credibility they had to sound academic,
detached, anthropological and very, very highfallutin.
Principle, Heat, Hook
Tom: Oh, am I glad you’re saying that because
there are some people on this line to whom I’m
going to drill that home to a little bit later. May I ask
you something? I understand that you had a very
dramatic exchange with Steven Covey when you
went to train him. What was that all about?
Joel: Well, I’m a great admirer of Steven’s and it
was a tremendous honor for me to work with him. I
actually put him on the air as a broadcaster before
he was famous.
Tom: Oh, I didn’t know that.
Joel: Yes, unbelievably, there was a time when he
wasn’t famous.
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Tom: He only had six habits and he needed that
one more to make him famous! Hahahaha.
Joel: Our show drove him over the top.
Tom: Well, what was the big deal between you two?
I said, “Fair enough Steven, you are animated by
principles which are a light for all time. The media is
animated by issues which are the heat of the moment.”

Joel: I went out to Salt Lake City, Utah where the
Franklin Covey Company is headquartered. I
delivered my “Excellence in Media” seminar to
Steven, their entire publicity staff and quite a
number of the other authors that are in the Franklin
Covey camp. At one point, after we had been going
for about an hour and a half, Steven suddenly shot
his hand up in the air. That is not typical of him. If
you know him he is rather a smooth guy—and he
said, “All right, L.A. Media Guy, I’ve got a question
for you. What’s the difference between your
paradigm and mine?” (Some of you listening may
know that Steven happens to love the word
paradigm. If paradigm were a woman, he’d have
even more kids than he already does.) So he said,
“I want to know bottom line, what’s the difference
between your paradigm and mine?” I said, “Fair
enough. Steven, you are animated by principles
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which are a light for all time. The media is animated
by issues which are the heat of the moment.”
The simple dichotomy is between principles, which
are a light for all time, versus issues, which are the
heat of the moment. However, there are really three
dichotomies there; between principles and issues;
between light and heat, and between all time and
the moment. So Steven said to me, “You’re right but
I hate it.” He said, “I want to talk about timeless
things.”
Tom: Too bad.
Joel: I said, fine. Access the timeless through the
topical and let the good times roll.
I would like to ask the people to visualize something.
On the top, visualize principles, which are a light for
all time and then underneath that visualize issues
that are the heat of the moment. You will see on the
top is where your message lives and on the bottom
is where your hooks lie.
Tom: OK, so principles, issues and then hook as the
bottom layer here. What are the secrets to creating a
hot hook? Are there some guidelines you can give
us?
Joel: Absolutely. As I said, you know, exploding a
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myth is a great idea.
Tom: OK myths are one way. What else can we do?
Problems and Answers
Joel: I use two different paradigms in our
“Excellence in Media” seminar to teach people this.
The first is probably the most important question
that any of us will ever ask ourselves in terms of our
media lives and that is, “What is the problem to
which you are the answer?” People who are powerful
in the media or people who are powerful in life are
very, very clear what question it is that they can
answer.
Tom: So we need to “explode a myth” by answering
the question “what is the problem to which you (or
your product, book or service) are the answer?”
Joel: Sometimes a hook can be as simple as
identifying a problem. Let’s say there is an epidemic
of teenage suicide. Sometimes a hook can be
exploiting an opportunity like “you too can lose
weight and have more energy.” It is very overdone,
but sometimes that is enough. Far more often, a
hook is successful if it is an actual controversy;
something over which people can argue.
There are other vital secrets to creating a hook.
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Number One, you want to broaden the demographic
appeal of what you do so you can enfranchise the
entire audience.
Tom: That, Joel, is the one key to what I was talking
about when you expanded my audience. I had a
business book, Wake ‘Em Up Business
Presentations, and there is very little chance that a
housewife would listen in if she heard me talking
about that. But what Joel did was tell me that I could
expand this by saying in the first 90 seconds, “Look,
if you have got kids in college, if you have kids
growing up who need to be great communicators,
you need to be listening to this.” That was a way to
expand my audience so that those people didn’t go
and switch stations. Heck, Moms and grandmothers
could be enticed to listen in with that kind of
opening.
Joel: So, let’s use the people that are with us right
now. Somebody give me an idea about your
message. Tell me what your core content is, and I
will show you how to broaden it on the air.
Unknown:

The employees are in the driver’s seat.

Joel: OK, the employees are in the driver’s seat.
So, what exactly is the work that you do?
Unknown: We’re certified management consultants
and we help employers reduce their turnover attract,
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optimize and hold onto the good people they need.
Joel: OK, perfect. You are a consultant to
management. Is that correct?
Participant:

Correct, and a speaker.

Joel: And you teach management how to retain
employees? Is that what you do?
Participant:

Yes.

Joel: Great! This is perfect because you must
understand that from a media standpoint, only a
minority of the audience are managers. More of the
audience consists of employees.
Participant:

Correct.

Joel: More of the audience members are employees
than are bosses. Now, I am not willing to write off
the employee section of my audience in order to
have a conversation with you about management.
Participant:

I agree.

Joel: So if you can get on the air and in the first 60
seconds, draw a circle around the entirety of the
audience, I will regard that topic as justified.
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Participant: Something as if employees are now in
the driver’s seat and they don’t have a clue as to
their power.
Joel: Right. So what you might want to do is say,
“Look, what we do is we teach managers how to hold
onto employees. However, let me tell you
something. Employees, in this highly competitive
marketplace,
• If you want to be retained,
• If you want to have as much job security as you
can,
• If you want to find out if you’ve got what it
takes to get out there and be an entrepreneur
yourself, and BECOME the manager, Listen up
because this stuff is for you too.”
Now we’re talking both sides of the coin.
Tom: You quadrupled the audience right then. When
you use these kinds of techniques, the talk show
host loves you. They recognize how good you are
and they’ll keep you on longer.
Joel: Actually, Tom, if you don’t employ this kind of
technique when you are pitching the producer, you’ll
never get on the show.
Tom: You’ll never get on in the first place and if you
don’t employ this kind of technique o the very
important stations, they will dump you in no time.
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Joel, tell our audience in this section why you as a
talk show host don’t want me in the studio.
Joel: All right. Here comes the down and dirty
truth. Ready? KABC radio in Los Angeles is an ABC
(now Disney) owned and operated station. It’s one of
the biggest stations in the world. It’s the sister
station of WABC in New York. Our policy, even if a
guest was staying at the hotel across the street, was
to put them on the phone and NOT invite them into
the studio because we wanted to be able to dump
them quickly if they sucked.
Tom: Keep that in mind folks.
Joel: If we knew the person, such as Dennis Franz
from NYPD Blue, or if it was someone that had star
appeal, or a bona fide great guest, we would prefer
to have them in the studio. The fidelity was better,
the in-person chemistry is better and all that kind of
stuff. However, with an unknown entity, we would
NEVER put you in the studio because if we had to
bale, we didn’t want to have to look you in the eye.
Tom: Remember folks; there is too much money
involved. You’re talking about rating points that can
be worth upwards of a million dollars and they just
can’t let you have the listeners clicking out because
you are bad.
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Joel: When my former partner and I were doing the
drive time show on KABC, we were talking to a
quarter of a million people at a shot. We had to be
good.
Tom: Joel, does everybody who comes to you want
to be great on the radio? Are there other things you
can do with the techniques that you teach?
Joel: Well, first of all, in terms of our media work,
we coach people for radio and TV equally, but
interestingly enough, I would say approximately
25% to 30% of our clients never have any intention
of going near a talk show. They are often
professional speakers who want to employ the
technique of high-level talk show hosts to empower
their communication in whatever arena they
circulate. They may want to become better podium
speakers. They may want to become better platform
performers. They may want to deliver end-of-theyear corporate speeches in a more powerful way.
They realize that the super specialists in this culture
who know how to grab and keep an audience are the
people who fight it out in the ratings points on prime
time talk radio in the major markets.
Tom: Right. What did you teach those Chicken Soup
guys? I mean, what can you teach some people who
are selling 0 million books?
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Joel: A lot. You see, Chicken Soup to some
degree—and I’ve said this to their face so I’m not
going to offend anybody—Chicken Soup, in some
ways, is almost successful in spite of itself. Since
they want the franchise to continue forever, and they
are getting too specific. I think very shortly, we are
going to have Chicken Soup for the Redheaded
Farmer’s Wife’s Soul.
Tom: I want to see a combination of Chicken Soup
for the Dummies or the Idiots Soul.
Joel: Personally, I would like Chicken Soup for the
Five Foot Six Inch Jewish Guy with a Bald Spot.
Tom: So what did you tell these guys?
Joel: I’ll tell you exactly. I’ll give you a great
example. Their press releases or what we call their
hook sheets, their suggested interview or show topic
questions, were terrible. I mean they would put stuff
out like, “How did you get the stories for this book?”
Tom: OOOOOh, I’m getting goose pimples!
hahahaha
Joel: Exactly. You know, I personally know that Joe
Sabah has had heart palpitations at 3:20 a.m.
because he needed to know how Mark Victor Hansen
and Jack Canfield sat around an oval table and
selected stories. It won’t work. They made a
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fundamental error. They were pitching authors as
authors and books as books. The way to do it is not
to pitch authors, but to pitch issues and not to pitch
books, but to pitch shows.
Tom: Ah hah. So, we’re back to the critical issues
and you are actually helping them when you can
pitch a whole show?
Joel: Yes, exactly, if it is a show idea. I’ll give you a
classic example. I’ve done so many chicken books,
but I can think of one off hand. We were doing
Chicken Soup for the Pet Lover’s Soul, Volume I.
Tom: Ferrets?!? hahaha
Joel: Exactly. Soon there will be a CD just of the
titles. We were doing Pet Lover’s Soul. The first
generation of media questions were things like, “How
did you choose the stories for this book? How did
you make the final decisions? How many pets did
you interview for this book?” Obviously, it was a little
bit lame and then they hired an outside publicist.
She looked at the issues in the book and she came
up with things like, “How are pets used in
psychotherapy? How can pets help you raise better
kids? How are pets used in old-age homes?” That
was good. She faxed those questions to me and she
said, “Are we ready to rock and roll?” Much to her
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astonishment, I said no. She said, “But this is fun
stuff.” I said, “Yes, but look at your questions. They
tend to skew towards that part of the audience that
is already in love with pets.”
I said, “Hold on, I’m going to fax you seven words.”
Those words formed the opening topic for the entire Pet
Lover’s Soul Shows.

Tom: I see.
Joel: So she said, “Well, how do we come up with a
topic that really enfranchises everybody no matter
what?” I said, “Hold on, I’m going to fax you seven
words.” Those words formed the opening topic for
the entire Pet Lover’s Soul Shows. They were: “Do
people love their pets too much?”
Tom: Everybody is going to be fighting for his or her
own side on this one.
Joel: Right. I heard the show. You have people
driving along the freeway. A woman calls in on her
car phone, “I am offended by the very formulation of
this question. I do not love my pets too much. I have
never been fired from a job or left in a romance by
my cat.” Then some guy will call up and say,
“Exactly, lady. You can’t have a relationship with a
normal human being.” Now that’s a talk show topic!
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90 Days or Bust
Tom: You stated, “Clients need to be able to pitch
themselves.” What if you just wanted to throw it out
to a publicist and you have money to burn? Can’t
you just let it go and let somebody else do it?
Joel: Wouldn’t that be nice?
Tom: Well, yes, that would be perfect.
Joel: Wouldn’t it be nice if the days of the ivory
tower writer or speaker were back in town?
However, let me explain something to you. Let’s take
the example of authors. What if you are published by
Warner Books and have your own bevy of publicists
who are working on your case? Guess what? After 90
days, they are a bevy of publicists working on
someone else’s case. They are gone.
Nevertheless, even before the 90 days were up, look
at what happened with those HCI authors that I
mentioned. The Seven Worst Things Parents Can
Do authors had to pitch themselves in a preinterview setting even though the publicity
department was great. There are only two phases to
any kind of book publicity: The first 90 days and
everything else. You have to be able to pitch yourself
during both phases. If you are a professional
speaker, it is exactly the same thing. You have to
understand the pitch is an audition and they are
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going to want to hear you before they put you on the
air.
Tom: And you can’t delegate that kind of stuff. You
have to come through.
Joel: No sir, your media coach is not there. Your
publicist is not there. Your teddy bear is not there.
Your parents are not there.
Tom: All right, let me do a little recap here. Back at
the beginning we talked about how the big picture is
that you create heat, and not light, to get on the
show. In addition, you start out with principles, then
issues and then your hook.
Joel: If you want to talk about principles, go
through an issue. If you want to talk about light,
make sure you go through heat. If you want to talk
about all time, make sure you deal with the moment.
Tom: “Exploding myths” is a good way to create a
hook and then figure out what the problem is that
you're the solution to..
Participant: Suppose I hit them with something
like, “Why are the public libraries publishing child
pornography?”
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Joel: Yes that’s a myth. Since, you know in my
experience in the public libraries, the one thing I
couldn’t get was pornography.
Tom: Well now you can. Nobody goes to the library
anymore because of the Internet.
Joel: That is definitely a good hook because they are
going to say to you, “Are you nuts?” If they say to
you, “Are you nuts?” Then you’re flying.
Participant: Would it be very offensive if you were
to say that people were lazy and that is why they
work at jobs they hate?
Joel: No, actually that would be fine because you
are coming out there with a strong statement and
people will ask you what you mean by that. A talk
show host can say to you, “Hey, I love my job.”
Joel: Let’s do a little experiment, OK? Suppose I’m
the talk show host and I put you on the air and I
say, “Tell me your thesis.”
Participant: My thesis is that people are not
passionate about what they are doing. They’re
simply going to work. They are working at a job that
they really don’t like but it pays the bills. Somehow,
they have to remain responsible so they just stay
stuck in a dead-end job.
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Joel: You said it better the first time than you did
the second. You see the first time you said, “People
were lazy.” The second time you started to give an
academic discourse on the sociological trends in the
workplace.
Aikido or Karate
Joel: Let me point out something to you. I really
prefer to win before I play.
Participant:

OK.

Joel: If you tell a talk show host that people are
lazy, there are only two possibilities. Either he or she
will agree or disagree. Right?
Participant:

Right.

Joel: So suppose I say to you, “Yes, you know,
you’re totally right. People are lazy, and they are a
bunch of sellouts. Everybody is dead on his or her
feet and the world sucks. My God, I’m really glad to
have this opportunity to share how much of a
bummer human life is with you.”
Participant:

OK.

Joel: That’s agreeing with you. Suppose I say to
you, “Hey, lady, what the hell are you talking about?
I love my job. There are an awful lot of people in the
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burgeoning entrepreneurial culture of ours, with the
Internet and entrepreneurship that love their jobs.
What are you talking about, people are lazy?” What
do you say?
Zelda: I disagree with it. Statistics show otherwise.
Joel: What statistics?
Zelda: Statistics taken from—I don’t remember the
exact name of the books or anything—but just the
research that I have done. It shows that…
Joel: You’re dying, dying fast.
Participant:

OK.

Joel: I just have to be straight.
Participant:

Well, help me out here.

Joel: I am helping you out here. So here’s what
you do. Tom, you may remember that the strategy I
teach people for dealing with conflict is called verbal
Aikido. Aikido is a Japanese martial art. In Karate,
you have force against force and the superior force
wins. You know, I’m a pretty scrappy little guy but
I’m 5 foot 6-1/2 and I weigh 145 pounds and if I’m
fighting Tom Antion, who’s bigger, heavier and
stronger than I am, I’m going to lose.
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Joel: Do you now know how it works in Aikido? In
karate you could say, “No, you’re wrong,” when the
host says, “I’m not lazy, people aren’t lazy.” Here’s
how you would do it in Aikido. Let his energy go in
the direction that it already wants to go. “So you
know what, Mr. Host, you are so lucky. I love the
way you are passionate about your work. I love how
happy you are on the job. I only wish everybody else
felt the way you do. Maybe you don’t really have a
good perspective on how unique you are.” Now he is
saying, “What do you mean by that?”
Joel: Do you see what I’m saying?
Participant:

All right.

Joel: The great lesson to learn here is to “win
before you play;” meaning if you’re going to make a
strong statement like that, you’ve got to be like a
true martial artist. A real master of a martial art
goes through all their forms, or what they call Kata.
Then after that, they transcend all that stuff and
they are loose as a goose.
Participant:

OK.

Joel: And whatever happens they are ready.
Tom: Joel, could you quickly tell us the example
about that lady that had the health clubs?
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Joel: Sure. Tom, were you in the room when that
happened live?
Tom: Yes, I was. What a transformation. I mean
there were tears in this lady’s eyes.
Joel: This was a very good friend of Tom’s and of
mine. I was presenting a Dottie Walters Magnificent
Marketing Symposium here in Los Angeles about a
year and a half ago, and a lady raised her hand and
said, “OK, I’ll tell you what. I just did a radio show a
little while ago and it’s the last one I’m ever going to
do in my life.” I said, “Oh my heavens, why?”
I had just talked about verbal Aikido. She said,
“Well, here’s what happened.” She said, “I showed
up in the studio and I went in there and the host was
male and it was during the top of the hour
newsbreak. I sat down at the guest’s microphone, I
smiled at him, and he smiled at me and he popped
open the show.” This lady’s name is Charlene. The
host hadn’t really done his homework and he said,
“Well, we have Charlene with us on the Business
Show today and Charlene, what’s your story?” She
says, “Well, I own a chain of health spas for
overweight women in the Pacific Northwest.” The
host looked at her (Charlene, herself, is heavy and
overweight.) He looked at her and he said, “You own
a chain of what?” She said, “Health spas.” He said,
“Lady, you are the most flagrant hypocrite ever to
come on to my airwaves. Not only are you fat, you
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are obese. You’re the worst advertisement for health
I could imagine and I’ve got a pretty damn good
imagination.” She got very upset and broke down on
the air.
Now we are sitting in Los Angeles just a little bit
later, and she says to me at Dottie Walters’
symposium, “If you can show me how to deal with
that, I will pay you for five hours of your time.” That
was an enticing offer, but the fact of the matter was
that I was in Dottie Walter’s seminar. I couldn’t do
five hours with this woman. I needed to do it in one
minute and I said to Charlene, “Will you agree to
solve this thing in about 60 seconds?” She said,
“Sure.” I said, “Tell me one quick thing. Why were
you on the air at all?” She said, “Well, frankly, to
promote my business.” I said, “What is one of the
problems that your overweight female clients
typically have that that talk show host is embodying
especially well at the moment? She said,
“Obnoxious jerks that judge us, especially men.” I
said, “Great. The next time this happens to you,
when some guy insults you on the radio, just say,
“You know what, it hurts to be insulted by you. I
can’t say it feels good to be insulted by you. Do you
know what? People like you are exactly the reason
why I created my health spa.” Women, wouldn’t you
like to work out in a safe space far away from
judgmental creeps like this? Dial 1-800-FAT-LADY
now.
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Tom: I tell you what, Joel. She lost 10 pounds
crying from happiness after you gave her that Aikido
move.
Joel: Tom, she now wakes up in the morning and
has one prayer, which is “attack me.”
Tom: That’s right, she wants them to attack because
that way she can get the message across better.
Joel: I’ll tell you something. Hostility, adversity,
cynicism, skepticism, being attacked on the air; all
that is nothing more than the investment of energy
of the part of a host in a show. Tom, let me ask you
something. I know you have your media marketing
series.
Tom: Right.
Joel: You teach people how to exploit whatever
comes at them, right?
Tom: Absolutely because being heard on the media,
being credible and being able to handle attacks like
that gets people to call you. Then the whole power
struggle changes when you are trying to sell them a
speech or whatever.
Joel: I’ve seen you when you are talking about your
media marketing stuff or when you coach speakers. I
mean one of your big things is humor, right?
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Tom: Absolutely.
Joel: Well, humor better than anything else diffuses
tension.
Tom: Diffuses tension and knocks down sales
resistance too. Anytime you can get people laughing
with you, that knocks down their sales resistance
and it makes you more likeable.
Participant: You contrasted Aikido with karate.
Suppose you go for Karate.
Joel: You know what; I do it all the time. However,
I’ll warn you, you’d better know what you are doing,
and you’d better be able to deliver a knockout
punch.
Positioning
Joel: See, here’s the thing, sir. Go for Karate if you
can. Go for whatever strategy works. Position
yourself any old way you like and by the way, one of
the techniques of dealing with hostility on the air has
to do with the way you position yourself in the first
place. Let me give you a quick example of that.
When I was working with Kenny Loggins, he said to
me, “You know, I’m really afraid to go out there and
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talk about my new book.” He had this book called
the Unimaginable Life, which is a very intimate
story of how he met his wife. I don’t know if any of
you have read it. When I say intimate, he met his
wife because she was his former colonic therapist.
It’s sort of a new angle on beginning relationships.
Kenny said, “I’m kind of afraid to go out there
because I think they are going to attack me.” I said,
“Well, why?” He replied, “Well, they are going to say
to me— ‘who the hell are you Mr. Hot Shot Rock Star
to be the latest relationship guru’?” And I said,
“Well, Kenney, then don’t be a guru. . . . Be a
witness. Don’t position yourself as a guru. Position
yourself as a witness to something beautiful,
something wonderful, deep, warm, and
transformational and just share your experience.” A
guru is attackable. A witness is not that attackable.
I’m just sharing what I’ve experienced—you do what
you want.
Don’t be a guru. . . . Be a witness.

Participant:
Frontier.

I speak on CyberSpace, the Family

Joel: Right. Obviously, you didn’t ask your question
from out of nowhere. Where do you think you are
going to be attacked?
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Participant: Well, the idea of the public libraries
and child pornography gets into issues of the First
Amendment, and people wrap themselves in the flag
and then display child pornography. It’s strong stuff.
Joel: Perfect. You ought to be on the air right now.
We’d love you. However, what you should say is,
“Look, we’re both wrapped in the same flag. It’s
just some of the people that some of those kids
are looking at isn’t wrapped in anything. And I
don’t know what you feel about that, but I as a
parent am concerned. I really understand the
argument about the first amendment, I truly do,
but we need to balance another value here and
I’m struggling with how to do that so that we
can promote and maintain the safety of our
children. If you have a better idea, I’m
listening.”
Tom: Beautiful. Beautiful.
Participant:

Great.

Tom: Talking about balance, Joel, there is a critical
balance that makes a great media guest? What is
that?
Humanity and Expertise Balance
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Joel: You must maintain a balance between your
humanity and your expertise. Let me give you an
example. You know, in a theoretical sense, I can say
this. If you are nothing but a dry, detached academic
expert, you are boring. And if you’re nothing but a
gushing fountain of humanity, you might be touching
for a little while but people are going to want to
know “where’s the beef.” So the great talk show
hosts and guests--hey, Tom, the great
communicators period—are people who can balance
their humanity with their expertise. An example
comes to mind. Do you remember the presidential
debate between Dukakis and George Bush?
Tom: Yes.
Joel: Bernard Shaw from CNN said to Governor
Dukakis who was against the death penalty, “If your
wife, Kitty, were raped and murdered, would you be
in favor of executing the rapist and the murderer?”
Dukakis in his great academic, detached style says,
“No, Bernie, I have always been philosophically
opposed to the death penalty on moral grounds and
I want to let you know that the way that it is
unevenly meted out in this culture is in itself a great
injustice and I am blub, blub, blub…”now in that
moment he lost the election.
Tom: Right.
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Joel: And by the way, it is hard to lose to George
Bush on charisma, but he managed to do it. It was
quite an accomplishment.
Tom: So you must show your vulnerabilities, be
hard and be credible sometimes. A balance of those
will get you the furthest.
Joel: Yes.
Topic and Topicality
Tom: What are some of the things that make
whatever topic you are promoting last longer so that
you can really be polished at this and use it for a
longer period?
Joel: Do you mean not only on an individual show
but also on how to keep a topic going for a long
time?
Tom: Yes.
Joel: Great. Well, here’s the deal. Oddly enough,
the relationship between the word topic and
topicality just occurred to me. I’m going to make a
note of this. “Topicality” is what makes a topic live
forever. Therefore, the great talk show guests learn
how to tie into news events in a very, very creative
way. Who had the hook on managers earlier?
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Joel: What just happened in the past two days that
is a reason for you to be on the air immediately?
Participant:
Seattle.

Oh, the shootings in Hawaii and in

Joel: Can you show people how to maintain a more
harmonious workplace?
Participant:

Sure.

Joel: Can you create more satisfied and happier
workers on the job?
Participant:

Yes.

Joel: Is that a matter of some national urgency
now?
Participant:

Yes

Joel: Well then, what are you doing listening to us?
Tom: Yes, get out of here, go pitch.
Joel: Do you see what I’m saying?
Participant: If I weren’t leaving for Mexico City on
Tuesday, it would be a great idea.
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Joel: You must understand what you want to do is
follow the story around wherever it goes. So today, it
is shootings in the workplace. Tomorrow it is layoffs
in Ohio and then it is something else.
If you are able to master that skill to tie your topic to
something that is topical, you’ll be on the radio

Tom: So be able to tie into whatever is in the news
and that really increases your chance of getting on
the air. If you are able to master that skill to tie your
topic to something that is topical, you’ll be on the
radio repeatedly.
Joel: Forever. I have clients who are doing that all
day long.
Demographics
Joel: Let’s talk about the reality of talk show
demographics. By that, I don’t mean the ones who
actually listen to talk shows, but rather which
population advertisers WANT to be listening to the
shows in order to bring their products to them. Tom,
you probably already know this and Joe would know
it and many of you might, but the talk show target
demographic as far as advertisers are concerned is
adults 25 to 54.
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Tom: 25 to 54, right.
Joel: There are some variations on that theme. It
could be 18 to 36 for certain shows. It could be 30 to
60 for others, but in general, certainly for the
mainstream of most talk shows in America, they are
after adults 25 to 54.
I am about to make a statement here, which is
neither good nor bad. I have an opinion about it, but
I just want to present the truth. The truth of the
matter is that advertisers don’t care that much about
listeners or viewers that are outside of the target
demographic. Personally, I think that’s stupid. I think
they are ignoring the older population, which has a
great deal of disposable income and listens to radio
talk shows in droves. A couple of things are going to
change this unenlightened policy. Number one is the
fact that the older people do have a lot of money to
kick around. The second one is that the idiots who
are making these policies are about to get too old for
their own shows.
Tom: Good for them.
Joel: So that’s going to change, but in the interim
you have to serve that demographic. I was working
on Chicken Soup for the Teenage Soul with the
principal co-author, Kimberly Kirberger, who
happens to be Jack Canfield’s sister, which of course
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is strictly a coincidence. I’ll never forget what she
said to me when we were doing the media hooks for
Teenage Souls. She said, “You know, I can’t wait to
go out there and do the media and talk to all those
teenagers.” I said, “Well, honey, you could be
waiting a long time. They are not the ones who are
listening to the show and they are not the ones who
are going to buy the book.” After that, we skewed
all of the hooks for Teenage Souls to the Baby
Boomers.
30-Second Pitch
Tom: Joel, you have 30 seconds to convey how you
convey a message in 30 seconds.
Joel: I’ll tell you how to convey a message in 30
seconds. You know what the problem is that you're
the answer to. You know who has the problem and
you know what the cost is of not doing what you say.
Would you like to hear me pitch my own work in 30
seconds?
Tom: Yes.
Joel: Great. If I’m talking to the president of
Warner Books—anybody got a stopwatch…
Tom: Go ahead, I’m on it.
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Joel: All right, give me 5, 4, 3, 2, 1 and I will do it in
thirty seconds.
Tom: 5, 4, 3, 2, 1.
Joel: You and I both know that authors don’t get
the media coverage they used to get. They don’t get
booked as often as they used to and they aren’t kept
on the air as long as they used to be. Frankly, it is
because most of them aren’t great as media guests.
I’m a former prime-time talk show host in the
number one radio market of the world. I know how
to generate a hook that will absolutely sell you, and I
can train your authors to deliver shows that will pull
an audience over to the side of the road. Would that
interest you?
Tom: Twenty-five seconds. There is a book that
goes along with that isn’t there, Joel?
Joel: There is and I really recommend it to
everybody. It is a wonderful book. Tom and I both
like it.
Tom: Yes.
Joel: By the way, Tom you can delete this from the
tape later if you want, but I’m going to do something
that Tom has certainly not asked me to do and he
may even be angry about it, but here it is. You
people have got to know that Tom is really one of
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the best presentation coaches that I’ve ever seen in
America.
Tom: Oh, geez. I don’t blame you, really though
Joel. hahahaha
Joel: I really encourage you to go through Tom’s
material. I’ve seen him in front of audiences. I’ve
seen him be funny and after about three or four
times I saw him do something that was actually
serious that really had an impact. So, I am here to
give an endorsement not only to Tom because he’s
my friend, but because he knows what he is doing.
Tom: Thank you. Thank you very much. That only
took 30 seconds too.
Joel: The name of that book is How to Get Your
Point Across in 30 Seconds or Less by Milo Frank.
Tom: It only takes 30 seconds to read, too. It is
even faster than The One-Minute Manager is. Joel,
run us through a summary of the demographic laws
again.
Joel: The demographic laws are:
• Number one, fit into the culture of the show you
are serving. If it skews female, go with that kind
of topic. If it skews male, go with that kind of
topic.
• Always make sure you talk to the other side of
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the coin to keep the circle rounded out.
• Serve the 25-to-54 year old demographic.
• Use that technique of enfranchising everybody;
it’s what I call zoom-out, zoom-in.
I’ll give you a great example if you don’t mind. There
was a guy here in Los Angeles who wanted to get on
the radio and talk about the latest treatment for
yeast infections and he said, “You know, we’re
concerned because this is not a problem that men
have and we don’t want to lose the male audience.”
He was a doctor from a hospital here. I said, “Well,
Dr., let me ask you something. Are you married?”
He said, “yes.” I said, “Has your wife ever had a
yeast infection?” He said, “yes.” I said, “She ever
had a chronic, long-term yeast infection?” He said
“once.” I said, “At some point did that become your
problem?” . . . . That’s making sure you involve
everybody in the topic.
(See “A Simple 5-Part Formula for Delivering
the Perfect Media Pitch and Hitting it Out of the
Park” at http://publicityhound.com/shop/?p=450)
Tell a Short Story
Tom: There you go. What are the things that can
get you kicked off the air in a hurry? A “prime-time
minute” you said.
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The more concise you are able to be, the longer you
will be kept on the air.

Joel:
Don’t ramble. Here’s one of the great ironies that
all of you should watch. The more concise you are
able to be, the longer you will be kept on the air. I’m
going to repeat it because it is bizarre. The more
concise you are able to be, the longer you will be
kept on the air. Be concise, and make an impact.
Master the art of telling stories. Do you know what
gets you kicked off the air? If you exist only in the
rarified air of abstraction and you don’t bring
something home in the way of stories and
illustrations, you’re not going to be a good talk show
guest and they won’t keep you on the air.
One of the things that really gets people dumped
immediately is they are so rooted in their script, they
don’t really pay attention to what is happening in the
moment and they don’t really interact with the talk
show host and bounce the ball back and forth across
the net. Those three things can get you out of there
fast.
Tom: Uh, huh. Well, we are coming close to the end
of this seminar. I’d like to do another little recap, but
I want the folks in the audience to help me with this.
I want you to look at your notes and just beep in
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when there is something.
Participant:
to?

What is the problem you're the answer

Tom: There you go. Figure that out. What else?
Participant: Balancing humanity and expertise.
Tom: Well, it hit home with you. Yes?
Participant:

Topicality.

Tom: Topicality.
Participant:

Be concise.

Tom: Be concise.
Participant:

Explode a myth.

Tom: Explode a myth.
Participant:

Tie in what is in the news.

Tom: Yes, that’ll get you on the radio quick.
Tom: Joel, any closing comments you have on the
big picture here or what they need to do to be a
great media guest?
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Joel: Well, I can tell you what we do in our
seminars. We get people so locked into their core
message and so adept at tying that message into
anything out there that the whole world exists as
fodder for them. They become media comments
waiting to happen.
Tom: “Media comments waiting to happen.”
Joel: That’s the way to walk through life.
Tom: Joel, let me ask you. Would you please
mention your phone number and email address in
case anyone wants to follow up with you?
Joel: Yes, absolutely. My name is Joel Roberts. My
company is Joel D. Roberts and Associates, phone
number (310) 441-2560. Again, that is (310) 4412560. My direct email address is
info@joelroberts.com
Tom: All right, now Joel, one more question for you
and then I want to mention some of your upcoming
seminars. How do you actually work with people?
Are private sessions or seminars better or what?
Joel: Well, we work with people in both ways. We
work with them privately, both in person and on the
phone, and we have the “Excellence in Media”
seminar. We love, if possible, for people to start with
the seminar because we do these in relatively small
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groups. The ones that I have next are usually about
15 to 20 people at a time.
Tom: I have been in one of those and you will not
believe the life change you will go through when you
see person after person after person get the light
bulb to go off about their new hook, and it is just
really exciting.
Joel: So we love the seminars because there is a
beautiful synergy in the room and the clients learn a
ton from watching each other become trained. They
enable us to generate what I would call a collective
or a composite sense of media excellence.
Participant:

Are they all in California?

Joel: Oh no.
Joel: We do them in Los Angeles just about every
month. We also go to San Diego, Denver, New York,
L.A., Chicago, Atlanta, Dallas, Seattle, Washington
D.C. and Hawaii.
Tom: I encourage everyone to email Joel to say hi
or thanks after this and then they will put you on his
mailing list to let you know what is coming up. I’m
trying to talk him into putting out some email tips
too.
Just think of spending two days with this guy. It was
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phenomenal. In fact, I made some lifelong friends
out of it and we help each other.
Participant:

How long is the seminar?

Joel: All day, both days, Saturday and Sunday. It is
usually on the weekend.
Tom: It is intense, so be ready. . . . Thanks Joel.
We really appreciate you spending this time with us
this evening.
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How to Sell Products & Services on the
Radio
Now we’re going Joe Sabah who has made a fortune
selling his books on the radio.
This section is called Kick Through Your Database
to Sell Tons of Products and Services on the
Radio. I’m Tom Antion and I will introduce our
special guest, Joe Sabah, to you shortly.
Whether you like it or not, you are a salesperson. We
all sell. We might be selling an idea. We might be
selling a product. We might be selling a service, or
we might just be selling ourselves. When you are
selling something, wouldn’t it be nice if you didn’t
have to get all dressed up and trudge to someone’s
office to make a one-on-one sales pitch? Wouldn’t it
be nice if we didn’t have to cold-call people one at a
time and recite our script repeatedly? Wouldn’t it be
nice if thousands of people chose to listen to our
sales pitch while we lounged around in the comfort
of our own home? Well, that’s what we are going to
discuss in this section.
This is part of Radio Week here at the Kick
TeleSeminar Series Virtual Studios. In the last
session, we had a fantastic hour with Joel Roberts
who presented the techniques and strategies to be
fantastic on the radio from the host’s perspective.
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Joel has done over 5,000 hours of prime-time radio.
He gave us his insight on what it took to make a
great guest. Earlier in the sessions, we had Joan
Stewart, who gave us strategies on getting cheap or
free publicity. About a month ago, I did my Media
Marketing TeleSeminar so that you never have to
cold-call again. These tapes and these seminars have
been structured so that there is very little overlap in
information.
With us in this session is a man who has done over
639 talk shows, all from home and all in his
bathrobe. Joe is a man who sold more than 23,225
books all at full retail. If you do your math and you
know the cost of this book, that’s $376,500 at an
85% profit margin. That’s selling! I have used Joe’s
system and database for years and have booked
countless talk shows. I’m not good at keeping track
of things like Joe is, but it has definitely been in the
hundreds. Joe, I am happy to have you on the show
tonight. How are you doing?
Joe: I’m having a fantastic evening here Tom, in
Denver, Colorado. Maybe it is the attitude or
something here.
Tom: It must be, because you are not coming
through quite as loud as I’d like so if you could really
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blast it out, our listeners don’t want to miss anything
that you have to offer us tonight.
Joe: You bet. I’ll bump it up and we’ll just have a
grand time, sharing ideas. I’ve helped over 2,200
clients so far get on talk radio all across this country
and the key is--no travel.
Tom: Oh, is that wonderful. That travel will kill you.
I saw a study somewhere that said that if you travel
consistently, it could take 10 years off your life span.
Therefore, if you are doing this from home, you are
knocking the stress level down. Joe, how did you get
started doing this?
Joe: Well about nine or ten years ago after writing a
book called How to Get the Job You Really Want
and Get Employers to Call You, the first thing I
discovered is that you end up with a garage full of
books when you self-publish. One night I couldn’t
sleep so I picked up a magazine and started reading
the classifieds and saw this little three-line ad. It
simply said, “Authors wanted for radio talk show
interviews.” I called this number in New York. The
guy said, “I’m a publicist and I book people on talk
shows and I charge them $60 a show.” I said, “Well,
give me three shows.” He said, “No, no, no, it
doesn’t work like that.” He said, “There’s a twenty
show minimum.” I said, “Wait a minute, that is
$1,200.” He said, “Yep. Let me give your name to
some of my references. I’m booking some highHow to be a Kick-butt Publicity Hound
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powered people here and I guarantee my results.” I
did as he suggested. I called the people he was
booking and sure enough, some of them were on
their 120th show.
I sent him $1,200 and 20 copies of our book. He’s
tried to book me and I’m glad he didn’t let me book
three shows. Let me tell you about the experience I
had on show number six. You see I had to book
three shows and then book three more shows. It was
show number six on a Chicago station doing a 30minute interview. Six minutes into the interview in
this big market, the host hung up on me.
Tom: They hung up on you?
Joe: Don’t start laughing. I was crying that day.
Tom: I’ll bet.
Joe: So I waited until he got off the air. I called him
back and I said, “Tell me what I did wrong.” He
said, “Young fellow, you’ve got a lot to learn.” I
said, “Well then teach me.” He said, “Well, first of
all, you have got to remember I’m the host and
you’re the guest. It’s your job to make me look
good. It’s not my job to make you look good.”
Whew. What a lesson. Then I asked, “Well, what
else?” He said, “Well, you have got to learn to talk
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in sound bytes.” I said, “What’s that?” He said,
“When I ask you a question, just answer the
question in as few words as possible so that I can
ask you another question. Good luck. You’ll make it
one of these days.” You know, Tom, I had to make it
because I had already paid for 14 more shows.
I learned with each show what to do right. Get a
glass of water and make notes of what I am going to
cover and so forth. At the end of 20 shows, my New
York publicist friend called me and said, “Hey, Joe,
do you want to do it again?” I said, “You bet.” He
said, “Seventy-five dollars a show.” Wait a minute,
that’s $1,600. He said, “It is worth it isn’t it?” I said,
“Well, Yes.” He said, “Well send me 20 more books
and $1,600 and we’ll book you for 20 more shows.”
By this time, I had a record of accomplishment
going. I could honestly track and say I was doing
between $500 and $600 worth of book sales in an
average half hour show.
Tom: Wow.
Joe: Pretty nice, huh?
Tom: Yes.
Joe: So I would just set an appointment on my
calendar like 30 minutes or 60 minutes, and go
about my business the rest of the day. After forty
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shows, he called and said, “Do you want to do it
again?” I said, “How much this time, Charlie?” I was
learning to ask questions. Then he says, “Well, $100
a show.” That’s when I said, “Forget it.” Our listeners
need to understand that talk shows across America
need guests every single day. It is not that difficult
to be booked.
Tom: Stations have lots of time to fill, don’t they?
Joe: If they don’t have a guest, they have a thing
called open lines and if a host and producer have too
many days of open lines, guess what?
When we call these radio stations offering our services
as a guest on their show, we are doing them a favor.

Tom: No show and no advertisers.
Joe: And soon, there will be no host. They’ll get a
new host. They’ll get a new producer. When we call
these radio stations offering our services as a guest
on their show, we are doing them a favor.
Tom: Ah hah.
Joe: So we are not bothering them. We just know
that they have time to fill. It’s kind of like a
newspaper. You never see a newspaper with blank
pages do you?
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Tom: No, that’s for sure.
Joe: For the same reason, you don’t hear a radio
station say, “We don’t have anything to do for the
next half hour so we’re just going to have quiet
time.”
Tom: It’s obvious you’ve had financial success with
this, even working from home, which most people
really crave. It couldn’t have been this smooth all
along. There must have been some mistakes along
the way. Could you share some of the down sides
with us?
Joe: Well, the down side is there is a business to
run. You have to fulfill the orders. I had a high
school student named Mark that I paid $5 or $6 an
hour. He’d come in after school one or two days a
week and put books in envelopes for me, stamp
them, everything except the labels. After awhile, I
got a little bit better at this. I wanted to develop my
own database so I purchased a directory of all
10,600 radio stations in America. The directory is
only $250, but who do you call out of the 10,600?
Tom: Called them all, right?
Joe: Yep. I called them all. I hired a college student
and she and I spent an entire summer, call, call, call,
“Do you do talk shows?” Yes. “Do you do them by
telephone?” Yes. Those were the two “yeses” we
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wanted to hear. Then we asked, “Who is the host,
the producer, what is the address, the phone and the
fax number?” I’ve been doing this for nine years and
the real key is to keep it updated. Believe me, Tom,
there is somewhere between 35 and 40 percent
turnover every six months.
Tom: Your database could get unbalanced very
quick.
Joe: Absolutely. So every six months for nine years,
January and July, I get on the telephone, or I hire
some people to come into my office and I train them
to keep this list updated.
Checklists
Tom: We’re going to talk more about that later, but
there are two numbers that I want to run by you and
see if they ring a bell. You were telling me about Talk
show number 200.
Joe: Oh.
Tom: Well, I’m not here to make it easy on you,
Joe.
Joe: I understand. I was rolling along doing my
thing, going clickety-click, one or two shows a day.
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One afternoon I just finished lunch and a lady called
me from a Portland, Oregon radio station. I’d been
on this station three or four times before. That’s the
beauty of this. If you are good at something, they
will invite you back repeatedly.
Tom: That makes marketing easier on you.
Joe: Oh, you bet, they know you by first name. Well
this lady called and said, “Joe, could you help me
out?” I said, “Sure what do you need?” She said,
“We just had a cancellation and we need a guest in
about a half hour.” I said, “That’s easy enough.
Give me time to get a glass of water and my book
and I’ll be with you.” She said, “OK, I’ll call you at
2:30.” Well at 2:30, Tom, I did a fabulous 30minute interview. I was up and pacing back and forth
and I have a 25-foot cord on my telephone and I’ll
tell you about that in more detail in a little bit. I did
a 30-minute interview and hung up the phone. Judy
walked in and said, “You don’t look very well, what’s
the matter?” I said, “Well, you’re not going to
believe this. This was my 200th show and I forgot to
give out the 800 number.” I said, “Would you do me
a favor? Would you call the radio station and give
them our number?” She said, “Well, no, it’s your
show, you do it.” Tom I only got two or three book
sales that day.
Tom: Oh my goodness.
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Joe: Not the usual $500 or $600 that I usually sold.
Tom: Right. You didn’t work from a checklist and
you just were caught up in the moment and forgot.
Joe: Don’t ever try to wing it, you know. So, one of
the things that I learned that day is you can never
get so good that you are on automatic pilot.
Tom: I’m glad you are using this “wing it” and
“pilot” because I am a pilot and we always use a
checklist because one little thing can kill you and in
your case the 800 number killed you. So, yes,
definitely use a checklist whenever you are doing
one of these shows. What about show number 639?
Why did you stop doing them for a while?
Show Number 639
Joe: Well, I thought $25,000 sounded like a lot of
money. A New York publisher offered an advance for
our book.
Tom: That is a lot. Was that a first time offer?
Joe: First time author, right out of the chute.
Tom: Wow.
Joe: We had already sold 23,000 copies. Not to say
I was getting tired, but this New York publisher
dangled this $25,000 carrot. First we said yes and
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then no and then yes and then no and then finally
said yes. Because I figured, Tom, New York
publishers are putting us in all the bookstores and
then put us on a tour around the country.
Tom: Oh sure (sarcastically).
Joe: Ha, ha, ha. Wrong! None of that happened. In
three years time this New York publisher sold 7,100
copies. The book is now out of print. That’s the bad
news. The good news is we automatically got the
rights back.
Tom: That’s good news.
Joe: So this month I’m now holding seminars to get
new success stories to put in the book and I’m going
to go back into print and self-publish. I’m going to
crank up the radio talk shows again and look out
world.
Tom: Well, Joe, compare the money, the $25,000.
How much were you pulling in by doing these talk
shows a month or a year?
Joe: Well, when I was doing one or two shows a day,
consistently $7,000, $8,000 or $9,000 a month,
Tom.
Tom: So in three months you would have made up
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what you lost.
Joe: Don’t remind me. Do I have to relive that
again?
Tom: Just keep in mind, Joe, we’re helping our
listeners so that they don’t make the same darn
mistakes.
Joe: Sometimes people tell me that if you are going
to do an advance with a New York publisher, the only
thing you’re going to ever count on is what you get
up front. In other words, make sure you are going to
get $100,000-$150,000. I have some speaker and
author friends who are doing exactly that, but don’t
count on any royalties after that.
Tom: Right. What type of people can benefit from
getting books on talk shows? Are they all speakers
and authors?
Joe: First you don’t have to be an author, although
it helps because people want something to follow up
your talk or your interview. My friend Cavett Robert
says, “Most people are eating the peeling and
throwing away the banana.” I said, “What do you
mean by that Cavett?” He said, “Well, first of all,
Joe, those of us who are speakers educate, analyze
and motivate our audience. At the end of 30 minutes
or an hour, we leave them hungry for more. So if
you don’t have a book, tape, video or a program to
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follow up, we’re really leaving these people hungry.”
Tom: Also that’s part of the revenue generator. Of
course, people could use the same techniques to
promote their business or promote a cause or any
number of things.
Joe: Well let’s take a consultant. You know, a
consultant does not have to have a book or a tape.
What they are really selling is their services.
Tom: And their expertise.
Joe: And the same thing with coaching. There’s a
lot of professional coaches out there today who are
using talk radio because it doesn’t make any
difference where you are in the United States or in
the world for that matter. People have international
coaching clients and consulting clients. As long as
you have something to offer the world and you’re
passionate about it, you can market it. That’s the
real key word, Tom, Passion. If a person is
passionate about what they are doing, look out
world.
Tom: Are there specific topics that generate more
interest, or should they just talk about their
passions?
Joe: I guess I’m old enough to remember Dale
Carnegie when he was still alive. Back in 1957, I
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went to his course. Dale simply said, “Speak on
something you’ve earned the right to speak about
from your own experience or your own education.”
That has stayed with me the last 40 years because
so many times people say, “What are the hot
topics? Is it time management? Is it stress? I’ll just
speak on the hot topics.” Unless a person has had
the experience of having to go through those
themselves, it is just all words. They are speaking
from theory and not from practice.
Tom: So it is best then to speak on what makes you
passionate, but make sure it’s current and it is
something that people would want to hear about
currently.
Joe: Exactly. No one else can tell the Joe Sabah
story. You see, I lived that show number six and
every time I retell that, my mouth gets dry and my
stomach gets a little upset because I remember that
guy in Chicago and he did me the greatest favor
ever.
Tom: That’s right.
Joe:

By cutting me off.

Tom: That’s right. Well, I won’t do that to you, Joe.

What Makes a Great Guest?
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Tom: What do talk shows want in a guest? What
makes a great guest?
Joe: The thing that makes a great guest is someone
who can interact with not only the host, but also the
audience. In other words, a talk show host keeps his
or her job based on the number of people calling in.
First, you want to be a little controversial, you want
to ring the cash register. If I said, “I’ve got a book
on job change or career change.” Ho, hum. The first
thing out of my mouth on a talk show interview,
Tom, when they say, “What do you want to talk
about today, Joe?” I say, “Well, Charlie, let’s tell all
of our listeners over there in KSL land to throw away
their resumes.” “What do you mean throw away
their resumes? If resumes got people jobs, wouldn’t
everybody in America have one? We all have a
resume. People are standing in line in the print shop
getting copies and copies of resumes. You see,
Charlie, resumes are past tense. They talk about
what we used to do and not what we want to do.
That’s what we’re here to help you listeners talk
about today. What do they really want to do with
their life?”
Tom: So you hook them in with a little bit of
controversy because everybody says, “Oh, you’ve
got to have a resume,” and you’re saying to throw
them away.
Joe: I’ve never had a resume in my entire life.
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Tom: I haven’t either to tell you the truth.
Joe: I wouldn’t know what to put on one.
Tom: I don’t know. I’m not qualified to do anything
as far as I know.
Joe: It’s a good thing that speaking isn’t illegal!
Tom: That’s right. So interacting is important,
especially with the callers if it is a call-in show.
First Name Basis
Joe: Let me give you a tip on interacting. When the
host says, “OK, we’ve got somebody on the line
here, Joe. Caller, what is your question for Joe?” I
say to myself, “Caller? Caller, what is your first
name?” Make up one, here, let’s get on a first name
basis.
Tom: Let’s say I’m Jerry.
Joe: Dale Carnegie taught me that the sound of a
man or woman’s name is the sweetest, most
important sound in the English language to them.
Jerry says, “Will this work with people over 40? I’m
42 now.” “Well, Jerry, let me tell you a story about a
41-year-old.” On page 72 of my book, How to Get
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the Job You Really Want and Get Employers to
Call You, and then I go into that story.
Tom: So you drop the name of the book in there
with their name.
Joe: Oh, absolutely, and don’t just say “The book.”
Tom: Right, I mean, you dropped the “title” of your
book in there, but not in a way that would offend
anybody that you are just selling your book. You’re
just naming it and then telling the story and I don’t
suppose you are holding back part of the story
because that makes people mad, right?
Joe: No, I don’t say, “When you buy my book you
are going to learn all this.” Let me tell you a story.
On page 72 is a story about Linda. This lady is 41
years old, a single parent, and a schoolteacher. She
is making $20,000 a year and she wanted to make a
change. On this page in the book, we created a gold
form on goldenrod paper. We’ll talk about the effect
of color in a little bit. So I tell the Linda story, how
she went from a $20,000-a-year job to a $70,000-ayear job.
Tom: Wow.
Joe: In one month.
Tom: No resume?
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Joe: No resume. The gold form.

Stories and Illustrations
Tom: Stories and illustrations have real impact, so I
guess a good guest is going to have illustrations
ready to go for whatever type of call that would
come into the station.
Joe: You’ll probably remember from journalism
class, use “Who, what, when, where, why and how.”
Include all the details. For example, Linda was a
single parent. She had an 11-year-old daughter. To
get this job she relocated from Denver to St. Louis.
She went out I-70 with a U-haul trailer on the back
of her car. People can visualize that.
Tom: Yes, you painted a picture in their mind.
Joe: Exactly. The listeners think, “Well, I could do
that.” What is it about Linda? Well, she just did
what she wanted to do and not what she used to do.
Tom: We need to recap a little bit. To be a good
guest, you want to make the host the star. You’re
not the star. Make the host the star and you’ll always
be welcome. You want to be ready to interact with
the callers because that is also going to make the
host the star. The more people that call in, the more
interest in the station, the more ad revenues and the
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more job security for the host so the host is going to
be happy with you.
Be Human
Joe: One other thing. Every once in awhile, a
listener will ask a question, or a caller will call into
the radio station, ask a question and I haven’t the
slightest idea what the answer is.
Tom: All right, what do you do?
Joe: I say, “You know, boy have you got me there.
I don’t know the answer to that, but Mr. or Ms. talk
show host, can we ask for their phone number off
the air so I can do some research on this and get
back with them because I really don’t know the
answer to that?”
Tom: So there is no sense in trying to fool them.
Joe: Oh no. They love you when you are human.
Admit that you don’t know everything.
Tom: So you are showing a little bit of vulnerability.
You’re not just a Mr. Perfect Expert to whom they
can’t relate.
Joe: I don’t have the answer to everything. A guy
wanted to be a college president in one day and I
said, “I don’t know whether this idea works for
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college presidents. I know it won’t work for
government jobs because if you want a government
job, you have to fill out their forms. If you send one
of my gold forms to them, you’re out in left field.
They’re not even going to look at you.”
Tom: OK, so, it’s not a universal system. It is a
targeted system, which works for most people.
However, there are certain areas where it won’t
work. That makes you more credible when you admit
that because if you go out there saying, “Oh, this will
work for anybody, any situation, anything,” nobody
is going to believe you. You’ll look like a shyster.
The Gold Form
Joe: Let me tell you about KSL, Salt Lake City, and
Bob Lee. I’ve been on Bob’s program six times. After
about the third or fourth time, we had a guy call in
who was a plumber and he says, “Well, you know
when I heard Joe the last time on the air, I bought
his book.” I said, “Well, why are you calling? You
looking for a job as a plumber?” He said, “No, I own
a business.” Then he kept talking about the gold
form and the power of color and color sells. He said,
“I’ve been passing out fliers in my neighborhood for
my plumbing service on white paper. I’m going to try
this.” So he took the same flier he had been using,
changed it from white paper to goldenrod paper. He
said, “My business is up 20%.”
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Tom: My goodness, just because of the color of the
paper.
Joe: Yes.
Tom: There are some scientific studies on the
persuasiveness of color. I think goldenrod is very
high on the list.
. . . if you send something out using black on white
you may get a hundred responses, if you do black on
blue you will get 112. If you do it black on pink, you
will get 124 and if you do black on goldenrod you’ll
get 142 responses.”

Joe: It’s the highest. For example, I learned that
first hand. I was going to be a guest on Valentine’s
Day on KVEN in Ventura, California when the
producer called me. He said, “Joe, we are running
behind about five minutes. Could you hang on and
listen to the rest of this interview and we’ll have you
on right after we’re done with her.” She was with
the Color Institute of America. It was Valentine’s Day
and they were talking about red and other colors,
and they asked her, “Well, have you ever done any
surveys on color?”
She said, “We surely have. For
example, if you send something out using black on
white you may get a hundred responses, if you do
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black on blue you will get 112. If you do it black on
pink, you will get 124 and if you do black on
goldenrod you’ll get 142 responses.”
Tom: My goodness. Just for the change in color of
the paper.
Joe: Well, let’s analyze this for just a moment.
McDonald’s has all the money in the world. What
color do they paint their arches?
Tom: Golden arches.
Joe: School buses and fire trucks are usually yellow
or gold.
Tom: Gold or yellow/gold.
Joe: The Yield signs on highways are gold. Any time
you want to capture someone’s attention, you paint
it gold.
Tom: So how do you apply this to the radio? I don’t
get it.
Joe: Well, I applied this to radio in two ways. First,
the idea behind my job book, How to Get the Job
You Really Want and Get Employers to Call You
is to throw away your resume, create a sales letter
on goldenrod paper and mass mail it. So that’s how
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you get a job, the same way I got radio talk shows
to call and book me. Instead of sending out a press
kit, Tom, I created a giant PR postcard.
Tom: Oh, this is the postcard that I sent on
goldenrod paper.
Joe: Exactly, it’s on page 48 of my book, How to
Get on Radio Talk Shows. This postcard is 8-1/2 x
5-1/2 two sides. All it needs is a 33-cent stamp this
year and bingo. There is no envelope to open. Your
phone will ring off the hook when you interview the
author of this book. Bingo!
Tom: Well, you know I forgot about that because I
remembered doing the postcard and you could get
two of them nicely off an 8-1/2 x 11 sheet of paper,
but I forgot that it was goldenrod that I sent.
Joe: That’s the key.
Tom: Let’s go back a little bit and talk about being a
good guest. We recapped up to the point about
stories being very important and having illustrations
and stories ready to go. Are there any other tips on
making the host or guest like you?
Joe: This is after the fact, after the interview is
over.
Tom: Oh, OK.
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Personal Thank You Cards
Joe: When I’m saying goodbye to the host, I say,
“Thank you Charlie. By the way, say thanks to Sally
for connecting us,” (Sally is the producer). Then I
always send a HANDWRITTEN thank you to both
parties.
Tom: They hardly ever get that I bet. Nobody takes
the time for that.
Joe: That’s right. On my office wall Tom, if you
could see these two louvered doors, they are just
filled with handwritten thank you cards from people.
These are the people, which stand out in my mind.
Some of them have pictures on them, but the
important thing is that our parents taught us to say
please, and thank you. Now that we are big kids, we
think that we don’t have to do that anymore. You
have to do it even more because the competition is
going to eat you alive if you don’t.
Tom: And it goes back to what we learned in
kindergarten, right?
Joe: Also, put your picture on all the thank you
notes you send out.
Tom: I don’t want to scare people, Joe.
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Joe: OK Tom, but I happen to know that you do put
your picture on the things you send out and you
personally sign them too.
Tom: I’d like you to help our listeners walk through
the process from the beginning to end once they
decide, “Listen, I want to be on the radio to promote
my products and services.” What are the first step,
the next step and the next step?
800-Numbers
Joe: Just like in a recipe for baking a cake, there’s a
recipe for successful radio talk show interviews. I
talked to a person recently who did radio interviews
on 300 stations. Frankly, she did not sell any books
because she did not have an 800 number. So, don’t
even think about getting on talk radio unless you
have an 800 number. That’s the only way you can
track sales. [2012 update: Now that so many people
use mobile phones and don't pay additional costs for
long distance, 800 numbers aren't as much as an
issue.]
Tom: So, before you get on, you have to get your
office structure ready to go and your sales
infrastructure ready.
Joe: We’ve all seen that TV commercial for Time Life
and there’s a cute little girl, named Judy. She says,
How to be a Kick-butt Publicity Hound
By Joan Stewart and Tom Antion
JStewart@PublicityHound.com Orders@Antion.com
Page 220

“Hi, my name’s Judy and I’m waiting for your call.”
She has her headset on. She says, “Here’s my 800
number and we take Visa, MasterCard and American
Express.” You have to make it that easy, Tom.
Tom: Right.
Joe: People expect plastic today and they expect
the seller to pay for the 800 call.
Tom: Well, in fact, 99.9% of my product sales are
credit card.
Joe: Exactly. You know, I don’t even use cash
anymore. I use a credit card when I go to the
grocery store.
Tom: I use it too because I get frequent flyer miles.
Joe: See, you’re onto this and everybody else is
too. We might as well give them what they want.
Accept Credit Cards
Tom: Right, make it easy for them to buy, so use
an 800 number, Visa and MasterCard accounts.
Nevertheless, that’s not so easy anymore, Joe. It’s
not so easy to do it at a reasonable fee. Many fraud
places out there will charge you ungodly amounts of
money. What’s the best way to get a merchant
account at a reasonable cost nowadays?
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Joe: Because there are frauds going on out there
and people need to know this, my suggestion,
recommendation or admonition, is to go straight to
the bank that you are dealing with right now.
Tom: You know, I can really relate to that because
12 years ago, when I came here to Washington area,
I went to thirty different banks that did not know me
and was turned down by every one for Visa and
MasterCard. I ended up going back to my bank that I
had been dealing with for 20 years in Morgantown,
West Virginia to do it, and now I am a bank-by-mail
customer.
The problem is that so many con artists were
opening up little places out of their homes, taking a
lot of Visa and MasterCard business and then
disappearing with the money. The banks really
cracked down, especially on home-based businesses.
The relationships that you have created are very
valuable to you in the banking world.
Joe: I have a speaker friend named Ed. Several
years ago, he called me and said, “Hey, Joe, my
bank turned me down for Visa, MasterCard.” I said,
“What do you mean the bank turned you down?” He
said, “I don’t know, I had my secretary call and she
said their secretary said no.” I said, “Ed, this is too
important for secretaries to talk to secretaries.” I
gave Ed a recipe. Here’s exactly what I had him do. I
said, “Ed, first of all YOU make an appointment. YOU
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call the bank and you make an appointment with the
branch manager, or the president of your bank.
Don’t make it with the front-line personnel. Then YOU
fill your briefcase full of stuff, a copy of your book--if
it is not off the press yet, at least a manuscript;
some testimonial letters from your clients; a P&L—a
profit and loss statement of your business for the last
year; a copy of your 1040 so they know that you are
really legitimate. Maybe even a picture of your place,
even if you are working out of your home, a picture
of your office.” Ed did fill his briefcase that way. He
put on a suit because bankers have to wear suits.
Now you and I don’t wear suits when we are working
out of our home.
Tom: Right.
Joe: So he put on a suit. He dressed the part. He
made an appointment, walked into the bank and
here’s exactly what happened. The banker says,
“Gee, I’m glad to meet you, Ed. I know you’ve been
dealing with us for nine years. My boss tells me I’m
supposed to go out and call on our clients and I’ve
never met you before.” Ed said, “Well, same thing
applies here. We’ve been banking by mail most of
the time and we never get to see each other.” They
shook hands and sat down. “What can I do for you?”
Ed says, “Well, I’ve been a client here nine years and
you’re losing a lot of money.” The banker says,
“What do you mean?”
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Tom: Did he say, “You’re losing a lot of money?”
Joe: Ed says, “Well, I’m losing a lot of money, too,
because I’m a national speaker, I travel the country
and people want to buy my books and tapes and use
credit cards to do so. I don’t have credit card
capability.” Now listen to this question, Tom. Ed
asked the banker, “What do “we need (we’re a team
now) to do to add Visa, MasterCard capabilities to my
checking account here at your bank?” In about 15
minutes the banker had the papers drawn up, signed
and they were off and running.
Tom: So he just acted as if it was a done deal. There
was no reason why it shouldn’t happen and we just
have to work out the details.
UPDATE: Here’s a place I’ve found that can have you
up and running with your merchant accounts in about
10 minutes for $99.00
http://www.1shoppingcart.com
Joe: Ed also said, “You know, I know there are
some banks down the street who will give this to me,
but I want to keep all my business with your bank.”
Tom: That scares them to death.
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Joe: It sure does.
Tom: It reminds me of the old Beverly Hillbillies when
Mr. Drysdale was thinking that the Clampetts were
going to take their money out of his bank. He’d do
anything to keep it.
Joe: Think about this. Here you are in the nation’s
capital Beltway area and your banking is in
Morgantown, WV—I didn’t know you were a hillbilly.
Tom: Oh, Yes. I went to WVU.
Joe: I was born in Logan, West Virginia.
Tom: Oh, no kidding?
Joe: Down there in coal country.
Tom: Well, you know, I heard that a tornado hit
Logan and did a million dollars worth of
improvements!! Hahahahaha
Joe: Ha! Well, it’s easy once you have a banking
relationship and not just banking. How many of our
listeners know their mailman’s first name?
Tom: Probably none.
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Joe: Mark Sanborn has a whole story and a skit on
Fred, his Fed-Ex man. We need to know the name of
these people. These people are our lifeline to the
business world. They help put money in our bank
accounts.
Tom: That’s for sure. OK, so we get our Visa and
MasterCard account. We get an 800 number. We
haven’t even thought about being on the radio yet.
We’re just getting our infrastructure ready to make
the sale. In addition, you can sell other things that
way, too. It doesn’t have to be just from radio sales.
Nevertheless, you do need that merchant account to
make many sales in today’s business world,
especially if you are working out of your home.
Joe: I was consulting with a CPA here last month for
about an hour and a half. He wanted to get into
consulting, so I was role-playing with him. I did an
hour and half worth of consulting. At the end, I had a
blank invoice. I filled it in. I say, “Well, do you want
to use a credit card or a check?”
He said, “Huh?” He said, “Joe, you know, this is the
most valuable thing I got out of the last hour and a
half with you. As a CPA for 25 years, at the end of
any business venture, we send them a bill and then
we follow up in thirty days with a statement. Then
we have an accounts receivable department.” I said,
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“Well, Alan, I don’t have accounts receivable. I just
don’t do accounts receivable. I use two things, either
a check or credit card. Which do you prefer?”
Tom: Yes, or do the dishes.
Joe: He gave me his credit card.
Tom: There you go, done. It is money in the bank.
Joe: Bingo, the money was in the bank within the
hour.
Tom: So now we got the business end of it set up.
How do we get on the radio?
The Best Way to Get on Radio
Joe: The very best way is to call them. So many
people want to hide behind a press kit, postcards,
faxes and things like that. The point is that radio is a
vocal medium, Tom. It is not a written medium.
Tom: So you are doing an audition by calling them
and showing them how good you are.
Joe: You’re doing an audition. I picked up that term
the other day from Joel Roberts’ seminar. It IS an
audition. They want to hear you. They want to hear
how excited you can get as compared to, “Yes, I
want to get on the talk radio and, yes, I have a book
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to sell.” Yuck. You must come alive. Competition on
the airwaves is tough. In the Denver Metro area
where I live, there are 38 radio stations.
Tom: Wow. That’s an opportunity too, though,
besides just being competition. You can show them
how good you are by calling them up and letting
them hear how enthusiastic you are. That’s what
they want to hear.
Joe: I have a short sales script on how to use the
telephone to book radio talk shows, on page 31 of
How to Get on Radio Talk Shows. It simply says
the first call to the receptionist. She says, “Radio
Station KXYZ.” “Yes, may I speak with Sally Jones,
please?” She’s the producer. The next step says,
“Hi, Sally, my name’s Joe and so forth.” That’s the
way it should be. However, in today’s world, Tom,
when you call a radio station, the odds are nine out
of ten times the receptionist will say, “Sally is on the
air. Charlie is out to lunch. Bill is off this week. Do
you want their voice mail?’’ Most people fall in the
voice mail trap. I say do not ever leave a voice mail
message. Ask the receptionist, “What is the best
time for me to call Sally back? Should I call her
before she goes on the air or when she comes off the
air?” The first call has taken all of 30 seconds, Tom,
and it hasn’t cost you a nickel.
Tom: OK.
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Joe: You’re setting up an appointment for the next
day or the next week. Moreover, you just keep
making calls to set up phone appointments.
Tom: All right, now, how does this tie in with the
postcard? Is this a follow up to the postcard?
Joe: Crawl, walk, run goes like this. Once upon a
time, I was working with this New York publicist. She
was sending out a four-page press kit, testimonial
letters, bios, stuff like that. Well, 12 years ago we
had time to sit down and read that stuff.
Tom: Not now.
Joe: I saw an ad on television the other night for a
new kind of oven that bakes with light. Instead of
taking an hour to cook a turkey, it takes 15 minutes.
Tom: Oh my goodness.
Joe: I met a couple the other day that said, “We
both get home from work at the same time. We both
want to use the microwave and we’re fighting over
the microwave so now we are a two-microwave
family.” That has to be dumb. Nevertheless, that’s
real world 101. So once upon a time, press kits
worked. Once upon a time giant PR postcards
worked and I still have them both in my book and
my radio talk show system, but you asked me what
is the best way? Use the telephone.
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Tom: OK, so now we use the telephone.
Fax Capabilities
Joe: The second best way is the fax. On all radio
stations in our database, we’ve added a field labeled
“fax number “and I thought, well, that’s OK because
people want to fax stuff out one at a time. Then I got
a real wake-up lesson here two months ago. A new
client called from Arizona and he said, “Joe, it’s
Friday afternoon at 3 o’clock. I’ll buy your radio talk
show system in a minute providing you email me the
database this afternoon.” You and I both know
about attached files.
Tom: Sure, yes.
Joe: Everybody does. You write an email message
and you attach a file.
Tom: Yes, and download it into your database
program.
Joe: So this guy says, “Here’s my email. Here’s my
credit card number. Email it to me this afternoon,
you got a sale.” I emailed him the database and
mailed him the book and tape regular mail. That was
Friday at 3 o’clock. I processed the credit card; it
went in the bank by 5 o’clock. I had a fun weekend.
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The next Tuesday he called from Arizona and said,
“Guess what, I’ve got 35 shows booked already.”
Tom: Thirty-five?
Joe: I said come on, this is only Tuesday. I said,
“What did you do? Work all weekend?” He said,
“No, when you told me there were fax numbers on
your database.” I said, click, two plus two is more
than four. He has a friend who has a fax
broadcaster. I know about fax broadcasts—dial a
number, connect, fax, disconnect, dial a number,
connect, fax, disconnect.
Tom: Yes, like WinFax Pro on your computer or
something.
Joe: On your own computer you can get 20 an hour
maybe. However, he says with fax broadcast
capability, Tom, they can send out 10,000 onepagers an hour.
Tom: Oh, my God.
Joe: He said in about 15 minutes time he sent out
the whole database.
Tom: Wow.
Joe: We took out the duplicates so each radio
station only got one instead of two or three in case
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there was more than one show on that station. He
had 35 shows booked by Tuesday and he is a
national speaker traveling the country. He called me
the following week from Alaska and he said, “Guess
what, I’m up to 65 now.”
Tom:

Wow!

Joe: “I’m scheduling one show a day.”
Tom: Now, that is powerful. How do you start doing
that?
Joe: He does these interviews from his hotel room.
Tom: Well, how do you go about the fax broadcast?
You just call the company that does it right?
Joe: Yes, from the Yellow Pages. There are fax
broadcast companies out there. I tested this last
month. I had a couple of clients who joined me in
this adventure. We’re putting together a one-pager
just like the postcard on page 48. We put the
backside of the postcard and made a fax out of it.
It is not a letter. It is not a press kit. It is not a
media release. It is a one-page sales letter or flyer
that simply says, “Available immediately (in my
case) Joe Sabah, dynamic, articulate, talk-show
guest. He will help your listeners get their ideal
job.”
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Tom: OK, so phone is the best way because they can
hear you and fax broadcast currently is the second
best. OK, once you are on the show, Joe, we want to
make sure we sell things. What are the main tips to
make sure you sell? I know I didn’t do it right
because I did maybe 50 to 75 shows and I was a big
shot, but I didn’t sell a darn thing.
Joe: It’s so easy to fall into the trap, Tom, of
entertaining, educating, or inspiring people and you
walk away and you say, “Well, that was fun for them
and fun for me, but I didn’t make a dime.”
Tom: Right, so what can we do to increase the sales
of whatever we’re selling?
Joe: Dr. Bob down in Fort Lauderdale, Fla. is a
veterinarian. He bought the radio talk show system
because he had written a book on how to prevent
strokes. He had had a stroke at age 50 and it just
about finished him. After three or four shows, he
called me and said, “Joe, this stuff doesn’t work.” I
say, “No, Bob, IT doesn’t work, you do the work.”
He said, “No, I’m not getting any orders.” I said,
“Well, tape-record your next interview and send it to
me.” The host gave him a perfect opening, he said,
“Dr. Bob, you’re going to save a lot of lives with your
book. Every family should have your book, how can
they get a hold of it?” Listen to his answer, “Well,
first of all, you have to send a check for $19.95 plus
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you have to add $2.05 shipping and handling and
send it all to Fort Lauderdale Publishing Company,
P.O. Box, Fort Lauderdale, zip code.” I stopped the
tape, called him and said, “Dr. Bob, what happened
to your 800 number? What happened to your Visa,
MasterCard?” He said, “I thought I’d try this first. I
wanted to save some money.”
Tom: Oh, my God.
Joe: He cost himself a bundle.
Tom: That’s the counting penny thing.
Joe: Yes, you MUST have an 800 number. You need
to have Visa, MasterCard and American Express.
They account for 99% of all the credit cards out
there so that is vitally important.
Pacing
Tom: You were telling me about how you change the
pace of your interview when you are mentioning
your product. What’s that all about?
Joe: Well, let me give you another example. A
Florida client had said, “Joe, I’m doing lots of
interviews, but frankly, no sales.” Again, I asked
him to send me a tape or two. He taped his next
shows and he did a fabulous interview. The host at
the end says, “Now, how can people get a hold of
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your book?” He said, “Well, they can call 1-800….,
you know, just mumbled the phone number, one
time.” So I said, “OK, Al, we’re going to role play
this. You’re the host and I’m your guest.” You’re
going to ask me, “Joe, how can people get a hold of
your book?” Go ahead, so he says, “Joe, how can
people get a hold of your book?” I teasingly reply,
“Oh, I thought you’d never ask. Thank you. By the
way, the book is entitled How to Get the Job You
Really Want and Get Employers to Call You.
Tom: It sounded like you paused and took a longer
time to say that.
Joe: Exactly, now it is payoff time. See we’ve done
the trade. I’ve given them a half an hour to an hour
of the best of Joe Sabah. They’re giving me a half an
hour to the hour of the best of their radio time. I say
the title of the book because not everybody may
have tuned in for the full 30 minutes, so when I say
“the book,” that means nothing. The book is How to
Get the Job You Really Want and Get Employers
to Call You. It’s ONLY” $17.95, which includes
shipping and handling.
Tom: So you use the word “only” to reduce the
impact of the price.
Joe: Not just, only, but “ONLY”.
Tom: Yes. You really emphasize it and then you
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included the shipping and handling.
Joe: We don’t want them to have to figure out
anything.
Tom: Yes, you added a lot of value there.
Joe: And it is offered on a money-back guarantee
basis.
Tom: And you put a guarantee in the interview. All
the things you would do in a written thing, you just
did verbally and slowed it down to emphasize it and
then hit the hard words that needed emphasized.
Joe: In addition, it’ll be shipped out yet this
afternoon via priority mail, which means it will be in
your mailbox within two to three days.
UPDATE: Now with Electronic Books the listeners
can purchase and download the book within minutes.
Learn how this works and how to do it along with lots
of other ways to sell on the Internet by visiting
http://www.kickstartcart.com/app/aftrack.asp?afid=
43188&u=http://www.antion.com/click.htm
or for a
special video CD for Windows computers visit
http://www.kickstartcart.com/app/aftrack.asp?afid=
43188&u=http://www.antion.com/buttcampcd.htm
Tom: So the “in addition” was an added value again
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and urgency, you’re going to get it right to them,
right now so they can get busy on it. Beautiful.
Joe: When you call—I didn’t say IF you call—WHEN
you call 1-800-945-2488. That number again is 1800-945-2488.
Tom: And that’s the decisive factor. Those
techniques make the sales.
Joe: We’re not done yet.
Tom: Oh, my goodness.
Joe: There’s more. I say, “And by the way Charlie,
(I’m talking to the host now, he’ll probably repeat
the number again one more time), if somebody was
driving around St. Louis and they were listening to
our show on this station and they didn’t have pencil
and paper handy, is it OK if they call the radio
station to get the 800 number?”
Tom: What’s he going to say, “No?”
Joe: They love it when people call the stations
because the more people who call the station, the
more secure their jobs are.
Tom: Hey, Joe, I just thought of something. Will
you tell us about the technique of teasing people
with a pencil before the station break?
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Joe: Yes, we’re about seven or eight minutes away
from the close of the hour, so I start watching the
clock. If the host has not asked me, “How can people
get a hold of your book?” I take my own action.
Sometimes a listener will ask that question and, of
course, I don’t have plants or anything. I just go
with the flow. If they have not asked the question
and they say, “Well, Joe, we have about seven
minutes left. We’re going to take a break and come
back for a few more ideas.” I say, “Great, could we
ask our listeners to get pencil and paper because I
have got three tips that I want to give them that I
guarantee will turn every job interview into a job
offer.” So the host says, “OK, folks, get your paper
and pencil handy, Joe’s got three tips….” In
addition, he repeats exactly what I said. People are
so neat, Tom. Why do I want them to get pencil and
paper?
Tom: Well, I suspect you want them to write that
darn number down.
Joe: I have to give them the three tips too. I want
them for both purposes.
Tom: Right.
Joe: We know about the phrase win-win. The radio
station has to win; they have to get a guest
interview. The people who are listening win because
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they get valuable information they could not have
gotten anywhere else. If I do my job right, I’ll win
when the answering service phone rings and the
credit cards are processed and I have some money
to pay for food the next day.
Tom: I suspect you have these kids packing the
books. All you have to do is take your answering
service or whoever is providing you with the actual
sales, make the labels, slap them on and run them
to the post office which is what I do every day here
at the office! Could you tell me a little bit more about
your actual database, the book that goes with it and
the deal on that? I know that if you go anywhere,
those things cost four or five hundred bucks and you
still have got to clean them up a good bit. What is
yours like?
Joe: Well, first of all, my book How to Get on
Radio Talk Shows all Across America Without
Leaving Your Home or Office came about when
people knew that I had already done a couple
hundred interviews and they said, “Joe, what did you
do, how did you do it, and can I do it too?” They kept
asking the same questions repeatedly.
Therefore, the chapter titles reflected those
questions:
• Who needs radio talk show guests?
• Deciding what to talk about.
• How to get your ideas into a book format.
• Turning your book into a money machine.
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• Setting up an 800 service.
• Credit card merchant.
• Using the phone and so forth.
Tom: All those things are included in this book.
Joe: Yes, it’s 19 chapters, just the nitty-gritty of
everything that I’ve done so far and what everybody
else can do to make this as easy as possible. It is a
recipe book. In addition to the book, How to Get on
Radio Talk Shows, we have a 60-minute audiotape
and then finally, the most important part of the
whole system, is a database. It comes on computer
diskettes.
Tom: I have to tell you, Joe, that database is
unbelievable because it is so targeted to talk show
hosts. I’m not going to sift through 10,000 radio
stations, call them all, and spend my whole life
trying to figure out who does interviews. That’s what
you did, right?
Joe: Well, that’s exactly what I’ve done because the
important thing is I’ve eliminated the “home and
gardening” only or the “sports” only, things like that.
The 850 shows I currently have in the database are
general interest talk radio, which means that every
time they are on the air, they’re looking for
somebody different. They want a good guest on
nonfiction or a how-to subject. Forget about poetry,
romance or fiction. This world has people wanting to
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know “how-to”. The best thing we can do is to be
students. Turn your car radio to a talk radio station
when you are driving around the town. Set your
wake-up alarm at home on a talk radio station so
you get a flavor of what they’re doing in your area.
Tom: It’s just a wide range of topics and it keeps
high interest level. So just about everybody could
use this database that has a business issue, a howto issue, or a general interest topic.
Tom: Well, Joe, tell us how much it is now, what
the deal is on this because I know some our listeners
would like to take advantage of this and then give us
your phone number and email address and do it
quick, but slow down!
Joe: Thank you, Tom. The radio talk show system,
the book, the CD, the database of 970 shows is
$147.
Joe: Phone number is again toll-free 1-800-9452488. mailto:joe@joesabah.com. Or go to my
website, http://www.joesabah.com
(Editor’s Note: Joe says that if you buy the bundled
package mentioned above, it includes the most
recent update.)
Tom: Joe, thanks so much for being with us here
today. I know that our listeners are going to take
advantage of this. They’d be crazy not to try it if
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they’re serious about getting on talk radio. Thanks
so much for visiting with us.
Joe: It was a pleasure, Tom. Let’s do it again
sometime.
Tom: We will.
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Chapter 11: Tips for TV
When you think TV, don’t just think “Ellen” and “The
Rachael Ray Show." Think about the many local
news shows and local talk shows that need
compelling guests. Those include the early-morning
feature shows, mid-morning talk shows, noon and
nightly news shows, and weekend public affairs
programs. Authors, speakers, consultants, successful
small-business people and anyone who has an
interesting story to tell are all likely prospects.
Think beyond traditional shows. The proliferation of
cable channels means that companies can be
featured on a wide variety of shows such as “How
It’s Made” on the Science Channel and “Dirty Jobs”
with Mike Rowe on the Discovery Channel, which
offer an inside look at businesses.
TV producers are looking for the same qualities in
guests as radio talk show hosts are looking for—with
one exception. They want good visuals to go with the
story. That means you must be well-groomed and
dressed correctly. It also means that interesting
props increase your ability to get booked on a show.
Let’s say you’ve written a book about cosmetic
surgery and you can offer the producer before-andafter photos of people who have had various
procedures done and who have given their
permission to appear on TV. The producer will be
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more interested than if you simply offered a digital
image showing the cover of your book.
TV interviews are much more difficult than print
interviews because you must learn to talk in sound
bites, and you won’t have as much time to explain
complicated issues. If you plan to make TV a
cornerstone of your publicity campaign, invest in a
good media coach.

How to Climb the TV Publicity Ladder
Author and life coach Clint Arthur has done an
astonishing 40 TV interviews in less than three
years. And he’s convinced that many authors,
speakers and experts who are trying to get onto TV
are doing it all wrong by trying to get booked on big
shows like “Fox & Friends” and “Good Morning
America” without ever having been in a TV studio.
Big mistake, Arthur says. Here’s why:
If you have a terrific idea and a great pitch, your
chances might disappear into thin air when the guest
booker asks, “Can we see video of you on TV?”
You need experience in much smaller markets where
you make your really big goofs in front of the camera
and learn from them. We certainly have. And many
of those smaller shows won’t ask you about clips
from other TV shows before they book you.
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The sets on the big national shows are often chaotic.
Cameras on wheels zip across the studio. Somebody
is distracting you with cue cards. And there’s that
annoying teleprompter that makes the host sound
near perfect. But you don’t have a teleprompter.
You’re on your own.
Arthur’s 40 TV appearances have been on shows
large and small. He used the smaller appearances to
practice being interviewed and experiment with
different ways to respond to the interviewer’s
questions. Most importantly, he climbed the TV
publicity ladder one rung at a time, starting on the
rinky-dink shows and working his way up to national
TV talk shows.

Local Shows Have a Big Advantage
Arthur also says appearing on a string of TV shows in
much smaller markets can help authors promote
their books much easier than appearing on a big TV
talk show. Here's why.
Any author who has been booked as a guest on a TV
talk show has probably had the nagging thought,
“Will the host hold up my book, or show it on the TV
screen?” If the cover is on the screen for say, five
seconds, consider yourself lucky.
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Your chances of that happening, and for longer than
five seconds, are usually greater on local shows in
smaller markets than on the national shows.
One reason is because on the big talk shows, the
hosts are the celebrities. The stars. The
personalities. And on a show like “Fox & Friends,”
you and your book are competing with three hosts,
not just one, for camera time.
When Arthur appeared on “Good Morning Arizona” to
talk about his book, The Income Doubler, the
interview lasted 4 minutes and 20 seconds. The
cover of his book appeared three times on the
screen—for a total of 31 seconds!
Here are things to keep in mind when you are
appearing on television:
• Prepare your three or four key points and
rehearse them beforehand.
• Talk in short sentences, and have rehearsed
sound bites you can weave into the interview.
• Dress conservatively. That means avoid clothing
with stripes, polka-dots and garish designs.
• Avoid jewelry that makes noise or can get in the
way.
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• If doing an in-studio interview, take advantage
of the powder that will be offered for your face
(or men, on the top of your balding head) so
your skin doesn’t look shiny.
• Remember to smile, and look like you’re having
fun. Nothing is worse than a guest who looks
bored, indifferent or grouchy.

How to Pitch Your Idea to TV News
Andy Funk, former Assistant News Operations
Manager for FOX5 Atlanta, WAGA-TV and an Emmy
Award winner, offers a variety of tips on how to
pitch. (The opinions below are his own, and are not
necessarily those of WAGA-TV.)
--When sending a press release, make sure it is
accurate and complete. Many newsrooms are shortstaffed and no longer have the luxury of Desk
Assistants to call for more information.
--Getting your release to the correct person is
important, but send it by job function, not individual
name. For example, say a directory lists "Jane
Deaux" as the Weekend Assignment Editor, and you
send a release to her by name. Think of what will
happen if she's on vacation, moved to a new position
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at the station, or has left the station. Your material
likely will not be seen by the correct person. Or if it
does make its way there it may arrive too late.
Instead, address your release by function—for
example, "Planning Editor" or "Weekend Assignment
Editor"—to make sure it goes to the person who
really needs to see it. If you have a personal
relationship with someone at the station, you might
also send that person a release addressed by name,
but in addition to the one you send to the "generic"
address.
--Television news is always looking for local angles
for national and international stories. If you can be a
source for local experts on anything at all, you'll be
helping them. Then, when your release lands on
their desk, they're more likely to give it a second
look rather than an immediate pitch into the "circular
file."
(Editor’s Note: The ideal way to send information is
by calling the station and asking for the name of the
correct person who should receive the information,
even though that isn’t always practical. Andy’s
advice, by the way, differs from the way you would
do it if sending information from someone in the
print media. Always send that information to a
person, not to a specific job title.)
Andy’s Pet Peeve:
How to be a Kick-butt Publicity Hound
By Joan Stewart and Tom Antion
JStewart@PublicityHound.com Orders@Antion.com
Page 248

Repeated callers asking, "Did you get my release?
But a close second are all calls about events later in
the week, or weeks away, which come in
immediately before or during a newscast, while we're
focused on the current show and usually incredibly
busy. Find out the station's news broadcast schedule,
and don't call during the show window—
from a full hour before newscasts until they're off the
air.
When you do call, identify yourself and immediately
ask whoever answered if they're on deadline or
working on breaking news. If the answer is yes,
apologize for calling at a bad time and hang up.
Not calling during the show window and asking if
they're on deadline or working on breaking news will
identify you as aware of their needs, and make them
much more receptive to what you have to say.
Also see “How to Get on the Local TV News
Tomorrow,” a one-hour teleseminar with TV
reporter Shawne Duperon and Joan Stewart,
available as an electronic transcript at
http://publicityhound.com/shop/?p=562
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How Two Authors Landed on The Today
Show
When The “Today” Show calls and asks you to be
at their studios the following week for a week-long
series of interviews with the host, you’d better be
ready. That’s what Paul Lerner and his sister, Julie,
discovered when the call came one spring from a
producer telling them they’d be a perfect fit for the
program’s “Forever Young” health care series for
people over 50.
Paul had conducted award-winning work for AIDS
advocacy organizations. Julie, who was diagnosed
with cancer when she was 26, survived two bone
marrow transplants and learned firsthand the need
to become an assertive consumer of health care.
Their book, Lerner’s Consumer Guide to Health
Care, had gotten a fair amount of media attention
with help from a book publicist. But the Lerners were
looking for the big break.
When their publicist first pitched the idea to Good
Morning America, the producers weren’t
impressed. But producers come and go. The
publicist’s key contact, producer Andrea Smith,
pitched the idea again to higher-ups, and it was
perfect for the show’s series on health care.
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“The day the call came I got a very excited voicemail
message from Scott, our publicist, which I am saving
on my voicemail for as long as I can.”
He said, The Today Show wants you and Julie live
in their studio every day next week. Get on a plane
and come to New York. Call me.”
Julie lived in New York, so travel wasn’t a problem.
Paul made plans to fly from his home in Seattle and
left the following Saturday. The next several days,
they talked by phone almost every night, planning
their key messages and sound bites. Luckily, both
already had taken a half day of media training, so
they already knew the basics.
Paul, a former communications director for an AIDS
project in Los Angeles, said he felt ready because he
had already worked with the media. Julie, the
membership director of the New York State
Restaurant Association, wasn’t. But the show must
go on. And it went beautifully.
Each day, then-host Katie Couric interviewed the
Lerners for up to six minutes.
“That’s almost a half hour of air time on national
TV,” Paul said. “We sold a lot more books.” The
Today series also resulted in even more media
attention from print and broadcast outlets.
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“It also gave a nudge to my local public TV station
where I appeared last fall on a public affairs
program,” Paul said. “They talked about doing more
shows with me.”
Paul offers this advice for anyone who is
looking for the big break:
• Record every radio and TV appearance and send
video to producers at the larger shows.
• Hire a book publicist, unless you’re a big-name
author with a major publisher. “I know some
authors and small publishers resist that because
of the expense, but that’s what works.”
• Hone your message and focus on how it benefits
the audience.
• Try to make an emotional connection with the
audience. “Health care can be abstract,
theoretical and intimidating. So we started out
by saying ‘These are our stories.’”
• Market, market, market. Be relentless.
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How to Make $$$$$$ on Talk Shows
If you have a new book or a product or service to
sell, here’s how to make money on radio and TV talk
shows all over the country. The tips are courtesy of
Steve Harrison, publisher of Radio-TV Interview
Report,” the magazine producers read for guests and
show ideas.
• Learn as much as you can about the interviewer,
the station, the market they serve, type of
program and the angle they want you to take.
• Get set up with an 800 number and credit card
processing. You can easily and inexpensively
have a fulfillment company assign you an 800
number, take the calls, charge the credit cards,
fulfill the orders and send you a check and a
printed report. Since the last version of this
ebook, an 800 number has become less
important because many people have calling
plans that let them make unlimited long distance
calls. Still, an 800 number can give potential
customers a sense of comfort.
• Alert retail stores of your upcoming appearance
on their local talk station so they can stock your
product. Send a flier or postcard saying you will
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tell listeners to go into their store to look for
your book or product.
• Use a local talk show appearance to attract free
newspaper coverage in that area. Send the
newspaper in that area an announcement telling
them when you are appearing on the show and
your topic, and when you would be available for
an interview.
• Focus on being a good guest by being
forthcoming with free advice. Never answer a
question by saying, “The answer to that is in my
book.” Give the answer.
• Stir people’s emotions so they’ll want what
you’re selling. Be passionate and convincing.
Offer strong opinions.
• Give listeners an incentive not to procrastinate.
Offer a special bonus or discount if they call
“right now.”
• Suggest listeners buy your product as a gift for
someone they care about.
• Maintain a long-term relationship with the
producer/host. Offer to fill in if a guest cancels
at the last minute.
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Host Your Own Cable TV Show
How would you like a half-hour of free television
publicity every week to promote your cause or
business? If you're willing to do the legwork, it can
be yours for the asking if you have a public-access
cable television channel in your community.
For a nominal fee, many stations offer classes that
teach you how to use the cameras and operate the
studio equipment. Some stations let you take
equipment outside the studio and shoot on location.
The program is broadcast only to the communities
the cable company services.
Several years ago, you had far more opportunities to
start your own cable TV show on your public access
channel than you do now.
Examples of how businesses can use the shows
to get publicity:
• A professional speaker can host a program
related to his or her area of expertise.
• A local hair stylist can give lessons on how to cut
children's hair. (Some parents, presumably,
would conclude it's too much trouble, and make
an appointment with the stylist.)
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• A consulting firm can interview its own members
about their areas of expertise.
• An author can interview people whose topics tie
in with the author’s book.
Don't worry about the issue being too controversial.
The cable company can require that you have
technical abilities and a business within the
geographic area it serves. Beyond that, stations
cannot dictate which topics will be aired. Local
origination programs differ slightly from publicaccess because they provide someone to work the
camera for a small fee. Call your local cable TV
company for more details.
Dick Judy, a management consultant, professor of
business at University of Wisconsin-Stevens Point
and chairman of the Stevens Point TEC group (The
Executive Committee) for CEOs, hosted his own halfhour show called “Spotlight Small Business” on the
local public access channel in his community, five
times a week. Dick interviewed local business people
about small-business issues. He paid $15 a week for
the camera person.
Dick’s Tip: “Many cable TV companies have a
problem finding enough people willing to do good
programs. Visit your local cable company and ask
them what they need.”
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More TV Tips
If you’re interviewed by a television reporter, and
the situation warrants it, be ready to offer a handy
list of “do’s and don’ts” or a list of free tips for
viewers. For example, if you’re a speaker and the
story is about a workshop you are giving on how to
overcome the fear of public speaking, offer a list of
five tips. TV stations often display these on the
screen, accompanied by a voiceover. Keep the tips
short. If the reporter doesn’t ask for the list, offer it
anyway after the interview. What might have been a
15-second story could end up longer if they use your
tips.
When you book a spot on a TV show, don’t assume
the station will give you a free copy of the recording.
It's much easier to find a friend to record it yourself,
or find a friend to do it for you.

Plan for These 7 Emergencies
Pitching yourself to TV talk show bookers or your
local TV news directors, and convincing them to say
yes, just seems like the hard part.
It really isn't. The far more difficult task is knowing
how to respond to the many emergencies that can
pop up from the time you're booked to the second
you walk out of the recording studio, after the
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interview.
Here is Joan's list of seven emergencies to
prepare for if you're doing broadcast
interviews.
1. You haven't left enough time to do your hair
and make-up.
In the summer of 2011, I was schedule to appear on
a live webcast with Don Crowther, the creator of the
Social Profit Formula 2.0 course. I was one of several
people he interviewed about our successes with social
media. We were supposed to do the interview at 3:40
p.m. in San Diego. I was to come to the studio at
noon to be briefed.
About an hour before I was to meet Don, I found a
pink liquid mess in my purse. My tube of liquid
lipstick cracked, or the top came loose en route to
San Diego.
Most of my make-up was swimming in the bright
pink goo and, thankfully, it was inside a small plastic
zip-lock bag. I didn't notice it until I pulled a bottle of
liquid foundation out of the bag and ended up with
stained fingers.
Luckily, I was staying with Christine Buffaloe, my
virtual assistant, who lives about 10 minutes from
How to be a Kick-butt Publicity Hound
By Joan Stewart and Tom Antion
JStewart@PublicityHound.com Orders@Antion.com
Page 258

the recording studio. She retrieved nail polish
remover.
2. Traffic is backed up on a major road you've
taken to the TV studio. You won't make it on
time.
Leave enough time to deal with closed roads,
freeway back-ups, detours and bad weather like ice
storms.
Do you have enough gas in your tank? Check the
night before the interview.
If it's in the dead of winter, do you have a back-up
driver you can call if your battery is dead and you
have no other way to get to the studio?
3. You learn the day of the interview that the
clothes you had planned to wear don't fit.
Nothing is worse than taking your favorite silk suit
out of the closet three hours before you're to arrive
at the studio, only to learn that it shrunk after it was
dry cleaned.
Wardrobe emergencies include missing buttons and
no appropriate shoes to wear with your outfit.
A few days before the interview, dress yourself in the
clothes you plan to wear, including all matching
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accessories, so you aren't hunting for them at the
last minute.
4. The TV producer calls you and asks if you
can come to the studio an hour early because
someone who was scheduled to be on the
program before you has cancelled.
Always leave extra time the day of the interview just
in case this happens.
5. The talk show host who's interviewing you
cuts short the interview. It was supposed to be
five minutes. But it's only a minute and a half
because a previous segment ran too long.
Whatever you do, don't complain! Be gracious. And
send a handwritten thank-you note to the host and
to the person who booked you.
6. The interviewer asks you a question you
can't answer.
This isn't really an emergency, but you might view it
as such.
The best thing to do is to simply say "I don't know,"
and then bridge to your key message.
But why not be prepared? Ask the interviewer
beforehand for an idea of the questions you'll be
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asked. Broadcasters don't mind doing this, unlike
their brethren in the print media who hate "prepping"
interview subjects.
7. The interviewer fails to hold up your book
and mention it on camera, after telling you that
she would.
Don't refer to your book. Just answer her final
question and look like you're enjoying yourself.
When the interview is finished, thank her.
Authors who have upstaged their hosts, particularly
pushy authors who mentioned their books, have
been blacklisted.
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Chapter 12: How to Write Articles
Before blogs, writing articles was one of the best
ways to generate free publicity for your product,
service, cause or issue. The key was to make sure
the articles are not self-serving. Give away lots of
free advice and make the article of high value to the
reader.
Now that so many of us have our own blogs and we
need as much content as possible, we publish as blog
posts content that was once reserved for articles and
posted at sites like EzineArticles.com at
http://www.EzineArticles.com. That's the huge
repository where publishers, editors, website owners,
bloggers or anyone else can submit articles, or use
articles there, for free, as long as they include the
writer’s byline and the author resource box at the
end. Posting articles to EzineArticles.com can pull
traffic back to your website and position you as an
expert in your field. You can still post articles here if
you wish for a few backlinks to your blog or website,
but we think the majority of your articles should be at
your own blog or website. Avoid duplicate content. Do
not reprint blog posts on a "Free Articles" page at
your website.
In early 2011, EzineArticles was slapped by Google,
along with many other sites, that the search engine
felt wasn't giving the reader high-quality content.
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The slap changed the way that EzineArticles works
with publishers. They now require articles of at least
400 words instead of the bare minimum of 250
words.
Also, in 2012, Google has been giving less weight to
backlinks to your website, and more weight to how
often your content is shared on the social media
sites.
Although article sharing sites aren't as powerful as
they once were, don't stop writing articles because
they can be submitted to websites, newspapers and
magazines, newsletter, and offered as guest blog
posts.
Here are the three most common types of
articles you can write:
1. Freelance articles for which you are paid by
the word or the article. Most times, editors
assign these. Or you can pitch your idea to an
editor, who will tell you if there’s any interest. If
you aren’t paid, don’t sweat it. Getting your
articles published is just as good as getting free
advertising. The remainder of this chapter will
be devoted to having your articles published for
free.
2.“How-to” articles, which can be recycled
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over and over again for a variety of
publications and for online article directories. Be
sure you maintain the copyright and offer
“one time rights” so you can offer the same
article to others. If a publication wants the
copyright, it’s reasonable to expect them to
pay for it.
3.Opinion columns and letters to the editor for the
opinion pages of newspapers and magazines.
These also make excellent guest blog posts.

How to Pitch Editors
Decide where you want your articles published by
first determining which audience you want to target
with your message. Then find out which newspapers,
magazines, trade publications and newsletters they
read. Become thoroughly familiar with the
publication. Learn what kinds of articles they publish
and which topics they seem to be fond of writing
about.
Do your online research to learn which high-traffic
websites publish articles.
Think of two or three story ideas to pitch to the
editor. An email pitch usually works best if you don’t
How to be a Kick-butt Publicity Hound
By Joan Stewart and Tom Antion
JStewart@PublicityHound.com Orders@Antion.com
Page 264

know the editor. And an increasing number of editors
are relying on email more than telephone pitches. If
the editor is interested, ask about the word count,
the deadline, whether photos or graphics are
needed, and the preferred method of delivering your
article. Most editors will ask that you email it.
Be fanatical about meeting deadlines. Miss one, and
an editor may never want to work with you again.

Template for a How-to Article
There she is again, your biggest competitor, smiling
back at you from the inside of a local business
magazine. She’s doling out free advice on how to do
something people should hire you to do. You wish the
editors would have asked you—instead of her—to
write it.
Guess what? They probably didn’t ask her. Most
likely, she wrote the article herself and offered it to
them for free.
Editors of newspapers, magazines, trade journals
and newsletters need articles that will inspire,
educate, calm, enlighten, humor and entertain their
readers. So do article directory sites and websites
that welcome other people's quality content.
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Here’s a step-by-step guide on how to get in on the
action and use the articles to position yourself as an
expert.
1. Choose a Topic
This is easy. Name the three biggest problems your
audience faces. You’ve just come up with ideas for
three different articles. Now select a title. Can’t think
of one? Scan the covers of magazines the next time
you’re in the supermarket. Select a headline that’s
appropriate to your article, and substitute a key
word. Here are some examples:
Cash in on
Trend
Common Errors That Kill
How to Bounce Back from
How to Turn _
into
11 Questions You Must Ask When
Turn the
You Have into
the
You Want
A
’s Playbook for Winning the
War
The Best

for Anything, and Where NOT to

Inside America’s Best-Run
; What Smart,
Principled and Effective
Looks Like in 2010
Worst
of the Year
The 100 Most Brilliant
on our Radar
Managing
: How to Do It and When to Do It
The 7 Myths of
; Know the Truth
The Worst Advice I Ever Got About
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6 Symptoms of
You Should Never Ignore
25
s You Can
in One Day
What You Need to Know Before You
We also recommend blogger Chris Garrett's free fivepage cheat sheet that includes 102 headline-writing
formulas. You can download it at
http://chrisg.com/wp-content/uploads/102-headlineformulas1.pdf
2. Write the Lead
Let readers know you feel their pain. Think of how
your customers feel when they can’t figure out how
to handle the problem you are writing about. Present
the problem as succinctly as possible, perhaps by
offering a hypothetical example like I did above in
the paragraph that begins “There she is again, your
biggest competitor.”
3. Tell Them Why They Should Care
Now explain in one or two paragraphs why solving
the problem is important. What’s in it for them? How
much money can they save? What kind of
aggravation can they be spared if they do what you
say?
Work in a sentence that explains what you do. For
example: “In my 10 years as a sales and marketing
manager for a chain of pharmaceutical products, I
have found that….”
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4. List Bullet Points
This is the meat of the article. Offer a list of tips in
bulleted format or with sub-heads, like this article.
Be consistent in the presentation. If the first word of
the first bullet is a verb, the article might sound
better if the first word of every paragraph is a verb.
If it’s a longer article with longer paragraphs,
boldface the first sentence of each bulleted item,
then elaborate.
If your article is in the range of 500 words, keep
sentences and paragraphs short.
5. Summarize
Close with a summary paragraph that offers hope or
encouragement to readers who follow the advice.
Your article doesn’t have to end with a cowboy riding
off into the sunset. But don’t list your last bullet
point and end abruptly. Provide a nice closing.
6. Include an Author Resource Box
Include a paragraph listing your name, company,
what you do and how readers can reach you (phone
number, email address, or both). Also include your
website URL and a call to action. Tell people where
they can sign up for your newsletter, or download a
free special report. Don’t rely on the editor to write
this for you. But if you are offering the article for
free, insist that the editor include what you have
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written in your author resource box. Always offer
your photo, too.
Make Reprints
If a newspaper, magazine or trade journal prints
your article, call and ask for permission to reprint it.
Most publications will let you reprint it and use their
logo. Remember that even though you maintain the
copyright to your article, they own the copyright to
their own publication and you must ask permission
before reprinting your article as it appears. Make
reprints of the article and use it as a leave-behind on
sales calls, or give it away at trade shows.
If you can't get reprint rights, you do NOT need
permission, however, to include the headline of the
article at your site, and then link to it at the media
outlet's website.

A Sample Article
Joan wrote this 650-word article for an online
newsletter that goes to professional speakers. Use it
as a template on how to write your article. Or if you
see another how-to article written in another
publication, notice how it is constructed, and write
your article the same way.

How to be a Kick-butt Publicity Hound
By Joan Stewart and Tom Antion
JStewart@PublicityHound.com Orders@Antion.com
Page 269

How to Use Publicity to Snag Speaking
Engagements
By Joan Stewart
In a funk because other speakers seem to be
attracting all the media attention? It’s time to start
claiming your share.
Publicity enhances your credibility, establishes you
as an expert, offers super exposure even if you can’t
afford to spend money on paid ads, and helps you
sell more of your products and speaking
engagements.
Here are tips that will boost your publicity
efforts and help you finally get noticed:
• Every time you speak before a group, offer
to submit a short summary of your
presentation for the group’s newsletter.
Don’t forget to send your photo. It gets you in
front of those you just spoke to as well as those
who missed you the first time around. Many
groups also send their newsletters to the media.
Be sure the last paragraph tells people what you
do and how to get in touch with you.
• Call the advertising department of every
newspaper and magazine you want to get
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into and ask where you can find the editorial
calendar at their website. This is often very
difficult to find. The editorial calendar lists all
the special topics and special sections coming
up during the calendar year. It will tip you off
to sections where your story idea or article
would be a good fit, so you can query the
editor weeks and even months ahead.
• Call a reporter from your local newspaper
and invite her to lunch or coffee. Offer
yourself as a resource. Ask “how can I help
you?” Feed her tips and story ideas. Become
such a valuable source that she keeps coming
back to you for more information and eventually
writes about you.
• Consider starting your own television show
on your cable TV station’s community
access channel. The station will provide the
camera equipment for a reasonable fee, and you
can produce either one show or an entire series
of programs. Air time is free. Call your cable
company for details.
• Build a network of other speakers who
concentrate on your topic or area of
expertise. Agree informally that you will refer
reporters to each other whenever someone from
the media calls. Often, reporters want more
than one source for a story. It’s a chance for all
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of you to get additional publicity.
• Whenever someone asks you to write for
their ezine or online magazine, visit their
website first and see if they have a
resource section where you would be a
good fit. Ask to be listed for free, in exchange
for providing an article.
• If you publish a print newsletter, be
generous with free subscriptions for the
national and local media. You’ll be amazed
how many reporters start calling you for
interviews. If you can’t afford to pay people who
submit articles for your newsletter, be sure to
tell them their articles will be seen by national
media who get your free copy.
• Don’t forget newspaper and magazine
columnists. They’re always hungry for fresh
ideas. Keep in touch with them and feed them
ideas regularly.
• Call local radio talk show hosts and invite
them to call on you when other guests
cancel. They will be thankful you offered.
• Contact your trade association and ask
them to refer reporters to you. Many
reporters who don’t know where to find sources
start by calling trade associations.
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• Always refer to yourself as an “expert” in
your marketing materials, at your website,
in information that explains your
workshops, in your introductions, and in
your media kit (assuming you ARE an
expert). The media always seek out experts
and interview them.
Publicity should be an ongoing effort. Set aside an
hour or two each week to contact editors, write
articles or make follow-up calls to the media. The
best thing about publicity is that it begets more
publicity—like a snowball rolling downhill that gets
bigger and bigger.
Now get going. There's an editor out there who's
just waiting for you to call.
Joan Stewart publishes the ezine “The Publicity
Hound’s Tips of the Week.” Subscribe at her website
at http://www.publicityhound.com . Contact her at
jstewart@PublicityHound.com or 262-284-7451.

Article Distribution Services
Writing how-to articles for print and online
publications is one of the most powerful ways to
position yourself as an expert. Just one article can be
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recycled numerous times, thus giving you thousands
of dollars in space for absolutely nothing.
Yet writing the articles, pitching editors and doing
the necessary follow-up can be time-consuming,
particularly if you don’t have access to good media
directories or editorial calendars, and you’re not
quite sure which publications would be interested in
the topic you are offering. One alternative is to
consider using a news distribution service that not
only writes articles packed with valuable how-to
advice but distributes them to thousands of editors
for you, then reports back to you on which articles
were published, and where.
We’ve heard rave reviews for ARA Content, the
Minneapolis-based company that has been providing
feature content to newspapers, magazines and
online publications via the web for four years. ARA
has developed an easy-to-use site that lets
publications download articles and graphics. ARA has
amassed an editor base of more than 35,000
publications.
The company, for example, distributed 48 articles for
the IRS. The information was used by more than
1,300 publications throughout the U.S.
Their writers will write your story in such a way so
that it is helpful to readers and doesn’t sound like a
blatant promotion. For more information, visit the
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ARA web site at
http://www.aracontent.com/printsite/Default.aspx
where you’ll also find a variety of testimonials from
newspaper editors, as well as writing tips if you’d
rather write the article yourself.
But you don’t need to spend that kind of money to
get your articles all over the Internet. You can
submit them to EzineArticles.com.
In the previous edition of this ebook, we changed our
advice about submitting to multiple article directory
sites. We advise that you use your content in your
own blog. If you don't have a blog, you can submit it
only to EzineArticles.com and avoid submitting
duplicate content to other sites.
Why? Because duplicate content gives you no
additional “Google juice” and can actually count
against you. Submitting to multiple article directory
sites was in vogue several years ago. But today, now
that everybody knows how to submit to multiple
sites, Google has raised the bar. Now, it’s looking for
original content and does not want to see the same
articles repeated on a variety of different websites.
Always provide original content.
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Chapter 13: Print Newsletters and
Ezines
How to Write for Newsletters
Newsletters are valuable publicity tools. Yet many
people overlook them, assuming the audiences are
too small. That's a mistake.
Here’s what newsletters can do for you:
• You can narrowly target your message.
There’s a print newsletter on almost any topic.
The more targeted your pitch, the better your
chances of success.
• Newsletters on far-out, crazy topics often
have loyal readers who are willing to pay
for any product or service they read about
that caters to their passion.
• It’s easy to find your way into a newsletter,
which is an excellent place to start if you’re
a publicity novice. Once you’ve been
published, send a pitch letter to a reporter at a
larger publication—your weekly newspaper, for
example—and attach a copy of the newsletter
article. Better yet, make it easy for the editor to
reproduce your article by enclosing a simple
“Permission to Reprint” statement and sign your
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name, or email the article to an editor. But ask
permission, first.
• Newsletter editors are hungry for great
content. Most don’t pay. But when they find a
quality writer who meets deadlines, they will call
on them to contribute again and again.
If you publish a print newsletter, offer targeted
media on your “Top 25” list a free subscription.
That’s what Joan did when she started publishing
The Publicity Hound subscription newsletter in
1998. That led to an invitation from Entrepreneur
magazine to be their “Ask the Expert” columnist on
PR for their website.
One of Joan’s favorite resources is The Oxbridge
Director of Newsletters. It lists more than 14,000
newsletters by topic and includes detailed
information on the type of audiences and subjects
covered. Most larger libraries have this resource
directory. It's $995 for the print version. Also
available on CD.
http://www.oxbridge.com/ODNCluster/theODN.asp
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How to Write for Ezines
One of the most effective and inexpensive marketing
vehicles is to write a short article on your area of
expertise that would interest subscribers in a
particular online newsletter—then give it away in
exchange for promoting yourself with a byline.
Azriela Jaffe—an author, speaker, coach and
publisher of three bi-monthly ezines—says she is
inundated with pitches. Here are her tips for
anyone who is promoting their business
through online newsletters or magazines:
• Subscribe to the newsletter (most are free)
before pitching your idea so you know whether
your topic is a match.
• Tell the editor why you love the newsletter
before you offer an article. As an editor, I want
to help subscribers promote their business. I’m
not as concerned with helping to promote a
stranger.
• Explain why your article would be helpful—
something specific such as, “I notice that your
newsletter is devoted to helping couples manage
work and family. This pertains to a problem that
comes up often between entrepreneurial
couples…”
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• Start your pitch by using the editor’s name,
preferably his or her first name.
• Keep your article short—less than 1,000 words—
and low on self-promotion. Most editors will
include a paragraph of contact information at
the end.
• Build a relationship with the editor. I rarely print
articles from writers I don’t know or respect
from their reputation in the industry.
• Think first of how you can be of service to the
editor, and it will come back to you ten-fold. For
example, offer to help me promote my work. Or
better yet, just do it.
• Also communicate with me when you DON’T
want something from me. Email me to share a
comment about the newsletter, or offer a short
tip I can use.
• Promote my newsletters in your circle of
influence, through your own newsletter, or by
forwarding it to friends and colleagues.
• Be gracious and kind. Thank me for running
your article. Tell me how it helped you in your
business.

More Ezine Tips:
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Aggressive Publicity Hounds offer their articles to
multiple publications and websites, and don’t get
themselves tied up in knots when they discover
someone has printed their articles without first
asking permission. It positions you as an expert,
drives traffic to your website and attracts the
attention of other editors. We’re always amazed at
the number of editors who reprint our own articles
without asking us first. That’s fine with us, as long as
they credit us and provide contact information like
our website URLs.
Our favorite resource for ezines is New-List at
http://www.new-list.com, which includes more than
9,200 email newsletters by category.
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Chapter 14: Write Letters to the
Editor and Opinion Columns
Letters to the editor are one of the fastest, easiest
and least time-consuming ways to catch the media’s
attention and spread your message to the greatest
number of people possible. Unlike news stories that
are written by reporters, letters allow you to state an
opinion, offer an alternative viewpoint, heap praise,
or move someone to action—in your own words.
That means there’s a much smaller chance that the
facts will be wrong or that your message will be
twisted or diluted as it might be in a regular news
story.

6 Ways to Publicize Your Products and
Services
So what if you can’t afford to buy a display ad, or
even a tiny classified ad? If you’re clever, you can
use letters to the editor to promote your product or
service—for FREE.
1. Weave information about whatever you are selling
into a letter that states a strong opinion on a related
issue, or comments on an article that was recently
printed, without making the letter sound like a
blatant attempt at a free ad.
2. Be sure the publication is a good fit for your topic
and that its audience needs the information you are
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offering.
3. A good way to tell people what you do and how
you can help them is by stating your area of
expertise right up front. Consider starting your
letters like this:
“As a chiropractor who has been in business 20
years in Minneapolis, I treat a variety of injuries
suffered by people who fall on the ice. Two years
ago, I fell on a sheet of ice and broke my left
kneecap. That’s why I think the proposed
ordinance stating that businesses must keep
their sidewalks clear of ice is an excellent idea.”
4. The next time one of your clients or customers
compliments you, ask them to consider writing a
letter to the editor. This shouldn’t sound like a
testimonial letter. Rather, the letter must comment
on a particular issue, and include information about
your business. Don’t ask more than one customer to
do this or it will look like a letter-writing campaign
organized by you.
5. Consider writing letters to trade publications that
need your products and services. The best strategy
when writing letters to any publication is to comment
on stories that already have been printed or articles
that take a strong position on one side of a
controversial topic.
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6. Don’t forget letters to your alumni publication.
People who remembered you from college 20 years
ago might need what you’re selling.

A Template for a Great Letter
If you can’t write well, or you don’t know how to
start, consider this four-part template for a great
letter:
•
•
•
•

A strong opening sentence
Facts or statistics that back up your position
A proposed solution to the problem
A strong close, or a call to action.

Example:
As the owner of a popular summer resort, I couldn’t
disagree more with your editorial supporting a longer
school year.
The state Department of Tourism estimates our state
will lose up to $8 million next year if the school year
drags one more week into June. For the last decade,
business owners that cater to a summer clientele
have been suggesting that the school year end on
Memorial Day. But the state Department of
Education has balked at that idea.
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How about reducing the number of in-service days
the schools have scheduled during the school year
and, instead, make teachers attend their training
sessions after classes have ended for the year? Or
shorten spring and Christmas vacations.
The state legislature has promised to review this
issue in the fall. Thanks to our strong tourist
economy, we have one of the lowest tax rates in the
country. Anyone who wants to keep it that way
should let their state legislator know that stretching
the school year will have dire consequences.
Sally Smith
Owner
R&R Ranch and Resort
Tall Woods, WI
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When Your Competitor Gets Publicity
Don't miss the opportunity to write a letter to the
editor when a local newspaper or magazine features
a story on one of your competitors.
When the folks at The Edge Salon in Fish Creek,
Wisconsin, read a story in the local Peninsula Pulse
newspaper about how Willard Zak, a competitor, was
one of the last of the old-time barbers in northern
Door County, they wrote a letter to the editor that
was far better exposure than any article a staff
reporter could have written. The letter introduced
Dawn Berna, a third-generation barber “who learned
her trade in one of the few men-only barbershops 20
some years ago and can knock out an incredible
haircut in 13 minutes or less.”
It also mentioned that Dawn’s chair “is one of the
large, comfortable barber chairs, not the ‘flimsy little
chairs’ that Mr. Gallagher believes is standard in
salons.” It even quoted a local restaurant owner who
said his weekly straight-edge shaves “are the
highlight of my week.” And it issued a personal
challenge to Willard Zak, who might be retiring soon:
“The Staff at The Edge challenges you to have us cut
your hair….we will avoid the debate of who is the
better barber.” The newspaper even included a photo
of a customer having his hair trimmed at The Edge
Salon. Would you have been this gutsy if the same
thing had happened to you?
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Opinion Columns
For opinion columns, much the same guidelines
apply as those for letters to the editor. The only
difference is that opinion columns usually are longer,
say around 500-700 words. When submitting an
opinion column, it’s best to query the editor before
you write. Don’t forget to submit your professional
business photo.
So, You Want a Syndicated Column?
Previous editions of this ebook explained how to get
a syndicated column.
When Joan worked as a newspaper editor, people
pitched her constantly about writing a weekly column
for her newspaper. Most thought it would be fun,
glamorous and that it would pay well.
If they only knew. Writing a consistently compelling
column can be grueling, tedious, tiresome work. And
it can be downright frightening when your column is
due in an hour and you haven’t a clue what you’re
going to write about. Besides, newspapers pay even
the big syndicated columnists little more than the
price of a lunch for each column produced.
You can syndicate your own content through RSS
feeds from your blog or your website. RSS stands for
really simple syndication. You can read more about it
in Chapter 40 which discusses blogs and RSS feeds.
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Also, many writers are now blogging and adding RSS
feeds to their blog so that anyone who wants to
“subscribe” to their content can do so. With the
competition incredibly fierce to get your work
syndicated by one of the major syndicates, blogging
is a much better alternative.
If you have the opportunity to write a column for
your local business journal, weekly newspaper,
industry magazine or other publication, it can be well
worth your time. Just make sure you understand
who owns the rights to the column. You can learn
about rights and what they mean at
http://www.writing-world.com/rights/rights.shtml
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Chapter 15: Contests: A Publicity
Magnet
When Donald Jones was looking for cheap publicity
for his Atlanta, Ga., brunch delivery service called
New York Brunch Basket, he suspected the best way
might be to offer gift baskets as prizes during a local
morning drive-time radio show.
"The first station I approached loved the idea," said
Jones, who was involved in the clever "Brunch on the
Boss" contest.
Jones offered the station gift baskets filled with
croissants, muffins, jam, coffee and fresh-squeezed
juice, along with a copy of that day's New York
Times. The station asked listeners to write a letter
extolling the boss's virtues. Each morning, a letter
was read on the air. The winning boss received a
brunch basket.
The contest started out weekly but became so
popular that the station did it each weekday morning
for an entire year. "The response was very good, and
today I'm still getting calls from people who
remember the contest," Jones said.
People love contests. So do the media. They’re fun.
They provide an aura of suspense. And they’re one
of the best ways to get publicity without having to
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spend money on a paid ad. Choosing a clever contest
that becomes an annual event can be part of your
branding campaign.
You can use contests to create publicity before,
during and after the contest. Beforehand, you can
send a press release announcing the contest and
perhaps even pitch a clever angle that warrants a
feature story. During the contest, you can keep the
media updated on entries. Then you can announce
the winner with great fanfare. During the months
after you announce the winner, take the most
interesting story angles from the contest, particularly
clever entries that didn’t win, and pitch those as
ideas to the media. Then resurrect the contest the
following year and do it all again.

Other Reasons to Sponsor a Contest
Contests are a wonderful way to call attention to an
anniversary that might not otherwise generate any
media coverage. For example, if your company is
celebrating its 10th anniversary, no one but you will
care. Piggyback off the anniversary with a contest.
The media will be more interested in a clever contest
than they would be if you called and said, “We’re
celebrating our 10th anniversary. Is that worth a
story?” Of course it isn’t. Yet you’d be surprised at
the number of people who call the local newspaper
and expect reporters to drop everything and write a
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story about the fact that they’ve been in business 10
years.
New Products or Services
Contests also can be used to call attention to a new
product or service. If you are introducing a new
product, ask your customers to try it out. Sponsor a
contest asking your customers to explain the most
unusual way they use your product. Or send your
new product to a reporter or blogger who covers
your industry. Ask them to test it and write about it.
Correct an Error
An author even used a contest to get herself out of a
sticky situation. Mystery author Cecelia Tishy
discovered that a full line of text from her new novel
had been omitted from her printed books. She and
her publisher didn’t want to tuck a correction sheet
into the book. Instead, they reasoned, since the
book is a mystery, they invited readers to solve the
mystery of the missing line. Dowling Press offered a
$500 prize to the reader who found and provided the
best missing line.
Holidays and Events
Use contests to piggyback off a national holiday. For
example, May 21 is National Waitresses Day. A
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restaurant might sponsor a contest asking its
customers to describe in 50 words or less their
favorite wait staff employee. The winner might be
profiled in local newspapers, trade publications and
industry newsletters. Their photo along with the
winning entry can also be framed and posted on the
wall of the restaurant for everyone to see as they are
waiting in line to be seated.
Call Attention to Your Website
If you have a new or improved website, sponsor a
contest at your site to draw traffic. Announce the
contest in press releases for the print and broadcast
media and in online publications that tie into your
topic.

Examples of Clever Contests
The Oldest Overalls
To celebrate its 100th anniversary, OshKosh B'Gosh
launched a six-month nationwide search for the
oldest pair of bib overalls. The contest, conceived by
Laughlin Constable Public Relations, received
publicity not only when it was announced, but right
through to the end.
It touched a sentimental chord and resulted in
hundreds of responses, including endearing letters
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from owners of bib overalls. Midway through the
contest, the company sent excerpts from the letters
to media nationwide.
The company received additional publicity when it
announced the winner, Clyde Mehder of Sarasota,
Fla., who had a pair of child-size bibs that were
designed in 1901 by his uncle who was a tailor for
the clothing company.
Horrible Honeymoons
Thrifty Rent-a-Car sponsored an annual Honeymoon
Disasters Contest. Entries resulted in amusing
feature stories printed in major newspapers and
magazines throughout the country. The winner got a
second honeymoon anywhere in the continental U.S.
For additional publicity mileage, the company
announced results near Valentine's Day, giving the
media a perfect story that ties into a national
holiday.
Contests at Colleges
Contests are great for schools, colleges and
universities, too. The Milwaukee School of
Engineering in Wisconsin sponsors several contests in
March that all tie in with the feast day of St. Patrick,
patron saint of engineers.
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The campus community votes on creative booths set
up by the fraternities and sororities, and is treated to
free bratwurst and soda. At the Annual Egg Drop,
students “engineer” the best way to safely send their
egg plunging from the skywalk to the sidewalk
below. At the Best Beard Contest, beards real and
fake are judged on a number of criteria.
Video Contests
Sponsor a video contest and ask contestants to
upload their entries to YouTube.
Instagram
Sponsor a contest and ask contestants to enter their
best Instagram photos in a certain category. You can
learn more about how to use Instagram for PR at
http://publicityhound.com/?p=13007
Facebook Contests
Sponsor a contest on your Facebook Page, not only
to give away a cool prize but to communicate
something about yourself.
Maybelline New York sponsored a promo for its
Super Stay24h lipstick in Switzerland. It offered
women a chance to be the face of the product on the
company's Facebook Page in Switzerland. To enter,
women had to take a picture of their lips. The result?
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The Facebook page had 3,000 fans at the beginning
of the promotion and 13,000 when it ended. More
than 9,000 people voted in the contest.
In Chapter 31, where we discuss Facebook, we've
included tips for creating a contest to drive traffic to
your Facebook page.

Tips for Your Contest
Here are tips to help you sponsor a great contest
with maximum publicity potential.
• Make your contest easy to enter. Let people
enter at your website.
• If you have a retail store, print ballots and post
them near your cash register.
• Promote your contest on the social media sites,
particularly Facebook and Twitter. Encourage
your friends and followers to share the
information.
• Let bloggers and ezine editors know about your
contest, as long as it would appeal to their
audiences.
• Create one or more videos announcing the
contest for YouTube.
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• Do a direct mailing to your regular customers, or
announce a contest via email and provide a link
to your website where people can enter.
• Write a press release announcing the contest
and send it to your local newspapers.
• Get your morning drive-time disc jockey
involved in a quick, one-shot contest. Donate
prizes and suggest an idea for a contest that the
DJ can conduct in one morning, or let the DJs
come up with their own contest ideas. For
example, callers might be invited to call in and
describe the worst job they ever had. Be sure
the DJ gives you credit for the prizes.
• Local businesses can include local celebrities to
serve as judges. When you announce the
winner, have the celebrity judges present the
awards.
• Keep TV stations in mind if there’s a good visual.
Call the assignment editor.
• Announce contest winners at an annual event
that the media is likely to attend.
• Even if the media doesn’t cover your contest,
take photos. You can use them in your
publicity campaign next year if the contest
becomes an annual event.
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• Consider silly contests. A newspaper where Joan
worked sponsored an annual “Ugly Tie” contest
several weeks before Father's Day. It displayed
the entries in the newspaper lobby, which
brought people into the newspaper building. The
winner received a gift certificate for a makeover
at a local men’s clothing store.
• If you’re short on clever contest ideas, ask your
own employees for help. In fact, turn it into a
competition. The employee with the best idea
gets a day off with pay. Now that’s a contest.
• Involve bloggers to serve as judges.
• Consider letting the public choose the winner.
This idea is apt to get you even more publicity.
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Chapter 16: How to use Polls,
Surveys and White Papers
One of the simplest ways to create national publicity
is to survey your customers or the public on an
interesting topic related to what you do, then report
the results to the media.
The 100 Percent Recycled Paperboard Alliance polled
200 supermarket general managers across the
country and learned that supermarkets were having
trouble with shoppers smuggling raw meat out of
stores. The shoplifters were stashing the meat inside
their pants. And hiding detergent between their legs.
And trying on products like deodorant, hair gel and
after-shave lotion, and then putting used products
back on the shelves without buying them.
The story caught the attention of the wire services
and ran in newspapers and magazines all over the
U.S.
Other clever surveys that have caught our eye:
The Iams pet food company polled its customers and
asked a variety of questions about people’s
relationships with their pets. They learned, for
example, that 63 percent of respondents sleep with
their pets by their sides. Also, an overwhelming 91
percent of pet owners have said the words “I love
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you” to their pets. Rather than an expensive survey,
the company simply polled 400 people who had
called their customer service center for other
reasons. Then they released the results just before
Valentine’s Day.
The folks who make Just for Men hair color reported
that their survey of 505 executives from Fortune
1000 companies showed that 33 percent believed
that a man who colored his hair was “secure enough
with himself to enhance his appearance in subtle
ways.”
Here’s a survey we love:
Author and etiquette expert Marjabelle Young
Stewart of Illinois, the author of Commonsense
Etiquette, surveyed people and compiled a list of
the “most mannerly cities.” Joan remembers reading
or hearing this story at least a half dozen times
within two days when Marjabelle released the results
to the media. Ranking cities and states in your
survey results is a clever way to snag nationwide
publicity, because everybody will be curious about
how well they fared.
“The Top 10 best cities for…” or “The Top 10 worst
cities for…” area also great ideas. Chances are
excellent that you’ll generate publicity from
traditional media and bloggers in at least the 10 best
cities! Or the 10 worst cities.
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The Power of White Papers
A White Paper is a report that provides new
information on some aspect of your business or
industry, or the business or industry of potential
customers. They can be from three to 15 pages with
a few graphs or charts.
White Papers are valuable because they create
awareness of your company in a particular industry.
They establish you as an expert. And they give you a
chance to speak with decision-makers about a topic
they care about, without giving them a sales pitch to
buy or products or services.
A White Paper is not a blatant promotional tool that
talks about what you are selling. Rather, it shares
new information about a problem, solution or trend.
It can be about industry growth trends, new product
innovations or pending legislation that affects a
particular industry.
Once you choose a topic, do your secondary research
either at the library or on the Internet. Then call
people who are in a position to lend insight on the
topic. Let’s say you are an executive recruiter. You
could write a White Paper on “The 5 Biggest CareerBusters That Keep You from Being Promoted.” This
topic gives you a chance to interview top corporate
executives, particularly those you want to get in front
of.
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Call and ask for a short interview by phone. Ask for
their perspective on trends they are seeing. Ask if
you can quote them and use their name. Many
people will be pleased that you asked them to
participate. They will also want to read the report
once it is done, which gives you a second chance to
contact them.
Tips for White Papers
• Be objective, not promotional.
• A PDF is fine. But if you're printing the White
Paper, use a nice cover with a heavier stock.
• Send a press release about the White Paper to
newspapers, magazines, newsletters, trade
publications and online publications. Also offer it
to bloggers.
• Consider posting the White Paper at your
website to draw traffic.
• Send copies of the report to people who you
interviewed.
• Follow up afterward to make sure they received
the report.
• It isn't necessary to name your company in the
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report. Identify yourself as the author, but don’t
promote what you are selling.
• Send an email to your existing customers and
ask them if they want copies of the report.
• Make sure the report is well-written. If you
cannot write, or don’t have the time, hire a
freelancer to write it for you.
• Don’t shy from controversy. If two or more
people you interview have conflicting opinions,
include them in your report.
• The topic of your report should spot an
emerging trend or tie into an existing one. USA
Today and the Wall Street Journal are two
excellent places to find out about trends.
• Pay attention to the topics being discussed at
your trade association conventions. Often, they
are about trends.
• If you write articles for other publications,
identify yourself in the last paragraph as the
author of your White Paper, then tell people how
they can get it.
• Offer copies of the White Paper for free. Either
post the report at your website, or offer to email
it to anyone who asks for it. You can offer this in
How to be a Kick-butt Publicity Hound
By Joan Stewart and Tom Antion
JStewart@PublicityHound.com Orders@Antion.com
Page 301

the identifier paragraph at the end of how-to
articles and columns you write.
• Promote your White Paper on social media sites.

How to be a Kick-butt Publicity Hound
By Joan Stewart and Tom Antion
JStewart@PublicityHound.com Orders@Antion.com
Page 302

Chapter 17: How to Piggyback off
Holidays & Anniversaries
Tie your product or service to a holiday and you can
exponentially increase your chances for free publicity
from print and broadcast outlets.
As we mentioned earlier, that’s what Willie Ripple
learned when she self-published the
What Do I Do? ® series of books. She tied into
Halloween, Valentine’s Day and Christmas.
She also reminded us not to forget topic-specific and
industry-specific holidays such as Take Our
Daughters to Work Day, National Tourism Week,
Children’s Dental Care Week and thousands of
others.
Another author, Mary Marcdante, who wrote My
Mother, My Friend: The Ten Most Important
Things To Talk About With Your Mother, pitched
story angles that tied into Mother’s Day.
If you have written a biography, ask yourself if you
can tie the book to a historical anniversary. If you
can add significant historical perspective or
anecdotes, the media might consider you as a
valuable source. So let the media know which topics
you can speak on as an expert.
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Finally, remember that many major magazines
assign stories six months ahead of the publication
date. Give yourself plenty of time to pitch.

Resources to Help You
For 44 years, Chase's Calendar of Events has been
the ultimate reference calendar. This year's edition
lists more than 12,000 historical anniversaries,
holidays, birthdays and events that can
be attended, such as fairs and festivals. It's used
frequently by broadcasters, journalists, advertising
and PR agencies, event planners, librarians or
anyone looking for something to celebrate each and
every day. If you have already purchased the book,
you can take a look at the free update information
available by clicking on the Updates and Corrections
button. The book and CD are available at
http://www.chases.com or find the book in the
reference section of your local library.

Create Your Own Holiday
Thanks to his listing in Chase’s Calendar of Events
as the creator of “International Get Over It Month,”
professional speaker Doug Stevenson of Colorado
Springs, CO was interviewed by 12 radio stations.
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“My marketing phrase is ‘get over it’ and it has to do
with my programs on change,” Stevenson said. “I
decided to create a special month when we let go of
the past that’s holding us back.”
Submit your own holiday at
http://www.mhprofessional.com/templates/chases/s
ubmit-entry.php The deadline is April 15 for the
following year’s directory.

Holidays: The Best Time to Pitch
Smart Publicity Hounds kick into high gear during the
holidays—and for good reason. The weeks between
Thanksgiving and New Year’s Day can be painfully
slow for bloggers and traditional media because
newsmakers are doing things other than making
news.
Talk show guests are in short supply. Reporters often
find it difficult to track down the people they need to
comment on a particular story. And because
newspapers sell more ads in December, that means
more news pages to fill.
Disciplined bloggers don’t take a break over the
holidays. They, too, are looking for content.
Here are ways your publicity effort can
capitalize on the holidays:
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• Tie your story idea to Thanksgiving, Christmas,
Hanukkah or New Year’s. If you speak or write
books on the topic of stress management, for
example, offer to do a radio interview on the
best ways to keep holiday shopping hassle-free.
• Write letters to the editor and opinion columns
for publications during the weeks immediately
before and after Christmas, when submissions
usually drop off.
• Call your local newspapers to see what special
sections they have planned during December, or
ask for a copy of their editorial calendar. Your
idea might be a perfect fit. Pitch your idea early
because these sections are sometimes created
weeks in advance.
• Pitch bloggers with ideas for guest posts they
can publish over long holiday weekends.
• Stay alert for breaking news stories on which you
can provide expert opinion, even if the topic
doesn’t have to do with the holidays. If a story
breaks, call newspapers and TV stations to offer
comment.
• Remember that national magazines sometimes
work as much as six months ahead. So if you
have an idea to pitch, contact them extra early.
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• Post comments at blogs that discuss your topic.
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Chapter 18: The Value of Public
Speaking for Publicity
Most speakers live and die by their ability to
generate free publicity. Few speakers, even the most
successful ones, can afford expensive paid
advertising. And because speakers must be experts
in their field, or at least create the perception that
they are experts, publicity is far more credible than
paid ads. Here are 34 tips that will get you on
the road to promoting your expertise, your
programs and your products:
• Send press releases regularly to newspapers,
magazines, trade publications, business
journals, newsletters and online publications.
Publicize programs, products, clients, awards,
charitable donations, pro bono work, industry
groups you are joining, articles written by and
about you, surveys, contests, trade shows you
are attending, and business alliances you are
forming.
• Offer to help publicize your programs every time
you book a speaking engagement. That includes
mailing press releases to local media, being
available for radio interviews and letting local
reporters know about your program, in case
they want to attend. Meeting planners will
appreciate this thoughtful gesture.
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• Every time you speak before a group, offer to
submit a short summary of your presentation for
the group's newsletter. Don't forget to send your
photo. It gets you in front of those you just
spoke to as well as those who missed you the
first time around. Many groups also send their
newsletters to the media. Be sure the last
paragraph tells people what you do and how to
get in touch with you. Include your URL.
• Include your speaking schedule in your print or
electronic newsletter.
• Post your speaking schedule at your website.
• List your areas of expertise in your press kit.
Also include articles by and about you.
• Include your strongest testimonials from clients
and from media people such as radio talk show
hosts who have enjoyed having you as a guest.
• Consider creating a “Media Coverage” sheet that
lists newspapers, magazines, radio and TV
shows, and newsletters that have covered you.
• Always refer to yourself as an "expert"
(assuming that you are) in your marketing
materials, at your website, on your one-sheets,
in your introductions, and in your press kit. The
How to be a Kick-butt Publicity Hound
By Joan Stewart and Tom Antion
JStewart@PublicityHound.com Orders@Antion.com
Page 309

media always seek out experts and interview
them.
• If you’re trying to book a speaking engagement
before a particular trade group or within a
certain industry, try to get an article or several
articles placed in that industry’s newsletter or
trade magazine. Then send a reprint of the
article along with your query letter to the
meeting planner. This will give you additional
credibility.
• Write articles for industry newsletters. Our
favorite resource is the Oxbridge Directory of
Newsletters, which lists more than 14,000
newsletters by topic and includes detailed
information on the type of audience and subjects
covered. Most larger libraries have this resource
directory. See
http://www.amazon.com/Oxbridge-DirectoryNewsletters-2010Comprehensive/dp/1891783505
• Whenever someone asks you to write for their
ezine or online magazine, visit their website and
see if they have a resource section where you
would be a good fit. Ask to be listed for free, in
exchange for providing an article.
• Use articles by and about you in your handouts.
They give you credibility with audiences.
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• If an editor uses one of your articles, ask, “Who
else do you know who might be interested in
printing this?”
• Write articles for electronic magazines and
include a paragraph of information at the end
that leads readers to your website.
• Ask editors if they have “writer’s guidelines.”
Following them will help you give the media
outlets exactly what they need.
• Check back with editors several months after
they have printed your article to see if you can
write another one.
• Let media outlets know if you are “the local
angle” to a national story, particularly if you
speak on that particular topic.
• Tie your story idea to a current event, or a hot
topic.
• Do you have a story idea that’s related to the
weather? For example, has the weather created
havoc with your travel schedule? If so, let the
media know. They love new angles to weather
stories, and you can let the world know you’re a
professional speaker!
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• Be controversial. Let the media know if you can
comment on a controversial topic or if there’s a
particular topic that sparks controversy among
your audience members.
• Target your “Top 25” media list. These are the
publications, radio and TV shows, print and
electronic newsletters and other media where
you can get the biggest bang. Identifying them
will help you target your efforts rather than
taking an all-encompassing and time-consuming
approach. Follow up with your “Top 25” contacts
once a month, either by email or phone,
depending on how they want to be contacted.
(See “How to Create Your Own Database of
Valuable Media Contacts” at
http://publicityhound.com/shop/?p=494)
• Give reporters news tips about emerging trends
in your industry, or the industry in which you
are an expert.
• Always return telephone calls from the media as
soon as possible, even when you are on the
road, or you might miss your chance to
comment on a story.
• Consider starting your own television show on
your cable TV station's community access
channel, and make sure the content ties into
your speaking topics. The station will provide
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the camera equipment for about $20, and you
can produce either one show or an entire series
of programs. Air time is free. Call your cable
company for details.
• Offer to provide commentary for breaking news
events. A speaker who is an expert on violence
in schools, for example, should call local TV
stations after there’s a school shooting and offer
to comment. A speech coach can offer
commentary and critique the president’s State of
the Union address or a major speech before
Congress.
• If you use creative props in your programs, let
TV stations know that when they are
interviewing you. Those same props might help
you illustrate your point and make a great
visual.
• If a TV station interviews you, offer a “tips list”
of 5 or 6 bulleted items, such as how-to tips,
that can be displayed on the screen while your
story is airing.
• After you have appeared on TV, buy a video of
the interview. You can send this to other TV
people you are pitching. It might even come in
handy to use with meeting planners.
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• Build a network of other speakers who
concentrate on your topic or area of expertise.
Agree informally that you will refer reporters to
each other whenever the media call. Often,
reporters want more than one source for a
story. It's a chance for all of you to get
additional publicity.
• If you publish a print newsletter, be generous
with free subscriptions for the national and local
media. You’ll be amazed how many reporters
start calling you for interviews. Send them all a
postcard once a year asking if they want to stay
on your mailing list. If you publish an ezine,
don’t send it unsolicited to media people. Ask
their permission first.
• Call local radio and TV talk show hosts and invite
them to call on you when other guests cancel.
They will be thankful you offered.
• Contact your trade association, such as the
National Speakers Association at
http://www.nsaspeaker.org and ask them to
refer reporters to you. Many reporters who don't
know where to find sources start by calling trade
associations.
• Before every media interview, prepare your key
message, and three or four sub-points. Weave
these messages into your answers.
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Help Meeting Planners with Publicity
If you do public speaking, help the meeting planner
with publicity to draw the biggest crowd possible so
they invite you back.
Each time you have a speaking engagement, offer to
write the promotional copy that advertises the event
for the group’s flyer. Include a sentence letting
people know they can sign up for your free ezine or
email tip of the week, or whatever.
This accomplishes four things:
1. It helps build your list.
2. It encourages people who can’t attend the
presentation to visit your website and buy your
products.
3. It builds excitement for your presentation which
results in higher attendance.
4. And it makes meeting planners very happy when
you do some of their work for them.
If you don’t have an ezine, let people know they can
find valuable articles at your website, or posts at
your blog. The idea is to start building the
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relationship with audience members long before you
appear on the platform.
After your speaking engagement, offer the group’s
newsletter editor a 10-point summary of your
presentation, along with your photo. This gets you in
front of the same audience again. It also lets you get
your website URL in front of the people who missed
you the first time around. And it makes the
newsletter editor very happy, too.
A resources to help you:
SpeakerNet News
http://www.SpeakerNetNews.com is an excellent
ezine for professional speakers. The Compilations
section at its website has solutions to hundreds of
problems related to speaking, from dealing with clods
in the audience to improving your skills as a
storyteller. You'll also find a lot of content in the area
of marketing and publicity.

How to be a Kick-butt Publicity Hound
By Joan Stewart and Tom Antion
JStewart@PublicityHound.com Orders@Antion.com
Page 316

Chapter 19: Publicity Tips for
Authors and Publishers
1. Submit books and products to the “new product
review” section of newspapers, magazines and
trade publications.
2. Do a blogging tour. Pitch bloggers that blog about
topics that tie into your book. You can send each
blogger a review copy, then follow up.
3. Tweet about your book long before it’s complete.
Keep your followers up to date on which chapters
you are writing.
4. Ditto with Facebook. Let your Facebook friends
know how your writing project is coming along by
posting information at your own Facebook Page
and by writing on your friends’ walls.
5. Rather than trying to get a feature story about
your book in the mainstream media, try instead
for publicity about the topic. If you can offer
advice, background or commentary on a particular
topic, the media will be more inclined to cover you
and perhaps mention the book.
6. Consider writing a tips booklet about your area of
expertise. Send them to editors and invite them
to excerpt tips. Include ordering information.
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7. Offer copies of your books and products to
radio station drive-time DJs to give away as prizes
for contests they are sponsoring.
8. Create videos that tie into the topic of your book
and post them at video-sharing sites like YouTube.
9. Also offer your products to the promotion
departments of newspapers and magazines.
10. Form strategic alliances with organizations (nonprofits, government agencies, corporations) that are
in a good position to help you sell your book because
they have a related product, service, cause or issue
that’s a good tie-in.
11. Identify popular and obscure holidays and
anniversaries that tie into the topic of your book.
Then write a tip sheet or a press release and send it
to the media.
12. Create a profile at Goodreads.com, the world's
largest book review and book recommendation site.
As of this writing, it has more than 10 million
members. This site is one of dozens of book review
sites. Check out their Author Program at
https://goodreads.com/author/program which lets
you promote your books many ways. Joan hosted
a webinar on this topic an explained all the major
book review and recommendation sites. You
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can access "Where to Find Millions of Readers Online
to Review, Recommend & Buy Your Books" at
http://publicityhound.com/shop/?p=1168
13. Send copies of your book to syndicated
columnists who write about your area of expertise.
Columnists are frequently overlooked by authors.
14. At Jim Cox’s Midwest Book Review website at
http://www.midwestbookreview.com/get_rev.htm,
read through all the articles on how to get your
books reviewed.
15. Give away copies of your book to influential
people and ask them to review it.
16. Become a member of Author U, “where authors
go to become seriously successful.” It’s a non-profit
membership community of authors, writers and
publishers and registered as a 501 ©6 with the IRS.
Go to http://www.authoru.org. Authors learn how to
write books, resurrect books, support books, create a
book that will find a following, strategize steps to be
successful, and develop a game plan that has roots.
Joan is a member of the Board of Directors.
17. Submit a press release about your book and a
sample copy to the many newspapers and magazines
throughout the country that publish holiday gift
guides, those tabloid-size sections that include
holiday gift ideas. The Gift List for Holiday at
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http://www.giftlistmedia.com/?link=ph (affiliate link)
explains how to reach holiday gift guide editors easily
and inexpensively. It includes national and regional
magazines, the top 250 newspapers, major
wire and news services, and national television.
18. Write letters to the editor responding to stories
about topics that tie into your book. In the body of
the letter, mention that fact you wrote a book on
that topic.
19. List the titles of your books in your email
signature so that everyone who receives an email
from you will know what you have written.
20. Post messages to news groups and discussion
lists. Mention your book.
21. If your book is on a niche topic, check out the
Oxbridge Directory of Newsletters, a resource
book at your local library. You can search print
newsletters by topic. Send copies of your book for
review to newsletters, which have a loyal following.
22. More than 3,000 free community newspapers,
sometimes known as “shoppers,” could be an ideal
spot for information about your book, or a tip sheet
you’ve written that relates to the topic of your book.
The Association of Free Community Papers website
at http://www.afcp.org gives contact information.
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23. Go to Amazon.com and write a review of
someone else’s book that would appeal to the same
types of readers you are targeting. When you sign
your name, mention the title of the book you have
written.
24. Read “The Book Designer,” Joel Friedlander’s
excellent blog at
https://www.thebookdesigner.com/. He has a
variety of guest bloggers, including Joan, who write
on all aspect of book publishing.
25. The Independent Book Publishers Association is
the largest non-profit trade association servicing
independent publishers. Joan is a member and has
spoken at Publishers University, the annual threeday session in June where publishers and authors
learn more about their craft from a series of
educational programs. Their voluminous newsletters
with tips galore are worth 10 times the cost of a
membership http://www.ibpa-online.org/
26. If you’ve written a book targeted to senior
citizens, visit http://www.seniornet.org This is a
book club for seniors that features discussion groups
and even invites authors to discuss their books.
27. If you’re an independent publisher, pitch story
ideas about your business and your books during the
month of March, which is Small Press Month. Be
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ready to tell reporters about your biggest successes
and frustrations as a small publisher.
28. Start blogging. Blogs are a great way to capture
attention for your book and keep in touch with your
loyal readers. Learn more about blogging in Chapter
40.
29. Subscribe to John Kremer's excellent ezine,
"Book Marketing Tip of the Week" at
http://www.bookmarket.com/tips.htm
30. Receive a no-risk trial subscription to Book
Marketing & Publicity, the premier newsletter for
book publicists, marketers and independent
publishers to increase book sales. Covers new and
proven book marketing techniques and media
placement opportunities. Be sure to ask about what
kinds of special bonuses—tapes, books, special
reports, audios and videos—they are offering for new
subscribers. Call 800-959-1059.
31. If you are into book marketing, book promotion,
or selling your books, John or selling your
books, John Kremer’s Book Marketing Update site
is one of the best you’ll find for marketing and
promotion ideas. http://www.bookmarket.com/
32. Blog about the topic of your book.
33. Submit comments to bloggers who write on the
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topic of your book.
34. Use the question-and-answer feature at LinkedIn
to ask questions that tie into the topic of your book.
35. Host free teleseminars and webinars about the
topic of your book. Create an “event” on Facebook
inviting your Facebook friends to participate.
36. On Pinterest, create boards around topics
associated with your book. We cover Pinterest in
Chapter 35.
37. Create accounts at a few of the many book
review and book recommendation sites. Chapter 35
Secret Publicity Sauce on Amazon: Author
Central Profile
This was written by Phyllis Zimbler Miller, co-founder
of the online marketing company Miller
MosaicLLC.com. She is the author of fiction and
nonfiction books, including the ebook, "Top Tips for
How to Market Your Book on Amazon and Facebook."

By Phyllis Zimbler Miller
One of the best free publicity features for authors on
Amazon is one that appears to be “secret” because it
is so often overlooked, especially by self-published
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authors.
This is an author’s ability to set up an Author Central
profile, which is not the same as an Amazon public
profile that anyone on Amazon can create and use
for writing reviews on the site.
The option to get a customized URL is relatively new.
Why Author Central Is Important
Besides the all-important headshot and bio, you can
import several blog feeds, your Twitter stream if you
have one, and add a video. The biggest advantage of
an Author Central profile probably is that all your
books and ebooks on Amazon can be displayed here
in one place along with your bio, etc.
People on Amazon can get to your Author Central
profile (if you have set one up) in at least three
ways:
1. If they type your name in Amazon’s browser
field, your Author Central profile will be one of
the choices returned in search results along with
books by the same author name.
2. If they have typed in one of your book titles and
then are on that book page, they can click on
your name right under the title at the top of the
page.
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They can scroll down the Amazon page of one of your
books until they come to the “More About the Author”
section. If readers click on the “Visit” link, they will be
taken to your Author Central profile. Note that this
profile is much more than just the biography that’s
displayed on the book’s page.
The “secret password” to this publicity op:
http://authorcentral.amazon.com (in the U.S.) and
http://authorcentral.amazon.co.uk (in the U.K.)
You can actually fill out information in English on
other Amazon country sites if you can read enough
of that language to figure out what to do. And not all
Amazon country sites may yet have this option, or as
robust an option.
At the moment, the U.S. Author Central profile bio
information seems to be automatically transferring to
other Amazon country sites. In addition, you can go
into the specific country site and add to that
country’s Author Central profile bio. Your Amazon
password tends to work across all Amazon sites.
I did this for my thriller CIA Fall Guy on the German
Amazon site (amazon.de) because the book takes
place partly in Germany. I added specific Germanyrelated info to the bio because I lived in Germany a
long time ago.
Many More Options
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Once signed into Author Central, you can take
advantage of lots of other options. In fact, Amazon
now owns Shelfari, a community for book lovers, and
is using this subsidiary site to enable others, besides
the author, to add information, just like Wikipedia
does. Readers can comment on the characters, plot,
etc. of a novel, and their contributions show up on
the book’s page on Amazon.
Tip: Every so often, check out these Shelfari
additions by others. I discovered that a well-meaning
person had actually confused characters and given
away plot points in the character descriptions of one
of my novels. I simply made the correct adjustments.
Big advantage: As of this writing, you can only email
Kindle Direct Publishing (KDP) with issues about your
Kindle books. But you can actually get an immediate
callback during phone center hours for an issue on a
topic that Author Central handles. I have found the
people who call back quite helpful.
Important: If you are an author and have not yet
claimed your Author Central profile, do this
immediately! Then gradually make your profile more
robust. Your readers will appreciate it.

How Clever Dan Poynter promoted his
multimedia ebook
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The late Dan Poynter wrote a subject line on an
email that caught my attention: "Enhanced
(Multimedia) fiction Ebook.
When I clicked on it and opened the email, there he
was, smiling, in the cockpit of a plane. I couldn’t help
but look out the front window and imagine that I was
sitting there next to him and that we were ready to
take off.
The headline "Dan Poynter Writes New Type of
Fiction" caught my eye, and I kept reading. Here’s
how Dan’s email message promotes the ebook:
• He explains what makes this book different from
the typical fiction ebook.
“Books, especially fiction, have been straight text for
hundreds of years. In the early days of books, if
there was an illustration, it was a drawing or
photograph in the frontispiece. Offset printing made
it easy to add illustrations but fiction didn’t change.
The Internet made it easy to add videos but fiction
didn’t change. Maps anchor the text. Pictures show
the locations. Videos bring life to the text.
References verify the scenes, and so on. Fiction is
growing up.
• And then he explains what’s required to read it.
“To take advantage of the illustrative improvements,
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enhanced ebooks must be read on a device connected
to the Internet. With so many people buying Kindles,
iPads, Nooks, and other ereading devices, more and
more readers will be able to enjoy the improvements
in fiction.
• Then, he summarizes the book.
“Tailwinds: Adventures of a Young Aviator,” takes
place in the late 30s and early 40s. It is illustrated
with black-and-white photos that were taken at that
time. There are maps depicting all the places the
young hero visits. Fascinating videos back up
materials and almost all were from the 1940s era.
See the ebook’s description at Tailwinds Website.
• He promotes his expertise by mentioning that he
has pioneered a new type of reading—again.
He offers a coupon code where you can get a free
pre-publication review copy and “permission” to
share it with friends and mention it in your blog or
ezine.
• He gives step-by-step instructions on how to get
the ebook free.
–Go to Tailwinds at Smashwords.
–In the area labeled “Available book reading
formats,” look in the “Full Book” column and buy the
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version to fit your ereader. Click.
–Log into your shopping cart. Click
–In the Coupon code box, enter this code :XY52B
–Then click Update and the cost will revert to 0.00.
–Click on “checkout”
• He explains why the book is free for the next two
months.
“Making the book free, initially, is part of our
promotion plan,” the email says. “To make a work of
fiction go, it has to get read (enjoyed and
reviewed).”
• At the end of the email, he even suggests where
you can review it.
“I hope you like the book and will review it at
Amazon, Smashwords, B&N, and other sites.”
I haven’t downloaded or read the ebook yet, but I
thought this email was enticing and his promotion
very clever. If you’re promoting your own ebook,
even if the book isn’t multimedia, consider borrowing
a few of these ideas from Dan."
If you're promoting your own ebook, even if the
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book isn't multimedia, consider borrowing a few of
these ideas from Dan.

Authors: Why You Shouldn't Respond to
Bad Book Reviews
One of the most powerful tools for marketing your
books is the treasure trove of online book review and
book recommendation sites like Goodreads,
AuthorsDen and Shelfari.
You can create a community of hundreds or even
thousands of raving fans who will examine which
books you’ve placed on your virtual bookshelf.
They’ll discuss, review and recommend your books.
They’ll ask you questions about your characters or
plot lines, and sometimes hang on your every word.
But with the good, comes the bad.
Somebody, somewhere, won’t like what you’ve
written and respond with a bad review that they
believe is completely fair and accurate.
Resist the urge to respond! Here’s why:
If you do, you’ll most likely invite another comment
from the reviewer that’s nastier than the original.
You won’t be able to help yourself. Before long, you
and the reviewer will be in a drawn-out debate that
looks and sounds like sour grapes.
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You’ll come across as too sensitive, unable to accept
criticism, and resentful. Do you really want your
followers to see you that way?
You’ll turn off other potential reviewers because they
might fear that you’ll come back at them with both
guns drawn.
People don’t all like the same things. Go over to
Amazon and look at some of the best-sellers. You’ll
see negative reviews mixed in with reviews that gush
about the book.
You might develop a reputation on blogs and
discussion boards as an author who can’t stand the
heat.
Those public comments might show up when people,
including publishers and journalists, do a Google
search for your name or book title.
Here's what to do instead. Practice acceptance. Know
that you are not alone. And move onto the next
project.
If you’re still angry, walk away from the computer.
Take a walk. Take a nap. Resist the urge to keep
going back to the bad review and reading it again,
hunting for any inaccurate morsel.
Don’t appeal to your fan base and ask them to write
good reviews to “push down” the bad one. Don’t ask
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them to stand up for you in the debate.
As a publicity expert who teaches reputation
management, Joan knows how damaging these
public squabbles can be.

How to Write and Market Your Book
Simultaneously
Mistake #1 Made by Many Authors:
They wait until their books are written to figure out
the target market.
Mistake #2:
They give no thought whatsoever to marketing the
book until it’s printed. How do we know? Because
over the years, several hundred authors have called
Joan for help when they can’t sell their books. The
first question she ask is, “Who’s the target market
for your book?”
Often, this is what she hears: “My Aunt Sally loves
the book and says she thinks everybody should read
it. So I guess the answer to your question is
everybody.”
Dear author, you’re saying, then, that you want your
book to compete with every other book out there?
And you’re tying up, in some cases, several years
writing, rewriting, editing and proofing, yet you have
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no idea who should buy it? And you don’t know how
to craft a specific sales message to a targeted
audience?
You need to force yourself while you’re writing your
book to figure out the many ways you’re going to
market it. By working on the marketing and the
writing simultaneously, you will end up writing a
better book.
By forcing yourself to think about how you’re going
to sell the book, you’ll end up improving the content.
Here's a list of 10 questions you should ask before
writing your book:
1. What is the purpose of your book?
Answer in one sentence only. Don’t put the
emphasis on yourself by explaining why you are
writing it. Instead, put the emphasis on the
reader.
2. Who is your target market for the book?
If you don’t know who you're writing for, then
why are you even writing? Defining your target
market NOW will help you write more clearly
and convincingly because you can write directly
to them, in language they can understand.
3. Why should people in your target market
spend time and money on your book?
Your answer should be short—preferably one
you can recite in fewer than 10 seconds. That’s
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because lots of people will be asking you this
question—publishers, publicists, agents,
business associates, friends, and maybe even
reporters.
4. Can your target market even afford your
book?
People in some target markets don’t read,
period. Others can’t afford to buy books. If
that’s the case, and those people are within your
target market, you will have to come up with
ideas on how to get the books to them.
5. Other than bookstores, how or where can
you sell your book?
The late self-publishing guru Dan Poynter says
bookstores are lousy places to sell books
because your book is competing with thousands
of other books for the buyers’ attention. So
where else or how else can you sell the book? If
this question stumps you, you need to research
your target market. What media do they read,
watch or listen to? What professional
associations or clubs do they belong to? What
newsletters do they subscribe to? What are their
hobbies?
6. In what areas are you an expert, and are
those areas directly related to the topic of
your book?
Expertise builds credibility, something that’s
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imperative when it comes to marketing your book.
7. If you are not an expert in your topic, what
must you do to become an expert?
The White Paper "The Expertise Imperative,"
written for professional speakers who have a
wide variety of occupations, explains what
expertise is. You can access the White Paper by
cutting and pasting this URL into a browser
window:
https://www.alanweiss.com/styles/pdf/expertise
_imperative_white_paper.pdf
8. What spin-off products and services can
you create that tie into the book?
If you don’t care about making money from your
book, skip this question. If you want to make as
much money as possible, you must start
thinking about all the spin-off products you can
create after the book is written. Those include
ebooks, special reports, CDs and DVDs, tips
booklets, seminars, mentoring programs,
telephone consulting, workbooks, board games,
wall calendars, greeting cards, coffee mugs,
etc.
9 . If you want to make money, would you be
better off repackaging the information into
informational products like those
mentioned above and forgetting about the
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book?
Publishing a book is expensive. Information
products such as electronic special reports, on
the other hand, can be created for next to
nothing. If you already have a big mailing list of
qualified customers, or an email list of people
who will allow you to market to them, you might
want to forget about a book and concentrate
only on other products.
10. How much do you know about how to
generate publicity for your book?
If you don’t know the ropes, start learning NOW.
Sign up for Joan's free ezine, The Publicity
Hound's Tips of the Week," at
http://www.PublicityHound.com. Don’t wait until
after the book is written to learn how to publicize
it.
Note: If you have a publisher, knowing this
information is still important because your
publicist will be with you for about six months,
then you’re on your own.
Authors must consider many more things before they
write, but these questions are a good place to start.
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Chapter 20: Publicity Tips for
Consultants
If you’re front and center at most of the important
networking breakfasts in your community, but you
think writing a White Paper to establish your
expertise as a consultant is too much trouble, keep
reading.
If you’re the ultimate schmoozer and really know
how to work a room, but you’re clueless about how
to work the media in your trade industry, pay
attention.
Perhaps your consulting business is slowly chugging
along, just waiting for the next piece of referral
business, but you aren’t doing anything proactive to
let people know how you can help them solve their
problems.
If this sounds like you, it’s time to start employing a
variety of marketing and publicity tactics designed to
establish your expertise, enhance your credibility and
bring you more clients. We have used many of these
tips in our consulting businesses and borrowed the
rest from other consultants. Cherry-pick from the list
to create a marketing and publicity strategy that
works best for you.
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Strategic Alliances
Make an informal agreement with other noncompeting consultants in your community or your
industry to refer the media to each other when
appropriate. Reporters often want multiple-source
stories and will appreciate the referral. It will help
position you as a source, and will mean more
publicity for all of you.
Form Consortiums
Team with other non-competing consultants to form
a consortium. Even though you all own your own
businesses, you can market yourselves as a
consulting group, thus offering a greater array of
services than if you marketed on your own.
Publicize Your Clients
Don’t be shy about seeking publicity for your clients
while you also are publicizing yourself. With their
permission, include them in White Papers you are
writing. Pitch success stories about them to
reporters. Write about them in your blog, and let
other bloggers know about them, too.
Promote Your Expertise
Become an expert in a topic and then promote your
expertise. Include the word “expert” in everything
you do—on your marketing materials, in your
voicemail message, and at your website.
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If you are not an expert, do the intense research
necessary to become one. Read the excellent White
Paper titled “The Expertise Imperative” published by
the National Speakers Association. You can access it
by cutting and pasting this URL into a browser
window:
https://www.alanweiss.com/styles/pdf/expertise_im
perative_white_paper.pdf. It explains the various
levels of expertise. It also explains that expertise
isn’t necessarily about what you know. It’s also
about what you do.
Use an Email Signature
Put an automatic signature at the end of every email
message you send. Call yourself a consultant, or an
expert, or any other word that lets people know how
you can help them.
Keep in Touch with Journalists
Let local, national and trade publication reporters
know about trends you are seeing among your
clients. Reporters always want to know about new
trends. If they are interested in your tip, they will
probably quote you.
Give Away Free Advice
Invite reporters to call on you whenever they need
background, commentary or story ideas. Tell them
that if they need information you cannot provide,
you will do everything possible to put them in touch
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with the right people.
promise.

Follow through on your

…And Keep Giving It Away
Send a direct-mail piece with free tips about a
problem your clients are facing to current clients and
hot prospects. Include reporters on your mailing list.
Publish an Ezine
An electronic newsletter is one of the quickest ways
to attract a loyal following of people who are in a
position to buy your products and services.
Dovetail the “pull traffic” power of a blog with the
“push out a message” power of an ezine. Joan and
Tom use blogs and ezines together.
Sponsor Teleseminars
A seminar presented via telephone is a quick, easy,
inexpensive way to gain a loyal following. You can
record the seminar and sell it as a product afterward.
Create a Tips Booklet
An informational tips booklet, which you can sell as a
product or give away, can be a wonderful revenue
stream and really establish you as an expert, and
you can make fabulous money by selling them in
bulk. Everything you need to know about tips
booklets can be found at Paulette Ensign’s excellent
site at http://tipsbooklets.com/

How to be a Kick-butt Publicity Hound
By Joan Stewart and Tom Antion
JStewart@PublicityHound.com Orders@Antion.com
Page 340

Speak, Speak, Speak
Get onto the speaking circuit. Start with your local
chambers of commerce and any other reputable
business group. Offer to give a luncheon
presentation or a short workshop on a topic in which
you are an expert. An excellent place to find groups
in your community that might want to hear you is
MeetUp.com at http://www.MeetUp.com.
Publicize It
Work with business groups in publicizing your
speaking engagements. Offer to write your own copy
for the brochure.
Teach Classes
Teaching a class at the local college, or through the
adult education program, can bring you fabulous
publicity. Local newspapers are often looking for
unusual angles to report. Create one, and you might
get a story.
Invite Reporters
Invite local reporters to your presentations.
Summarize Your Speeches
After you’ve done a speaking engagement, offer a
10-point summary of the key points to the group’s
newsletter editor. This is a great way to get in front
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of the same audience a second time, as well as in
front of those who missed you the first time around.
Your Speaking Schedule
Post your speaking schedule at your website, or in
your ezine.
Invite Questions
During a speaking engagement, encourage audience
members to call or email you after your workshop is
over, if they ever need help. Some of them will turn
into consulting clients.
Have a Quality Photo
Keep on hand several good-quality professional
photos of you. Always offer your photo when a
reporter contacts you. Make your photos available in
a variety of formats such as TIF and JPEG at your
website, preferably in your online Press Room.
Write Opinion Pieces
Write opinion columns and letters to the editor for
newspapers, magazines, trade journals and other
publications that your target audience reads.
Encourage Phone Calls
If the publication allows it, include at the end of your
opinion piece information on how readers can
contact you for something else you are giving away,
like a list of tips on your area of expertise. Then
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enter this contact information in your database and
use it in your marketing campaign.
Create a Great Website
Give away lots of free advice at your website.
Include a Media Room where reporters can visit if
they want to learn more about you.
Post Ezines at Your Website
If you publish an ezine, post it at your website. Add a
function that allows visitors to search your ezine by
topic. The archives for Joan's ezine, "The Publicity
Hound's Tips of the Week," is at
http://archive.aweber.com/pubhound_01
Pro Bono Work
Do pro bono work in your community. Choosing the
right high-profile groups can put you in touch with
high-level decision-makers who might hire you to do
consulting projects for them.
White Papers
Write a White Paper that focuses on a topic related
to your consulting work. Include new insights. Load
it with statistics. Make it comprehensive or perhaps
controversial. Be objective. Interview industry
leaders about the topic and include them in the
report.
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Offer Testimonials
Offer testimonials to people whose products and
services you love. Offer your photo, too. You might
be featured in their paid advertising. Ask them to
always refer to you as a consultant, so people know
what you do.
Write a Book
A book can help your credibility skyrocket, even if it
is self-published. Three excellent websites for selfpublishers are the Small Publishers Association of
North America at http://www.spannet.org, book
marketing guru John Kremer’s site at
http://www.bookmarket.com. Both have excellent
free ezines you should subscribe to if you are
considering writing a book.
Trade Shows
If you can’t afford to set up a booth at a trade show,
attend anyway and find the reporters who are
covering the show. Visit the press room, introduce
yourself, tell reporters how you can help them, and
invite them to call on you later if they need
background or story ideas.
Use Reprints
Reprint articles written by and about you. Send them
to your current clients and to hot prospects. Hand
them out at your public speaking engagements,
include them in your handouts and workbooks, and
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send them to anyone else who is in a position to hire
you.
Record a TV Show
Check with your local cable TV station to see if you
can record your own program, or a series of
programs, on your community access channel. You
can offer copies as freebies to people who might be
in a position to hire you.
Send Press Releases
Write and send press releases every time you get a
new client, do pro bono work, win an award, attend
a trade show or do anything else significant in your
consulting business.
Create a Press Kit
A press kit is a collection of information you make
available to media people after they have expressed
an interest in covering you. Press kits can include a
professional profile, photos, tip sheets, a list of
clients and significant projects, free advice and
anything else that will help reporters understand
your industry. This information should be available in
your online press room.
Start Blogging
Blogs are a great way to establish yourself as an
expert in a particular topic, make it easy for people
to find you through the search engines and attract a
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loyal following.
Guest Blog
Offer to write guest blog posts for bloggers who
reach the same audiences you do and that have a lot
of traffic.
Answer Questions on Quora.com
Quora.com, the giant question-and-answer site, is a
fabulous place to promote your expertise. You can
follow Joan and read all the answers she has
contributed at
http://www.quora.com/Joan-Stewart-1
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Chapter 21: How to Become a
Celebrity
Tony Robbins. Jack Canfield and Mark Victor
Hanson. John Grisham. And, yes, Kim
Kardashian.
Those are some of the names you might think of
when you hear the word celebrity. How do you know
when you have achieved it?
• When people start saying to you, “I see your
name everywhere!”
• When they start buying your book so fast it’s
difficult to keep up with the orders.
• When you are asked to write articles and give
speeches.
• When industries seek you out to be their
spokesperson.
• When you have your own holiday.
• When you become such a valuable news source
that the media keep calling you again and again.
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Here are a variety of tips designed to get
you on your way to instant name
recognition:
Write—and Keep on Writing
For instant credibility, get published everywhere you
can. Syndicate your own content by blogging and
offering an RSS feed so that anyone can subscribe to
it, for free. Use traditional techniques by writing
letters to the editor of your weekly newspaper and
how-to articles for trade publications your customers
read. Write advice articles for national magazines
and commentary pieces. Write White Papers that can
generate publicity because they focus on timely or
controversial topics that tie into your area of
expertise.
Whether you publish electronically or in print, one of
the advantages of having articles by and about you
is the long shelf life of magazines, for instance and
an even longer shelf life for articles that appear
online. If the articles appear online, they might stay
there forever. Another advantage is that with a little
editing here and there, you can recycle your articles
over and over again for even more publicity.
If you’re strapped for time, hire a freelancer. A good
freelancer can interview you over the telephone or in
person. Then using your ideas and terminology, the
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writer can produce interesting, compelling articles and
White Papers under your name.
Make Photos Available
If you expect to be a celebrity, you must have at
least one and preferably several good-quality
professional photos for whoever needs them, usually
the media. A standard above-the-shoulders shot is
the absolute minimum. Many photographers also
take “environmental portraits” or “storytelling
portraits” that show you with “props” related to your
business or hobby, such as a set of blueprints for an
architect or an old toy collection for an antique lover.
How about a photo of you with something that ties
into the topic of your ebook?
Post all your available photos at your website,
preferably in your online press room. Make them
available in every type of format possible, TIF, EPS,
JPEG, scanned at 300 dots per inch. Also,
experiment with Instagram, the app that lets you
give your photos a funky, vintage look. Don't use
Instagram photos for your professional photo, but
you could use it for other parts of your publicity
campaign. See Joan's blog post on this topic at
http://publicityhound.com/?p=13007
Publish White Papers
Otherwise known as an industry report, a White
Paper provides new, timely information on some
aspect of an industry. It can be written after you
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have taken a survey, interviewed a variety of experts
on a particular topic, or simply unveiled new
research. A White Paper can be 10 to 15 pages and
include a few pie graphs or bar charts. It includes
direct quotes from people you have interviewed.
Do Public Speaking
Joan and Tom started their speaking careers by
speaking frequently to local business groups such as
the chamber of commerce, which typically sends
hundreds and sometimes thousands of brochures,
with their photos, to its members. It isn’t unusual to
get a few calls from people who see the brochures
but cannot come to the presentation and instead
offer us a consulting job or go directly to our
websites and order our products. Even though they
have never heard us speak, the fact that we were
booked to give a speech by a reputable business
group was good enough for them.
If you’ve never spoken in front of a group, start
small. Call program chairs at local organizations such
as Rotary, the Chamber of Commerce, social clubs,
or any audience that wants to hear what you have to
say. Check your local newspaper for listings of
groups that have speakers. Then call the contact
number and ask if they are interested in your topic.
If you have never spoken publicly, or if you would
like to hone your speaking skills, join Toastmasters,
an excellent organization that teaches platform skills.
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The National Speakers Association (NSA) has
chapters in many states and consists of speakers
from a wide variety of disciplines. Some are full-time
speakers. Others are consultants, trainers,
entertainers and motivational speakers. Learn more
about NSA at http://www.nsaspeaker.org. Joan and
Tom, both past presidents of local chapters, are big
fans of NSA.
Create Other Products
One of the best ways to start creating your own
brand and celebrity status, regardless of your
industry, is with information products that tie into
your book, presentations or areas of expertise.
These include CDs, DVDs, newsletters, workbooks
and booklets—all excellent ways for you to spread
your name throughout an industry, generate
revenue, establish credibility and garner publicity.
After being turned down by dozens of publishers, all
it took was one Chicken Soup book for Jack
Canfield and Mark Victor Hansen to be well on their
way to producing a wildly successful series of books
on the same theme.
Products open doors for you that you might never
have imagined. And open doors can lead to publicity
and recognition.
Sub-Brand What You Do
Marketing strategist Thomas Winninger, who wrote
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the book Price Wars, believes strongly that anyone
hoping to achieve celebrity status must “sub brand”
what they do.
Thom says: “Ray Kroc, founder of McDonald’s, didn’t
say, ‘Come for a sack lunch at McDonald’s.’ He said,
‘Come for a Happy Meal.’ The celebrities in any
industry own the terminology. They hone the
terminology. They change the terminology. Don’t call
it what everybody else calls it.”
The phrase “It’s a good thing,” coined by Martha
Stewart, is repeated time and again on her TV show,
in her magazine and in TV commercials.
Build a Classy Website
It’s expected that every celebrity should have an
interesting website. You don’t have to spend a
fortune for it. But the site should convey your
celebrity appeal, or at least give the impression that
you’re a celebrity. Here are ways to do that:
• If you’re on the speaking circuit, offer a place
where visitors can review your “speaking tour,”
complete with names of groups you are
speaking to, the topic, dates, and contact
information.
• Post articles written by and about you.
• Include an attractive photo of yourself on your
How to be a Kick-butt Publicity Hound
By Joan Stewart and Tom Antion
JStewart@PublicityHound.com Orders@Antion.com
Page 352

home page. Don’t make visitors hunt for it.
• Use testimonials from clients, customers,
audiences that have loved your speeches,
readers who adore your books, or anyone else
who can speak to your expertise.
• Offer lots of free advice. After all, you’re the
expert.
• Start a simple electronic newsletter or tip of the
week, and ask visitors to your site if they would
like to sign up for it.
To find out all you need to do to market yourself
electronically, you can learn from Tom’s many
multimedia products and live seminars on the topic.
Check out the following resources:
Tom’s live seminar that’s sweeping the nation
Internet Marketing Butt Camp. Learn to make
money and create celebrity status while sitting
at home on your rear end. For the latest seminar
schedule visit http://www.antion.com/buttcamp.htm
Click: The Ultimate Guide to Electronic
Marketing for Speakers, Authors, Consultants
and Coaches http://www.antion.com/click.htm
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Butt Camp on CD Tom’s special multimedia CD for
Windows Computers
http://www.antion.com/buttcampcd.htm
Tom’s FREE E-book How to Pick a Shopping Cart
System that Makes You Money
http://www.public-speaking.org/ebook.htm
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Chapter 22: Press Kits on a
Shoestring
A press kit, also known as a media kit, is a collection
of information that helps the media or anyone else
learn more about you.
What goes into the kit is determined by who you are
sending it to and what you want them to know.
The vast majority of the time, journalists and others
will want to use the press kit available at your
website. But you may need a printed kit, particularly
if you are publicizing a book.
We recommend that you have an entire “wardrobe”
of marketing materials that you can mix and match
in your media kit, depending on who gets them—a
reporter or a potential client.
The basics include:
• Press releases
• Your bio
• History of your company
• Reprints of articles by and about you
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• Fact sheets
• Photos
• Business card
• A list of where people can find you on the social
media sites
Optional items include:
• Q & A Sheet
• Calendar of events
• Industry definitions
• Product sheet and price list
• Timeline of an event
• Tips sheet (“10 tips on how to…”)
• White Papers
• Your brochure
• Product sample
• Chronology

How to be a Kick-butt Publicity Hound
By Joan Stewart and Tom Antion
JStewart@PublicityHound.com Orders@Antion.com
Page 356

• Position papers
• Previous media contacts
How NOT to Use Press Kits
The biggest mistake people make with press kits is
sending the printed kits unsolicited to the media,
sometimes via expensive overnight courier. Media
people throw away thousands of kits from companies
they have no interest in covering. Offer a press kit
only if the media has expressed an interest in
knowing more about you, or if they have already
called you for an interview.
Don’t use the press kit as a “carrot” to try to entice
the media, particularly media people you don’t know.
They simply don’t have the time to wade through all
that information. A succinct telephone call or a wellworded pitch letter should serve as the “carrot.” If
they bite and want an interview, then offer your
press kit.
Many companies have elaborate printed kits with
gold-embossed folders on expensive stock. If you
have a smaller budget, or no budget, you can still
produce a good-looking, well-written media kit for
next to nothing.
More Tips for Press Kits
• Your press kit should be available online, at your
website, preferably under a navigational button
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called “Press Room” at your website.
• If you cannot afford fancy packaging for a
printed press kit, buy folders in your company
colors at an office supply store, and attach a
sticker with your name and logo on the front. Or
staple your business card to the front.
• If you cannot write, or you don’t have the time,
hire a freelance writer.
• Unless the media requests faster delivery, send
your press kit by first-class or Priority Mail.
• If you’re using a printed press kit, every piece of
material in your media kit, other than your
brochures and special marketing pieces, should
be printed on your letterhead.
• Include your website URL somewhere in the
media kit.
No More Boring Bios
Inside most press kits is The Boring Bio. You know
what it looks like. Perhaps you’re even guilty of
writing one. All boring bios pretty much sound alike.
Some list in reverse chronological order every
significant career change. They list colleges attended
and degrees received. Sometimes they end with a
list of family members and hobbies. Seldom do they
ever give you a glimpse into what the person is
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actually like.
BL Ochman, president of
http://www.whatsnextonline.com a full-service
marketing agency that builds global traffic and sales
for Internet businesses, believes that most bios are
the driest, dreariest and dullest tomes ever written.
Because reporters might judge you on the quality of
your bio, she says, you need to tell people what
makes you tick.
If you’re writing your own bio for your press kit, or if
you’re a PR pro who is writing someone else’s, she
suggests you ask the subject of the bio the following
questions. The answers might reveal interesting
information that can be used within the bio.
• Has your life had one big turning point?
• What do you do for fun?
• What goal would you go for if you were
guaranteed not to fail?
• Do you usually push yourself to the limit, or are
you laid back?
• What message would you like to find in a
fortune cookie?
• What do people find out about you only after
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knowing you for a long time?
• What do you do really well that might surprise
people?
• What part of your life has been the happiest?
• What’s most important in a friend?
• If you could be a kid again for just one day, how
would you spend the time?
• What gives you the biggest charge from life—the
most satisfaction?
• If you could make a wish for any person except
you, who would get it, and what would you
wish?
You can probably add your own questions to that list.
The point is, spruce up your bio with as much
personal information as possible—the type of stuff
that will catch a reporter’s attention and possibly
become the lead of a news story about you.
You can listen to a power-packed replay of a webinar
I hosted with Nancy Juetten, "The Bio doc." She
explains "How to Say 'Bye-Bye' to Your Boring Bio
and Get Read for Opportunity Now." You can access
it for free at
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http://www.authenticvisibility.com/joanstewa
rt/replay/
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Chapter 23: Photos & Graphics
Too often, photos are an afterthought. Yet colorful,
compelling professional photos might be the deciding
factor as to whether a story about you shows up on
the front page of your local newspaper, which needs
color photos every day, or is dumped back on Page
20.
You must make it as easy as possible for the media
to get and take good photos of you, your products,
your events and anything else that will help illustrate
a story. And don't forget about bloggers. They want
good images, too.

The Bare Minimum
The minimum basic requirement is a color, abovethe-shoulders professional business portrait, taken in
a photo studio. Offer your digital photo, scanned at
300 dots per inch, to reporters when they interview
you. Place them in the Press Room at your website.
Use your professional photo as the avatar at social
media sites like Twitter.
Also consider having a few environmental shots
taken by a professional photographer. If you are a
cookbook author, for example, you can be
photographed at a farmer’s market, or in your
kitchen. These photos are often used by smaller
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newspapers such as weeklies, which don’t have big
photo staffs. Offer these too in digital format.

Your Professional Photo
Here are tips to keep in mind when you’re having
your photo taken at a studio:
Hair:
• Wear your usual hairstyle. Don’t try anything
new.
• Make sure your hair is styled the way you want
it before you arrive at the studio.
• Have hair cut one to two weeks before your
photo session.
• Examine hair carefully after each clothing
change.
• Avoid “five o’clock shadow.” If you have a heavy
or dark beard, schedule an early morning
portrait appointment or make time to shave just
prior to your session. Even several hours’
growth can be evident in a photo and cannot be
removed by retouching.
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Glasses:
• If you wear glasses, borrow a set of blank
frames without the lenses from your eye doctor.
This will eliminate reflection and distortion
problems.
Clothing:
• Select colors for your clothing that look best on
you. Colors must complement your skin tone.
• Avoid high-neck clothing that obscures your
neck.
• Avoid sleeveless clothing.
• It’s risky to wear prints that draw attention
away from your face. When in doubt, be safe
with solids.
Makeup:
• Pay special attention to your eyes. That’s what
people see first.
• Eye shadow adds depth. Avoid iridescent colors.
Stick to neutral.
• A dark tan will make your face look oily.
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• Blush will give your face more contour and adds
color to your skin.
• Powder reduces sheen and helps eliminate shiny
foreheads and noses.
Tom adds one tip that he sticks by religiously. He
negotiates with the photographer up front so that he
owns the negatives. This can save you a fortune over
the lifetime of a photo. If you own the negative, you
can get reprints really inexpensively. You can expect
the photographer to balk at this because they want
to make big money on the reprints. If they do, find
another photographer. Today, this isn't as much as
an issue as it used to be, now that we use digital
photos almost exclusively. Still, it never hurts to
insist on this.

How to Contact the Photo Desk
You’re planning a fun event that ties into your new
book, or perhaps you’re planning something
spectacular at your next speaking engagement.
Press releases have already been sent, a few feature
articles have been written about it, and the event is
only three days away. Smart Publicity Hounds want
even MORE coverage to draw those last-minute
attendees. This is a chance to pitch an idea for a
photo of you doing something fun to prepare for the
event.
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Too many people forget about the photo desk at
newspapers. Photographers are under tremendous
pressure to come up with news and feature photos
that aren’t accompanied by a story, so they need
plenty of ideas. Otherwise, on a slow news day, they
often end up with the cliché kids-in-the-park photos.
So how do you pitch an idea about a photo?
Follow these tips:
• Call the publication and ask for the photo desk.
Usually, a staff photographer will answer. Simply
tell them you have an idea for a photo and
explain what it is.
• Offer descriptive details.
• The more colorful the event, the better.
• Give an exact address and be prepared to email
the photographer with directions on how to get
to the place the photo should be taken.
• Try to give photographers a 2- or 3-hour
window. Asking them to arrive between 3 and
3:10 p.m. means they might miss the shot if
they are delayed at an earlier assignment.
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• Give the photographer the correct spelling and
titles of people who they photograph, preferably
in writing.
• Suggest photo ideas that tie in with national
anniversaries and holidays.
• Finally, don’t forget to smile!

7 Things Photographers Hate
Here are seven things that irk newspaper and
magazine photographers. Keep this in mind the next
time they come to take your photo.
• Bossy people who demand that other people be
included in the photo, so there won’t be hurt
feelings.
• Know-it-all photo subjects who think they know
the correct angles, lighting and backdrops.
• People who ask if the photographer can send
them the digital photo—for free. Call the
publication and order it yourself, and expect to
pay.
• Not giving the photographer enough time to
take a photo. If you can’t give them the time
they need, ask if they can reschedule.
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• Public relations people who act like bodyguards
and refuse to let the photographer talk one-onone with the photo subject.
• Inconsiderate people who leave the
photographer waiting for half an hour.
• People who think they have the right to choose
which photo gets published. Leave this decision
to the photographer and photo editor.

No More “Grip and Grin” Photos
Check-passings. Ribbon-cuttings. Ground-breakings.
All are staged media events with no other purpose
than to produce photos—most of which all look alike.
People in the news business refer to these as “grip
and grin” shots. Surely you’ve seen them. They
usually show two people standing next to each other
shaking hands, flashing uncomfortable grins and
staring straight into the camera. Those photos are
boring, and you shouldn’t be asking the media to
take them.
Here are alternatives to all of the above:
Rather than a photo of someone passing a corny 2by-4-foot check, show readers what the money is
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being used for. New hospital equipment? How about
suggesting a photo of a lab technician testing the first
patient? Be sure to get the necessary permission slips
signed.
Instead of a ribbon-cutting photo at a bank with
those giant cardboard scissors, suggest a photo of a
bank teller conducting the first customer
transaction—or any transaction.
No more foot-on-the-shovel photos at
groundbreakings. Instead, offer an attractive
architect’s rendering of the new building. Or suggest
a profile photo and a feature story about a key
player who was instrumental in pushing the project
forward.
Giving an award? If someone is named Small
Business Person of the Year, for example, suggest
that the newspaper photograph the winner making
the product, waiting on customers or doing
something else related to their job—anything except
gripping and grinning.

Use Photo “Ops”
Let local media know when there’s a photo
opportunity that doesn’t necessarily warrant a story.
These are known as “photo ops.” Simply email
information about the event to the attention of the
photo desk. Don’t forget to send the same
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information to assignment editors at TV stations.
Instead of writing it in press release format, you can
save yourself some time by simply listing who, what,
when, where, why and providing a few details on
what the media will see when they will get there. Be
sure to include a contact name and phone number in
case the media want to call you to learn more about
the event.
Many media outlets, including TV stations, let people
upload photos and video to their websites. It's
questionable exactly how much traffic these sites
get, but it's one more opportunity to get your photo,
and photos of your events, in front of more people.
More Photo Tips
• If you’re having a new photo taken, like a
professional business photo, send it to media
outlets that have your outdated photo on
file.When you make arrangements for a media
photographer to cover an event, it’s always a
good idea to give the photographer your cell
phone number—then carry the phone with you
at the event. Photographers often are delayed
because of earlier assignments. Sometimes they
need to reschedule or may even get lost on the
way to your event. Be sure they can get in touch
with you in an emergency.
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Another important part of using photos in a publicity
campaign is taking advantage of the many photosharing sites.

Infographics
Joan loves researching a variety of free and
inexpensive programs and apps that allow you make
infographics you can use in a PR campaign, at your
website, in marketing materials, to share on the
social media sites, or just for fun.
The popularity of infographics has exploded since
this book was last updated. If you’re on Pinterest,
you’re probably noticing all the really cool
infographics, from the big, fancy ones that cost
several thousand dollars and are created by big PR
firms to the sticky notes that include pithy sayings
and quotes.
Here are a few free or inexpensive tools you can
use to create infographics for a PR campaign or for
your blog or website. Joan has experimented with
all of them (and she isn't a techie):
• Wordle.net at http://www.Wordle.net to create a
word cloud, what you often see at blogs to show
you at a glance which topics are discussed at the
blog most often.
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• Easel.ly at http://www.easel.ly/, a free tool that,
as of this writing, was still in beta. Choose from
about a dozen very attractive templates, or
upgrade to a paid account and choose from
more templates. When Joan used this, it was
buggy, but their responsive email support was
very helpful.
• Piktochart.com at http://www.Piktochart.com
lets you create big, bold attractive graphics.
Everything is drag and drop.
• Hubspot offer a free template on how to easily
create a three types of infographics in
PowerPoint: a step-by-step infographic, an
informational infographic and a data-packed
infographics. You can opt in for your free
templates at http://www.hubspot.com/freetemplate-easily-create-infographics-inpowerpoint/
There are more, and Joan explained her favorites
during the webinar "How to Easily Create Free or
Inexpensive Infographics." Learn how to access
the video replay at
http://publicityhound.com/shop/?p=653.
You can read more about photos in Chapter 35, on
Pinterest, and in Chapter 36, on other photo-sharing
sites.
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Chapter 24: Off-the-Beaten-Path
Ideas
Give Away Your Books on Airplanes
Tom carries three of his books for each leg of his
journey. Whoever sits next to him, or anywhere near
him, and looks like a business person, gets a copy of
Wake ‘Em up Business Presentations which
explains how to use humor and other professional
techniques to create alarmingly good business
presentations. Before long, he’s doing a book signing
in the aisle and people are asking for his card.
One time on Southwest, he got hired for an Arizona
association meeting before the plane landed. Another
time, again on Southwest, he sat next to Wynona
Judd and she asked him for information on his
speaking and coaching services.
On a first-class upgrade on United, he sat next to a
guy who is president and CEO of a $150 million
company. By the time they landed, Tom was invited
to his home. The CEO personally introduced Tom to
the VP of all seven of his divisions. They made plans
to get together again in several months.
Don’t have a book? Make a CD or DVD to give out,
an informational tips booklet, or hand out other
samples of your product, and follow up later.
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Who knows? On your next flight, a reporter or TV
producer might be seated next to you.

Help from the Census Bureau
Here’s a clever way to find out what will make the
news a few weeks before it actually happens. The
U.S. Census Bureau regularly issues press releases
on demographics and population trends that may be
helpful to your publicity campaign. This information
typically receives extensive coverage locally and
nationally.
Once a month, they also send a preview release of
upcoming statistics they expect to be releasing. The
preview release will give you an idea of what will be
making news in the next month or so, and you can
decide if there are any promotional tie-ins for you.
Read dozens of recent news releases at the Census
Bureau’s web site at
https://www.census.gov/newsroom.html

Vanity License Plates
In Cincinnati, Ohio, a doll store owner has DOLL 4U
on her Ohio plates. Entrepreneur Bob Schlaf has
N3PNUR on his Hawaiian plates. Chris Ferro, owner
of Pen-Den Marketing in Illinois, has the simple and
practical PEN DEN on his plates. Debra J. Schmidt, a
professional speaker who calls herself “America’s
Loyalty Ambassador,” has LOYALTY on her plates.
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You can take the same approach and put your last
name, company names and occupation on your
license plate.

Lapel Pins
Realtor Dave Delahunt of Milwaukee, Wisconsin got a
listing on a house valued at more than $1 million
after someone saw his hot-air balloon pin, the official
logo of RE/MAX Realty, and asked him about it.
Joan is a member of the National Speakers
Association and when she wore the NSA pin in the
shape of a gold microphone, people would often ask,
“Are you in radio?” It’s the perfect chance to tell
them about her speaking business.

Mingle with the Media
If you’re in a business group or service club that’s
hosting someone from the media, either as a guest
speaker as a visitor, be sure to attend the event. It
can be a great chance to get a few minutes of
personal time with the publisher, editor, reporter or
news director.
But don’t just show up. Try to sit next to the media
person. Make small talk. Exchange business cards.
Ask if you can make a follow-up phone call to talk
about ways they can use you as a resource. Do not,
under any circumstances, ask them for a story. If
they are interested, they’ll call.
How to be a Kick-butt Publicity Hound
By Joan Stewart and Tom Antion
JStewart@PublicityHound.com Orders@Antion.com
Page 375

Reach the Collegiate Press
Don’t forget all those college newspapers if you have
a press release, opinion column, letter to the editor
or story idea that will help you sell more products
and services, or promote your favorite cause or issue
on college campuses. Here are two sources to help
you.

Alternative Weeklies
They used to be called "underground" newspapers.
They typically cover cultural arts and entertainment,
current events, politics and lifestyles. If your issue or
event is tied to an activist topic, this could be the
ideal place for your news release, letter to the editor
or opinion column, or a blog at their website. You'll
find contact info for more than 115 newspapers in
the U.S. and Canada at http://www.aan.org

Chamber of Commerce Newsletters
If you're a member of your local chamber, ask if they
need advice articles for their newsletter. Then write a
helpful article that offers lots of free tips on how
business people can solve a particular problem.
Include contact information in the last paragraph so
people know where they can find you.

Chamber of Commerce Ambassadors
You see them everywhere—in your local weekly
newspaper and on the nightly news. They’re
your local Chamber of Commerce
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“ambassadors” who show up at ribbon-cuttings for
local businesses, open houses, parades, awards
ceremonies and other events where the chamnber
must be represented.
They’re no dummies. They know that these events
typically get lots of local media attention. The local
jeweler who might never have received much
publicity for his jewelry store, or the local Realtor
who can’t figure out how to get a story about her
real estate company onto TV, can still get massive
exposure in their goodwill role.

Cable TV Calendars
If you're sponsoring an event, send a press release
to your local cable TV station for broadcast in the
calendar listings on its public access channel.

Scrolling Signs
Contact businesses that have scrolling electronic
signs and ask them to publicize your events. Banks
often have these signs and love to promote
community events.

Use Testimonials
If you advertise offline on radio or TV, in newspapers
or magazines, or online at websites, and you love
the results, be sure to let your advertising sales
representative know you would be willing to be
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featured in a testimonial ad. Newspapers frequently
print testimonials from people such as real estate
agents who are shown saying, "I sold more than $1
million in property thanks to my ads in The Daily
Tattler.” In fact, why not use this same idea for any
company whose products and services you love? Ask
if you can extol their virtues in their print, broadcast
or online ads.

Trade Show Tip
Establish relationships with reporters at trade
publications hundreds of miles away by feeding them
story ideas. Ask them what trade shows they are
planning to attend. Then make sure you attend at
least one to meet them in person.

Advertise on Keys
Advertise your company at conventions by making
arrangements with the hotel to have your company's
business card imprinted on the plastic hotel room
keys given to all attendees. Who knows? A reporter
covering the convention might be intrigued enough
to call you for an interview. Or another attendee
might contact you to do a joint venture project.

Invite TV Anchors to Emcee
This is about as close as you can get to guaranteed
TV coverage for your event. Invite a local TV anchor
to emcee it. If you can't get an anchor, ask the
often-forgotten meteorologist.
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TV stations love placing their on-air stars at these
events because it shows they're involved in the
community. And smart Publicity Hounds work
opportunities like this into their 12-month media
plan.
We've seen some pretty lame events covered on the
10 o'clock news on Saturday night. Not because
they deserved the air time, but because somebody
from the station served as an emcee or judge.
Many local stations ask you to complete a request
form that you can find at their website. If you can't
find a form, call the station and ask for the
community affairs director.

Publicity at Trade Shows
The next time you go to a trade show as a speaker,
vendor or just to walk the floor, look for all the
publicity opportunities right under your nose.
Bigger shows often have a press room where
reporters and bloggers can write and file stories.
You won't be allowed inside, but you can hang
around near the door and introduce yourself to
journalists coming and going.
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If you're exhibiting, you have even more
opportunities for publicity. The real work begins
eight to 10 weeks before the show, when you ask
the show's PR staff for a preregistered media list.
Contact reporters and bloggers relevant to your
industry and ask to make an appointment with them
at the show to introduce them to your new product
or service, or just for a getting-to- know-you
session. Their schedules fill up quickly.
You can access a free White Paper from Business
Wire that serves as a checklist for the many other
things you need to do before, during and after the
show. Download it at
businesswire.com/white-paper

Create an Experts Directory
When Joan worked as a reporter and needed
comment from a knowledgeable source on deadline,
even on the most esoteric topic, she frequently
consulted the stack of experts directories piled on
her desk. Colleges publish them regularly and, as a
result, get lots of free publicity. So can you. The
directories are resource books that list names of
experts within your organization, their areas of
expertise and contact information. You should also
include links for their social media profiles in case
journalists or bloggers want to follow them.
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People listed have consented to the use of their
names and understand they may be called upon to
deliver facts or opinions for breaking news stories,
features, trends and scientific developments. The
directories needn't be fancy or expensive. They can
consist of several pages with a heavy paper stock
cover, stapled or spiral-bound. Update the directories
regularly, and make them available at your website,
too. Mail them to appropriate beat reporters and post
them at your website. Or place the directory on a CD
and mail to your media contacts.

Promote to Callers “On Hold”
Here are six ways to entice the media, or anyone
else, simply be using a pre-recorded message on
your voicemail:
• Record helpful tips related to your product.
• Let your callers know about current sales or
special offers.
• Public speakers can offer a short segment from
one of their presentations.
• Record a joke of the day or a quote of the day.
• Describe new products or services you will be
offering.
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• Give callers your website URL and tell them
about a free article at your site.

Congratulate Journalists, Bloggers
Keep your eyes open for announcements of industry
awards won by TV or radio stations, newspapers,
magazines, trade publications, and bloggers. Then
send a short “congratulations” note to your media
contacts via snail-mail. Many media people love
receiving these awards. Recognizing their
accomplishments is a nice way to start building a
relationship with someone you’d like to get to know
better. But don’t gush. Or you’ll sound like you’re
brown-nosing.
If you see that a favorite blogger, or one you are
trying to get in front of, has been named to one of
those Top 20 lists (Top 20 Best Manufacturing
Bloggers), congratulate them, too. Almost all their
communication is online, so finding a handwritten
note in their mailbox will surprise them.

Be a Sponsor on PBS
Can’t afford to advertise on TV? Consider sponsoring
a program on your local PBS station. It’s considered
a donation and it’s tax-deductible. FCC rules have
been relaxed so that the sponsorship line at the
beginning and end of shows has been expanded into
a full commercial. Advertising with your local public
TV and radio station is also a great way to build a
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good reputation in your community and reach highincome audiences.

Pitch Holiday Gift Guides
Holiday gift guides, those special sections published
by newspapers and magazines in time for the
Christmas gift-giving season, are more than just
fluff. They’re a golden opportunity for you to sell
your products and services to a targeted audience
through stories and photos that are usually yours for
free.
The Gift List for Holiday explains how to reach
holiday gift guide editors easily and inexpensively.
This comprehensive media list targets editors of
holiday gift guide editorial features as well as new
product editors in general. It includes national and
regional magazines, the top 250 newspapers, major
wire and news services, and national television.
Take a free test drive at
http://www.giftlistmedia.com/?link=ph (Affiliate link)
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Chapter 25: Use an Email
Signature
It’s amazing how many professional speakers,
authors, consultants and even PR people don’t use
an email signature. Those identifier lines at the end
of every email you send are one of the quickest,
cheapest and most effortless ways of letting people—
including media people—know who you are, what
you do and how you can help them. If you’re
emailing to the media, the information is particularly
helpful because busy reporters and bloggers who
want to call you don’t have to search for a phone
book. Your phone number is right there.
Email signatures also save you hours of time
because you don’t have to write your address, phone
and fax numbers and other pertinent information
repeatedly. Simply create your signature, plug in the
information you want, and off it goes to every person
who receives your email. (For instructions on how to
create this, use the Help menu in your email
manager program.)

Some tips about email signatures:
• Use no more than six long lines of type, or eight
short lines.
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• Include your name, company name, address,
phone and fax numbers, and web site URL. Take
one or two more lines to explain something
related to your business.
• Don’t cram as many links as you can into your
email signature, like links to all your social
media profiles, or it will be too long and readers
will overlook them. Consider rotating links. For
example, for four weeks, include the link to your
website and your Facebook profile page. During
the next four weeks, include the link to your
website and your Twitter profile. Keep rotating
the links so that people who receive your emails
frequently are exposed to a variety of links.
• Don’t hesitate to use the word “expert,”
assuming you are one.
• When listing website addresses, include http://
in the URL and make sure you put a space at the
end. Don’t put a period or any other punctuation
that may keep the link from being recognized.
Most new email programs will automatically
create a link so that the address can be accessed
from within the email document.
• Always update your signature.
• If your email software allows it, consider two or
more signatures if you have more than one
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business. Or perhaps you’d like one signature
for business and another for your family and
friends.
• Many email programs allow an unlimited number
of signatures. Use additional signatures to keep
standard replies to inquiries so you don’t have to
type the same thing over and over again. This
will really increase your productivity.
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Chapter 26: Recycle Your Publicity
Never be satisfied with one media hit, blog mention
or being named to a "Top 10" list. Always find a way
to recycle it into multiple hits.

How to Make Reprints
You can obtain reprints of newspaper and magazine
articles, or reprints of articles posted at media
websites, one of three ways.
1. If you don't want to bother making reprints
yourself, call the publication and ask if they
have a reprint service. They will charge you
one price (sometimes several hundred dollars)
to reconfigure the photo, type and headline so
that it fits onto an 8-by-11 sheet of paper, with
the nameplate at the top. They will also
reproduce it in color or black and white,
sometimes on a nice-quality stock. Before you
commit to this, ask to see samples of other
reprints they have done. If you’re lucky enough
to land a story in a major magazine, most
magazines will give you permission to reprint it.
But some might refuse. They also might tell you
that they will sell you the reprint rights for
several hundred dollars. Or they will offer to
make slick, four-color reprints, and then quote a
price that sounds outrageous. Reprints from
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major newspapers or magazines, however, can
be well worth the expense.
2. Take the article to a graphic designer, or to
a print shop, and ask if they can
reconfigure it for you. If there's a photo with
the story, they will need the original. Kinko's
requires written permission before it will make
reprints. Ask for the "Permission to Reprint"
form which you can fax to the publication for
their signature, then return it to Kinko's.
3. Make photocopies yourself if you have
permission to reprint. Reproduction will not
be nearly as good, but this works if you need
the reprints quickly.
You have just created valuable marketing materials.

How to Use Reprints
•Tuck them inside your press kit.
• Use them to train and educate your employees,
or your clients.
• Include them in your handouts if you are
presenting at conferences and seminars.
• Place them at your booth at trade shows.
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• Include them with proposals you are submitting
to potential clients and customers.
• Make them available in your lobby or store.
• Use them in direct mail campaigns.
• Mail them to clients in case they missed the
original article.
• Send reprints of weekly newspaper stories by
and about you to editors at dailies.
• Send reprints from dailies to national
publications. Send articles in trade publications
to editors anywhere.
• Include them along with your query letter when
you're pitching an idea to a non-competing
media outlet.
• Have them framed and hang them in your lobby,
or where there's a lot of traffic.
• Post reprints on a bulletin board in your
company cafeteria.
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Other Ways to Recycle
Share all your offline publicity online:
• Tweet the news and check to see if the
newspaper or magazine article is online.
• Within a LinkedIn Group, start a discussion
around the topic of the article.
• Ask for permission to reprint the article at your
website.
•Write a blog post about the interview. Or include
more information and background that couldn't
fit into the original story.
• Share on Facebook.
• Write a press release about your publicity and
distribute it through one of the paid distribution
services. If you can't afford that, post it at your
website.
• Create a short video about your publicity. You
can also excerpt tips that you might have shared
with the journalist.
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If you're doing broadcast interviews or
podcasts:
• When you do a radio or TV interview, ask the
host or producer off the air, "Who else do you
know who might be interested in having me as a
guest?" Media people often have valuable
contacts in other markets.
• Several days before you appear on a radio show
or podcast, send a postcard to bookstores,
clients, newspaper or magazine reporters, or
anyone else who you want to listen to the show.
Tell them the time, date and where to find the
show on the dial or online.
• Record the talk show. Give copies of CDs, or the
MP3 audio, to print reporters who you want to
write about you. You can also send a copy to
bloggers. Excerpt a few tips from the show so
they don’t have to spend time listening to the
entire recording.
• Use radio talk shows to promote upcoming
events, workshops, classes you are teaching, or
other appearances in the community.
• If you are a guest on an out-of-town radio or TV
show, call the newspaper in the city where the
show is airing and ask if they would like an
interview, too.
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When an Article Mentions You
• If a national publication features you or
includes you in an article, write a short
press release about it for your daily and
weekly newspapers, trade publications,
chamber of commerce newsletter and
alumni magazine. That's what Joan did when
PR Tactics, a national newspaper for the public
relations industry, printed an article she wrote.
A reporter at a local weekly saw the news
release, called her for an interview, and wrote a
half-page story about her business, with a
photo. If the article you’re referring to in the
press release was online, link to it.
• Write a letter to the editor of the
publication that just printed an article
about you. Discuss one or two points the
reporter didn't include, or elaborate on a specific
issue.
• Use this same technique when your
competitor gets ink and you don't. Write a
letter to the editor or a longer opinion piece on
whatever the topic is about. Include your
professional business photo. Make a reprint of
the article.
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Chapter 27: The Media’s Pet
Peeves
Knowing what drives journalists and bloggers crazy
will help you avoid doing the same things. Here are
some of their pet peeves, excerpted from The
Publicity Hound’s Tips of the Week at
http://publicityhound.com/tips/sample
Kimberly McCall, freelance writer and columnist for
Entrepreneur’s Start-Ups magazine:
Rude, aggressive PR people. Happens all the time.
“Please,” “thank-you” and follow-up still matter.
Ripley Hotch, Editor of SUCCESS Magazine:
“People who pitch an idea without being familiar with
the publication.”
Jeff Zbar, freelance writer and small office/home
office expert:
“PR people and business owners pitching stories by
phone without first asking if I’ve got time to talk.
Also, people who don’t know my beat or area of
expertise.”
Jan Norman, small-business reporter for the Orange
County Register:
“People who pitch themselves, their businesses or
their story as unique or new when they’re not.
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Reporters aren’t stupid, and they don’t live in
monasteries.”
Lori Allen, news director at Primedia Workplace
Learning in Carollton, Texas, which produces
television newscasts for several industries:
“People who repeatedly call after I’ve already
explained to them that their
product/service/book/event is of no interest to our
industry-specific audiences.”
Michael Lamb, host, The Moneyroom radio show:
“Finding a guest who sounds great in a preinterview, but crashes on the air. They get stage
fright and don’t sound as interested or passionate
about their business. This is death to our program. If
we have guests who interact with the host and
callers, we all get what we want—great calls and a
great interview.”
Patsi Krakoff, formerly of The Blog Squad:
“People who pitch in the comments section of a blog.
Bloggers want you to send them a personal email.
So if you target your pitch to the interest and niche
covered by the blogger that makes sense. But
there's nothing that a blogger hates more than
receiving pitches completely unrelated to the subject
of the blog, and this happens to everyone.”
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Joan’s Pet Peeves
When Joan worked as a newspaper editor for more
than 20 years, she had her own pet peeves about
people who were clueless about working with the
media. They included:
• Idiots who called to complain, "You've written
about my competitor three times but you've
never written about me!"
• Press releases that didn't list the name or phone
number of a contact person.
• People who agree to be interviewed, but
changed their minds after the reporter showed
up for the interview. (Reporters NEVER called
them again.)
• People, who are interviewed and then demanded
to read the story before it was printed. (Don't
even ask this question or you too will NEVER be
called again.)
• People who emailed press releases as
attachments. If a press release can't be sent in
the body of the email, don't bother sending it.
You wouldn't believe how many seasoned PR
pros do this.
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• Emailed press releases with a subject line that
said "Press Release." The subject line must
explain what the release is about.
• People who called to insist that the newspaper
owed them a story because they buy several
thousand dollars of advertising each year.
• People who called newsrooms and were clueless
about deadlines.
• News sources who called after a story was
printed about them and expected the reporter to
send them 10 copies of the photo that appeared
and 10 copies of the article—for free. If you
want to order this stuff, call the circulation
department.
Because she blogs, Joan receives about two pitches
a week from people who want to write guest blog
posts. The best pitches include three ideas, a little
about the writer's background and a sample of their
writing. The worst ones include the question, "What
would you like me to write about?"
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Chapter 28: More Resources to
Help You
EzineArticles.com at http://www.EzineArticles.com
now publishes book reviews. Authors, are you giving
away copies of your books to influential people and
asking them to submit reviews at this site, the
granddaddy of the article directory sites? Heck, they
don't even have to be influential. If you publish an
ezine, ask your readers to review one of your books.
Bloggers, you can do the same. Speakers, how about
asking your audiences to review your latest book?
Thousands of people search this huge website
monthly, looking for articles on specific topics. If a
review about your book is among them, it could lead
to a sale. The website doesn't want bad reviews that
discourage people from buying a book.

Books:
These are some of our favorite books about PR and
publicity:
The New Rules of Marketing & PR
by David Meerman Scott
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Publicity for Nonprofits
by Sandra L. Beckwith
Own Your Niche
by Stephanie Chandler
Winning with the News Media
by Clarence Jones
Celebrity Leverage:
Insider Secrets to Getting Celebrity
Endorsements, Instant Credibility and StarPowered Publicity
by Jordan McAuley
Marketing Public Relations
by Gaetan T. Giannini, Jr.
Beat the Press (Responses to reporters' trick
questions)
by Shirley Fulton and Al Guyant

Older Books:
Note: Some of these books may be out of print. If
so, you can contact used book search companies to
find many of them.

How to be a Kick-butt Publicity Hound
By Joan Stewart and Tom Antion
JStewart@PublicityHound.com Orders@Antion.com
Page 398

The Publicity Handbook: The Inside Scoop From
More Than 100 Journalists and PR Pros on How
to Get Great Publicity Coverage—in Print, OnLine, and on the Air
By David R. Yale, Andrew J. Carothers
Your Public Best
by Lilian Brown
High Visibility: The Making & Marketing of
Professionals Into Celebrities
by Irving Rein
High Impact Marketing on a Low Impact
Budget
by John Kremer & Dan McComas
The Talk Show Book
by Richard & Deanne Mincer
Publicity Stunt
by Candice Fuhrman
The Writer's Guide to Self Promotion and
Publicity
by Elane Feldman
Sell Yourself 501 Ways to Get Them to Buy
from You
by Fred Berns
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Ice to the Eskimos: How to Market a Product
Nobody Wants
by Jon Spoelstra
Media Marketing: Hot to Get Your Name & Story
in Print & On the Air
by Peter Miller
Nobody to Somebody in 63 Days or Less
by Joseph Ilvento & Arnold Sanow
T.V. PR How to Promote Yourself, Your Product,
Your Service or Your Organization on Television
by Wicke Chambers & Spring Asher
How to Meet the Press: A Survival Guide
by Jack Hilton
Positioning: The Battle for Your Mind
by Al Ries & Jack Trout
The New Positioning: The Latest on the World's
Number 1 Business Strategy
by Jack Trout & Steve Rivkin
Hot to Get Your Point Across in 30 Seconds or
Less
by Milo Frank
Grassroots Marketing: Getting Noticed in a
Noisy World
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by Shel Horowitz (also available at
http://www.frugalfun.com )
The Savvy Author’s Guide to Book Publicity
by Lissa Warren

Websites:
http://www.PublicityHound.com/blog
The Publicity Hound’s blog
http://publicityhound.com/shop/how-to-hire-theperfect-publicist
Joan’s ebook “How to Hire the Perfect Publicist”
http://www.kickstartcart.com/app/aftrack.asp?afid=
16978 This guy sold 1.5 million dollars of his book on
the radio and he has a database of talk shows with
100,000 listeners or more.
http://www.DirectContactPR.com/
Paul Krupin, who will help you target your approach,
has a press release writing and broadcast fax
service.
http://netpress.org/care-feeding-press/
How to treat the press. (Written by them)
http://www.strom.com/awards/27.html
Tips and Tricks for the PR Clueless
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http://www.frugalmarketing.com/dtb/press.shtml
How to get the press on your side and other ways to
make yourself newsworthy, by marketing expert Shel
Horowitz.
http://www.emergingtechpr.com
For owners or marketers of business that focus on
emerging technologies, such as high-tech, biotech,
electronics, wireless, Internet and engineering. This
non-commercial, educational site is designed to
provide useful and easy-to-understand information
on public relations. It features a nuts-and-bolts guide
to PR, including how to use the Internet to get
publicity and straight talk from experts in the field.
Visitors to the site can even post questions for
professional consideration and response.
http://www.prleads.com
The goal of PR Leads is to help experts, authors
speakers, doctors, lawyers and accountants get the
publicity they need to sell more products and
services.
http://www.bookpublicists.org
Book Publicists of Southern California is one of the
fastest growing publicity organizations in the United
States. In its history of nearly three decades, the
group has welcomed thousands of new and seasoned
authors and others.

How to be a Kick-butt Publicity Hound
By Joan Stewart and Tom Antion
JStewart@PublicityHound.com Orders@Antion.com
Page 402

Chapter 29: Social Media
Publicity Hounds who want the widest reach possible
MUST incorporate social media into their publicity
campaigns. You can no longer rely only on traditional
media such as newspapers, which are dying, and
television, which has fragmented audiences.
Social media are Internet-based tools and websites
for sharing and discussing information. They
combine technology, social interaction, and the
sharing of words, pictures, videos and audio. They
make it possible to discuss any topic any time of day
or night. And many of those discussions are about
things like which companies’ products are best, and
consumer reviews and recommendations. If you
aren’t part of the conversation, you’re missing a
powerful way to monitor and promote your brand.
As this book is being updated, hundreds of social
media sites are being added each week to the more
than 200,000 sites that already exist. It’s impossible
to participate in even a small fraction of them. So
we’re concentrating only on the most important
websites and strategies to use during a publicity
campaign.
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Here are the four biggest advantages of
using social media:
Reach. It lets anyone reach a narrowly niched
audience or a global audience very easily, for free or
very inexpensively. If you want to be a part of
traditional media, you can either pray for free
publicity, or buy an ad.
Accessibility. You can bypass the traditional media
gatekeepers. Anyone with Internet access can reach
their target audience.
Ease of use. Participating in traditional media often
requires certain skills if you want to do things like
submit a letter to the editor of a newspaper, or be a
compelling interview subject for TV. Once you
understand the technology involved in social media,
and you adhere to the etiquette, you usually don’t
need any other skills.
Up-to-date information. Social media such as
blogs, discussion forums, Twitter updates and
Facebook postings can provide up-to-the-second
news and information much faster than newspapers
and magazines, and even faster than TV and radio
can get it onto the air.
The combination of reach, accessibility, usability and
up-to-date information means that today, anyone
can be a publisher. Bloggers, ezine editors and
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anyone who shares information of any type on social
networking sites are among “the new media.”
Pay attention to who they are. Vow to become part
of the new media. And make this an important part
of any publicity campaign.
If you’re hoping for publicity in traditional media,
that’s yet another reason to participate in social
media. Many journalists participate in social
networking specifically to find sources and story
ideas. We’ve heard of many instances in which
Publicity Hounds have gotten media attention
because a journalist found them on a social media
site.
That's how producers for a TV series found Publicity
Hound Dorothy Neddermeyer of Phoenix, Arizona.
She's a board-certified regression therapist who was
featured in the series "Psychic Kids: Children of the
Paranormal" in 2008 on the A&E channel.
"My role in the documentary was doing a past life
regression with an 8-year-old boy who had
memories of his life in Egypt," she said. "The
regression was revealing, and I was amazed at the
outcome."
The production company, Four Seasons
International, chronicles the lives and experiences of
kids with psychic abilities.
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The producers found her on Ziggs, a social
networking site that was devoted to "organizing and
connecting people in a professional way." Members
were able to join groups and make contacts through
their Ziggs account to increase their company's
presence online and further your own personal
career. (The site has since been taken down.)
"It shocked me because I had only recently added
my profile there," Dorothy said. "It was just my
lucky day. Of course, I don't believe in luck. I, no
doubt, was prompted to start posting on social
networking sites."

6 Categories of Social Media
Social media experts probably will disagree on how
to categorize this topic, but we’ve divided it into six
main categories:
1. Social networking
Sites like Facebook at http://www.Facebook.com,
Google+ at https://plus.google.com/ and LinkedIn at
http://www.linkedin.com/home let you find old and
new friends. They pull huge amounts of traffic.
Creating a profile at these influential sites will give
you more inbound links to your own website and
blog. You can create special interest groups and,
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when appropriate, push your message out to them.
2. Social bookmarking
Sites like Digg at http://digg.com/, Delicious at
https://del.icio.us/ and StumbleUpon at
http://www.stumbleupon.com/ let you record, or
vote for, your favorite websites, blogs and articles.
The more votes a particular article receives, the
higher it rises to the top of the list at those websites.
You can see other people’s favorites, and they can
see yours. Also, Reddit at https://www.reddit.com.
These sites can help you promote your expertise to
potential clients and business partners by calling
people’s attention to content you view as important.
At most social bookmarking sites, you can also
create a member profile that directs traffic back to
your own website or blog.
Pinterest, the wildly popular site, mostly among
women, lets you pin images and videos. More
about Pinterest in Chapter 35.
Instagram, perfect for sharing photos and videos,
is at http://www.Instagram.com
3. Content-sharing sites
These sites gather user-generated content and are
considered a viable source of credible information.
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They include sites like EzineArticles.com at
http://www.EzineArticles.com, the biggest and most
popular article directory site; and Flickr at
http://www.Flickr.com and Photobucket at
http://www.Photobucket.com, the two most popular
photo-sharing sites (other than Pinterest) where you
can post your photos and tag them with relevant
keywords so the search engines can find them.
Twitter at http://Twitter.com, one of the most
popular and powerful content-sharing sites, lets
users post messages or “tweets” of no more than
140 characters.
4. Video sites
Creating and posting videos to video-sharing sites
like YouTube at http://www.YouTube.com remains
one of the most powerful ways to pull traffic back to
your website. Because people who are looking for
information online love videos, the search engines
love them, too, and often give them high ranking in
the search results. Unlike writing articles, creating
videos requires skills that are much more difficult to
learn than simply writing a 500-word article. But if
you’re persistent, you can see a huge return on
investment. We’re devoting Chapters 38 and 39 in
this book to video.
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5. Blogging and Podcasting
A blog is like an online journal or diary. Committed
bloggers update their blogs regularly, at least three
times a week, and write about topics related to their
areas of expertise. The search engines also rank
blogs high in the search results. We recommend
Publicity Hounds participate in blogging three ways:
create your own blog and post to it regularly. Offer
guest blog posts to bloggers whose target audiences
are the same as yours. Post comments at other
people’s blogs. We discuss blogging in Chapter 40.
A podcast is a series of audio files distributed over
the Internet by syndicated download, through web
feeds, to portable media players and personal
computers. Though the same content may also be
made available by direct download or streaming, a
podcast is different than other digital-media formats
because it can be syndicated, subscribed to, and
downloaded automatically when new content is
added. See Chapter 41 for more on podcasting.
6. Mobile Tools
Mobile tools let people participate in social media
activities from their mobile phones—from visiting
websites to text messaging and tweeting, without
being in front of their computers.
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Widgets allow mobile phone users to get onto eBay
and sites like MTV News. You can even upload
photos you take with your device's camera to your
Flickr account.
QR Codes, short for quick response, are a great way
to catch the attention of a busy consumer. Mobile
phones that have bar code scanning applications
installed can "read" the code, which can have URLs
and other information embedded. Within seconds, a
visitor can arrive at your website.

Search Engines Love Social Media
In many instances, social media sites are jumping to
the top of the search engine rankings.
For many years, Internet marketers have focused on
search engine optimization to boost their websites to
the top of the search lists. Today, however, that isn’t
enough. Blogs and other social sites like Squidoo and
HubPages can claim top spots in the rankings,
particularly if the people who build those pages focus
on a specific topic and update the pages frequently.
If you want further proof that the search engines
love social media sites, do a search for any topic and
see how frequently the Wikipedia page devoted that
topic, YouTube videos and other social media content
are at the top of the search list.
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4 Important Rules
Using social media as part of a publicity or promotion
campaign is very different than using traditional
marketing methods. We urge you to follow these
four rules:
1. Don’t pitch. Build a reputation at these sites first
and join the conversation. Then, and only then, you
can pitch. But you must not sound overly
promotional, and you cannot pester your friends and
connections with a steady stream of promotions, or
they’ll resent it and may flag you as a spammer. You
can spend many weeks making connections on these
sites and throw it all away once you decide to see
how much promotion you can get away with. Here’s
a good rule of thumb. If you’re tempted to post
something and you’re wondering whether it’s too
promotional, it probably is.
2. Participate in the discussion. This is the only
way to attract friends, followers and fans and make
connections. Joining in the conversation helps you
build your brand. More importantly, it shows other
people that you care about the community.
3. Add value. The most important thing to
remember is to give more than you get. If one of
your Facebook friends is in trouble and asks for
advice, offer it. If somebody asks a question on
LinkedIn and the information you would provide is
How to be a Kick-butt Publicity Hound
By Joan Stewart and Tom Antion
JStewart@PublicityHound.com Orders@Antion.com
Page 411

usually the kind people pay a consulting fee to
receive, offer tips anyway. The social networking
community rewards those who work for the good of
others. Never be afraid to give away your best stuff.
4. Be transparent. Honesty is the best policy. So
don’t create a profile under a fictitious name or post
a comment at a blog under a fake name.
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Chapter 30: Substitutes for
MySpace
Publicity Hound Anne Roos, who plays the Celtic harp
and author of the book “The Musician’s Guide to
Brides: How to Make Money Playing Weddings,” has
had great success with MySpace in its heyday.
However, many musicians are now gravitating
toward specific social networks that allow for the
posting of music and videos without dealing with
spam associated with MySpace.

Tips from a Musician
By Anne Roos
Since the popularity of MySpace has waned, an
assortment of social networks for musicians and
music lovers has taken its place. Take time to
investigate which ones would be of best interest to
meet your goals of selling more downloads and CDs,
landing more lucrative gigs, receiving radio airplay,
and creating demand for your music.
Even if you are not a musician and don’t plan to
market music, if you regularly post audio or video
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feeds on your website and to your subscribers, you
might want to look into creating a profile on some of
these sites. For instance, if you are a speaker looking
to book engagements, these sites may work well for
you, too. Spread your net and catch as many fish as
you can!
1. Online Press Kits
Press kits are not just a profile, and they aren’t just
a big bio. They contain everything a promoter or
agent would want to know about you and your
music. And an online press kit allows for your profile
to be emailed (although many can be printed out,
too). Sites such as Reverbnation.com,
Sonicbids.com, and GigSalad.com offer press kits.
Some press kits are free, but many have added costs
(for instance, they may charge extra if you want to
upload a large number of MP3s).
These sites also post gig listings. GigSalad.com will
even send you leads, and is particularly friendly to all
kinds of performers (such as public speakers)! Some
gigs on Sonicbids.com and Reverbnation.com come
with a price to apply to their posted gig
opportunities. Be very specific when applying to
perform at any listed posting, because they will
readily reject you if you don’t fit their requirements
of the type and style of act being posted.
Caution: Be especially careful of the sites that ask
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you to pay to bid for a lead (Gigmasters.com, for
instance), because the cost per lead can really add up
(like pay per click). They also prevent you from
negotiating with the client, and the client ends up
basing their decision on the price you bid to perform,
not on the benefits of hiring you.
A plus to having a Reverbnation.com or
Sonicbids.com press kit and profile is that they synch
with Twitter, MySpace, and Facebook to post all your
calendar updates and status updates. Reverbnation
also posts the first song on your profile page in your
status updates on Facebook.
2. Selling Your Music All Over the Internet
CDBaby.com, Reverbnation.com, and Sonicbids.com
have exportable shopping cart widgets that you can
place on your own website, your Facebook fan page,
and your blog. People can download and purchase
your songs directly from these widgets. To enable
this function, you’ll need to sign a digital distribution
agreement with CDBaby.com or Reverbnation.com.
Choose only one company for digital distribution,
because you’ll have only one sales report to deal
with when it comes to paying taxes and mechanical
royalty licenses. Read the licenses carefully and
determine which service will serve you best.
3. Music Association Social Networking
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Some associations, such as the Recording Academy,
include social networking as part of the benefit of
membership. Grammy365.com, a social network for
Recording Academy Members, encourages members
to establish a profile and share music with others in
the industry.
4. Ning Social Networking
A Ning social network can be set up by anyone, and
musicians have really embraced this platform for
inventing discussion groups. The profiles enable the
uploading of music, video and the details for
upcoming performances.
There are Ning groups for specific musicians (such as
harpists), specific genres of music (for instance,
Celtic music lovers), independent musicians (such as
women indie musicians seeking to land record deals)
and even Ning networks for online radio station fans.
In fact, you can build a Ning network yourself and be
considered an expert in that field. Go to
http://ning.com for more information.
5. Online Radio Stations
Many online radio stations may be interested in
featuring your music. Just do a search on iTunes to
discover the great cornucopia of stations available on
broadband. These stations may not even broadcast
over the air—they stream online exclusively. So,
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someone can be listening at their computer, or in the
case of Sirius/XM satellite radio, listeners can
purchase a special radio or install the service on their
car radio.
One of the best examples of an interactive Internet
radio station is Pandora.com. They accept only
technically high-quality recordings that are
commercially available for sale. The music is then
categorized so that listeners who want to create
certain stations—such as Beatles music—will also
include other music that sounds like Beatles music
that the listener might enjoy. It is a fabulous way to
introduce listeners to new music that they may
enjoy, based on their musical taste.
Pandora employs music-savvy people who know how
to categorize music down to a science, and the
process is called the “Music Genome Project” at
http://www.pandora.com/corporate/mgp. Pandora is
one of the best ways that a musician can find new
listeners for their music.
Of course, there are other radio airplay sites that sell
tracks of the music that they include in rotation, such
as Rhapsody.com.
Sites like Google Play Music allow musicians to
interact with fans, blurring the line between a radio
station (purely a listener experience), and a social
network.
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6. ideo Hosting Websites
YouTube allows you to create a “Channel” to display
your videos, connect with friends, and collect
“subscribers.” A video that goes “viral”, amassing
thousands or millions of views within a short period
of time, can catapult an unknown artist into a record
deal or millions of downloads and album sales. It can
also ruin reputations from a particularly poor
performance. Think of the videos posted of the Late
Whitney Houston singing off key. She was famous
and could recover from such mishaps, but emerging
artists may find it much tougher. This ability for
one’s videos, and Channels, to go viral is particularly
unique to YouTube as a social networking platform.
The same rules apply when connecting with new
Friends and Subscribers on YouTube as other social
networks, remembering that the power of a visual is
infinitely more powerful than a photo or text profile.
Fans will replay a music video they love. Post your
performances, the making of a recording, fans at
your album release parties, music videos and more,
but avoid copyrighted material. YouTube is
particularly vigilant in removing any copyrighted
material that is used without any indication that
permission was granted for its use.
By the same token, imitation is the sincerest form of
flattery, and when another artist records your song,
or someone happens to use your songs in their
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wedding video, for instance, you can petition
YouTube to remove the video, or you could grant
them permission to use it and allow your original
music to go viral among their friends.

Points to remember about using musicspecific social networking sites:
1. Keep in mind that your profiles are billboards
for your services. The sole purpose of your profiles
is to convince visitors to purchase your music, hire
you to perform, and to visit your official website.
Fans crave a personal connection, and this personal
connection helps boosts sales. Be “friends” and “like”
anyone (unless they are spamming you or they give
you the creeps). But resist the temptation to post
information of a personal nature on any of your
profile pages. If it can’t be posted on a billboard. As
an entertainer, avoid posting personal information,
such as relationship and physical addresses on your
pages. Protect your privacy.
Keep your personal communications confined to
emails and phone conversations.
2. If you are short of cash and are just
beginning to establish an online presence,
never ever use Facebook, Reverbnation,
Sonicbids, or any other profile as your “official”
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web page. “Buy your own domain name,” says
mygood friend David Jackson, who hosts the
Marketing Musician Podcast. He goes on to say that
your profile pages are great additional tools for your
website, but don’t use any one of them as your sole
website. You don’t own MySpace, Facebook, or
LinkedIn, they can change it at any time, and you can
do nothing about it. You could lose your profile pages
tomorrow.
3. Consider music-related social networking as
a way to reach customers who may not be using
Facebook, Twitter, or LinkedIn. It’s okay
to allow your CDBaby page, for example, to mirror
your business pages on other social networking sites.
Remember, they are all billboards to collect new
fans—post a consistent message, both in words and
graphics.
4. Search around on any social networking
platform BEFORE signing up for an account.
Check out how your competition uses it. As a
musician or entertainer, look up similar acts. You can
easily do a search without setting up an account.
This will help you to determine if the particular social
networking platform is right for you. For instance, if
you play classical music in an ensemble and a site
lists mostly rap artists, you can safely assume that
you’ll be wasting your time with a profile there.
5. Value your time. Social networking, as a
musician, is a double-edged sword. It is absolutely
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necessary to connect online with fans, other
musicians, promoters, and agents. However, it can
take a lot of time. If you can’t imagine yourself
spending time posting status updates and connecting
with people on a certain site, then don’t bother
signing up for a profile in the first place. It’s worse to
have an unfinished profile or an abandoned profile
than no profile at all at a site. (I know several people
who signed up for profiles on SecondLife.com but
then abandoned them. The result—probably headless
avatars floating around in that Internet village!)
A key to time management: Assign the task of social
networking to one of your band members, or simply
learn to log off your computer altogether from time
to time. And shut off your smart phone when you
should be rehearsing for a gig, too.

Managing Your Page Once It Is Set Up
“Friends” are really “fans.” They are not necessarily
anyone that you know or have met personally, but
they want to get to know you. Fans want a personal
connection, and if they think you are a nice person,
they will buy from you, join your mailing list, and
support you. They’ll attend your gigs and take
photos of you to post to their friends, which could
multiply your fan base exponentially.
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Facebook isn’t about the quantity of Friends you
have amassed—it is about the quality of fans you
have attracted. Just like any famous actor is careful
to avoid stalkers and loonies, you also need to do
this on Facebook and other social networking sites.
Here’s how:
You MUST reply to every single message and
friend request, and comment personally. Yes,
it’s time consuming, but otherwise, the entire
point of networking with fans and new
listeners is wasted.
1. When you receive a friend request, check out
that person’s page. Find out who they are. If their
page or profile photos is offensive to you in any way,
deny the friend request. Otherwise, answer them by
saying, “Thank you for contacting me and asking me
to add you as a friend. I’ll be happy to do so! I’m
curious. Please tell me a bit about yourself and what
attracted you to my page...” and then go into a little
sales pitch about what might interest them on your
website. Free offers available on your official website
are a great pitch that gets them over there. But
instead of sounding like you are selling your music,
make the entire message sound like you are so very
glad to meet them.
2. If the friend request is from someone who
has their profile set to “Private”, this means
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that you cannot view their profile unless you
accept them as a friend. If you’re not comfortable
with this, then don’t accept their friendship. Or,
accept their friendship, examine their profile, and if
don’t like what you see, simply unfriend them.
Don’t think twice about blocking any fan that makes
your skin crawl, sends you numerous strange game
app invitations, or their status updates are filled with
four-letter words. It’s not about the number of
friends you have—it’s all about the quality of fans
who truly appreciate your music.
Take control of the online image you are creating for
your music business. Go ahead and remove
comments posted to your wall that you don’t like.
Your profile should send a professional message to
visitors.
On Twitter, I have made it a policy not to follow
anyone who has a private profile--an egg as a profile
photo. This egg is the placeholder for the photo or
image yet to be created. A profile picture will say a
lot about whether you want to follow them or block
them, because they are limited to only 160
characters for their profile description. Tweeters who
want to network will post an image for their profile
and not set their Tweets to private, which prevents
non-friends from viewing their tweets at all.
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3. Respond to any comments by writing a
friendly comment on that person’s page. Always
include information about your official website, blog,
press kit, iTunes, or other pertinent links in your
comment on their page. But again, don’t sound like
you are blatantly advertising.
4. Check your profiles at least once a day.
People think you don’t exist if you are not answering
their messages in a timely fashion—just like people
think you aren’t in business if you don’t respond to
email regularly. Set a timer and spend no more than
15 minutes on each site. Even if you don’t get to
every update in there, value your time. You’ll get to
them the next time you login.
Keep in mind that if a person really wants to get in
touch with you, they’ll go to your website and
contact you by phone or email there. Messages on
social networks are rarely as important.
5. Keep in touch with your friends with a
birthday message. In your Facebook profile, you
can view birthdays for that day and upcoming
birthdays for the week. Send each of these people a
short message that you are just dropping by to wish
them a Happy Birthday. You could even send them a
special offer. They will thank you, revisit your profile
page, and perhaps bring you some business.
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6. Keep templates of different types of
messages you’ve sent and comments you’ve
posted in a Word document on your computer
desktop. Simply copy and paste as the occasion
arises, substituting the friend’s name in the
template. This will greatly cut down on your time
spent keeping up with new connections on Facebook,
Reverbnation, and elsewhere.
7. If you have an upcoming event that is for the
entire public, post the event on all your
profiles. Particularly in Facebook, it’s worth the
extra time to invite friends (fans) to your upcoming
gigs. Even people who couldn’t possibly make it, like
your new guitarist friend half a world away in Italy,
may like the page or comment that he wished he
could attend, and he wishes you could tour his
country. This is another opportunity to introduce a
friend to your recordings for sale.
For those who do attend, you’ll get to meet your
Facebook friends in person, making the online
connections ever so much more personal.
Remember that social networks are additional
business tools that help you reach people who
haven’t found you elsewhere on the Internet.
Note: I cover additional marketing ideas for landing
weddings gigs in my book “The Musician’s Guide
to Brides: How to Make Money Playing
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Weddings.” It’s published by Hal Leonard Books
and available on my website at
http://www.celticharpmusic.com, as well as on
BarnesandNoble.com and amazon.com.
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Chapter 31: Facebook
This is the Number One social networking site for
people of all ages. But if you’re using it for business
and you expect to make money from it, this is strictly
a pay-to-play site. Many businesses are making a
killing on Facebook, only because they’re willing to buy
Facebook ads.
The good news is that you can target like a laser beam
when you buy an ad because, unlike Google ads, you
can have specific criteria on exactly who sees it.
Because the vast majority of users rely on Facebook
to keep up with what their friends are doing, you
must decide for yourself if you also want to use
Facebook for business.
If you want to spend time on Facebook only for
personal updates and sharing information, create a
Profile and invite friends to connect. If you want to
use it for business, you must first create a profile
and, from that, create one or more Pages for
business, and encourage people to Like your Page.
You can have more than one Page, but understand
that it can be time-consuming to share content
regularly with all of them.
We recommend you share content on your Pages
several times a week, or you probably won’t see a
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return on your investment of time. If you’re in an
industry where most of your clients don’t use
Facebook at all for business—like a law firm,
accounting firm or manufacturing company—you’ll
have far more opportunities for business networking,
and much better results, on LinkedIn.
One of the frustrations with Facebook is that the
site’s design changes frequently and some people
find it difficult to “learn Facebook all over again.” If
you stick with it, and if you share valuable content
with business people who Like your Facebook page,
as opposed to others who are your friend only, you
can see results.

Profile and Photo
A frequent question among Facebook users is: “Is it
OK if I use just my company logo instead of
somebody’s photo on the profile page?”
We recommend that you do not. As of this writing,
Facebook’s Terms of Service state that you cannot
promote your company within your personal profile.
We’ll explain more about that later. A personal
profile is for a person, not for a company. Besides,
social networking is all about transparency, joining in
the conversation and sharing information. We’d
rather talk to a person than a company.
Social networking is also about building relationships
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online. It would take far longer for you to build a
relationship with somebody if they didn’t know who
you were. In fact, you’d be darn lucky if they even
paid any attention to you. There are too many other
interesting people on sites like Facebook, Twitter and
LinkedIn to waste time communicating with
somebody who wants to hide behind a logo.
We suggest you use your own photo instead of a
logo or an avatar. Your profile should be about you,
not your company, and on brand. That means that if
your business is fun, your profile should be fun. If
your business is dead serious, then let your profile
reflect that.
Strive for a clean look on Facebook. The description
of yourself should be very similar to what you’d
include in a standard 15-second elevator pitch.

Connecting with Friends
Friends might be the Number One reason you are on
Facebook. The more friends you have, the more
eyeballs will see what you have to say. When
somebody invites you to be your friend, but you only
want to be friends with people you know, like and
trust, you can always ask, “How do we know each
other?” or “How do you know me?” A large list of
Friends also has a down side. The larger the list, the
more you increase your chances that somebody will
complain about what you’re doing, or that you’re
spamming
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Many people we know on Facebook accept Friend
invitations from anyone. You can too. But you do so
at your own risk. Don’t be afraid to block someone
who is sending you inappropriate messages or bugs
the heck out of you. If you are concerned about your
privacy (and who isn’t these days), change your
password frequently.
You can find friends on Facebook several ways:
• Use the search box at the site to search by
topic. You’ll probably find many Facebook users
you can invite to be your friends.
• Look for friends within a Group. Click “Groups”
and search the groups that interest you. Now,
join the group. Once you’re a member, you can
see other members and invite them to become
your friend. This is a great way to find people
who have the interests or professional
designations that you want in your friend list.
Once again, if you’re using Groups for business,
you will probably find far more value in LinkedIn
Groups than on Facebook.
• Import email Addresses from your Yahoo,
Hotmail, AOL, Gmail, MSN, Live.com or Comcast
address book.
When you meet someone in person, or through
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email, you can ask them if they’re on Facebook. If
so, send them an invitation to be your Friend.

Write on Friends’ Walls
The Wall is the place on every Facebook user’s page
where friends can post messages. A user's wall is
visible to anyone who is able to see that user's
profile, which depends on their privacy settings.
Writing on a friend’s wall about something you are
doing is a great way to attract attention because all
of their friends can see what you have written. If the
friends of your friends are curious, they may click
through to your website or blog, or to your Facebook
profile. Facebook also lets users post attachments to
a wall.
You can also share videos and photos with your
Friends. In fact, Facebook gives added weight to
photos and videos simply because that’s what most
people like.

Upload photos
Facebook also lets you upload albums and photos.
Here are five ways you can use this feature in your
publicity campaign:
• Upload photos that show you preparing for an
event you’re going to be sponsoring to create
excitement about the event.
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• Upload photos during the event.
• Upload photos after the event has taken place,
including individual photos of attendees. Even
better, make sure you’re in each photo! Then
write on each attendee’s wall, and share your
photo with them.
• How about showing photos of your clients? But
ask them for permission.
• You can upload personal photos like those of
your pets, your family, or vacations.
If you spend some time reviewing the photos and
photo albums of your friends, you’ll get all sorts of
ideas you can use.

Join Groups
Groups are one of the very best ways to quickly find
people who are interested in your area of expertise,
or people who are interested in a topic you want to
know more about.
Click on “Groups” and search for Groups that interest
you. Then join the Group. Once you’re a member,
you can see other members and invite them to
become your friend. This is a great way to find
people who have the interests or professional
designations that you want in your friends list.
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Groups can become easily confused with Pages.
Their purpose is almost the same but there are
definitely differences. With a Group, you’re going to
see all the Group members, their photos and pictures
that people have uploaded to this Group. There also
are videos that people have uploaded to this Group.
One of the most powerful things about owning or
having a Group is your ability to communicate with
those Group members. For example, let’s say Joan
has a Facebook Group called The Publicity Hound
with 500 or 1,000 members, and she’s going to start
hosting a new Internet radio show on how to
generate free publicity. She could go onto Facebook
and tell her group, “Hey, here’s an event, and here’s
when it is, and here’s how you get on it,” and then
blast that information out to Group members.
Groups and Pages give you, as the owner, the ability
to communicate things that you’re involved in.
People in Groups expect to be able to communicate
and collaborate with other Group members. So don’t
use Groups only when you want to promote
something.

Groups vs. Pages
Many people are confused by the two. Here is how
Facebook explains the difference:
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Pages allow real organizations, businesses, celebrities and
brands to communicate broadly with people who like them.
Pages may only be created and managed by official
representatives.
Groups provide a closed space for small groups of people to
communicate about shared interests. Groups can be created
by anyone.
Other differences include:

Pages:
--Privacy: Page information and posts are public and
generally available to everyone on Facebook.
--Audience: Anyone can Like a Page to become connected
with it and get news feed updates. There is no limit to how
many people can like a Page
--Communication: Page admins can share posts under the
Page’s name. Page posts appear in the news feeds of people
who like the Page. Page admins can also create customized
apps for their Pages and check Page Insights to track the
Page’s growth and activity.

Groups:
--Privacy: In addition to an open setting, more privacy
settings are available for groups. In secret and closed
groups, posts are only visible to group members.
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--Audience: Group members must be approved or added
by other members. When a group reaches a certain size,
some features are limited. The most useful groups tend to
be the ones you create with small groups of people you
know.
--Communication: In groups, members receive
notifications by default when any member posts in the
group. Group members can participate in chats, upload
photos to shared albums, collaborate on group docs and
invite members who are friends to group events.
Depending on your needs, you can easily create a
Page or create a group.

Promote with Pages
Creating Pages on Facebook is the best way to
promote your business. In fact, Facebook created
Pages for just that purpose. Advantages of having
Pages is they allow you to run a contest or an ad, or
have special apps or coupons. Pages are indexed by
Google and are available to view even if you are not
logged into Facebook. You can customize them much
more easily than you can your profile.
Pages should include a lot of video and photos
because Facebook "pushes" out that content to more
people than it does status updates that include text
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only. Make sure you tag people. And remember that
most of the content you share shouldn't be only
about you or your company.
Ask a lot of compelling questions on Pages as a way
to encourage people to participate. When they
answer, keep the conversation going by replying.
Here are tips and ideas for promoting your
Pages:
1. Like similar pages or join similar groups and
share a link there.
2. Include your Page URL in your email signature.
3. In your status updates, tag other pages that
have a lot of traffic.
4. Speakers, put the URL in your handouts.
5. Include it in your Google profile.
6. Include it within your LinkedIn profile.
7. Include the URL in the author resource box
when you write a guest blog post.
8. When you pin photos on Pinterest, include the
URL for your Facebook page within the
description, if the content is similar to the image
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you pinned.
9. Share it with your circles on Google+.
10. Occasionally, if you blog, include a blurb about
your Pages, and a link, at the bottom of your
blog posts.
11. Let people in LinkedIn groups know about your
pages, if the topic is similar.
12. Send an email to your newsletter or email list
letting people know about your Page, and
encourage them to Like it, Comment, and
provide feedback.
13. Put the URL on your Twitter profile background.
14. Include it on all marketing materials such as
stationery and business cards.
15. Use QR codes to pull people to your page.
16. Comment on other Facebook Pages.
17. In discussion forums, add the URL to your
signature.
18. Start a Squidoo or HubPage devoted to the type
of content featured on your Facebook page, and
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link to it. Go to Squidoo.com or HubPages.com/
19. Ask other writers on Squidoo or HubPages to link
to your Pages. But give them a good reason to
by explaining the benefits and features of your
Page.
20. Include your URL in comments you write at other
blogs. But be careful. Don't be overly
promotional. Explain in your comments the
benefits or your Page.
21. Promote your page through a Facebook ad.
22. Include the URL in footers of things like ebooks,
special reports and articles.
23. Hold a weekly drawing, draw a fan's name at
random, and award a prize.
24. Hide something on your page and encourage
people to find it. When they do, they should
email you privately. You can award one, two or
three prizes to the first ones who guess
correctly.
25. Create a short video about your page and upload
it to YouTube.
26. Create a Pinterest board and pin photos from
your Page.
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27. Write a press release about your page, explain
what it's about, invite people to participate, and
post it online or through one of the press release
distribution services.
28. Include the URL somewhere on your Company
page on LinkedIn.
29. Tell people to "Click Like If..." and ask them to
click if they agree with you about something.
Choose something that most of them will agree
with. A veterinarian might say, for example:
"Click Like if you think kittens and puppies are
irresistible." Promote this on Twitter, in your
newsletter, etc.
30. Personalize your Facebook page's URL. Create a
customized URL that will make it easier for your
fans to remember how to get to your page.
Here's Joan's:
http://www.Facebook.com/PublicityHound.
31. Include your Facebook page URL in all your bios.
Think of all the places you have bios: at your
website, blog, social media sites, article directory
sites, social bookmarking sites, etc.
32. Ask someone you know who has a big following
on Facebook to promote your page, and return
the favor.
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33. Tweet about your FB page once in a while?
"Like my Twitter tips? You'll love my Facebook
Tips."

Best Content to Share on Facebook
Testing has shown that people respond to certain
types of content more than others. That includes:
1. Interesting, gripping photos.
It can be a cute photo of a puppy, kitten or baby. A
funky Instagram photo. A stock photo showing
somebody looking happy, sad or goofy. Try to upload
a photo even when you're sharing a simple link to an
article. Just make sure the photo is relevant.
2. Ask questions.
--What would you buy tomorrow if money was no
object?
--Whose life would you like to live for one week?
--What do you like best about your best friend? And
who is it?
--What's the most unusual thing you have in your
desk drawer?
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You can also tweak those questions to apply to
business, for your Page.
3. Fill-in-the-blank sentences.
"If I didn't have my current job, I would be a
."
"When I was little, the one thing that frightened me
the most was
."
"The best pet I ever had was
"_

."

is at the top of my Bucket List."

4. Humor.
This includes funny photos and videos, jokes, oneliners and quotes. Don't cross the line with racy or
inappropriate humor, especially if you're using
Facebook for business.
5. A tips list.
People love tips, usually fewer than 10, on how to
solve a problem. You can write an enticing intro and
then to the tips on a blog post, or just list the tips in
your status update, or as a Note.
6. Talk about Facebook.
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Ask people for their opinion when Facebook changes
its format, has problems with security, is in the
news, makes a major announcement, reaches a
milestone, or is caught doing something dumb.
People love to talk about Facebook on Facebook.
7. Respond to comments that people post on your
wall.
This keeps their interest and shows them you care
about what they have to say. It also encourages
them to respond to something in the future.
8. Special offers.
Give them a coupon or coupon code for a certain
amount of money, or a percentage off, their total
purchase. Or give them something free for a limited
time only.
9. Ask their opinion on a controversial topic.
This can be a lifestyle topic like whether it's OK for
parents to publicly humiliate their children to punish
them. Or it can be a business topic like whether it's
ethical for psychotherapists to have clients as
Facebook friends.
10. Inspirational quotes.
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These can be posted as a photo, like the ones you
see frequently on Pinterest, or as text only.

Terms of Use:
***Important note: Facebook has strict Terms of
Use. Someone we know had her account closed down
temporarily because she was writing an
identical message about an event she was hosting on
the walls of people in her Facebook group. Our walls
and our inboxes seem to be flooded each day with
messages from business people who are promoting
one thing or another. Our friend happened to be one
of the unlucky ones who was flagged as using the
site incorrectly.
Please read Facebook’s Statement of Rights and
Responsibilities at
http://www.facebook.com/terms.php?ref=pf
before you set up an account. If you want to
promote anything on Facebook, you must use
Pages. Otherwise, you do so at your own risk.

Create Events & RSVP:
Facebook lets you create Events and invite some or
all of your Friends.
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Creating Events for speaking engagements, book
signings, teleseminars, performances, networking
events, or anything else you want to promote is a
great idea. Be sure to email the invitation to your
Friends using the email function on Facebook.
If you have thousands of friends, that’s a timeconsuming chore. But it’s worth it.
Let’s say you’re hosting a teleseminar called “101
Ideas for Generating Online Publicity.” You create the
Event on Facebook and email it to all your Friends.
They have the option of RSVP’ing to your invitation.
When they do, a one-liner shows up on their own
Wall or Timeline that says “Adam wrote on the wall
for 101 Ideas for Generating Online Publicity.” It’s a
hyperlink that leads his Friends to your sign-up page.
His friends could click on it, read your invitation and,
if they wished, register.
The advantage Adam has when he RSVPs to your
invitation is that his RSVP shows up on your Wall,
along with any comments he has made about your
event. That exposes him to all my Friends, and they
might be curious enough to invite him to be their
Friend.

How to be a Kick-butt Publicity Hound
By Joan Stewart and Tom Antion
JStewart@PublicityHound.com Orders@Antion.com
Page 444

Boost attendance:
If you’re sending Facebook invitations for your
events and seeing no results, these could be the
reasons:
• The title of the event is boring.
• You haven’t posted a photo image for the event,
or that image is nondescript.
• The copy on the sales page for your event,
where people register for event, doesn’t promise
value.
• You don’t RSVP to your friends’ event
invitations, and the only time your friends hear
from you is when you have something to
promote.
• You don’t have enough Facebook Friends who
are willing to RVSP to your events so that, when
they do, a one-liner shows up on their screen
that says “Tom Antion responded to Joan
Stewart’s invitation.”
• You aren’t taking the time to reply to the email
messages they send you on Facebook. Joan
made the mistake of letting several hundred
email messages accumulate in her Facebook
inbox before she went through them one by one
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and replied. Two of them were invitations to be
a guest expert on other people’s teleseminars.

Contests
Contests are a great way to boost your fan base,
spread the word about your Page and your business,
and keep your fans coming back for more. Make sure
you follow Facebook's strict rules. You no longer have
to run your contest through third-party app.
Here's a clever idea for a Facebook contest:
--A look-alike contest.
--We love the Duluth Trading Co.’s Paul Bunyan
Look-alike Contest on their page.
--Chaplin the Musical completed a Chaplin Instagram
Look-alike Contest, also supported on its Facebook
page.
Here are six ideas for creating a look-alike contest as
part of a PR campaign:
To promote a book. Authors, are you launching a
new book with an interesting character on the cover.
--To promote an upcoming festival. The Florida Keys
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Tourism Council sponsored a “Papa Hemingway
Look-alike Contest” on its Facebook page. “The
winner was Richard Costello, a 71-year-old
restaurateur from Massachusetts.
--To draw attention to a character associated with
your brand. Example: Larry the Quaker, who’s
shown on the container of Quaker Oats. Or bald-asa-bean Mr. Clean.
--When a celebrity is coming to town. The Des
Moines Register sponsored a Justin Bieber Look-alike
Contest, and gave away two tickets to the show.
--To draw attention to your business and tie into an
upcoming holiday. Emeritus Senior Living sponsored
a Mother-Daughter Look-Alike Contest, though we
couldn’t find the winner anywhere!
--When you’re promoting anything to do with
animals, particularly dogs. This is a great idea for
humane societies and pet stores.

More About Facebook Ads
It's sometimes difficult to gain traction on Facebook
and often difficult to see an immediate return on
your investment of time, whether you're promoting a
new book or simply trying to encourage more people
to “Like” your page by sharing great content.
Another option is Facebook ads. They work almost
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exactly the same as Google AdWords yet instead of
the ads being placed on Google's search engine
results page (SERP) they are only seen on Facebook.
One aspect that Facebook's Ads outshine Google's
AdWords is that Facebook has some extra
demographic options that Google doesn't have as
much control over. Facebook excels over Google at
placing ads that fit certain age and gender
demographics. This is because Facebook has each
user enter information about themselves in order to
create an account. Google, on the other hand, doesn't
require signing in to use its search feature so there
are many searches taking place that only rely on
keywords for ad placement. Facebook ads also tend
to run cheaper than Google Ads.
Facebook ads are easy to set up:
Once logged into Facebook, you will see ads located
on the right side of the screen. Above these ads is a
link to create an ad. After you click the "Create an
Ad" link, you will be taken to a page to design your
ad. The first step is to choose your marketing
objective: Awareness (brand awareness, reach),
Consideration (traffi, engagement, app installs, video
views, lead generation) or Conversion (conversions,
product catalog sales, store visits).
You then decide if you want to create a new ad or
used a “saved audience.” You choose the
demographis of the people you want the ad to
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reach. Then choose how much you want to spend.
Then design the ad.
Last, choose an image file to be uploaded. This will
be the image that is shown in your ad. You have to
create the image yourself or get somebody to do it
for you. After all of these steps are completed, you
will see a preview of your ad in the preview box.
That's it, your ad is created.
Another option you can use is to send people to a
specific Facebook page you've created.
Targeting lets you pinpoint exactly who should see
the ad. The first choice is "Location." You can choose
between Everywhere, By State, City, or Zip Code.
Choosing a location is great for local businesses that
want to put ads on Facebook but wouldn't have any
need to target outside of the business' physical
location. Demographics is the next choice. Here you
will have the option to determine an age range and
gender. Interests will let you enter in a phrase to
target specific fans.
Connections on Facebook let you show ads to
anyone, current fans, only people that aren't fans, or
an advanced choice to target people by events, apps,
etc. You can also choose to show the ad to friends of
fans. Advance demographics let you focus on
relationship interests, relationship status, and
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languages. You can also place ads on users pages
based on their education level and workplace.
You will be able to view a preview of what your ad
will look like, change the name, or edit your ad if you
need to. You will have a choice to pay with credit
card or PayPal. Facebook uses live people to approve
your ad and once approved, your ad will start being
shown.
It’s a good idea to do a lot of research on how to
manage a Facebook ad campaign, because if you
don’t know what you’re doing, you can lose money
fast.
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Chapter 32: LinkedIn
LinkedIn is the world’s largest social networking site
for business, with more than 200 million users. It’s
ideal for Publicity Hounds because it’s one of the top
social networking sites for promoting your expertise.
Notice we said expertise, not products or services.
Yes, you can promote what you sell on LinkedIn
Pages, and we’re giving you tips in this chapter on
how to do that. But promoting your expertise and
using it to help business people solve their problems,
learn more about your industry, get a job, make a
valuable connection or get inside a company will do
far more for you than the constant stream of “buy
my stuff, buy my stuff, buy my stuff” that has
infected social media.
LinkedIn is about personal interaction and group
interaction.
After you create a profile, you can maintain a list of
contact details of people you know and trust in
business. They are called your Connections. You can
then invite anyone, regardless of whether they use
the site, to become a Connection.

LinkedIn users rely on their Connections
to:
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• Build a large network: Your direct connections,
the connections of each of their connections
(second-degree connections) and also the
connections of second-degree connections
(third-degree connections).
• Get introduced to someone you want to know
through a mutual, trusted contact. Linked in has
an “Ask for an introduction” feature.
• Find jobs, people and business opportunities
recommended by someone in your own network.
• List job openings and search for potential
candidates.
• Job seekers can review the profile of hiring
managers and discover which of their existing
contacts can introduce them.
• Put them in touch with journalists and bloggers
who are looking for expert sources.
• LinkedIn users use the Question & Answer
feature to get reliable information on any topic.
Scott Allen, an expert on LinkedIn and social
media marketing, says that since creating his
LinkedIn profile, he has used the site to:
--Close a 5-figure consulting deal with a company
that found him at that site.
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--Find an agent for his first book, "The Virtual
Handshake: Opening Doors and Closing Deals."
--Collect feedback from 100 contacts who read the
draft of The Virtual Handshake. Of those, about 80
had never met Scott face to face. Yet he established
such a strong connection with them on LinkedIn that
they took the time to not only read his book but
provide valuable comments.
--Generate media opportunities. How many? "I've
lost count," he says.
---Find joint venture partners.
---Connect with authors who interview him and
quote him in their books.
Scott calls that promoting. Not the in-your-face,
obnoxious kind that most of us hate. But the smart,
s ubtle , savvy kind that makes it easy for people to
find him if they need the kind of help and
information he can offer.
Create a Profile
If you want to use LinkedIn to promote, here's step
Number One. This sounds like a no-brainer, but you
must have a profile at the website—preferably a darn
good one.
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The most important part of the profile is the title.
That is, the short description that shows up next to
your photo. Make sure it includes keywords and
explains, if possible, how you help people. This one
area of your profile can determine whether people
stop here and move on or keep reading.
The best way to start your LinkedIn profile is to copy
and paste from your resume. Talk less about specific
activities and responsibilities and more about the
results you’ve achieved. That builds credibility. The
details of your day-to-day responsibilities aren’t as
important. Focus on specific results that you have
produced for people.
On LinkedIn, people who are reading your profile and
thinking about hiring you as an employee or
consultant, or buying from you, might want to get to
know a little bit more about you as a person. What
are your values? What are your motivators? In your
descriptions of your past positions, you may want to
explain a little more about your personal
perspectives. Why did you love that job? What about
it motivated you on a day-to-day basis? How did it fit
into your grand vision of how you're going to make
the world a better place? Obviously, not every job
meets those criteria, but the more that you can bring
that out, the better off you're going to be.

Make Connections
Once you've created your profile, it's time to start
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making connections with other LinkedIn users. This
is an ongoing process, but not to be taken lightly.
Unfortunately, some people collect LinkedIn
connections like they collect pennies in a big, empty
mayonnaise jar.
They add them one by one, watching the pile of
names grow bigger and bigger. They keep track of
how many connections they've made. And they feel
pretty darn good when their list grows to
100...300...500 names and beyond.
People who don't know any better view their
LinkedIn connections like the rainy day fund inside
the mayonnaise jar. They'll use LinkedIn when it's
time to job-hunt. But until then, their list of contacts
just sort of sits there.
You cannot connect with a lot of people you don’t
know, because the system asks you to provide their
email address to send their invite to connect with
you.
"If you send out invitations to connect with people,
and five people say they don't know you, your
account is going to be suspended and you're going to
get a letter from LinkedIn explaining their connection
policy and asking you to adhere to it and warning you
that if you get more in the future, you'll have your
account locked," Scott said.
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One of the biggest debates about LinkedIn is
whether you should be very picky about whom you
connect with, or connect with as many people as
possible. Why would people be picky? Because when
you accept someone’s invitation to connect, you are
making the names of all your first-degree
connections available to them. On the other hand,
connecting with as many people as possible gives
you a much larger circle of people with whom you
communicate. Decide which way you want to go.

Snoop…and Answer Questions
In the old days, spying on your business competitors
was next to impossible without hiring a private
investigator.
These days, however, social networking sites like
LinkedIn are an open door to snoop on the
competition quickly and easily, if you are connected
to them. But be forewarned that you might not like
what you find. You can use LinkedIn to spy on
somebody who works for a competing company. And
you can do this under the radar, so she doesn’t know
you’re looking. In your Settings, you can tell
LinkedIn if you want to be “anonymous” when
looking at other people’s profiles. That’s a good idea
when spying on competitors. But make sure you
change the setting when you’re done so that you are
fully identified.
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Type her name into LinkedIn's search box near the
top of the screen. If your competitor has a profile on
LinkedIn, you'll be able to learn all kinds of
interesting tidbits about her.
If somebody came to LinkedIn looking to do business
with somebody in your industry and they compared
your profiles, who would they be more inclined to
view as the expert, you or her? If her LinkedIn profile
shows far more expertise than yours does,
who do you think would get the new business?
If she has more Recommendations than you, and
more Endorsements, she has done an outstanding
job promoting herself on LinkedIn. But wait! She has
only 148 connections. You have 589. Doesn't that
count for something?
Not necessarily. What we've described so far is what
Scott Allen says is a good example of how fewer but
better connections can give your competitor the
edge. It can also mean new contracts for her, new
joint venture partners, and lots of new introductions
to top decision-makers on LinkedIn.

Find Experts Here
When you’re writing an article or blog post, or you
need to hire a speaker for your next event, and
you’re looking for experts, consider LinkedIn.
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LinkedIn gives you access to millions of experts
throughout the world—many of whom are eager to
be quoted in your books, articles, White Papers,
press releases, blog posts, information products, and
anything else you’re writing.

How to Use LinkedIn to Promote
Create a complete LinkedIn profile so people
can find you.
The best place to start is with your resume. Give a
complete work history, and also list the high school
and college you attended. Former classmates might
be searching for you, and if your profile doesn't
mention schools you've attended, you might miss
the chance to connect with somebody who might
someday need what you're selling. The more
complete your profile, the easier it is for people to
find you when they use the search box at LinkedIn.
LinkedIn has created an Alumni feature that lets
users easily search for other LinkedIn users who
attended the same schools, using a variety of search
criteria such as the name of the company and job
title. This can be very valuable if you’re trying to get
into a company for, say, a meeting with a top
executive, and you’d like someone to put in a good
word on your behalf. You can search for alumni who
attended the same college you did and, if you find
one who works at that company, call them and
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introduce yourself as a fellow alum and ask them to
help you. What’s so powerful about this Alumni
feature is that after you search, the search results
will include names of people who are not necessarily
connected to you. If you’re not connected on
LinkedIn, be sure to invite them to connect.
Send status updates
Share links to helpful tips, articles, videos and more.
This can be information you find on your own, or you
can share information that other LinkedIn users have
presented. You can also Comment, just like on
Facebook and other social media sites.
The more helpful you are, and the more interesting
content you share, the more people will be attracted
to you. Send status updates a few times a day and
make sure you use this site for business only. Your
connections don't care about your daughter's new
baby. Save that for Facebook.
Make valuable connections
Compiling a long list of connections can actually work
against you. If you send an invitation to connect to
someone and they tell LinkedIn they don’t know
you, and several other people reply the same way,
this can raise a red flag and LinkedIn can suspend
your account. If someone asks you to connect and
you don't know them, it's best to reply and ask "How
do we know each other?" before accepting the
connection.
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Also, when inviting people to connect with you,
never use the generic invitation LinkedIn provides.
Take an extra minute to include a personal greeting
and perhaps explain how you know the person.
Offer recommendations to people you know or
have done business with
This gives you exposure on their profile page. After
you have recommended someone, LinkedIn will ask
them if they want to recommend you. If they don’t,
don’t take it personally. Joan is very picky about
people she recommends and won’t do so unless she
is familiar with their work. The more
recommendations you can accumulate, the greater
the chances that someone will be inclined to do
business with you.
Endorse a First-Degree Connection
When someone sees your profile or you see the
profile of someone who is a first-degree connection,
you can endorse that person for one or more skills
they've added to their profile. Click on "Endorse" and
a thumbnail image of you will appear. Every time
you are endorsed, or when someone endorses you,
the endorsement shows up in your LinkedIn
newsfeed, which gives your connections one more
chance to see you in their feed.
How would you use this feature in a publicity
campaign? If your first-degree connections include
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reporters, broadcasters, freelancers, bloggers or
anyone else who has covered you, you can endorse
them, but only if you genuinely feel they do excellent
work. Authors can endorse people they've worked
with during the publishing process. Speakers can
endorse meeting planners who have hired them. You
can endorse publicists, PR people or anyone you've
hired to manage or help with your publicity
campaign.
Link to your websites and blogs
Your profile page lets you link to three pages. Be
sure to include your websites, blog and any other
places people will find helpful, like the Free Articles
page at your website.
Create a Company Page
LinkedIn introduced Company pages to give users
one place where they can promote their products
and services. Pages are powerful because you can
feature selected products and services, describe how
they help people, and even include photos. People
can get to your Company page by hovering their
cursor over the name of your company on your
Profile. They can also get there through the search
engines.
LinkedIn also gives you the ability on your Company
Page to send status updates only to those people
who have asked to receive them. This status update
is separate from the status update you create on
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your profile page, and it’s very effective because the
updates go ONLY to people who have asked to
receive them, and you won’t be pestering people
who aren’t interested.
If someone wants to stay connected to your
Company page, they can subscribe to the RSS feed.
Another feature on Company Pages is the ability to
create a large banner that helps you brand your
Page. You can link the banner to a page at your
website that gives people more information. An
author, for example, might create one banner for her
book, another for her speaking engagements and a
third for her business.
On your Company page, LinkedIn has removed the
ability to list all your products and services.
Join Groups and promote your expertise
LinkedIn lets you join a maximum of 100 groups.
Wayne Breitbarth recommends you take full
advantage of that and join 100. That might sound
counterintuitive because you don’t want your email
cluttered with notices of the Groups’ latest
conversations. But by joining 100 groups, you are
giving yourself greater exposure because your name
will pop up more frequently in search results when
LinkedIn users are searching Groups for people with
your expertise.
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The other reason Groups are powerful is because you
can communicate in Groups with other group
members, even if you aren’t connected to them!
Let’s say you’re an expert in product packaging. You
join a product packaging group and participate in
conversations within the group. A journalist who
covers the packaging industry is also a member of
that group. If he’s looking for sources for a story he’s
writing, and you fit the criteria, you can respond to
him, explain your expertise, and maybe get publicity
you wouldn’t have gotten otherwise.
As for those pesky emails from LinkedIn informing
you of new conversations in your groups, simply go
to the Settings for the Groups you are least
interested in and tell LinkedIn how often you want the
Groups’ notices, or that you don’t want them at all.
If you’re in 100 groups, you might want to
occasionally change the settings so you start
receiving email notifications from a group you want
to become active in. Participate in the conversations
for a week or two, then turn off the notifications.
Create your own Group
This is a fabulous way to promote your expertise and
build a loyal following. As the group administrator,
you can set the rules and determine, for example, if
members of the group are permitted to promote
their products and services, or if certain topics are
off-limits.
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When creating your group, be sure to create a
friendly welcome message that’s sent to those who
join. Tell them what to expect within the group and
encourage them to participate.
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Chapter 33: Twitter
It's an unlikely name for a social networking site that
some of the largest companies in the world are using
for customer service, crisis communications,
customer retention and one of the cheapest and
most powerful marketing tools on the planet.
Since this book was last updated, Twitter has
become a household name. Hardly a day goes by
without seeing references to Twitter in print,
broadcast and online advertisements.
This free microblogging service allows users to write
messages, up to 140 characters long, directly at the
site at http://www.Twitter.com, via instant
messaging, or through third-party applications such
as Facebook.
The service asks the question "What's happening?"
While many people respond with things like "I'm
taking off for lunch at Panera's" or "I'm trying to
repair my printer," others have found a wide variety
of ways to use it as a valuable business tool.
Twitter is so named because the flow of updates is
like the chirping of a bird. When you send an update,
it's called a tweet. The people who tweet are called
twitterers or tweeters, not twits. And when you
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rebroadcast a message that has appeared earlier,
that's called a retweet.
When you sign up for Twitter, you get a page where
your updates are published, as well as a separate
page for all the tweets from people you follow. The
concept of following someone else is similar to
adding friends on other social sites. Other Twitter
features include the ability to send direct messages
to your contacts and to mark tweets as favorites so
you can find them easily later. The Mentions section
flags you to tweets in which your Twitter name is
mentioned.

Why Twitter Is Successful
One reason for Twitter's success is the wide array of
methods you can use for posting updates.
In addition to the web-based interface on the Twitter
site itself, users can take advantage of instant
messaging or mobile phones to send updates to their
home page. In addition, there are several Twitter
mashups (web applications that combine Twitter
data with other data) that enhance the functionality
of the basic web interface). These tools allow you to
update Twitter from your desktop, to post links to
photos, to search for particular keywords, to update
Twitter from your blog, to use it with other social
networking sites, and to track updates around
particular topics.
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Here's how businesses and nonprofits are using
Twitter:
• As a crisis communications tool.
• To announce new products and services.
• To share new articles and blog posts.
• To follow journalists who tweet, and find out
what topics they think are important.
• To respond to media coverage, good or bad.
• To monitor what others are saying about them
and their brands.
• To comment on journalists' articles—particularly
journalists you're targeting.

The Twitter Universe
The more addicted you become to Twitter, the more
time-consuming and confusing it can become.
Answering the question “What's happening?” within
140 characters is the easy part.
The hard part is figuring out the Twitter culture and
etiquette, understanding the Twitter lingo (Tweeple
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means people who use Twitter), learning the Twitter
shorthand which includes hash tags (# is a hash
tag), and knowing which of the hundreds of
applications and other Twitter-related websites are
worth your time.
Instead of trying to amass a huge army of followers,
you’d be better off spending time just posting. Then,
when people start following you on Twitter, they
might be curious enough to see what you’ve been
writing about and whether it’s worth coming back for
more.
Don’t try using Twitter’s fancy applications until
you’ve tackled the basics, like knowing where to find
replies to your messages, how to reply to people you
are following, and how to read your direct messages .

Setting Up Your Account
It’s your choice whether you to create an account
under your first and last name, or your brand, or
something else. Joan has a strong brand so she uses
@PublicityHound. If you decide to use your brand
name, also make sure you create an account under
your first and last name so no one else with the
same name can use it. (Or, someone with the same
name may have already beaten you to it.) Joan has
a Twitter account at
http://www.Twitter.com/JoanStewart, but the
description tells people who land there that it’s a
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secondary profile and that they should follow her at
http://www.Twitter.com/PublicityHound.
If you’re creating a Twitter account for a company,
we recommend you not use the company’s name as
the Twitter handle along with your logo. People don’t
want to communicate with companies and logos.
They want to talk to real people whose faces they
can see in the feeds.
If you have, say, three or four people from your
company tweeting, it’s helpful if they all have
separate Twitter accounts. Joe from the sales
department can tweet about what’s happening in the
sales area. Amy from customer service can share
information about customer service issues. And so
on.
Now, it’s time to write your bio. Spend time on this.
And rewrite it whenever you think you need to
improve it. It’s limited to 160 characters.
Don’t just tell people what you do. Explain how you
solve a problem. Use keywords that tie into your
expertise. There are a variety of Twitter directories
such as Twellow.com and WeFollow.com where
people can search for others on Twitter using certain
keywords in their profile. And those directories are
crawling profiles, looking for keywords.
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How to Tweet
“What do I say?”
Share the same helpful information on Twitter that
you see us discussing elsewhere in this book. And
resist the temptation to constantly promote. A good
rule of thumb is that for every 20 tweets, only one
should promote you.
Way too many people write about what they’re doing
or what they’re thinking about. They let us know
when they’re eating lunch or leaving to walk the dog.
Who cares? Save that for your Facebook profile. Far
more helpful are these types of tweets:
• Provide short tips so you can help people solve a
problem. For example, a typical message Joan
might tweet is: “Want publicity in magazines?
Research the magazine first, then pitch.”
• Call attention to industry trends.
• Comment on a controversial article and link to it.
• Comment on a helpful video and link to it.
• Share a pithy quote.
• Share an inspirational message.
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• Let your followers know about a breaking news
story.
• Share the link to a blog post you’ve written.
• Share the link to someone else’s blog post where
you have commented, and mention the
comment.
• Offer tips from a conference you’re attending.
• Recommend a good book you read.
• Excerpt tips from a new product you’ve created.
• Let your followers know about a new client.
• Ask a question.
• Ask for advice on a problem you’re struggling
with.
• Ask people to recommend a certain product if
you’re not sure which one to buy.
• Complain about something that’s bothering you.
(But don’t complain a lot, or you’ll turn off
people and they’ll unfollow you.)
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• Brag about publicity you’ve just gotten and link
to the article or video.
• Put out the call for experts if you’re writing an
article and need to interview someone.
You get the idea, right? If you’re short on topics,
read the Twitter feeds of people who are leaders in
your industry and have big followings. Pay attention
to what they’re writing about, and follow their lead.
Twitter isn’t only about pushing out your message.
It’s about actively participating on the site. That
means retweeting someone’s tweet. Or hitting
“Reply” and thanking them for an article they’ve
shared. Or replying with a short comment.

Twitter Shorthand and Symbols
Because you’re limited to 140 characters, you must
often use “shorthand” to communicate your
message. Instead of typing the word “your,” you
might type “yr.” A date is not Oct. 17, 2013. It’s
10/17/13. Read your feed and you’ll see lots of
clever ideas for shorthand. But don’t overdo it. If
someone has to read the tweet four times to try to
figure out what you’re trying to say, you’ll lose them.
And they probably won’t click on that link leading to
your article.
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Twitter has three very important symbols that
confuse most beginners (we were confused!): the @
Symbol, the hash mark (#) and RT. Let’s take them
one by one.
The @ symbol
The @ symbol is the first character in everyone’s
Twitter name. When someone asks Joan, “What’s
your Twitter handle?” she tells them
@PublicityHound.
The @ symbol is also used at the very beginning of a
tweet if you want to call someone's attention to your
tweet. Let’s say Joan wants to send a tweet to her
virtual assistant, Christine Buffaloe, whose Twitter
handle is @SerenityVA, and share a link to a helpful
article on the Top 5 Twitter directories. The tweet
would look like this:
@SerenityVA Great article on top 5 Twitter
directories. Pls. register me in these. [Include the
link]
Because the link is long, you’ll want to use a URL
shortener.
The hash mark
The hash mark (#) is an important tool for letting
people find your tweets quickly if they’re searching
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at a place like http://Search.Twitter.com.
They go to that site, they type in #dogtraining, and
if someone has used that hash mark at the end of
their tweets about dog training, their tweets will
come up on the search list. If the list includes people
you'd like to follow, follow them.
You can invent your own hashtags, but try to keep
them as short as possible because they take up
valuable space. If you’re attending a conference,
often the conference organizer will give attendees a
specific hashtag to use when tweeting about the
event. That lets people who are at the conference
search for tips from break-out sessions they were
unable to attend. And it also helps people who
couldn’t attend the conference.
Authors, create a hashtag for your book title if
you’re tweeting about your book.
Here’s an advanced strategy for using the hashtag
to promote. Sponsor a “Twitter chat.” Let’s say
you’re an author who has just launched a new book
called “Maggie & Me,” about the relationship between
you and your cat. Lots of cat lovers already follow
you, and those who don’t know about your book
might want to know about the Twitter chat.
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You schedule the chat for a certain time and date
and you use the hashtag #Maggie&MeChat to
promote it. You go to a Twitter directory and search
for people who have the word “cat” in their profile.
And you also track down people who blog about
cats or publish newsletters. Tell them about the
chat, invite them, and encourage them to share the
information with their audiences.
When it’s time for the chat, you simply tweet every
few minutes or so, giving people time to respond.
Each response includes the same hashtag. This gives
people who missed the chat a chance to go to
Search.Twitter.com and search for every tweet using
that hash tag #Maggie&MeChat. Be sure to promote
your chat at other social media sites like on
Facebook and within your LinkedIn groups.
Retweeting
RT is the symbol for retweet. Retweeting means
simply sharing a tweet that someone else shared,
and giving them credit for it. If you’re sharing one of
Joan’s tweets, you can type, either at the beginning
or the end of your tweet: RT @PublicityHound.
Promote Your Twitter Handle
Let the world know you’re on Twitter. Here are
places where you should mention your handle, or
include a Twitter button that links to your Twitter
account:
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• At your website.
• At your blog.
• In the author resource box when you write
articles.
• Speakers, include it in your handouts.
• On all your other social media profiles. If
someone loves you on LinkedIn, they’ll want to
follow you on Twitter.
• On your business card.
• In guest blog posts you write.
• In paid ads.
• In press releases.
• In your online press room and media kit.
• In your bio.
• On product packages.
There are dozens more places, and we’re
constantly amazed at how many we forget about.
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A Word of Caution
We can’t help but wonder if one day soon, criminals
will discover that Twitter is one of the best places to
find empty houses vulnerable to a break-in, or
Twitterers who make it easy for them to commit far
more serious crimes.
We expect to see lots of details in tweets about what
people are doing in their jobs because using Twitter
for business and publicity is just plain smart. But
some of the personal details people include are
amazing. Like announcing they’re closing up the
house and leaving for two weeks in the Florida Keys.
Or visiting San Francisco for a three-day conference.
Or saying good-bye to their cabin on the southeast
corner of such-and-such a lake and heading back
home.
With the number of social networking sites
multiplying daily, it wouldn’t take a savvy criminal
long to put two and two together and go hunting for
our profiles and…well…you know the rest. Just look
what the slimeballs have been able to accomplish
with phishing and identity theft.
If you’ve gotten this far and you’re still saying to
yourself, “I don’t get it. Why is everybody wasting
all this time?” check out my “Special Report #52:
How to Use Twitter for Business to Network,
Promote, Sell, Recruit & Profit” at
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http://publicityhound.com/shop/category/specialreports
It will give you lots of examples of how companies
and nonprofits large and small are using Twitter to
attract loyal followers, solidify their brand, and make
the cash register ring.

Friending & Following Journalists
Journalists have always hated being identified
publicly as the “friend” of a source. “I’m not your
friend,” is a typical response. “I’m just trying to do
my job.” But that was 15 years ago, long before
social networking sites came onto the scene.
These days, if you’re trying to get in front of a
reporter at The Washington Post, for example, and
you know he has a Facebook page, asking him to be
your friend is as easy as a few mouse clicks. Easy
and dangerous.
• He can identify you as a spammer.
• If he thinks your invitation is improper, he can
blacklist you and ”out” you to other journalists.
• He can post a nasty comment about you on his
Facebook page. Or worse.
Journalists create Facebook pages as one way of
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taking advantage of social media. It’s a great place
to look for sources—on the journalists’ terms. They
can friend other journalists. They can listen to and
participate in the online conversation. They also use
Facebook as a secondary distribution system for
their work and link to their articles, op-ed pieces,
blogs and videos.
The Canadian Broadcasting Corporation has a
policy directing its journalists to avoid adding
sources or contacts as Facebook friends.
“It may compromise your work by letting friends see
other friends on your network,” the policy document
says. “It may also not be in your interest to identify
yourself as a ‘friend’ of a source on their network.”
So what should you do if so see a journalist on a
social networking site and you want to connect?
Here are three ways to start building the
relationship:
1. Let’s say you want to follow journalists at toptier media outlets. Search for “New York Times
journalists on Twitter” and you’ll find a list of
journalists with their Twitter handles here:
https://twitter.com/nytimes/lists/nytjournalists. PR expert Harry Hoover suggests
that if the journalist is on the list, you can follow
him or her and reply to their tweets when
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appropriate. If they have a page on Facebook or
LinkedIn, you can email them on Twitter and ask
if it’s OK to connect with them on those sites.
2. If the journalist has a page on LinkedIn, check
to see if any of their connections are also your
connections. If so, you can ask the connection to
introduce you. If you’re introduced, do not
pitch. Instead, offer yourself as a source for
background information, story ideas and
commentary.
3. Can’t find them at any of the social networking
sites? Google their name and see if they blog. If
so, read the blog and comment several times
over several weeks.
See "How to Use Social Media Sites to Connect
with Journalists" at
http://publicityhound.com/shop/how-to-use-socialmedia-to-connect-with-journalists
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Chapter 34: Google+
Google was late to the party. While Facebook was
racking up millions of users, Google was trying to
gain traction with Buzz, a social networking and
messaging tool that was integrated into the
company's web-based email program.
It never took off, and Google finally retired it in
October 2012.
In its place is Google+, which provides businesses,
products, brands, and organizations with a public
identity and presence on Google+. The social media
site has lost a lot of its panache, mostly because all the
attention is on Facebook, Twitter and LinkedIn, followed
by Pinterest, Instagram and Shapchat. Rumors have
been swirling that Google will eventuall retire Google+
and, for that reason, many people have abandoned it.
Pages can currently be created for one of five
categories:
• Product or Brand
• Company, Institution or Organization
• Local Business or Place
• Arts, Entertainment or Sports
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• Other
Google+ pages interact in the Google+ world similar
to the way that regular Google+ profile owners do.
They can add people to circles, edit their profile,
share things in Google+, +1 comments and
photos,and create and join Hangouts. But they’re not
entirely the same.

Differences Between Pages and Profiles
Pages are extremely similar to profiles, but they
have some key differences:
• Pages can’t add people to circles until the page is
added first or mentioned.
• Pages can be made for a variety of different
entities whereas profiles can only be made for
people.
• Pages can have multiple administrators.
• The default privacy setting for elements on your
page profile is public.
• Pages have the +1 button.
• Pages can’t +1 other pages, nor can they +1
stuff on the Web. (But like profiles, they can +1
inside Google+.)
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• Pages can’t play games.
• Pages don’t have the option to share to
"Extended circles."
• Pages can’t hang out on a mobile device.
• Local pages have special fields that help people
find the business’ physical location.
Promote Your Google+ Page
Here are ways to promote your Google+ page and
gain followers:
• Spread the word. While on Google+ acting as
your page, click "Spread the word" on the side of
the stream. This will allow you to share your
page in a post with people from your personal
Google+ profile. The sharing action will come
from your personal Google+ profile -- not from
the Google+ page.
• Post updates frequently and keep your profile
fresh. People are more likely to engage with a
page that contains fresh posts and a complete
profile. Learn about sharing in Google+ and how
to edit your page.
• Linking your Google+ page and your website is a
great way to drive traffic to your page and it
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provides an excellent opportunity to engage with
your customers and fans in an intimate fashion.
• Linking your Google+ page with your AdWords
campaign. Connecting your page to your
campaigns allows your advertising and page
toshare +1's. Any +1's on your ads will
increment the count on your page and vice
versa.
Good-bye Google Places
Business owners can still use Google Places for
Business to manage their business information. Your
customers, however, can now rate, review and
upload photos through Google+ Local.
Now, when users search for your business, instead of
seeing a Place page, they’ll go to a local Google+
page. Information you manage in Google Places for
Business — like your business’s website, location,
and hours — will appear on the Google+ page. If you
need to revise any information, just sign in to Google
Places for Business and make edits like you normally
would. These changes will update the Google+ page
for your business.

How to Use Google+ Hangouts as part
of a PR or Marketing Campaign
Hangouts let you catch up with friends, family or
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business associates, and have voice or video
conversations at home on your computer or using the
Google+ mobile app. Up to 10 people can join a
hangout, and it’s easy to invite specific friends or
circles. Share the latest news and see everyone’s
reactions live. You can learn more about Hangouts at
https://tools.google.com/dlpage/hangoutplugin
Here are ways to use Hangouts in a PR or
marketing campaign:
--Announce news about your company. It might be a
new product you're launching. Or a new service. Or
perhaps you've taken over another business and you
now have a business partner. Authors, you might
have a new book. Artists, you might be unveiling a
new work of art. Hangouts give you a chance to
host your own Community Meeting event, for free.
--Teach a class. If you're an accountant, you can
teach a class on changes to the tax code. A
professional speaker can teach a class on how to
deliver a great keynote address. A hair stylist can
teach a class on how to add highlights to women's
hair.
--Brainstorm story ideas to pitch to the media, guest
blogs posts to write, and hot issues to research for
your next White Paper. You can even critique each
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other's press releases.
--Host regular or periodic Q&A sessions for your
customers. Invite your customers to sign in, chat
and bring their questions. If you're a professional
organizer, you can have a Q&A specifically for
businesses and another for household decluttering.
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Chapter 35: Pinterest
Petula Dvorak, a columnist for The Washington Post,
describes Pinterest as "digital crack for women."
We can't blame her. The photo-sharing site that lets
you pin photos and videos you find online, is the
hottest social media site as of this writing.
People use pinboards to plan their weddings,
decorate their homes, organize their favorite recipes,
find places to go on vacation, and even buy products
they aren't necessarily looking for. But they get
hooked. And out comes the credit card. Studies show
that Pinterest uses are far more likely to buy things
they see on Pinterest than they are if they find
products on Facebook.
For that reason, Pinterest can't be ignored as part of
a publicity campaign.
Pinterest lets users browse pinboards created by
other people, create a board (a set of pins) around a
certain topic, link back to the owner of the photos,
and link back to your own website or blog. You can
also Share, Like, Comment and Repin.
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Here are other reasons why Pinterest is
important:
--It's the fastest growing social media site in the
world as of 2014.
--In January 2012, it sent more traffic than Google+,
YouTube and Twitter combined to some websites.
--It's the 19th most popular site in the U.S.
--It sends up to half the traffic for some sites.
About 3 in 4 users are women and they pin images
in four main categories: decor, crafts, food and
fashion. Other favorite topics include cute dogs and
cats, sticky notes with humorous or inspirational
sayings, sexy photos, stunning architecture,
vacations/tourism, hair and makeup, and humor in
all forms.

7 Places to Find Images to Pin
By adding a "Pin It" button to your browser bar, you
can pin photos you see at any website quickly and
easily, without having to go to the Pinterest site.
Resist the temptation to pin mostly your own photos.
Share what you find elsewhere. Here are seven other
places to find images to pin:
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--At your website or blog
--Tumblr.com (9.3 billion)
--Zimbio.com (Professional photo library)
--Houzz.com (Designers and architects)
--TheFancy.com (Gorgeous product images)
--Buy stock photos (iStockphoto.com)
--Flickr.com (Only public photos if sharing is
permitted)
Best practices recommend that you pin from the
original source. Also, pin from individual blog posts,
not from a blog's home page. Give credit and a
thoughtful description. And even though you can
share photos, don't just repin. Upload your own
images.

SEO Tips
Keep these SEO tips in mind as you pin:
--Use all 500 characters in your description and
include keywords
--Use keywords in titles of Boards. “Delicious Diet
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Snack Food” will pull more targeted traffic than
“Food I Like While Watching TV”
--The file name of your image should include a key
phrase
--Keep an eye on your Analytics

Breathe Life into Old Blog Posts
Go ahead. Drool all you want over photos of those
eight-layer chocolate mocha wedding cakes.
While you're at Pinterest scrolling through the
thousands of enticing photos of strapless gowns,
cute puppies, breath-taking sunsets and stiletto
heels, Joan is creating Boards around a common
topic and using her pins, or images, to pull viewers
back to her blog posts. Pinterest lets you link back to
your website, or the site where you found the
images.
Joan’s favorite board is "50 Tips for Free
Publicity” at
https://www.pinterest.com/publicityhound/50tips-for-free-publicity/
Each photo has the headline of the blog post
underneath and links back to the post.
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Now for the best part. Many of those posts are filled
with content-rich tips and free advice, as well as
links to products she sells at her website, links to
the page where she explains all about The Publicity
Hound Mentor Program and even affiliate links
where she earns a commission for selling other
people's products and services. You can follow The
Publicity Hound on Pinterest at
http://www.Pinterest.com/PublicityHound.
Our Most Important Tip:
With so many concerns about copyright violation, it's
imperative that you use Pinterest's "Pin It" button on
your toolbar. This ensures that the photos you pin
will be linked back to the website where you got
them. You can access it at
http://pinterest.com/about/goodies/
Our Second Most Important Tip:
After you create an account and complete your
profile, don't start creating boards unless you're
fairly comfortable with the site.
Don't just start pinning willy-nilly without making
sure that you credit the source.

How to be a Kick-butt Publicity Hound
By Joan Stewart and Tom Antion
JStewart@PublicityHound.com Orders@Antion.com
Page 491

PinAlerts
You're creating gorgeous Pinterest boards filled with
stunning sunsets, wedding cakes fit for royalty and
bling you can only dream about. And you're having a
ball.
But does Pinterest bring money through the door? It
sure can, if you know which product photos and
images at your website are being pinned the most.
PinAlerts, a free Pinterest tool that's sort of like
Google Alerts, is now part of Tailwind. It will email you
every time your website receives a new pin on
Pinterest. You can decide how frequently you want to
be alerted: daily, weekly or as it happens. The
emails include a link to the latest pins with a
description.
PinAlerts was developed by Pinterest experts Janet
Thaeler, Paul Wilson and John Benson of
PinnableBusiness.com. Pinnnable Business develops
Pinterest marketing tools and solutions. PinAlerts is
the company’s first release.
Janet helped us compile a list of ways you can
use this cool tool in your marketing campaigns:
--You can tell instantly which product photos are the
most popular. If photos of some of your most popular
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products aren't being pinned, it might be time to
reshoot those photos.
--You can do competitive research to see what
others in your industry are pinning so you can see
the types of content that does well in your niche.
--You can find potential joint venture partners.
"Yesterday, I sent an alert to Orange Soda and they
saw that the person who pinned their new product
works for a major newspaper and could be a
potential partner," Janet said.
--You can see how the market views your product by
reading the descriptions below the photos that
people are pinning. Often, the descriptions are very
flattering.
--"I also want to know what articles I write get
pinned," Janet said. So she creates images to
accompany them, using a variety of free web tools.
A heads-up from Janet: "People pin your head shot
from your website or blog. So make sure it’s
pinnable and good-quality."
How Kotex Uses Pinterest
Kotex--makers of tampons, pads and Pantiliners-created a cool campaign on Pinterest. The company
identified 50 inspiring women, looked at their
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Pinterest boards to identify what inspired them, and
then created a customized gift that tied into each
woman's inspiration. But before each woman could
receive her gift, she had to "repin" a photo of the
wrapped gift on Pinterest.
Almost every woman participated.
After each woman's gift was hand-delivered to her
doorstep, many tweeted about the gifts, pinned
more photos on Pinterest and shared on Facebook,
Twitter and their blogs. The campaign received more
than 694,000 impressions.
How an Author Uses Pinterest
Carolyn Howard-Johnson read the item about the
Kotex campaign in Joan's ezine and emailed Joan a
great idea on how she and her author friends
promote each other’s books on Pinterest.
“I just started Pinterest, but I’ve been applying lots
of my general marketing tips to Pinterest. An
example: I got started by telling my author friends
on Facebook that if they pinned one of my books to
their account, I’d do the same for them.
“I have several different book boards, but one of
them is ‘Books by Friends’ where I pin these books. I
also pin images of gorgeous book cases, quotes,
book-related cartoons, etc. on that wall to keep it
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interesting.
“I offer your authors the same deal. We’re all in this
together. (-: Find me at
http://www.pinterest.com/chowardjohnson.
“Also notice how I separate out the books I write in
different genres to separate boards. And how I
sometimes repeat a book image on two different
boards. As an example, the theme of my novel is
rooted in tolerance so it appears on my Tolerance
board and on my Literary and Poetry board.
“I believe it’s little techniques like these that can
make a difference to a network that at first doesn’t
seem innately suited to the needs of writers. And
yeah, it's all about branding and finding those
marketing angles we both talk to our people about
so much.”
The Publicity Hound says: I love this idea, and I
especially like how Carolyn has peppered her boards
with book-related quotes and photos just to keep it
interesting.
If you’re an author, you’d be crazy to pass up
Carolyn’s invitation. By the way, she’s the author of
The Frugal Book Promoter: How to do What Your
Publisher Won’t, one of our very favorite books on
how to build the buzz for your book. You could spend
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the rest of your life following all her tips. If you do,
you’ll sell lots of books.
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Chapter 36: Other Photo-sharing
Sites
Since the last edition of this book, Instagram is
now the most popular photo-sharing site for
promotion purposes, followed by Flickr and
Photobucket. We recommend you have a presence
on those three sites, as well as share your photos
on Facebook and Twitter.
Photo-sharing sites let you publish a collection of
digital photos online. You can also organize and
share photos, tag them with relevant keywords, and
use them to attract the attention of people who are
going to these sites and searching for specific types
of photos. If someone is searching for photos of
walking shoes, for instance, and you sell walking
shoes, they’ll find your photos and maybe even click
through to your website and buy a pair. Even though
photos at these sites generally don’t rank very high
in the search engines, they get huge amounts of
traffic. You never know who is going to be looking for
photos associated with your company.

Types of photos
The possibilities are endless. But here are some
ideas on the types of photos you can upload.
Have one photo for each one of your products. How
about a photo of each of your employees? If your
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company has a customer service department, be
sure to include their photos, too. How about your
customers (with their permission)? Be sure to tag
the photo with their name and the name of your
company. If you have the type of business that gets
a lot of customer traffic, like a packing and shipping
service, ask your customers if you can photograph
them next to the big logo on the wall.
Here's a great idea for getting lots of photos onto
these photo-sharing sites quickly. Assign a
photographer to attend a major event where your
business is participating. Let's say it's a business
expo and your company has bought a booth. Have
the photographer get individual photos of everyone
who visits your booth. Tag the photos with the
person's name and your company name, and post
them on your Facebook page and to Flickr and other
photo-sharing sites.
Also take photos of things you're interested in—
things that tie into your business. Let's say you own
a restaurant. You could have photos of the manager
buying produce at the local farmer's market, photos
of the chef in the kitchen, and photos of the owner of
the restaurant participating in a civic event.
Going to a conference? Take a camera and have a
friend photograph you with as many people as
possible at the convention. But no more than three
or four people per photo.
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Flickr also lets you configure the settings so that you
can use Flickr photos in your blog posts.

How to Use These Sites
Flickr
Flickr at http://www.Flickr.com calls itself “the WD40 that makes it easy to get photos or video from
one person to another in whatever way they want.”
It accepts photos from the web, mobile devices, from
the users' home computers and from whatever
software they are using to manage their content. The
site then “pushes out” those photos on the Flickr
website, in RSS feeds, by email, or by posting to
outside blogs. It has free accounts with limitations
placed on photo uploads and other features. The Pro
option, for as little as $1.87 per month, offers
unlimited uploads, storage and sets. Flickr also has
added video sharing.
Photobucket
Photobucket at http://www.Photobucket.com is an
image hosting, video hosting, slideshow creation and
photo sharing website. Its image hosting is often
used for eBay, MySpace and Facebook accounts,
blogs and message boards. Users may keep their
albums private, allow password-protected guest
access, or open them to the public. Photobucket
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offers 1GB storage on their free account, and 5GB on
their pro with unmetered bandwidth.
Instagram, the hip photo-sharing system at
http://www.Instagram.com, now owned by
Facebook, racked up more than 30 million users in
just two years!
The app lets you snap a photo with your mobile
phone, then choose a filter to transform the image.
It’s free in the Apple App Store and Google Play
store.
Here are seven ways Publicity Hounds can use
Instagram:
–In your Facebook timeline photo.
–Replace a boring photo of something like an awards
presentation with an eye-catching image. Jen
DeAngelis of InkHouse Media + Marketing suggests a
photo of a hand gripping the trophy or someone
nailing a certificate to a wall.
–To accompany a press release about a new product
or service. Link to the images.
–Nonprofits, use it to feature your volunteers. Or
take photos of cool products that will be up for grabs
at your silent auction.
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–Use it when announcing a contest.
–Offer a behind-the-scenes look at your company.
–Take photos to build excitement and boost
attendance for a special event.
Freelance writer Carlo Pandian wrote a guest blog
post for Joan and offers lots of tips and examples of
how to use Instagram. Check
it out at http://publicityhound.com/?p=13007.
To get the most out of using these sites, follow
these tips:
• The more photos you can post, the better.
Be sure to read the terms of service or
rules at each site. You must be aware of
things like copyright, trademarks and licensing.
• Use keyword-based titles, or tags, and
descriptions. Photos, like video, don’t include
“data” that the search engines can find. So the
search engines will rely on your keywords and
your descriptions. Tag people’s names as well as
topics.
• Use Flickr’s geo-tagging. Remember that
people search for photos from a particular area.
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So include the name of your city, state or region—
whatever words or phrases people are most apt to
use when they search.
• If you don’t want anyone to reproduce the
photo, use a watermark. But understand that
users of these sites might be more inclined to
report photos with watermarks as too
promotional.
• If you have multiple photos on the same
topic, use Flickr’s sets and collections so
people can find what they’re looking for
easily. A set is a group of photos that are all
about a certain theme. For example, a bed and
breakfast might feature a set of photos showing
the inside and outside of the B&B. Collections
are larger than sets. That particular set might be
part of a collection of photos of B&Bs in a
particular state, and the state tourism bureau
might use Flickr to drive traffic back to its
website.
• Make sure you mark photos as public so
other people can see it.
• Join or create groups in your subject area.
Let’s use the B&B example. They might create
their own group called “Wisconsin B&Bs” and
also join groups for “hotels” or “tourist
attractions.” This is an excellent way to meet
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other experts who you might do business with
someday.
• Build a friends group of people in your
subject area. Just like Facebook, you can friend
certain people. In fact, you can include a note on
your website asking visitors who like photos of
your topic to go over to Flickr and be your
friend. It’s a great way to build a community.
Most photo sharing sites also allow users to create
their own "communities." A state tourism board, for
example, can create its own community of photos
which feature tourist attractions in that particular
state.
If your company is within a narrow niche, and there’s
a particular photo-sharing site used by other
companies in your niche, make sure you have a
presence there.
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Chapter 37: Social Bookmarking
If you’re looking for yet another way to promote
your expertise within a certain field, and pull traffic
back to your website, do social bookmarking. That is,
submit URLs of content you want to share to a
gigantic database site that has user-generated
content.
These bookmarks are usually public, and can be
saved privately, shared only with specified people or
groups, shared only inside certain networks, or
another combination of public and private domains.
For promotional purposes, we want to share our
bookmarks (our content and others') with everyone.
Millions of people are visiting these sites on a regular
basis to see what's hot. If you want to get in on the
action, simply create an account and you’re ready to
start bookmarking.
Social bookmarking has several advantages:
• It helps promote your expertise because when
people see your recommendation, they will be
curious about what other sites you’ve
recommended.
• It gives you a link back to your own site. If
they're impressed with the content, they might
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visit your website to see what other information
you might have there.
• Social bookmarking sites pull huge amounts of
traffic so you have the potential to get in front of
a lot of people.
• It lets you join the conversation online.
• It’s great in Google's eyes. If Google recognizes
a large number of incoming links to a particular
article or blog post, Google thinks that if a lot of
people are voting for it, it must be good.
Backlinks, or sites that link to your site, are
important. Through bookmarking—calling
attention to a blog post you just wrote, for
instance—you could prompt a large number of
bloggers to link to your content if the headline
and content are intriguing, controversial or
funny enough.
Why do they call it bookmarking? On Windows, you
can bookmark something at the top of the screen. In
this case, users actually vote and make different
sites popular. In general, the more votes, the higher
the content is pushed to the top of the list. Although
we’ve seen some blog posts that have reached the
top with a small number of votes.
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What to Bookmark
Bookmark other people’s content like articles and
blog posts that deal with your area of expertise.
Bookmark interesting videos—not only those that are
entertaining but videos that are packed with content
and helpful tips. Let viewers know about breaking
news stories in your industry.
Users can sign up for alerts on specific topics.
So bookmark your own content, too, but be
selective:
.

• Any time you create a new video and upload it
to a video site, submit the URL along with a
catchy title and a description of what the video
is about. Remember to use keywords in the
description.
• Bookmark your most interesting or controversial
blog posts. Remember, only the best or you
could be flagged as a spammer. More about this
topic later.
• New articles you’ve written, particularly those
that deal with breaking news in your industry.
• Anything you have that needs extra traffic,
exposure or incoming links.
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3 Bookmarking Sites
You can choose from many bookmarking sites,
including sites for narrow niches. To see if there’s a
bookmarking site in your niche or industry, do an
Internet search for “bookmarking site” + “(your
topic)”. Here are three major sites you need to know
about:
Digg
Digg at http://www.Digg.com has prompted dozens
of imitators. It has minimal editorial staff, and all
content is controlled by users. When a user sees an
interesting URL that someone has submitted, he can
“Digg” it, or bury it. In just a few short years, this
site has grown to over 3 million active users. Digg
was completely rebuilt and relaunched in the
summer of 2012.
Digg appeals to, among others, geeks, because it
has a “Technology” category that includes topics like
Apple, Microsoft and industry news. Geeks come
looking for content related to gadgets, security,
hardware, software and design. Other categories
include World & Business, Science, Gaming,
Lifestyle, Entertainment, Sports and the usual
offbeat stuff like stupid pets and animals.
The homepage is the coveted real estate on Digg
because that’s where the exposure is and where the
cream rises to the top. Articles with the most Diggs
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or votes can show up on the homepage—but not
necessarily. Here’s why. You can see by looking at
each post how many people have Dugg it. You can
Digg it, too, by clicking on it.
Remember what we said about the social networking
cardinal rule of “giving more than you get"? That’s
especially true on Digg, where users are very
skeptical and will ignore content that looks
promotional. So yes, you can end up on the first
page of Digg and be publicly humiliated.
Tips for getting on Page 1:
• Tap into your network and work out
agreements with the people who are
visiting and bookmarking the same types of
sites you are. Agree that you’ll Digg their
content if they Digg yours—it’s behind-thescenes politicking.
• Make sure your content is “Digg-worthy.” It
has to be of interest to Digg readers. Run-ofthe-mill blog posts just won’t do. Digg readers
love “Top 5” and “Top 10” lists, even “Best of”
and “Worst of” lists.
• Headlines with numerals do quite well. For
example: “10 Insane Book Titles,” “10 Cars You
Can Live in After Your House is Repossessed”
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and “7 Bizarre Things (And 1 Bodily Fluid)
People Use as Money.”

StumbleUpon
StumbleUpon.com at http://www.StumbleUpon.com
is a free tool that discovers websites based on your
interests, learns what you like, and brings you more.
Every time you click the Stumble button, you’re
brought to a website that matches your personal
interest. Let’s say you like knitting. With
StumbleUpon, you can discover great web pages,
videos, blogs and photos about knitting, all
personalized for you. StumbleUpon has more than
500 interest areas to choose from and tens of
millions of websites—all submitted and endorsed by
its members.
With StumbleUpon, you don’t have to sift through
mountains of material that might not interest you,
like you do with a search engine. You can rate the
websites—thumbs up or thumbs down—so
StumbleUpon learns what you like, and your
Stumbles become more and more personalized. Your
ratings, and the ratings of millions of other
members, determine which sites are best for you. All
of your rated sites are saved for you on your profile
page so you can access them again and again. You
can also share websites with other StumbleUpon
members or with your friends.
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To get started, download the toolbar and click
“Stumble.” Now, complete your profile and state
topics that interest you. The profile will help
StumbleUpon determine how much weight your
votes have on things. Then start Stumbling.
You also want to make sure your site is served up to
other users. To do that, your content must be
“Stumble-worthy.” Focus on giving people free
information, tools they can use and things like
resource lists.
Use StumbleUpon or one of the other bookmarking
sites to bookmark a few times a day. This helps build
your reputation with the search engines and attracts
people who want to know more about you.
Delicious
Delicious.com at http://www.Delicious.com is a
social bookmarking service that allows users to tag,
save, manage and share web pages from a
centralized source. Emphasis is on the power of the
community. To get started, drop the Delicious
bookmarklet in your browser bar and use it to add
links to your account.
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Things you can do with Delicious:
• Bookmark any site on the Internet, and get
to it from anywhere. Instead of having
different bookmarks on every computer,
Delicious makes it easy to have a single set of
bookmarks kept in sync between all of your
computers. Even if you're not on a computer you
own, you can still get to your bookmarks on the
Delicious website.
• Share your bookmarks, and get bookmarks
in return. If your friends use Delicious, you can
send them interesting bookmarks that they can
check out the next time they log in. Of course,
they can do the same for you. As you explore
the site and find interesting users, you can use
the site’s Subscriptions and Network features to
keep track of the Delicious tags and users you
find most interesting.
• Discover the most useful and interesting
bookmarks on the web. See what's hot with
Delicious users by checking out popular tags.
By looking at popular bookmarks for a tag, you'll
be able to discover the most interesting
bookmarks on the topics you're most interested
in. Browse bookmarks on just about anything
from the best programming tips to the most
popular travel sites.
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Don’t be a spammer
Don’t be fooled into thinking that if a presence on
one social bookmarking site is great, a presence on
four is five is even better. If you bookmark the same
URLs over and over again from several different
social bookmarking sites, you may get caught and
your account closed down.
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Chapter 38: How to Use Video
People of all ages are falling in love with Internet
video, much of it produced by amateurs.
Even so, amateur video can be an incredibly
inexpensive but powerful tool in your publicity
campaign. The other big benefit is that the search
engines often reward websites and blogs that use
video by giving them higher rankings on the organic
search list—that is, the non-paid listings that appear
on the left side of the screen within seconds after
you type a word or phrase into a search engine.
These statistics should convince you that it’s time to
dive head-first into video:
• YouTube, the most popular video-sharing site
and the third-most visited website in the world
in 2017, sees 300 hours of video uploaded
every minute.
• An estimated 1.3 billion people use YouTube.
• In 2017, YouTube reported that almost 5 billion
videos are watched every day.
• More than half the videos on YouTube have been
rated, or include comments from viewers.
• Internet marketers who use video to sell
products and services report that sales increase
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considerably, sometimes as high as 500 percent,
compared to when they don’t use it.
So how do you get in on the fun and profit?

9 Ways to Use Video for Publicity
1. Create short video interviews of no more than
two minutes, and demonstrate how to use one
of your products or services. Authors, you can
actually record yourself reading from one of
your books.
2. Create video that introduces people to others
within your company, like your customer service
manager or public relations spokesperson.
3. Create short videos related to the topic of your
press releases, upload the videos to your
website, and then include the link in online press
releases.
4. Take people on a video tour of your bricks-andmortar store or company. Assign somebody to
work the camera while you walk from
department to department, explaining what
happens there.
5. Identify your customers’ most frequent
problems. Create one short video devoted to
each problem, and provide solutions.
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6. Use video to promote upcoming special events.
At annual events, shoot video, and use it to
promote the event the following year.
7. Ask your clients and customers to provide video
testimonials, which you can post at your
website.
8. Use video for your online pressroom. Create one
that welcomes journalists and explains how you
can help them. Create another that introduces
journalists to experts within your company.
Create a third that answers the questions people
ask most frequently about your business or
organization.
9. All the uses above are for “talking head” videos.
You can also create a video of something that’s
displayed on your computer screen, using
Camtasia Studio, a software program from
TechSmith. You can create and edit video using
this one program.

Video for Chambers of Commerce
& Media
If you’re a member of your local chamber of
commerce and the only thing you have to show for it
is the receipt for your annual dues, don’t even think
about dropping out.

How to be a Kick-butt Publicity Hound
By Joan Stewart and Tom Antion
JStewart@PublicityHound.com Orders@Antion.com
Page 515

Because you’re a smart Publicity Hound, you have an
opportunity right at your fingertips to be a star in the
organization and generate so much publicity for
yourself that all the other members will be scratching
their heads, wondering how in the world you’ve done
it. Nonprofits, this applies to you, too.
Here’s what to do:
The next time the chamber has an event that the
local media won’t cover, act like a reporter and cover
it yourself. Use the camera on your smart phone
and interview people at the event.
If it’s a routine chamber breakfast meeting with a
speaker, interview the speaker after the presentation
for a segment of two to three minutes. At the same
breakfast, create another short video. Ask the
chamber president to provide a brief infomercial of
upcoming chamber events like the annual golf outing
or street festival.
At bigger events, like the annual awards banquet,
interview the Business Person of the Year. If you
really want to create a stir, choose a controversial
topic that chamber members are buzzing about, like
a proposed sales tax increase in your state.
Interview one person on each side of the issue.
You’ve just created two more videos.
Import the videos into your computer, which takes
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a minute or two, edit them, upload them to your
website, give the chamber the links to the videos, and
then watch what happens.
The chamber will probably email all its members and
tell them to go to your website. Many of those
members will share the links with their friends. The
links will end up in the next chamber newsletter. And
who knows where else.
Here’s the best part. You can offer those same
videos to the local newspaper, magazine and TV and
radio stations for use at their websites.
That’s what videographer John Easton does in
Charlotte, North Carolina. He covers local business
events and uploads them to his blog, or to his own
streaming video channel, sort of like his own TV
station, and then he offers the video to local media.
Too busy to fuss with all these details?
John says every community is teaming with people
who you can hire for next to nothing to shoot and edit
the video for you.
If you’re not a member of a chamber of commerce,
you can still cover events in your community and
submit the video to local media that are hungry for
user-generated content.
Another great resource if you need help shooting,
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editing and uploading video is The Geek Guidebook by
Zach Swinehart. It includes lots of tips on how to find
kids right in your own neighborhood, how to interview
them, how to pay them, and how to choose the best
candidate for the job.
Go to http://geekguidebook.com/ and sign up for the
free ecourse on how to find a great geek, and Zach
will tell you about the book.
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Chapter 39: Tom’s How-to Video
Guide
This is the transcript of a teleseminar Tom Antion
conducted on “How to Get Instant High Ranking on
Google Using Short Videos.” It explains everything
you need to know about how to create video for a
publicity campaign.
*

*

*

Welcome to the Virtual Studios of Antion &
Associates. I’m Tom Antion and I will be your host
for the evening. We are broadcasting tonight from
The Great Internet Marketing Retreat Center in
Virginia Beach, VA, where people come from all over
the world to study Internet marketing in the lap of
luxury.
Tonight’s topic is, “How to Get Instant High Rankings
on Google Using Short Videos.” This will also work
for other search engines, but Google is the head
honcho, so that’s the one we’re concentrating on. As
always, and you may quote me, I don’t claim to
know everything about this topic, just enough to
make a fortune. That’s the way I live my life. I don’t
have to be an expert on anything, as long as it gets
the job done. For us, that means making money with
our websites.
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Let’s Make a Deal
First, I have an announcement. I have a special deal
for those of you who are students of mine. If you
have purchased a product of mine, and it has helped
you in some way, make a video and send it to me,
and I will put it on my account at YouTube called,
“Tom Antion Students,” which will, in effect, tie you
to me. You know I don’t do anything halfway, so you
should get a lot of exposure from that.
Now, I’m going to use it for my benefit, also, so I
want you to do it in a certain way, and I’m going to
be the sole determinant of whether a video is
acceptable to put up or not. Here are the
parameters: It must be believable. I don’t want you
saying some outrageously great things about me
that sound suspect. It’s fine if it’s true, and you can
prove it, but if it sounds outrageous, that doesn’t
work with me. For example, one guy had a very big
business and claimed that it doubled in one week
from listening to me. Well, he just wanted to get a
link back from my website. I rail against those
things.
If you purchased a product from me, then pick out
one thing that you learned from it, because I want
your testimonial to be results-based. Whenever you
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solicit testimonials from other people, they should be
actual results. I don’t want a pat-on-the-back like,
“Hey, you’re a nice guy, Tom. That was a nice
seminar.” No, I want to hear what you actually
accomplished from it, or if you made money or saved
time, or whatever.
If anybody wants to make one of those videos, get in
touch with me, send it to me and we’ll put it up on
our new Tom Antion Student Account, and you’ll get
the link back, and be in some pretty good company.
I’ll tell you that!
There are going to be a bunch of deals today, but
the deal is that I think we should all get together and
start helping each other out, because now is the time
when we can really manipulate the system. There
are 250 people registered for this call. If we all got
together and helped each other, then we could
exponentially benefit from what I’m going to teach
you.

A History Lesson
Let me tell you my history before we start. I’ve been
around the commercial Internet since 1994. I didn’t
do much of anything but learn and fail for the first
two years. Around 1996, when I started to get some
good training and really took off, it was like the Wild
West with regard to search engines.
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A guy named Michael Campbell was one of my
teachers. He had the top 10 out of 10 listings on Alta
Vista, which was the big search engine of the day.
The search engine people were calling him and
saying, “Michael, back off, will you?” But he wasn't
cheating. He was just really good at it. I learned
from him. I, typically, had four or five out of the top
10 listings in those days. So I remember those days
very well.
Then, the search engines kept getting smarter and
smarter. Never in a million years did I ever dream
that I’d be on this call with you today telling you how
to totally dominate Google. I don’t know how long
this is going to last. I hope it doesn’t end tomorrow,
because then, you wasted your money today. I don’t
think it will. It’s probably going to be open season
again. It’ll be the Wild West again as far as
domination. Google probably knows this is
happening, and they’re probably all for it. They’re so
smart now, but not everybody is going to take
advantage of this video market. Just think of all the
people who heard about this seminar, and you’re the
only 250 people that were smart enough to take
advantage of it. This is really the time to do this.
There’s an actual name for it, because of Google
universal search. Mid- or late last year, Google
started mixing in other results into the main search
engine. They mixed in Google News or news items,
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and they started mixing in video, but not to the point
that they’re doing it today.
Then they bought YouTube. I saw more and more
video results showing up in the listings, sometimes
in the Number One and Two spots of the Top 10. The
video results were pushing websites out of the Top
10 listings that had been there for years. I thought
that this would be the time to really dig in and hit
this hard. So that’s why we’re on this call tonight.

The Magic of Keywords
I’m going to give you some keywords to write down
that you can check later. I’m also going to reveal
some of the things I’ve been doing with my own
keywords. I won't reveal all of them, but the results
are just so crazy, you have to see it for yourself.
Write down this term: “annoying public speaking
habits.” This is what we call a lesser keyword in the
field of public speaking, which is one of the things
I’ve dominated for many years. This is a keyword
that I never even used before, to be honest with
you. It’s not one of the most popular. But if you went
to Google, which I did a couple of hours ago, you’d
see that I have 25 of the top 30 listings there on that
term.
Now, you’ll say, “What you have is not that great of
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a term, Tom.” Yes, that’s true, but I’m doing this
with lots and lots of terms, and you can't help but
come to me, and be exposed to my stuff, if you type
that term in, anywhere in the world, right now.
So, even though it’s not “public speaking,” which
would be the best keywords, I’m doing videos on
tons of lesser keywords. I’m doing videos on
keywords like “fear of speaking and anxiety,” and
others like them. I’m cranking out videos like there’s
no tomorrow, and it’s turning into enormous
amounts of traffic for me. I’ll get into the details of
that later.
At Google, I had 25 of the top 30. On Yahoo, I was
number one and number seven on the first page,
and on MSN, I was number six with only one result
on the first page. So, MSN is probably not jumping
on this as fast, because Google owns YouTube and
Google Video. MSN and Yahoo won’t be that excited
about it at this point, and they’re, naturally, going to
push their own properties.
Let me read an email I received from a guy named
Mike Spremulli, whom I was consulting with. He said,
“I just thought you’d like to know that after we
spoke last Monday evening, I put up a video based
on the info we discussed. Within two days, I started
getting Google rankings. As of this moment, I have
five listings on the first page of Google, and another
six on the second page.”
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Don’t just take my word for it, search for yourself on
his term, “Proper Use of the Disc Behavioral Profile.”
Now, that’s just one obscure keyword, but a lot of
people use those profiles.
He continues with, “I have over 30 ideas for videos
in my head. My competition is going to hate me. This
(stuff) rocks, man!”
He said that he started getting Google rankings
within a couple of days, but when I first did this, I
didn’t really believe it. And I looked up four hours
after I put a video up, and I already had all this
domination occurring. It probably happened even
faster. One of the services I used, which we’ll talk
about later tonight, has been clocking things in a
matter of minutes of being picked up and dominating
Google. So this stuff really works.

The Four Types of Videos
Now, let’s get into it. There are four types of videos,
but we’re going to discuss some of them more indepth than others. With the first couple, you don’t
even have to put your face on the video.
Screen Capture Videos
The first one is called a screen capture video. Many
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of you have heard me talking about a program called
Camtasia. Camtasia is a screen capture video
program. I have been using it and made millions of
dollars with this program. I can't understand why
other speakers haven’t listened to me over the
years. I’ve been using it since 2000. Everybody else
wants to waste their time with PowerPoint. I’ve used
this extensively in both my speaking and regular
business.
I want you to watch a particular video later. Write
this one down,
http://www.howtouseashoppingcart.com/. This is a
Camtasia video of how I’ve made over $750,000 just
by referring a product. I want you to see that video,
because you should be getting a piece of that
money, but I also want you to see a Camtasia video.
It’s a screen capture, so it records anything I can put
on my screen, and I can narrate over the top of it
with a microphone. No video camera is needed, just
a couple hundred dollar program. And wow!
I’ve been doing some great things with Camtasia.
I’m not only selling the product, I’m using it to train
employees and service customers, so that I don’t
have to say the same stuff over and over again
every time. That’s the first type of video.

Slide Show Videos
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The second type is a slide show video, where there is
music or narration, or both, over the pictures. The
pictures could be photographs or PowerPoint slides.
With zero investment, you could jump in and start
making slide show videos. They work just fine.
I’m going to give you all ranges, from dirt cheap to a
little bit of an investment and equipment to do this
type of video. I made one at a place called
SlideRoll.com, at http://www.slideroll.com/. There
are loads of places like this out there, so you could
actually type into Google, “slide show creator with
music.” Although I didn’t count, there are probably a
hundred of them that would come up. You could just
go there and try ones that you like. There are free
trials everywhere, and a lot of them include their
own music.
I made myself a slide show in about 10 minutes. I
want you to check it out, but hold your ears, because
I picked the stupidest piece of music that you can
imagine. I thought this was going to be nice and
light-hearted, but it sounds like fingernails on a
chalkboard. But it was free music, and I could do this
in 10 minutes as an example. So go to
http://www.slideroll.com/slideshows/members/antio
n, all small letters. The slide show is of me and Baby
Maggie, the dog, and Kay, my girlfriend. The music is
awful, so turn off your volume. This is a free trial and
then, it’s only $3.75 a month for this program.
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Since we have a lot of speakers listening to this and
reading it, I thought of this: Let’s say you were
speaking at an event and took a lot of pictures. You
could go up to your room, do the slide show, put
some music to it or some narration, and then, play it
on stage the next day. Or send it as a “Thank You”
to the organizers, with pictures of the whole event.
They’ll probably play it on their website. That’s a
good way to use it.
Some of the slideshow places give you a bunch of
standard music. I just made a poor selection at 2
a.m. Some of their music is just fine. I’m going to
give you two different places where you can make
your own background music, one for Mac and one for
PC. For the PC, it’s not actually a place. It’s a piece
of software called Sony ACID. For the Mac, it’s
GarageBand. I believe GarageBand is included with
the Mac. I’m not positive about that. But that’s
where you can make your own background music
tracks, of all different genres, and put it on your
slideshow.
At these slide show places, you can also narrate and
record it. You can have PowerPoint slides with bullet
points. Again, there is no camera required for this,
just a computer and a microphone. You could do
PowerPoint slides, narrate them and make “How-To”
videos like crazy. Later, I’m going to show you how
to link them back to your website.
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“Talking Head” Videos
The third type of video that I’ve been cranking out
like crazy lately is called a “talking head” video. I
just made up that name for it. This is where you sit,
or stand, and talk directly into the camera. Even
though I have my own TV studio, I set up something
in my library, because it’s closer to where I work,
and I can just run in there and knock out some
videos. The other day, before breakfast, I did 13
videos in about 45 minutes. They actually turned into
15 videos. I’ll show you later why 13 turned into 15.

“How To” Videos
There’s one more called the “how to” video. This is
similar to the “talking head,” except that you either
demonstrate something, talking to the camera, or
the camera watches you doing something. You’ll see
some video excerpts of one of my seminars that I
took to teach a particular point. I’m not really
looking into the camera on those, so it’s a little
different. Both the “how to” and the “talking head,”
of course, need cameras.

Buying the Right Equipment
Now, let’s get into the equipment that you need. This
equipment applies to both the “talking head” and the
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“how to” video, where you’re going to actually talk
into the camera. We will start from the low range to
the high price range.
Web Cams
First, you could do these videos with a web cam.
These can be found at any computer store like Best
Buy. You can get one anywhere from $10 or $15 to
the one I have here that’s $150. A lot of them have
built-in microphones, so you don’t even have to have
an extra microphone.
But I have to tell you about an audio trick. I’ve been
in this game a long time, recording stuff for years
and years. This fancy-schmancy web cam I got,
which happens to be a Logitech Orbit, has a base
and something like a neck that goes up to hold it up
real high. The top of it actually rotates with a motor
to follow your face around. So, it’s very cool. But the
microphone is housed in the base, and there’s just a
little tiny circle cut out of the base. You probably
have some of these on your laptops. The problem
with that is that it’s like taking and zooming all the
noise into one little pinpoint.
Many times, even with the volume turned as low as
possible, I was over modulating the web cam
recording. Right now, as I see it in front of me, it’s
sitting here looking at me, but I crumpled up a paper
towel and sat the base on it, with the towel in front
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of the little hole. Now, the audio is perfect. Instead of
everything zooming into that hole straight from
my mouth, it’s being diffused a little bit, and it took
out all the over-modulations. That’s your audio trick
with a paper towel.
The web cams are going to be a lesser quality
picture. They’re a little slower, and a lot of times,
you see that someone’s mouth doesn’t exactly move
with the audio. That’s inherent in the cheaper
systems.
Flip Video Cameras
[Editor's Note: Flips have been discontinued. But
we're including this section in case you have a Flip
and want to use it. We prefer the video camera on
our smart phones.]
The next step up would be a camera that I got
recently and carry with me all the time. It’s called
the “Flip Video.” This is a camera with a USB port
that flips out to the side so you can actually plug it
right into your computer after you’ve recorded on it.
It doesn’t use any tape or hard drive. It’s flash
memory. You can get it with a capacity of up to an
hour’s worth of video. It has some limitations, but
since I sell stuff on one of my membership sites,
and because this camera is with me all the time, I
can get the shots. Even though it’s not perfect video
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or audio, it’s good enough to get the job done and
teach people stuff.
That’s one level up, and you’re looking at about $120
for that. Although I did have someone tell me that
they found the exact same camera in Walgreens, a
drug store, for about $50. It was the same exact
camera sold under a different name for half the price.
So you might check your local Walgreens, but
the best deal I’ve been able to find outside of that is
at Amazon.com. I got the hour-long version, not the
ultra version, which I think is too much money for
the capabilities of this camera. So I just have the
$120 one-hour version.
Camcorders
The next step up, and what I really suggest you
have, is a camcorder. Now, your choice of
camcorders today is either one with a tape in it, a
hard drive or a mini DVD disc. I absolutely
recommend against the mini DV disc. You’re going to
have nothing but trouble.
The choice between tape and hard drive is only a
matter of money and time. I’m an old tape guy. I’ve
been doing video since there was video. Tape is very
reliable and the current standard is mini DV. Notice
that I didn’t say mini DVD disc. That’s a disc. Mini DV
is the tape format. It’s a little tiny cassette and very
reliable.
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The other choice is a camcorder that has a hard drive
in it. There’s no tape involved. There are two reasons
why this is so convenient. The first is that you don’t
have to buy tapes or find tapes all the time if you run
out. The second is that if I shoot an hour’s worth of
video on a mini DV tape, I, or the editor, have to sit
there for an hour while it copies onto the computer
from the camera. So after you shoot the video, you
have to play the video, take a wire out of your
camera and plug it into your computer. You have to
do that in what is called “real time.” That eats up a
little extra time.
The hard drive operated camera is just like a hard
drive in your computer. You just drag the file and
you’re done. It’s much faster, but it’s going to cost a
few bucks more. I don’t have any prices for you.
Camcorders are usually under $1,000. If you go with
a tape camcorder, you’re probably looking at $300 to
$500 for really good, new ones. We’re not talking
about breaking the bank here.
Additional Video Equipment
There are some things that you absolutely need with
a camera. I just saw one of my student’s videos
today and it was darn good, except for the fact they
didn’t put a microphone on themselves. Even though
they were fairly close to the camera, I could hear
that the quality was down a level, because they were
using the microphone on the camera.
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One of the parameters for good quality is an external
microphone jack, so that you can plug in a
microphone. I don’t care if it’s just a cheap one, the
clip-on from Radio Shack with a long cord on it. You
could put a tripod up, sit in a chair with the cord
running on the floor, up your leg and up into your
shirt, where you clip it on and nobody sees it. That’s a
really cheap way to put a microphone on. Or you
could put a wireless microphone on, with a receiver
hooked to the camera.
If you want to do that, to make it most convenient,
you need one other thing on your camera. It’s called
a light shoe. That’s where you put a light on the
camera, but we don’t use it for that. We use it to
hold the receiver of the wireless microphone to keep
it from flopping around the side of the camera. I
don’t want you to have to tape it on the microphone
receiver, or something like that, so a light shoe is a
handy accessory.
And then, you must have a hole in the bottom of the
camera for your tripod. A lot of these micro-mini
cameras you see, and there are over 700 different
kinds of camcorders out there, don’t have a hole in
the bottom where you can attach a tripod. So make
sure it has the hole in the bottom for the tripod.
So that’s what you need. Pick tape or hard drive, an
external microphone jack and a light shoe hole in the
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bottom for the tripod. The quality of the picture is far
better than you’d ever need.
The next thing you need is a “fluid head” tripod. This
is different than a typical tripod for cameras, because
a photography tripod just sits horizontally or
vertically and stays wherever you put it. But a video
camera needs to be able to move.
The fluid head is specifically for videos so that you
can make smooth, fluid movements with your
camera when necessary. I happen to have a Bogen. I
actually have two Bogens, one big honking one
that’s 30 years old, and one much more lightweight
and portable. Bogen is a great name in tripods, but
you certainly don’t have to have a professional grade
tripod for this kind of work.
You need some type of microphone, either wired or
wireless. I had great luck with an Azden WMS Pro,
and it’s only about $150. It has two channels and it’s
really lightweight. I used it for years. The sound
quality is as good as my $700 Sennheiser. That’s a
good one to get if you’re going to get a wireless. You
can just order it from New York Camera, or
someplace like that.
I would also get myself a couple of external USB hard
drives, because these video files get pretty big.
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Of course, you want to have back ups of them so you
don’t lose them all. That’s basically all the equipment
you need.

Setting the Stage
You need to set up a nice background or
demonstration area if you’re going to do the “talking
heads” kind of video. One of my students, The Home
Spa Lady, did it at her kitchen counter. She showed
how to take a cucumber and make stuff to pamper
yourself at home. So, naturally, she wasn't sitting in
a chair just talking. She was showing you what to do
in her kitchen. That was cool. Do whatever is
appropriate.
I sit in a nice leather chair, with my library in the
background, and we shoot pretty tight. You can go to
YouTube, type in “antion” and then, whatever video
comes up is me. There’s a little link that says
“antion.” Click on that, and that’ll take you to all of
my videos. You’ll see that I shoot most of them in
my library, but you’ll see various other places too.
Here’s another tip. I’ve been in the actor’s union for
30 years. It’s called AFTRA, American Federation of
Television and Radio Actors. I took a lot of
teleprompter training back in the days when I was in
Washington, DC. That’s where everything is typed
into a computer and plays right through the lens of
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your cameras, so you can look at it and read it as it
scrolls. Let me tell you, that is hard, hard work. It’s a
skill to not look like your eyes are going back and
forth.
I don’t suggest you waste time or money buying one
of those. They cost from $500 to a couple thousand
dollars. They will hook on the front of your camera.
But I don’t use that. I use the poor man’s
teleprompter, which means we tape bullet points
right on the lens of my camera. Then, I just glance
at them and nobody can tell the difference, and I’m
talking instead of reading. That makes a much nicer
video.
After doing so many of these, I’m pretty glib about
it. I can go through 15 videos and never really make
a mistake that would need correcting. You might
have to practice a little bit, but it makes a much
nicer recording if you’re just talking to people, rather
than reading. So tape bullet points on the lens. Don’t
let the paper hang down too far, because you’ll be
looking away from the lens. When you’re only 10 or
12 feet away, the lens is looking right in your eyes,
and when you’re looking away, it can tell.
You might also want to get some lights. I went to
Hollywood lighting school quite a few years ago. We
learned every trick in the book, including going to
hardware stores. Nowadays, you can go to Home
Depot and get construction lights, which are real
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cheap but still very bright. The only problem you will
have with those is that the light is too harsh. You
want the light to be diffused. If you go on eBay or to
any photo store, you can get a lower quality video
light that you can hook a diffusion device to.
What I’m talking about is an umbrella. You’ve
probably seen set-ups before where you see a light
that’s bouncing into an umbrella. That’s to take the
harsh light and bounce it back in a diffused fashion
so that there are no harsh shadows all over the
place. If you bought a couple of those on eBay, you’d
probably pay $20 to $30 dollars a piece for them,
and you’d have enough light for any normal sized
room. I would suggest you go ahead and get those
instead of trying to get construction lights and then
trying to rig something up.
One time, we had to hang a clothesline in front of
the lights and then, go to the dollar store and get a
cheap, translucent shower curtain and hang it in
front of the lights to diffuse it and make it soft. What
a hassle that was! So just get one that an umbrella
will hook to and you’ll be good to go.

Tips for Making the Best Quality Videos
Here are some tips for getting the best quality. Trust
me. I’ll get to the details on how to get high ranking
pretty soon. You have to at least start out with a
video. So here are some tips:
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• Record at the highest quality. You can always
compress and reduce the quality, but if you shoot
at a low quality, then there is no way to turn it
into high quality. You never know what you might
want to do with these videos. You might want to
put them on DVDs and distribute them
sometime. Who knows? Shoot at your highest
quality.
• Make sure you get good audio. With just $5
or $10, at the most, you can get a clip-on
microphone from Radio Shack, and maybe an
extender wire, and you can have beautiful audio
on your video. Remember the lady I mentioned
earlier? After taking all the time to set up, she
ruined it. Well, she didn’t really ruin it, but hurt
the quality, because she did not have a
microphone on her camera. It’s called close
micing, by the way, when the microphone is
right on you. Wherever you go, the microphone
is right there near your mouth.
• You want to be in focus. So you want to make
sure that you have a manual focus. Almost all
cameras have this. You do not want to use the
automatic focus. That might be good to shoot
the kids under the Christmas tree when you
don’t want to fool with it. Professionals don’t use
automatic focus, because as soon as you move a
little bit, it keeps searching in and out to keep
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you in focus. It is very disconcerting on the
screen. Professionals use manual focus. They
zoom in on the person and then they focus the
camera.
Then, when they pull back, the subject is in
focus all the way back to wide angle. So that is
what you do. Zoom in, make sure it’s in focus,
zoom back out and just leave it that way. It will
be in focus even if you move. It’s very easy to
stay in focus when you are not zoomed in real
tight. When you are zoomed in, that is the
hardest time to stay in focus. With the camera
zoomed out, you are able to move around quite
a bit and still be in perfect focus, and you do not
have the camera searching all the time. You
don’t want that.
• Here’s another tip. I took a lot of media
training in the past, and this was a tip that I
learned if you wear glasses. Tip up the temples
of your glasses, which tilts the lenses a little bit
forward from the top and takes away the glare.
Watch closely for that when you are shooting
videos. If you look straight into the camera, and
you are in a normal house where the ceiling
height is lower, the lights are going to hit into
your glass lens and then, reflect right into the
lens of the camera. You will look ghoulish at
best. So tilt the glasses up a little bit and that
gets rid of that. If you watch some of my videos
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closely, you can see that the temple of my
glasses is angling up a little bit. Trust me, if I
hadn’t told you that, there’s no way you’d even
think of it. And if you are a lady with long hair
that covers it, you would never see it at all.
• Here is the tip I promised you that will
make you more comfortable when you’re
talking to a camera, if you’re not used to
that. I’ve had speakers who have been great
on stage for years come in here, but as soon as
you make them talk directly to a camera, they
mess up, because they are used to making eye
contact with people. What we do in that case is
stand
a friend, or whoever is helping you,
right behind the camera and have them look
right over the lens and keep their eyes as close
as they can to the top of the camera. And then,
you talk to them. So the camera still thinks
you’re talking to it, but you have a friendly face
there. If you were by yourself, I guess you
could tape a picture up of somebody. That does
make you a lot more comfortable.
• Another trick that we used recently was
having someone stand up. She was having a
lot of trouble sitting down and saying things that
she’d said in speeches for the last 10 years.
When she stood up, she was much more
comfortable. That’s another trick you can use.
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• Avoid zooming. Hardly anybody zooms
anymore, unless you’re trying for a MTV look.
• Avoid mixed lighting. Don’t have a lot of
sunlight coming in and a regular lamp next to
you. That and one video light will mess up the
picture.
• Plug in your lights into different parts of the
house with long extension cords, because
the bulbs are very high wattage and you’d hate
to be half way through your video and blow a
fuse.
• Make sure there’s not a lot of noise in the
room from an air-conditioner or other things
that would mess up your video.
• One of the tricks that I learned, years ago, is to
just look at your video, and if your skin tone
looks normal, forget about anything else. You
might be all hung up about your curtains being a
nice shade of chartreuse, and they are not
rendering right. But to get the curtains right,
your face might turn to some odd alien color.
The video world works on skin tones, so if your
skin tone looks right, that’s where you leave it.
Who cares what the drapes look like.

Camera Software
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Let’s look at some software for video cameras. First
of all, if you have the Flip Video camera, it has its
own software included, so you do not have to have
anything else. You can just plug it right in to a
computer, and it even has a function that allows you
to upload directly to YouTube. That’s on the low
budget.
With the Mac, you have iMovie included, and that’s a
pretty good program. This allows you to do a nicer
job on your final video and learn a little about video
editing. Video editing is much more complex than
audio editing, so you probably need a little tutoring
for this, but if you like to tinker, you can figure it
out.
We use a program called Final Cut Pro on the Mac for
most of my videos, because I have an editor in here
doing it. You also have the option of Final Cut
Express, which is good enough for what we’re doing
here and much, much cheaper than Final Cut Pro.
Both of those are on a Mac. You’ll find that if you do
a lot of video, a Mac is better. We do shows here of
up to two hours, so we really need some heavy duty
stuff, but you can get by on the simple stuff with a
PC.
For Windows, the cheapest software is Windows
Moviemaker. The next step up in Windows is Sony
Vegas Movie Studio. That’s what I’m going to be
using for those things I quickly do myself
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If you really get into this deeply, there are two other
programs you can use. One is called Sorenson
Squeeze. It’s a program that converts videos from
one format to another really, really fast. You can do
it other ways, but when I’m paying people per hour,
I don’t want them twiddling their thumbs while
something is taking an hour to compress or to
transfer to a different format. If you’re doing it
yourself, you can just let it run all night and you
wouldn’t need Sorenson Squeeze. But if you’re really
interested in speed, that’s a good program.
The other really cool program is called Sonic Fire Pro
with its Smart Sound Music Library. This is a
program that will take a music clip and make it fit
exactly on top of your video. This is just amazing.
You know how some music has a starting point and
comes to a real crisp end? That used to take
enormous amounts of time to make that all line up
with the last frame of your video. This does it
automatically. I don’t know how it works. I think the
music is sliced up into infinite, just thousands and
thousands of little slices that you can expand or
contract to make it fit the video. How it works, who
knows, but it works.

Getting High Search Engine Rankings
Now we’re going to get into the basic strategy of
getting high search engine rankings. Then, I’ll get
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into some advanced strategy and talk about YouTube
and other stuff.

Keywords
With the basic strategy, and I’ll be referring to some
YouTube examples, you still have to research your
keywords. It’s just like you were in one of my
Internet classes. I’m going to make you figure out
what keywords apply to you. The overture tool that I
used to teach years ago is defunct. The new one that
we use is https://freekeywords.wordtracker.com/
(sometimes it works better if you take off the “www”
before the domain name), but any keyword tool you
have is good enough.
You don’t need the most advanced tools to start out.
When you use all the keywords that you find in the
free tracker, then you could go to word tracker or a
paid version for about a week and get hundreds
more keywords. You don’t have to do that right off
the bat, but you have to find the keywords that
apply to you.
Then, there’s “long tail” keywords. Although there
are hundreds of them, they aren’t necessarily the
most popular, or for what you do. They usually apply
to any type of business or service, like my relatively
obscure keyword “annoying public speaking habits.”
But you identify those less popular keywords. I used
to call this bottom feeding. If I had a big list of
How to be a Kick-butt Publicity Hound
By Joan Stewart and Tom Antion
JStewart@PublicityHound.com Orders@Antion.com
Page 545

keywords ranked from the highest to the lowest in
popularity, I’d start at the lowest, because there is
less competition, and you can really dominate. If you
looked at all the traffic to the long tail keywords, it
adds up to more than a couple of the top ones,
where all the competition is. So it really makes sense
to start with the less popular keywords.
Another good trick is to research other videos. Go to
YouTube and type in any keywords you think apply
to you and see what comes up. Since all of this is in
the public eye, all you have to do is see which videos
under your keyword got the most traffic and analyze
them. Watch them, look at all the critical elements,
the pieces that I’m going to show you in a minute. I
promised you six critical elements to each one of
these videos and that’s coming right up. Analyze the
videos that come up and see what they did. If
they’re getting tons of traffic, they must have done
something right. That’s what you want to emulate.
So research the other videos under your keywords.
After your keyword research, you’re going to create
a title, description and tags for your video. I’m going
to get into the six critical elements for your video
now. I say critical, but what I really mean is
optimum. That means that this is the best of the
best here. It doesn’t mean that I want you to quit, if
you can't do one of these steps perfectly. But if you
started to do what I tell you tonight, when we’re
done, by the time the evening news is on, you’ll
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have YouTube videos up driving traffic to you.

Six Critical Elements of a Video
The six critical elements of a video are the title, the
description, the tags, the keywords, the opening and
closing slides and the watermark. Let’s look at each
one:
Number 1 is the title of your video.
This is normally located above the video and it’s
searchable. You want to make your most important
keywords for your video the first words in the
title. Don’t put a couple of words ahead of them.
Make them the first words in your title and then you
can put words after them. Don’t mislead by saying,
“Britney Spears naked,” to try to trick somebody into
watching your video, because you can get flagged.
Somebody will tell YouTube about it and then, they
might take your video off. So don’t even think about
that. Business people shouldn’t be doing that stuff
anyway.
Number 2 is the description.
Write a description of your video and what it’s about.
This is a great place to use keywords. You do need to
write two descriptions—one of less than 200
characters and one of more than 200 characters,
because some video places only take a short
description. YouTube happens to take a humongous
description.
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I’m going to give you a sample to look at. Write this
down. “Eulogy Tools: Best Eulogy Format.” This is
going to take you to a video I shot to promote my
instant eulogy site. When you look at the description,
you’ll notice that I put other popular eulogy videos in
my description for people who are looking for help in
writing a eulogy. But it also gave me a legitimate
chance to use their keywords in my description.
So in my description, I said, “Here are some other
great videos about eulogies.” And then I listed Bobby
Kennedy, Princess Diana, Malcolm X and all these
other famous names. I legitimately had them in my
description to help the people find them. I’m helping
those that find my video find other eulogy videos.
But I’m really doing it because I want to have those
keywords in my video.
One person, who was a John Cleese lover,
complained to me. John Cleese did a eulogy for one
of his mates in a Monty Python episode. Nobody
else seemed to care that much. It’s a trick, and like
I said, it’s kind of the Wild West right now, so you
can get away with that right now. But you must
make it look like there was a reason. Not only did
those other videos help people find what they were
looking for, but they helped people find my video
too.
How to be a Kick-butt Publicity Hound
By Joan Stewart and Tom Antion
JStewart@PublicityHound.com Orders@Antion.com
Page 548

Well folks, it’s Tom in the studio. One thing I left off
the live recording was the fact that in your
description, you might want to put some type of offer
or incentive for the person to go visit your website.
You can also put a clickable link there so they can
click right over to your website. I’m sorry I left that
off the live recording, but don’t forget to use some
kind of incentive in your description to get them to
your website. Now back to the live recording.
The next critical elements are “tags.”
Tags are a fancy name for keywords. When you
upload a video, they ask you for the title, the
description and the tags. Don’t go overboard
repeating the same keywords you put in the title and
description. Think about other keywords that might
apply. Also, you can put common misspellings in
these tags.
There are two types of tags. One is a spaceseparated tag and one is a comma-separated tag.
YouTube is space separated. Let’s say I wanted to
have “public speaking” and “public speaking tips” as
my tags. A comma separates those words. If it was a
space-separated tag like YouTube has, all I’d have to
put in is “public speaking tips” once, with spaces
between the words, because the term public
speaking is already there. It will pull any word from
anywhere and put it together if somebody types a
phrase in. You’ll see what I mean when you try it
once. Anyway, you don’t have to repeat the
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keywords. In fact, it’s bad to repeat the same
keywords too many times.
Tip Number 4 is that, when you shoot the
video, I want you to refer to your keywords in
the video. Say these keywords in your video, if
possible, and also mention your website name.
Here is an example:
“Hi, I’m Tom with AmazingPublicSpeaking.com,” (I’ll
even point to it at the bottom of the screen, because
I know it’s going to be there.) “You can see it right
here at the bottom of the screen.” Then, in the
video, I’ll mention the keywords that the video is
based on. So make sure you do that.
Of course, you’re shooting the video at that
point. You all know the video only needs to be a
couple of minutes. You have to remember the goal
here: get them to your website. I have longer ones
that I shot back in the old days when I did not know
any better, and for different purposes, like entire
infomercials. But for this purpose, a couple of
minutes are all you need. Don’t go on forever.
Number 5 is to create an opening slide and a
closing slide. Remember, this is optimum. If you
don’t have this capability to start, skip it. Eventually
you want to get to the point where you can make an
opening scene that has your website on it, and a
closing scene that has your website on it. Those are
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opening “slates” or “slides.”
Number 6 is a watermark. A watermark is your
website, or some graphic or something that shows
the entire time that your video is showing. If I’m
promoting “Amazing Public Speaking,” it’s showing at
the bottom of the screen the entire time. If I
mention another website, like
http://www.howtouseashoppingcart.com/kickstart
that will show up at the bottom.
I’ll give you a way to do a poor man’s watermark, if
you don’t have the capability yet to do a watermark.
One thing is to wear a T-shirt or a shirt with your
website on it big enough to be visible. You can have
a banner hanging up behind you with your website
on it. Some people are crass enough to hold a sign
up in front of the camera, “Here’s my
website.” Those are poor man’s watermarks. Those
are the six critical elements you need to do your
video.
Then, you upload your video to YouTube. When you
upload, they’re going to ask you some questions
like whether people can comment on your video or
not. We suggest you say no. Don’t allow
comments, or at least moderate them, because it
will be just too hectic if you start doing hundreds of
these. If your competition gets mad and starts
leaving lousy comments about you, you wouldn’t
even know it. You’d have to have emails coming in
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telling you that people commented, but still, it will be
too hard to police. So turn comments off, or at least
moderate them.
The other thing you should do is to turn your
“ratings” on. These are a bunch of stars
underneath your videos to let people rate your
video. That does affect the search results. Nobody
can say for sure, because most search engines will
not tell you, but if you have high ratings, it’s better.

Another Deal
Here is our next deal. If someone out there is gung
ho enough to watch all my videos and rank them,
and I hope you rank them high, but I’m not going to
tell you to, you’re going to see some duplicates and
you’ll learn why later. There are about 150 of them
right now. If you take the time to do that, and you
email me and tell me you have done so, I will give
you the choice of any five individual audio CDs I
have, a value of about $150. It will be good learning
experience for you, it will help me out and you will
get five more hours of training out of me.

Advanced Video Strategies
Let’s get into some advanced strategies. This is
where I promised to tell you how you could double or
triple the value of any video you shoot. Again,
remember that it’s kind of the Wild West out there.
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All you have to do is shoot a video and then change
the file name of it, or change the format of it using
Sorenson, and upload the same video under different
keywords. Chances are that the same person won’t
see both videos, because they were searching for a
different set of keywords. Now if you upload the same
video with the same exact file name, you will get
rejected because it’s easily recognizable.
I have a lot of videos that could work for more than
one keyword. That’s why I shot 13 of them the other
morning. Two of them lend themselves to different
sets of keywords, so I got 15 videos from only
shooting 13. In some cases, I can get four and five
uses out of the same video if the keywords are
similar. So that’s your strategy for getting double
duty out of them.
Lots of times, we’ll make a different opening slide on
them and maybe make the slides show a little bit
longer. How long they’re on the screen changes the
length of the file, so it doesn’t look at all like the
other video, except it’s the exact same video. That’s
an advanced strategy.
Here is a real great advanced strategy called “Making
Video Responses.” What I want you to do is find the
highest-ranking YouTube videos under your
keywords, or even just complimentary to yours, but
not the same, and make a video response to them.
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You’re tying your video to the best videos out there.
This is really great. Here’s an example that I want
you to try later. Type in “public speaking.” At the
same time “public speaking” comes up, “conquer the
fear” will come up. That’s a guy who’s on television
getting interviewed about stage fright. Open up his
video and hit pause. Then, if you scroll down a little
bit, you will see a video response from me. That
response, so far, has gotten 10 times the viewers of
my average run-of-the-mill public speaking video
buried in with the rest of them. So this is a way to tie
yourself to the top dogs.
I’m going to use my web cam for this, and I will tell
you why. The person that has the top video, or any
of the top videos, does not have to accept the video,
so I don’t want to spend a lot of my editor’s time
making really polished videos that may not get seen.
Also, a less polished video will look more legitimate
as a response and, of course, your response should
be legitimate. You shouldn’t just do it to try to get a
link to your video. It will have a better chance of
getting shown if it’s not super slick. A web cam will
obviously make it less slick. I can do this in a hurry
right from my desktop, with a web cam and a
microphone. Because I don’t know if they’re going to
get accepted or not, I will not have wasted much
time. You’ll probably have to keep these responses
positive if you want them to have a chance of
getting accepted by the video owner. If you are
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bashing them, they probably won’t allow them to
show. So that’s a super tip. Tie yourself to the top
dogs.

Even More Deals for You
Here is another deal for you. Make a video that
makes sense regarding our topics. I’m not too picky
on this one. On some things I am, but on this I’m
not. It has to be at least complimentary in some
fashion. I’ll leave you a video response. And then, I’ll
allow you to leave me a video response. If I leave
you a video response, all the traffic you get will have
a chance of seeing my video. On the other hand, if I
let you make a video response to mine, then all my
traffic will have a chance of seeing you. We’ll both
benefit from each other’s traffic. If you want to do
that, and you get the capabilities with a web camera
or something, and then let me know and we’ll start
trading off. Imagine the power if we had everyone on
this call do this.
I’m going to throw in another bonus here that’s a
real pain in the neck to do, but I’m going to do it
anyway, because I’m that kind of guy. We can start
a little video network of people that want to do these
tricks and help each other. So email me sometime
after the seminar and say, “I want to be on the video
networking list.” And then, I’m going to make that
available somewhere on a hidden page where only
people that are on the list can find it, or in some
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fashion like that.
What you should do is tell, in one sentence or less, a
little bit about yourself. If your videos are about
horses and theirs are about cars, then they might
not want to trade with you. I’m not sure how it’s
going to work out, but let me know if you’re
interested and I’ll try to put something together so
we can help each other with these things.

Tags
The next advanced strategy is “tags.” Put your
YouTube user name in your tags. Why this works,
I’m not sure, but it has come highly recommended
by some people who wrote a book that I’m going to
recommend to you. If you’re pushing your name, or
if you’re in a specific industry, you might as well
make your user name your name. You can have
more than one account, too. I have “Antion” and
now I have “Tom Antion Students” as accounts. So
you can have multiple accounts there for different
things.
Here is a super trick. Use an oddball, obscure piece
of text in your tags. This is one of the coolest tricks
and it works like a charm. I’ve been doing this
lately. I’m not going to tell you the fake word that I
use, but if you search long enough, you’ll figure it
out.
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I thought up another word for you called Grokake. I
just made this word up, and if I search for it in
YouTube, there’s no videos that come up with
Grokake in them. What happens is, when one of your
videos is being shown, and you have this obscure
term in your tags, the tags and the descriptions of
other videos that YouTube is going to find are going
to be related to yours. Well, guess who’s the only
one that’s going to have Grokake in them? I don’t
think you should use Grokake, because if 200 people
do it, it isn’t going to work. Make up your own crazy
word. Many times, when one of my videos comes up,
I have all the related videos that show up. This is
very cool.
YouTube
Let’s get into YouTube, and then I’ll tell you some
more strategies. First of all, I haven’t done every
fancy thing there is to do on YouTube. You can
customize the look of your account. I haven’t done
any of that. I highly recommend a book called
YouTube for Dummies. It gives you exact step-bystep instructions on every single thing on YouTube,
plus it gives you exact step-by-step instructions on
how to put your videos on MySpace, Blogger,
Friendster and eBay, which are some of the social
networking, auction and blog sites. It’s an excellent
book.
I’m also going to tell you about some people that
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have really made it. Some of them I’m just going to
show you for fun, and I’ll use their screen names.
There’s a girl that lives very close to me, probably no
more than three miles. She’s number five, of all
time, on the number of people subscribing to her
stuff. She’s a Filipino girl who puts these little videos
and soap operas on, and she plays all the parts. This
is fun! Her screen name is “Happyslip.”
The next one is “Ysabella Brave.” She sings into her
digital phone and puts her videos up there, and
people just go nuts over her. Another one is by the
Blendtec blender company. Their video is called “Will
It Blend?” They have one of the most powerful
blenders on earth. Any blender I buy from now on
will be theirs. It will chew up anything on earth, and
they show this on videos. They get millions and
millions of viewers.
Another real popular video that has over a hundred
million viewers is “Evolution of Dance.” Another one
is “Battle at Kruger.” This is very difficult to watch in
the beginning, but there’s a happy ending for you
animal lovers out there. It has to do with a baby
water buffalo getting attacked by lions and a
crocodile. It comes out fine, because the whole
buffalo nation saves it. It’s a very popular video.
“Laughing Baby” is another massively popular video.
Another, “UK Idol,” is where this cell phone
salesman, a pitiful guy with low self-esteem, who
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just never made anything of himself, totally wows
the audience by singing opera. I got goose pimples
just telling you about it now. Every time I see it I do.
The underdog makes it big.
Another one is “Talking Dogs.” It’s very funny. The
most famous one of all time is “Leave Britney Alone”
by this crazy guy, and it was all over the news. So
those are some fun ones, and maybe you’ll learn
something from them.

Thumbnails
When you search for videos on YouTube, a bunch of
little pictures come up. These are called
thumbnails. Well guess what? Those thumbnails
come from several frames, exactly half way through
your video. YouTube gives you the chance to pick
any one of three of the frames to use as your
thumbnail.
Now, this is a really important. There’s a lady
listening tonight who has a tanning website, and I
may be mentoring her one of these days. I did a
little research on YouTube, and she has a spray-on
tan video. I don’t know all the details, but I noticed
that the one video that got 91,000 viewings, or
something like that, had a really sexy girl standing
there getting her tan. I’m not trying to be sexist
here, but if you want enormous traffic, sex does sell
and sexy girls sell. So, if I was doing that tanning
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video, I would make sure that whoever was the
model, and this is not an R rated thing, would be
standing there in a bikini. And I would make sure
they’re right in the middle frame, so that thumbnail
shows up.
Now, you might say, “Well that’s just going to attract
a bunch of guys.” Yes, that’s true, except guys have
girlfriends, guys like white marks, guys like tans and
they’re going to tell their girlfriends about it so that
they can have a year-round tan.
Anyway, that one got 91,000 views, and some of the
ones that just showed somebody spray painting
somebody with this stuff, or weren’t as interesting to
look at, didn’t get nearly as many views. I’m not
saying use a girl when it’s not really about girls. I’m
saying use your most interesting frame if you can fit
it in the middle of a video, the exact middle, because
that’s what will show up as your thumbnail. I have
not done a good job at this, but I’m going to improve
on that if it makes sense for me in the future. You
don’t need to know much about video formats to do
this. They make it easy to do, so I’m not going to
talk much about that.

YouTube Accounts
YouTube has different kinds of accounts. They have a
“comedian” account, a “director” account, a “guru”
account, which is what I have and it’s usually for
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“how to” information. They also have a “musicians”
account. Some of them allow you to put much longer
videos up. Usually you’re limited to 10 minutes or
100 megabytes, whichever comes first. From what
I’ve read, it doesn’t make much difference what
category you pick. Most of mine are either people or
blogs or “how to.”
You can also put videos on eBay auctions, and you
can make play lists out of videos and make them
show up on websites. I have
http://www.iamnotapoodle.com/bichonfrisevideos.ht
m. It’s where I have a bunch of YouTube videos
creating traffic with a bunch of cute doggie videos on
my Bichon site. You can do that too. It has nothing
to do with getting high rankings, but it can get you
traffic with content you didn’t even create.

Video Blogs
Now, I’ll talk about video blogs. I told you that you
could make a video blog in about five minutes. The
two places you can do that is at
http://www.Wordpress.com and
http://www.Blogger.com. You can look at both of
mine. One of them I’ve had for years, at
http://www.greatpublicspeaking.blogspot.com, and if
you scroll down a little bit, you’ll see I embedded a
YouTube video there. The other one is at
http://www.greatpublicspeaking.wordpress.com, and
that’s one that I just made a couple of days ago. I
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just started slapping videos on it, because it was
there, it’s free and WordPress is a site that’s
respected. I got all that for nothing in a few minutes,
with no sweat whatsoever. Every video you have has
a piece of code that you can just copy and paste into
your blog, and the video shows up there. It couldn’t
be any easier.
YouTube also has something called “Quick Capture.”
If you have a web cam, you don’t have to record
onto your computer. You can just click “upload” and
then click “capture” and record directly to YouTube.
If you don’t like your recording, you erase it and try
it again. As long as you can do it in one take, and it
doesn’t need any editing, you can take your web
cam and be uploading videos instantly, without any
equipment at all.
For your business, I suggest that you step it up a
little bit with a better camera, watermarks and
slates, and do the best you can. But you don’t have
to start that way. You can always edit them later.
So, good luck with it. Take advantage of all the deals
that I mentioned throughout, so that we can help
each other really do this.
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Chapter 40: Blogs
(This is an updated transcript of a telephone
seminar Joan hosted with blogging expert Patsi
Krakoff on Jan. 20, 2010)
Joan: Hi everybody. I’m Joan Stewart, The Publicity
Hound. Welcome to today’s teleseminar, “Timesaving
Tips for Smart Business Blogging.” My guest today is
Patsi Krakoff, a longtime friend and business
associate.
Patsi is also a former psychologist and a journalist
who specializes in helping small business
professionals with content marketing strategies. She
writes for ContentforCoachesandConsultants.com at
http://www.contentforcoachesandconsultants.com.
She’s also, the co-founder of The Blog Squad, and
her award-winning blog is at
http://www.writingontheweb.com/.
Patsi lives in Mexico with her husband, Robert, who
is president of Razor USA. She has two cats named
Huey and Dewey. She’s an avid tennis player, and
she’s writing a novel about life in Paris in the
eighties. I didn't know all this about you, Patsi,
untilI read your bio just now. It’s great to have you
here with us.
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Patsi: Thanks a lot, Joan. I’m very happy to be here
sharing this phone platform with you today, because
you're a longtime friend and colleague. I admire
what you do. You're a very clever, smart lady.
Joan: Likewise. We have a ton of content to share
so let’s jump right in. This is going to go about 70
minutes, until about 10 minutes after the hour, so if
you can't hang around, you can catch the rest of it
on the replay. But we hope you stick with us.
Patsi, let’s start out by talking about why blogging is
important. What makes blogging such a powerful
marketing tool?

A Blog is the New Website
Patsi: Let me just give a brief overview. For me, a
blog is the new website. Forget having the traditional
website, the brochure online. Really, if you're starting
out today, the thing to do is a blog. A blog is
just a special kind of website that allows interaction
with your readers. When a visitor comes on your
site, they can leave a comment. That makes it easy
to get in touch with the people who are looking for
your solutions.

A Blog as a Marketing Tool
I think there are a couple of things that make it so
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strong as a marketing tool, besides the fact that your
visitors can actually interact and leave something, to
communicate with you.
First, blogs are very search engine friendly. It’s easy
for you, as a business professional, to write on them
and to maintain your blog or your blog site. And
because it’s so content rich, it’s really easy for the
search engines to categorize what you're about, and
for your content to be pulled up in searches. When
people are looking for solutions to their problems,
you want to get found. A blog is really a very good
tool for doing that without having to spend a lot of
money on search engine optimization. It’s simplified
the website marketing problem for small
independent professionals, and even for large
companies. That’s really why everybody’s getting on
the blogging platform.
As a former psychologist and journalist, I can also
tell you that one of the reasons they work has a lot
to do with persuasion, because they’re so easy to
write on and communicate with your targeted
audience. You can give away a lot of free
information. Because you're doing that, there’s a
buying trigger, or persuasion trigger, that gets
activated. It’s called reciprocity. When you're giving
something to a person, they feel obliged. They feel
grateful, and think, “Oh, this person really knows
what they’re talking about, and they’re giving me all
this free information.” Soon that relationship gets
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built up and there’s a certain amount of trust
generated. When it comes time for you to ask them
to buy something from you, you’ve already primed
the pump through your words, through reciprocity.
Does that make sense, Joan?
Joan: Absolutely. Blogging was one of the earliest
platforms for social media. Correct?
Patsi: Correct. It is part of the umbrella term
“social media.” Today, it’s linked to all those social
media sites like Twitter, Facebook and LinkedIn.
We’re going to talk about that a little bit later on.
The whole idea of having a platform on the web to
communicate your core message, and to connect
with people that are looking for what you’re offering,
is phenomenal. It’s revolutionized the way the
Internet is working today.
In addition to reciprocity, what makes a blog such a
good marketing tool is social proof. Social proof
happens when you're talking about your clients on
your blog and explaining how you helped somebody.
The readers see you in action and they think, “Oh,
I’ve got a similar problem. Maybe she can help me.”
Those two things, I think, are the psychological
triggers behind why blogging works so well as a
marketing tool.
Joan: I’m still getting a lot of questions about the
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basics of blogging, like “What kind of a platform
should I use?” and “How do I find a name for my
blog?” Give us an overview of the blogging essentials
that people need to know before they start to blog.

Four Essentials of Blogging
Patsi: There are four things that are essential. First,
clarify what business you’re in. This is something you
might not want to do by yourself. You might want to
do it with a partner or a trusted colleague or a
business coach. You really have to know what you're
in the business of doing, selling or promoting. This
involves knowing very well who your targeted
audience is. Who are the people that you want as
your clients?
The next thing in that whole category of knowing
your business well is what’s in it for these people?
What are you going to provide for them that’s going
to change their lives, make it easier, save them
time, energy or money? There are really several
things under that category. What business are you
in? Who are your customers? What’s in it for them?
What are the benefits of working with you or buying
your products? What problems do you solve? That’s
key. I say this over and over again on my blog,
http://www.writingontheweb.com/, because it’s so
important that you are clear and that your
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readers identify, in the first few seconds they land
on your blog, what it is they’re going to find. What
problem do you solve? That’s really step one.

Find a Brand Name
The second step, and it’s tied closely to this, as you
can imagine, is to find a brand name. You need
something that’s easy to remember. Probably the
correct word would be memorable. Just like The
Publicity Hound. It’s clever, and it sticks with people.
The Blog Squad is another example of a name that
describes what I do. You need to find this brand.
Again, that requires working with another individual,
although sometimes, in a flash of brilliance, you can
come up with something really good. You need to
claim the domain name for it in several variations
(.com, .net, .org). That second step is not something
you're going to do overnight. Sometimes it happens
right away, but a lot of times it comes after you're
already in business. But whatever way you do it, the
process is very important.
Once you’ve got that name, you can set up your
blog. You can initially set it up with another name
and then, find the exact brand name and re-brand it,
but that’s a little bit more difficult. Ideally, you would
want to find that name right from the start.

WordPress, TypePad or Blogger?
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The fourth thing, which more people worry about
more than anything else, is what kind of blog
platform to get. Should I get WordPress? Should I go
with TypePad? Is a free Blogger account OK to start
with? These are the questions most people spend too
much energy on. In my opinion, it doesn’t really
matter. Go with WordPress if you have some tech
skills and know what you're doing, or you have
somebody to help you out on that. [Editor's Note:
Since this teleseminar was conducted, WordPress has
become the premiere platform for bloggers because
it's open source, and it has thousands of plug-ins
and widgets. Many of them are free.]
I don’t recommend Blogger, even though it’s free,
although I’ve seen some professionals use Blogger
very well. It does require some customization. I just
prefer Typepad or WordPress instead of Blogger.
What I’m saying is that it’s not the platform that’s
going to make the difference. It’s going to be really
clarifying what business you're in and what problem
you solve, then finding a good brand name for it.
Does that make sense?
Joan: Yes, it does. You also gave me a little tip
about four other important things that people should
remember about their blogs. You had an acronym
that was CODA, I believe. Would you talk about
that?
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CODA: Content, Outreach, Design, Action
Patsi: This is a shorthand system. Because there’s
so much information, you can really get
overwhelmed when it comes to blogging. Basically it
boils down to four letters, CODA. “C” is for content,
“O” is for outreach, “D” is for design, and “A” is for
action. Your blog must have some really important
stuff in all four areas for it to work as a marketing
tool. It has to have good design, and we’re going to
talk a little bit about that later. You have to have
good outreach and good connections with other
bloggers, the people who comment on your site and
your contacts on social media sites, like Twitter. All
of this adds up to get your blog functional.
Your content has to be rich. It has to be relevant to
your readers’ needs. It has to be reasonably well
written. We’ll talk a little bit about that. And then,
you need people to take action. This is what sets a
blog apart. This is where the rubber meets the road.
If you can get people to take some sort of action—
leave a comment, subscribe to your blog, buy a
product, download a free digital special report—
you’ve connected with your readers and got them
involved, got them engaged. All four of those areas
are important for your blogging.
Most people spend too much attention on one area
How to be a Kick-butt Publicity Hound
By Joan Stewart and Tom Antion
JStewart@PublicityHound.com Orders@Antion.com
Page 570

and neglect the others. If you're a techie, you might
be into the design and the set up and put a lot of
fancy widgets on your blog. Or if you're real social,
you might want to spend all your time on Twitter and
Facebook, on leaving comments on other people’s
blogs, which is all great, but you need to spend effort
and attention in all four areas in order for your
blog to work. If you're going to spend a lot of time
blogging, and I recommend you spend sufficient time,
not a lot, you want it to work. You don’t want
to waste your time. You don’t want to spend all this
time writing on your blog and not get results.
(Editor’s Note: Most blogging experts recommend
that bloggers post at least three times a week. If you
can’t adhere to that schedule, then post as often as
you can.)

Blog Design
Joan: Can we talk about design for a bit? Could you
tell us what we need to keep in mind to have a good
blog design so that when people come to the blog,
they see a person who they can trust, a good brand
and a place where they’re at home. What are some
design areas that are important?
Patsi: I am not a design person or branding person,
but I’ve really learned how important this is. It’s
pretty simple, but you do have to pay attention to it.
First of all, be consistent. Get your blog to look like
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your other marketing materials. For example, if you
already have a website, make sure you're using the
same colors, the same logo, and that you have the
same business photo on your blog as you do on your
website. You want everything to look like it’s a part
of your company. That creates trust. When people
see the same colors, the same look and feel
everywhere they go, it builds credibility. They’ll know
that this person they’re working with is trustworthy
and knows what they’re doing.
Of course, you have to have some sort of
personality. This is fairly easy to convey, because it’s
easy to put an image on your blog. I recommend
using a professional photo. I don’t recommend using
a photo that your husband shot in the backyard with
a lot of sunshine and trees in the background,
because it usually doesn’t make for a good photo. On
the other hand, if you're a dog breeder, and your
business is dogs, I would recommend using a
professional photo with you and a dog. That would
make sense.
You also want to have a professionally designed
banner for your blog. I don’t care if you do all of
your blogging or design yourself. Unless you're a
professional graphic designer, get someone else to
do the masthead or the banner in which you have
the name of the blog. You probably want to put your
name, as the author, in the banner, and a tagline
describing who the blog is for and what they’re going
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to get out of staying and reading it. That’s very
important. With a good banner on your blog, it
doesn’t really matter what the rest of the design is,
it’s going to look professional.
Joan: Here’s a quick tip on where to find good
people to create a banner. If you don’t know a
designer, there are several good sites out there
where you can post your project and people will bid
on it. The one that I like to use is called
VWorker.com, at http://www.vworker.com/. There’s
also Elance.com, at Now Upwork.com at
https://www.upwork.com/ Go to those places or
just go to a blog that you like and ask that blogger
who did their header. Ask for referrals.
Patsi: Excellent choices. Let me just say a little bit
about personality. Joan, you’ve done such a great
job bringing in dogs on The Publicity Hound site at
http://www.PublicityHound.com and your blog. I
think that’s important. Blogs, because they’re so
heavy in content and have a lot of text, require a
little bit of relief on the eye. They also are a good
way for people to get to know you. I use an
animated figure on one of my blogs, because it
creates a personality other than just my photo. I
think using images like that really helps give
personality to a blog. Again, you might want to
work with a graphic designer or a branding person
to help find that personality and to set it up. Once
you’ve
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determined the personality, it’s fairly easy to
upload images and keep them consistent on your
blog.

What Blogs Must Have
Let me give you a list of things you must have on
your blog. You can go crazy, because there are a lot
of widgets and fancy stuff you can add to your blog.
You want to keep it simple and make it easy to
navigate. Most blogging platforms will allow you to
have a navigation bar at the top. If you don’t have it
at the top, make sure you make it easy for people to
find what they’re looking for.
Let People Subscribe to Your Blog
Patsi: You want to still get people to subscribe to
your blog, because it’s the way that people are going
to get daily email deliveries of your content. When
people are surfing the web, they may not find your
blog again unless they subscribe to it. An email
subscription form is very important.
All blogging platforms come with what is called an
RSS feed. I’m not going to go into that because it’s a
little bit techie, but there are two ways to subscribe
to a blog, either by RSS feed or by email. I
recommend email because everybody uses it, and
not that many people use RSS. You want to keep
that email subscription form on your blog, but
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definitely get it from FeedBurner. It’s easy to set up.
Non-techie people can do it. I used to call myself a
technoidiot, but I don’t think I am anymore. I’m
quite capable of doing this myself, so if I can do it,
you can do it.
Include an “About” Page
The other thing that’s essential for a blog is the
“About” page. Most people miss the boat on this. The
“About” page is your bio page. Not everybody but,
unfortunately, a lot of people just copy and paste
their company resume, written in the third person,
and it’s very boring.
This is an opportunity, because everyone checks out
the “About” page. They want to know who’s writing
this blog. They ask themselves, “Should I believe
what they have to say?” and “How do I know they
know what they’re talking about?” This page is very
important. You want to write it in the first person,
using “I.” Let people know your true story. Let them
know why you formed this blog, why you know what
you know, and the pivotal moments in your career
and in your life that made you so passionate about
what you do that you just have to do it. This is
where you can emotionally connect with people.
People are curious about the people behind the blog.
If you're not using that page to full advantage,
you're missing the boat.
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Offer Something for Free
Another thing you want to have on your blog is some
cornerstone content. This is what other people might
call pillar posts or stand-alone pages. This is free
information. It could be a free special report or a
white paper or an ebook, whatever you want to call
it, that gives compelling information that people who
come to your blog really need to know. I would add a
graphic image like an ebook cover and put that in
one of the site’s columns. Blogs come in many
different shapes and forms, but most have at least
one side column for you to put stuff in. Some have
two. It’s up to you how you want to set that up, but I
recommend setting it up so that people can
download it in exchange for an email address. It’s a
great way to build a marketing database.
”How Can I Help You?”
If you’re in business, another page that you
absolutely must have is a “How Can I Help You?”
page. This gives information on how people can hire
you or buy your product. If you don’t have that,
you're missing a good opportunity. Sometimes
people read the blog and say, “Fabulous! I really like
what this person has to say. I’ll subscribe to the
blog.” But if you're not giving them the possibility to
work with you or buy something from you, you're
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missing a big opportunity. People are curious. They
know you're in business. They know you have
something to sell. Give them a page where, if they’re
interested, they can go and find out how to work
with you.
Add a Client Page
The other thing you want to have is a Client Page
where you have a description of your target audience
and a couple of testimonials. What are your clients
saying about you? What kinds of results do they get
when they work with you? If somebody comes to
your blog and they really are seriously looking for
the kind of help you can give, you want to make it
easy for them to find out who you work with, how
they can work with you and what kind of results to
expect.
Other Miscellaneous “Must Haves”
Other things you might want to have in this sidebar
are your affiliate links and banners. Joan, do you do
any affiliate links on your blog?
Joan: Yes, I use them throughout the blog posts. I
don’t want to say I’m liberal about it, but whenever I
write a blog post, I always think to myself, “Am I an
affiliate for any products or services that I can
promote within this post?” That’s one way that you
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make money from your blog. [Editor's Note: If you
use affiliate links, let readers know that.]
Patsi: Absolutely. Another thing I would put in a
sidebar is a list of books that I’ve read, because I’m
an Amazon affiliate. Not that I earn a lot of money
from that affiliate account, but listing the books that
you read gives your blog personality. If you see that
a blog author is reading the same books that you
are, you feel a sense of identity and affinity with
them. It’s a good way for them to get to know you.
You definitely want to have your other accounts
listed. How can people follow you on Twitter? On
Facebook? There are ways of adding that to your
blog. I’m not going to go into the details, but it’s
fairly straightforward and user friendly. Go to any
social media site and there will be applications where
you can add an icon to your blog. Just by clicking on
the icon, it will take them to your Twitter page and
your Facebook page.
Joan: Yikes! I don’t do that! It’s one more thing on
my to-do list.
Patsi: That’s a must have. If you go to my blog,
http://www.writingontheweb.com/, you’ll see an
example of all this in those side columns.
Joan: This is a timesaving tip, because if you're
sending all these people from your blog over to the
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social media sites, that’s less time that you have to
spend finding people to follow you.
Patsi: That’s right. Another thing you want to have
is a “Retweet This” on every post. That’s something
that’s a little bit different on every blog platform. It’s
a widget that you can install either on TypePad or
WordPress blogs so that when people read a post
they really like, there’s a button that says, “Retweet
This,” or “Tweet This.” There are several different
systems that you can install. It’s real easy. People
just click on it and they’re taken to their Twitter
account, and they can retweet about that post.
That’s a huge driver of traffic back to your blog. It’s
definitely something you want to set up on your blog
design.
You definitely want to install a site meter, like
SiteMeter, at http://www.sitemeter.com/or Google
Analytics, at http://www.googleanalytics.com/, or
even FeedBurner. FeedBurner offers excellent site
analytics. Set that up through FeedBurner so you’ll
know how many people are coming to your blog,
where they’re coming from, how many pages they
visit, and how long they’re staying. All this is very
important for you to know.
I would also put on a Vizu poll, at
http://www.vizu.com/, and ask a question. If you
know that your readers are experiencing certain
challenges, ask them to vote on what their biggest
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problem is. This creates interaction, and it also adds a
little eye candy to your blog. And guess what? You
can blog about the results of that poll. It keeps you
better informed as to what readers want to know.
Another way to find out what people are interested
in is to get a professional, custom designed survey.
It’s an excellent way for people to interact with you.
Are there any other things that you can think of,
Joan, under the category of design?
Joan: I just got a question from somebody that ties
into this. This is from Janet, and she says, “I see
that she has Skype on her site in the networking
buttons. Why? And how does she use it?”
Patsi: I don’t know that I use it, but it’s there so
that people can find me on Skype. It’s just one of
those widgets where you can add anything you want.
You can add YouTube, LinkedIn, Facebook and/or
Twitter. All of that is under the umbrella of social
media. It’s a way for people to stay in touch with
you.
Joan: Terrific.

Outreach in the Blogosphere
Patsi: Our next section is on outreach. If you
haven't set up your own blog, you can start by
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participating in the blogosphere. Find blogs in your
field, read them and start commenting on them.
Joan: This is important. I want everybody to pay
attention to this, because this is a critical part of
blogging that so many people are missing.
We just got another question, Patsi, that ties into
this directly. Somebody asks, “How do I get more
visitors to my blog and how do I get people to
comment?” Continue with what you're saying, Patsi,
because this is a way to make both of those things
happen.
Patsi: Later on, we’re going to cover some traffic
driving tips, which is what that question is all about.
Definitely, outreach is important. If you're not
visiting other people’s blogs and commenting on
their blogs, why would you expect people to do the
same on your blog? It’s a two-way street. What goes
around, comes around. If you can get known in the
key blogs in your field, they’ll get curious about your
blog and start visiting. They’ll see your comments
and they’ll follow the trail and come back to your
blog.
One of the ways you can find which blogs to start
commenting on is through a great site that I love
called AllTop.com, at http://www.alltop.com/. You
can find all the top blogs on that site. It’s a system
that aggregates blogs in every niche, every category.
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You can find your favorite blogs in any field. You can
also create your favorite blog page on AllTop. For
example, I have my favorite blogs in content
marketing, but I also have them in tennis, psychology
and publicity. I have a wide variety of interests so
I’ve created my own AllTop page where I can
aggregate all my favorite blogs. When I go to post a
blog, and if I’m lacking any ideas, all I have to do is
go to my AllTop page, find out what other people who
I like are blogging about, and I’m instantly inspired.
Now, there are other ways to stay in touch and find
blogs in your field. There’s the biggest blog directory
online, Technorati, at http://www.technorati.com/,
where there are something like 200 million blogs
indexed. Certainly, you can find blogs in your field
there. When doing a Google search, you’ll find that a
lot of the search results that come up will be blogs or
blog posts.
Another way to find blogs is on Twitter. You’ll find
who’s talking about what. Do a search on Twitter for
keywords or for topics. A lot of the people who Tweet
on Twitter are saying things, they’re posting a tip,
and they’re giving a little shortened URL to blog
posts. You can follow those trails and find blogs that
are really interesting. When you do find a blog that’s
interesting and in your field, be sure to subscribe to it
so you can stay in touch and get updates.
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Joan: Another way to find great blogs is to go onto
LinkedIn and ask the question of a particular
LinkedIn audience. Let’s say I was trying to find the
top 10 blogs on public relations. I would go to the
public relations people and ask them what they
think the top blogs are in PR. Once I know what
they are, I’d write a blog post on that. Then I would
share that link to my blog post with all those other
people on LinkedIn who responded to my question.
Patsi: That’s an excellent thing to do. Believe me,
as soon as you start posting about other people,
they’re going to find that post, because they’ve got
Google Alerts set up at
http://www.Google.com/alerts. They’re going to find
out that you just posted something and included
their name. And they’ll leave a comment, because
they now know that you exist.
Joan: They might go to their blog and link to your
top 10 list that includes their blog in it.
Patsi: They’re very likely to do that.
Joan: Which means you get exposure to their
audience.
Patsi: That’s really a good way to build traffic and
to get known.
What else? Certainly, you can post your videos on
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YouTube, which I recommend. Always give your blog
URL in your video descriptions because it’s going to
drive traffic back to your blog. A lot of people are
using Twitter these days because it’s real easy and
fun. It’s a great way to connect with people. Just in a
few short words, you can share a quote or give a tip.
If you're not connecting your blog to your Twitter
account and not connecting your Twitter account to
your blog, you're missing the boat.
Your blog is where you have all your valuable and
relevant content, which can go as deep as you want
to go. Twitter is like throwing out breadcrumbs in the
forest. You want people to follow the trail back and
find out more about you. It’s the same with
Facebook. You want to update your status on
Facebook. The whole idea is for people to get to
know you, like you and trust you. You can't really do
that on Twitter, because it’s too short. That’s why
you have to be blogging and blogging frequently.
When people land on your blog, you want them to
say, “Oh! I hadn’t thought of that before. This person
really expresses himself well,” and “They’ve
understood the real problem.” Does that make
sense?
Joan: Absolutely. Is there anything else in the
outreach category before we get to content?
Patsi: We’ll touch a little bit more on that when we
come back to driving traffic to your blog. I think it’s
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one of the most overlooked categories for effective
business blogging. People don’t do enough outreach.
It may be because it takes so much time and energy
just to get your content up on your own blog. By the
time you get that done, you're too tired to go out and
find out what other people are saying. But it’s
extremely important if you want your blog to
succeed.

Finding Content for Your Blog
Joan: Another reason, I think, people are not
getting traffic to their blog is because they’re not
asking themselves certain questions before they sit
down to write. These questions fall into a category
you're going to talk about called content. Tell us how
to create content and things we should think about
before we start to write.
Patsi: If you're just going off and blogging about
this, that and the other thing, it doesn't make any
sense. List the categories that you're going to write
about on your blog. Unfortunately, I had listed so
many categories on my own blog that it’s untenable.
There are too many categories. But if I were to start
over, I would start with seven to nine categories.
Eventually, you're going to be adding new
categories, but anything more than 15 categories
gives readers too many choices. Too many choices
will make them go away.
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Focus on the key things that you're an expert on.
Again, go back to that problem/solution question.
What problem do I solve for people that will help
them? The answer to this question will tie into your
keywords. Anybody who is doing anything online
knows how important keywords are. The keywords
are what people ask Google or Yahoo when they do a
search. How would people be searching for you?
Let’s say your ideal client had exactly the kind of
problem you could solve. What would they type in a
search engine? Remember, those keywords are very
important. You want to identify them for your blog
and remember to use them. Strangely enough, it’s
easy to forget keywords sometimes. Remember to
put them in your headline, in the first paragraph of
your blog post, and a couple of times in the rest of
the body. It should come naturally, but sometimes
you need to remind yourself. That’s why it’s good to
keep a list of keywords. It’s good to identify certain
keyword phrases that you want to rank very high for
in searches. For example, I’ve identified content
marketing and content marketing with blogs as
search terms that I want to rank high for, so I use
those a lot. At times, I’ve written posts and those
words weren’t there. I’d say, “Duh! Let’s stick them
in the headline. Let’s stick it in the body of the post.”
What I’m talking about really has everything to do
with content marketing for blogs or with blogs. Don’t
forget that. Write about the problem, the pain,
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yourself. Use stories. Stories resonate with people.
Every time you talk about something, think of a client
or yourself and make that story come alive with real
live examples.
The other things you want to talk about are the
peripheral needs of your readers. These might go
outside of your category. For example, if you write a
blog for speakers, maybe they need things like voice
recorders. You want to be as helpful to your readers
as you can be, even if it means talking about things
you're not an expert in, but you know that your
readers can really benefit from this information. You
want to be a go-to resource for your readers. I have
a good formula for writing blogs. It basically starts
with finding a problem you want to write about, and
then asking your readers the question, “What are
you doing about XYZ?” That’s a great way to start a
blog post because, right away, you're engaging your
reader to think, “Ah! What am I doing about this?”
Joan: It’s a great idea.
Patsi: Start with a question for your readers. End
your post with a question to your readers.
Remember, you want them to take an action. Start
your post with a problem and a question and then,
give them three to five bullet points. These can
either be three ways the problem manifests itself or
three solutions to the problem. It doesn’t matter
which your blog post focuses on.
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I’m a firm believer in the grocery list method of
writing. Write a question, write three bullet points, or
five, and then write a couple of sentences to explain
what you mean. Then, wrap it up. Always end your
post with a question. Ask your reader to leave a
comment. I think that readers don’t leave comments
because you aren’t asking them a compelling
question. If you're not asking them the right
question, they’re going to go away without
commenting. It’s true that not very many people go
onto a blog and comment. I think statistics are only 1
to 2 percent of readers comment on blogs. You have
to have a lot of traffic before you start getting
comments. But there’s a lot you can do to encourage
them, too.
Joan: I started this a couple months ago. At the
end of a lot of my blog posts, I’ll write things like,
“What do you think?” “Am I wrong?” Or, “I’ve given
you five tips. Let’s see how long a list we can
compile. Feel free to add to the list.” Things like that
let people know that I want them to engage in the
conversation.
Patsi: One time I wrote “10 Ways to Do Such and
Such,” and I only came up with nine, so I said,
“Number 10 is for you guys. You tell me, what’s the
10th good tip?”
Joan: I love it!
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Patsi: And make sure you respond to others when
they ask a question or make a comment. I used to
respond in a private email, “Thanks for stopping by.
I like what you had to say. Keep it up. Keep coming
back.” I don’t do that much anymore, but I will
respond in a public comment on the blog post.

Respond to Your Comments
Joan: Can I give you another tip on something that
I just noticed? I have a WordPress blog, and there’s
this little thing on there which my web guy set up
that automatically lets me reply to a comment. It
shows up right under their comment. I started doing
that for almost every person who comments at my
blog. Here’s what I discovered. When I have six
people who have left comments at my blog, and I
respond to all six of those people, it shows up as 12
comments.
Patsi: It sure does. That’s very important. You have
great participation on your blog. One of the things
that you do right, Joan, is that you're talking about
your readers. They’re giving you examples and
problems, and you're featuring them in blog posts.
Well, wouldn’t that encourage you to leave a
comment if it’s going to get picked up by the author
and maybe featured in a blog post?
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Joan: Yes.
Patsi: Be sure you're doing this. I think a lot of
people don’t get enough comments because they’re
not getting enough traffic, and they’re not getting
enough traffic because they’re not posting often
enough.
Joan: Another great way to get comments is to
write about controversial topics. Take a strong
position on the most controversial topic in your
industry. That’s a terrific way to get comments.
Patsi: Absolutely. I think people don’t go out on a
limb enough, and they don’t stir up the pot enough.
It’s obvious. The newspaper headlines that get the
most attention are the ones that are negative. Right?
None of us really want to go online and be negative.
However, you can certainly report on other people
that are being negative. If you're being too nice in
your content, you're not going to get the attention
you deserve. And if you don’t get the attention,
you're not going to get the readers. You have to be
provocative.

Formatting Tips
Patsi: Let me just throw in a few tips about
formatting, because I think it’s important. Be careful
on your blog. Leave lots of white space. Make your
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paragraphs short so there’s more white space on the
page. It makes it easier to read. This means
breaking up your paragraphs after one or two
sentences. You also want to have your sentences a
little shorter than normal. You want to talk in a
conversational tone, not academic. I don’t have too
much to say about the length of your blog post—400
to 600 words, more or less. It doesn’t really matter.
But you don’t want it scrolling down the page
forever. Most blog platforms will let you create a
length where it says, “Read more,” so that you just
get the first paragraph on the home page of the
blog.
You want to get to the point. Ask those questions.
Give lots of bulleted or numbered lists. Write short
sentences and paragraphs. Start and end with a
question. Ask for comments. Use images. It breaks
up the monotony of text.
I use Pixabay.com for free stock photos. The images can
compel people to read your posts. Use an exciting
headline. I always write the headline last, because
I’m not always sure what I’m going to say when I
start writing. You want to make it curious and
compelling. Joan does a good job of this, “5
Forgotten Tips To…,” “How to Save Time When You
Haven’t Got Any,” “8- 1/2 Reasons For…” Make it
interesting so people
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want to read your posts. Anything to add to that,
Joan?
Joan: I don’t think so. I think you're doing a terrific
job. Keep going.

Calls to Action
Patsi: Let’s go on to action. Remember we talked
about CODA: content, outreach, design and action.
Joan: The calls to action are on my New Year’s
Resolution list. One way that I’m going to improve
my blog is by including calls to action in every blog
post. Tell us what a call to action is and why it’s
important.
Patsi: The term is used in sales to get people to
buy. In a blog, it’s a little bit different. The action
can be subtle. You can get them just to think about
something. At least you're trying to get them to
think about it. Right? You don’t want to just simply
deliver information. You want to tell a story and
move them emotionally. Then, once you have them
involved and engaged, you want to ask them to do
something.
Now, one of the best things I can think to do is build
your marketing database by asking them to
How to be a Kick-butt Publicity Hound
By Joan Stewart and Tom Antion
JStewart@PublicityHound.com Orders@Antion.com
Page 592

download a file or an ebook. You can also use a
survey, a quiz or a poll. This has double payoff,
because you get to know what they’re thinking and it
builds information for your blog post. You want them
to leave a comment. You want them to subscribe to
the blog.
I wouldn’t ask them to do too many things in one
blog post, but always ask them to do one thing at the
end of the blog post. You don’t always want to ask
them to leave a comment, but ask them a question.
You can say something like this, “If you like this blog
post and feel that it’s interesting enough to want to
know more, I suggest you subscribe. You can get
email updates in the subscription form in the upper
right-hand corner.” If you don’t spell it out for people,
they won't think to do it.
You want to evoke a little emotionality in your calls to
action. Use psychology. Everybody knows enough
about psychology to realize that nobody’s going to
take action unless you make them want to. Know a
little bit about psychological hot buttons. Everybody
wants to have power, prestige, money and
relationships. They want to be first on their block to
know about something. They want to achieve goals.
They want to acquire things. We all have these
human drives. There’s nothing wrong with them. You
need to tap into them and to honor them.
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Certainly, the way you tell stories and the way you
share things about yourself are important. One of the
most powerful things you can do on your blog is to
share a mistake you’ve made, and then show what
sort of lesson you learned from it. It establishes you
not only as an expert and credible in
your field but, also, as a human being who is capable
of making goofs and learning from them, and you set
the example for other people. It builds trust. It builds
credibility. People want to trust you and go along
with you on whatever it is you're trying to get
them to come along on.
Joan: Absolutely. There are so many other
challenges to blog writing. People can't get that
creativity spark going. Talk to us about some of the
challenges that bloggers face, and then give us some
tips and solutions on how we can get inspired.

Blogging Challenges
Patsi: On my blog, at
http://www.writingontheweb.com/, I have a poll
that’s been there longer than I’ve ever left a poll up.
It’s about the biggest challenges people have with
blogging. The Number One challenge that I hear
about is that there’s never enough time to write on
their blog. When I talk with clients, this is a big
problem, and I know that from my own experience.
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It’s never really lack of time. It’s lack of inspiration.
The lack of inspiration comes from not being sure
about what you want to write, or you're not sure
you're doing it right or doing it well. It’s really a lack
of confidence, not knowing whether blogging is going
to be worth it. In other words, it’s those two
bugaboos—fear and doubt.
Without going into those issues too much, the only
way it’s going to go away is just to do it. Like Nike
says, “Just do it.” It helps if you know what you're
doing. Even not knowing what you're doing, but
having faith that just doing it, is going to turn out all
right. When I started out five years ago, I didn’t know
what I was doing and I didn't have the system. It
takes a while to get results from your blogging
efforts.
Once in a while, a reader’s going to leave a comment
or email you with something that’s going to make it
all worthwhile, and all of your doubt will go away.
Never forget that even though people aren't
commenting, or aren't telling you, somebody out
there needs you and they need the solutions that
you're giving away to them for free. Nobody starts
out writing well. Everybody has a piece of genius
within him or her. It’s just a question of finding it and
putting it on the computer screen. It won't happen if
you don’t do it.
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How to Start Writing a Blog Post
There are two ways to go about starting a blog post,
even when you don’t know what you're doing. One,
go inside. Two, go outside. I think the easiest way is
to go outside is to find a blog post you like, or
dislike, and write about it. Use it as a jumping off
point. You start by asking your readers a question
about something. End by asking them a question or
asking them to comment. Link to the source of your
inspiration, whether it’s a post you don’t like or a
post you do like.
Find a photo, either of that person, their book or of
the subject matter. Put the photo on the blog post.
Write your perspective and your opinion. Save it as a
draft. Then come back an hour or 24 hours later, it
doesn’t matter, and re-read it. Make it better. Take
out all the extra words. Correct the grammar and the
spelling and all that.
Then publish it, even if you think it’s just so-so. It’s
OK. You won't get better until you do this over and
over. That’s how you do it by going outside of
yourself. When you do that, you're bypassing fear
and doubt, because it’s not about you. You're writing
about what somebody else wrote, somebody else’s
post, whatever it is. It’s not about you.
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Go inside. That’s the second way. It’s a little bit
harder, but sometimes it’s worth it. Sit down and ask
yourself, “OK, I’ve got this blog. What am I going to
write about? What really matters? What do my
readers struggle with? What have I struggled with?
What have I learned? What kind of tip can I share
that’s really going to make my readers’ lives better?
What’s going well? What’s not right? What’s wrong?”
Immediately, you can think of something to write
about. Think about why a situation continues when
there are solutions. Why aren’t the solutions
working? What pivotal things happened to you that
made things different for you, make you unique and
a real expert in your field? Again, which huge
mistake have you made that almost caused you to
miss the boat entirely and that taught you a big
lesson?
These are two ways of finding inspiration and
bypassing fear and doubt. When you tap into your
passion, into the real reason that you're writing a
blog in the first place, the real reason why you're in
business for yourself, you immediately bypass fear
and doubt and tap into the energy that’s within you.
Does that make sense?

Time-Saving Tips
Patsi: Absolutely. I believe in re-purposing
everything. I’ve been blogging long enough now so
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that if I ever get stuck, I just go into my archives
and I find something and I can update and recycle.
I’m a firm believer in that. A lot of people fear the
duplicate copy or duplicate content bugaboo, and I
say to hell with that. Don’t worry about it. Some
people fall upon your blog for the first time. They’ve
never read anything you’ve ever written. I’m not
suggesting you copy and paste everything word for
word. I’m suggesting you take old ideas, recycle
them and put a new spin on them. This can clearly
be a time saver.
Unless you're verbose, which is one of my big errors.
I can get bogged down writing my memoirs when I
really shouldn’t be spending time that way. Ask
what’s in it for your readers. Continually and
consistently keep the focus on providing relevant
stories that your readers can use for their benefit.
That’ll help you from getting bogged down in writing
too much personal history and personal content.
Joan: That’s probably my biggest downfall at my
blog. When I come up with a good idea, I’m not
satisfied with three paragraphs. I have to write the
novel on everything you always wanted to know
about X, Y and Z, and that just turns into a timesuck trap.
Patsi: Yes. Sometimes you need to do that. That’s
why I say save it as a draft and come back later,
because you’ll cut out 50 percent of it and you’ll
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make it so much better. I always have one blog post
draft saved on the back burner. I leave it there for 24
hours and come back. I always have one simmering.
When I started out, I didn't think I had anything to
say. I was getting all of my content off of other
people’s blogs. I would write about what they were
saying. Maybe I’d add my perspective, but it was
really 75 percent of stuff other people were saying
and only 25 percent of my own. Now it’s the other
way around, because I accumulated a body of
knowledge and I’m more confident that I do know
this stuff and can put my own spin on it. Set
yourself a time limit. For me, it’s 20 minutes. But
some blog posts take longer and, sometimes, I’ll
spend an hour. I only do that when I have the
luxury of spending an hour. When I talk about
posting 20 minutes or 30 minutes a day, it means
I’ll write it in 15 minutes, spend a few minutes for
the headline and put an image on it that I’ve found..
Then, I’ll go back into the blog post and link all of
the names and books to relevant sources. I’ll leave
it as a draft and come back 24 hours later and
publish it.
You really can do this in a half hour. If you're not
sure what you're writing and have to do a lot of
research, it might take you an hour. Set yourself a
time limit. That’s the only way that you're going to
get better. Use a timer if you have to. Don’t spend
two hours coming up with a blog post, unless you're
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really doing some valuable research and you're
getting something out of it.
Joan: There are two tips that I want to add. You and
I talked about this, and I wrote about this in my
newsletter. First, there’s voice recognition software
program out there. Patsi, have you heard of it? I
think it’s called Dragon, at http://www.dragon.com/.
Patsi: Yes, I have heard of it. I haven't used it,
though.
Joan: There’s one called Dragon. I didn't have
time to test it before this teleseminar, but I’m
definitely going to test it and then write about
it. Voice recognition software is a great way for
you to blog. You can talk into your headset
microphone right in front of your computer. This
is great for people who struggle with writing.
Also, Patsi, you and I talked about a copy
blogger site, at http://www.copyblogger.com/,
which is a terrific place where people can get
writing tips specifically for blogging. Do you
want to talk about Copyblogger?
Patsi: Yes, I’ll just mention it. The reason it’s so
important is that before Brian Clark started
Copyblogger, there were lots of sites about
copywriting and sales pages and how to write copy
that’s designed to sell on the web. However, nobody
had connected the two. The Copyblogger site
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introduced a new concept, and it ended up being
called Content Marketing, although Brian Clark didn't
realize it at the time. He was showing people that
when you write a blog, it should be designed to
connect with people, build your credibility, establish
trust, and a call to action. It’s not entirely sales
copy, per se, but you're using a lot of the tactics and
tools from sales copy writing.
If you're not familiar with what those are, it’s a good
idea to take a course in copy writing or study the
free stuff online. It’s just a different way of writing. I
came from a journalism and psychology background.
Well, as it turns out, that’s perfect for sales writing,
copy blogging or content marketing, but I didn't
know it at the time.
You do have to learn how to connect with your
readers. It doesn't happen overnight. It doesn't
happen if you're not blogging. You need to be
blogging a minimum of three times a week for you to
get the benefits from the search engines and for
people to find you. For example, Joan blogs about
things and companies find her and give her free
products. That’s a perfect example of why you
should be blogging.
Joan: Patsi, let's talk about how to drive traffic to
your blog.
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Driving Traffic to Your Blog
Patsi: There’s just one other question that I want to
answer that ties into that. Someone asked me about
a blog that has just bloggers. She wanted to know
how she could get other people to contribute as
guest bloggers. Obviously, the more you write on a
blog, the more traffic you're going to get. But it
takes time. If you don’t have a lot of time for writing
on your blog, you’ll want to recruit guest bloggers.
There are several examples online of group blogs,
where they have three or five people running the
show. I definitely recommend that. Anyone can do
that. It’s easy to set up and invite a guest writer on
your blog.
However, if you're not writing enough on your blog,
you're not going to get those people who you need
to reach. They’re not going to find you. You may not
believe this, but the best way to increase traffic to
your blog is to write more frequently. I have tested it
on my own blog. I know other people have, too. If
you double the number of posts per week that you're
writing, say from twice a week to four times a week,
you will see your traffic double. I don’t know why
that is.
Joan: There’s a site that I wrote about in my
newsletter, a couple of months ago, that a couple of
people have just raved about. It’s a place where you
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can offer yourself as a guest blogger to other blogs.
You can also find guest bloggers for your own blog.
It’s called Blogger LinkUp at
http://www.bloggerlinkup.com/. Plug in your email
address, your first and last name and join the site. I
just found out today, while looking around, that if
you have a free product, like an ebook or something
that you want to offer to other bloggers for review,
you could offer it right at this site. I have my free
ebook. I’m going to go over here tomorrow and
offer it to any bloggers who want to write about how
people can get free publicity.
Patsi: I know the site and the service. I think
they’re excellent. But I didn't know that they were
offering reviews of information products. That’s
great.
Joan: They let you offer your product to other
bloggers who want to write about it. It’s like a little
marketplace where you can find all these bloggers
who are interested in your product. Then, you give it
to them to review and wait for the reviews and,
hopefully, sales to come pouring in.
Patsi: Fabulous. Whatever you're doing on your
blog, I suggest you do more of it. Granted, some of
the increase in traffic will come from the same
people, because they’re subscribed to your blog, but
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the more people subscribe and read your blog, the
more they’re going to share it. They’re going to
retweet it. What goes around, comes around. People
are going to hear about it. They’re going to find you.
They cannot find you if you're not posting on your
blog.
Nothing makes me sadder than to go to somebody’s
blog, because they’ve got a link on their website that
says “blog,” and click on it and find they haven't
written in a year. I know people are busy, and I
know there are reasons, but I think it’s sad, because
when I go to someone’s blog, I want to find out
what’s going on with them.
Joan: I hear that the biggest reason people don’t
blog is that they do it for two weeks, don’t get any
traffic and then, give up. Well, that’s like going to
the gym on Monday hoping to lose 20 pounds and
then, dropping out on Friday because you haven't
lost the weight.
Patsi: That’s why I’ve tried to simplify it. There’s a
lot that goes into blogging. If you chunk it down into
those four areas, and you have a system for writing
three to five bullet points and know where you can
go to get inspiration, it’s not that bad. I recommend
acquiring a daily blogging habit of 20 minutes a day.
You get up early in the morning, or you do it late at
night before you go to bed, and just do something
on your blog, whatever it is. If you can acquire that
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habit, you will get results. It won't happen next
week, or it may, but months down the road, you will
have built a substantial body of content that will look
really, really good. When somebody’s looking to hire,
and you’ve got all that good content on your blog,
who do you think they’re going to choose? They’re
going to choose the person that has the most
credibility.
Joan: Everybody wants to hit a homerun. But to win
the game, you have to hit a lot of singles to first
base.
Patsi: Yes. I’m with you there. As far as driving
traffic, and getting to first and second and third
base, all of the things we’ve talked about up until
now really count. Showing link love, writing about
other people, linking to other people, retweeting
your blog posts, getting your blog posts fed into
Twitter, are all important.
Joan: You can also have your blog posts fed into
your Facebook status as well.
Patsi: That was the next thing I was going to say.
I’m not going to give you specific directions on how
to do that, but go to “Settings” and click around. It’s
user friendly. I didn’t mention all the other social
media sites, but there are tons of them. Whatever
sites you're using, there’s going to be a feature there
somewhere. They’re going to let you set it up so
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thatyour blog automatically feeds into your status
updates, your retweets, your Friends, whatever
system you're on. You want to make sure that
happens automatically.
Also, a good way to use Twitter to drive traffic to
your blog is by tweeting a couple of tips from a blog
post. I get tremendous traffic from all three sites
over on my blog. I didn't always do that. It’s funny,
because I can just finish posting something and a
half hour later I’ve got a comment from somebody.
I’m thinking, “How do they find it so quickly?” Well
they found it through Twitter. The people on Twitter
are used to putting their two cents worth in. Right?
These are the people who comment frequently.
Joan: Before we close, can you talk about blogging
directories? I get that question often. Are there
maybe one or two blogging directories where people
must have their blog registered?

Blogging Directories
Patsi: There are so many. There are over 200 blog
directories. I recommend that anybody just starting
out, once they have their blog set up and several
posts, find out which blog directories are in their
niche. To do that, they might have to do a Google
search, or go to TopRankBlog.com and search on
that site. They have a list of all the RSS blog
directories.
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Joan:

Can you spell it for us?

Patsi: It’s at http://www.toprankblog.com. That’s
Lee Odden’s site. There are other blog directory
sites if you Google that. It’s a fast way to get
indexed by the search engines. It’s just covering
your bases. It’s very important, because each of
those blog directories are going to have you listed
on their site. These are linked back to your blog. In
the search engine algorithms, this counts and
gives your blog rank or authority.
I happen to offer a blog directory submission service,
because it’s very time consuming to submit your
blogs to directories. You don’t want to waste your
time doing it, especially with over 200 directories. If
you're interested, I charge $125 for it, and I have
somebody do it for you manually. It takes about 10
to 12 hours to do it, but it’s well worth it.
Joan: I don’t have any more questions in my email
box. Are there any parting thoughts before we close?
Patsi: This all ties together. The blog is like the hub
that you want to draw people back to. Twitter,
Facebook, LinkedIn and all the others are great
social media sites, but they don’t operate in
isolation. Your blog doesn’t either. YouTube is a
great way to post a short video and then, you can
imbed it on your blog. It’s a way for people to get a
taste of who you are, because they can see you and
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hear you. All of these things work together. They
don’t work in isolation.
There’s a lot to know, but the thing to remember is
don’t get overwhelmed. Start with a blog. Set it up
designed for trust and branding. Use some outreach.
Find blogs in your niche and start commenting on
them. Blog frequently. Write simple solutions to
problems your readers have. And always ask them to
do something. If you get bogged down, get some
help. There are so many freelancers out there who,
for next to nothing, can really help you make a
difference. Get a Virtual Assistant who can help with
the tech aspects of your blog. There’s help available.
All you have to do is ask. If you have questions,
shoot me an email at PKrakoff@gmail.com/.
Obviously, the place to find me is at my blog, because
that’s where you'll really get to know what I am about.
There are pages on there that will tell you how you
can hire me, buy me, rent me.
Joan: What is your blog URL again?
Patsi: It’s http://www.writingontheweb.com/. I
offer special writing services for anyone who’s an
executive coach or a consultant. Some of your
readers may be executives, coaches and consultants.
They can visit me at
http://www.contentforcoachesandconsultants.com/.
That’s about it. Google my name, “Patsi Krakoff,”
and you’ll find me.
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Joan: I am at http://www.publicityhound.com/ where
you can also find my blog and my ezine archives.
Patsi, again, thank you very much for this hour. I
have a long to-do list.
Guess what I’m going to do when I get off this call?
I’m going to blog about a couple of things that I’m
going to do at my blog, and then I am going to link
to the page where people can buy the recording or
the transcript. I’m not going to give away all the
tips, because there are people who paid to get on
this call, but I’m going to throw out a couple of the
tips as an enticement. This is another way of repurposing content.
Patsi: I think you're an excellent example for the
call to action, because your newsletter is always
giving valuable information and cool tips, and you
drop in the line, “If you want to know more, you
really ought to have this ebook.”
Joan: Yes, that’s the up-sell. Patsi, thank you.
Thank you everybody for participating. As Patsi is
fond of saying, “Blog on.”
Patsi: Blog on.
Joan: Take care everybody, and we hope you join
us for our next teleseminar. Thanks.
***
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Making Money from Blogs
The following is an excerpt from a teleseminar Tom
Antion hosted on blogging. This portion is specifically
how to make money from blogs:
Now how do you make money with this stuff? Well,
first of all, you can sell your stuff. That’s one thing
I’m doing tonight and throughout my blog. Mine is a
commercial blog; there’s something for sale. This
teleseminar was for sale on there and all of the
benefits of being here was on my blog. My Wake ‘Em
Up Speaking System is for sale. So sell your stuff.
You can have ads right in the blog material as
postings. You can have ads in the margins around
the edges. You can have postings that do refer to
your products. I really recommend that you let it be
known right from the start this is a commercial blog.
It’s going to have good stuff. It’s going to follow
most of the blogging rules.
I’ve got to tell you, out of these millions of people
out there blogging, nobody makes any money on it
because they don’t set it up right and become
marketers and they just want to see their name in
lights. I’ve been through that when I was younger. I
was on every major broadcast network in the world
and didn't make a nickel from it. So I learned my
lesson, that if I’m going to do something, it’s going
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to be commercial in nature. However, it always is
going to give good value along with the ability to buy
more stuff. I’d say let it be known right from the
beginning and then you don’t have to have asinine
comments from people that want to suck all your
knowledge and give you nothing. In fact, I had
somebody call me up and say, “Don’t you want to be
benevolent for Thanksgiving and give me this
teleseminar?” I got so sick of their begging, I hung
up on them.
Another way to make money is sell your seminars, of
course.
Now, you can sell ads to other people on your blog.
There are several ways you can do that. You can use
banner ads on your blog. You can use endorsed text
link ads. Endorsed text link means it’s like a sidebar
that’s a piece of text that you’re endorsing the other
person. You can get more money for those. That’s
another way to also put affiliate links on your blog.
That’s another way to make money—endorse some
other product or service and when somebody clicks
from your blog, that’s your affiliate link to that
product or service.
Another way is, a lot of people don’t think of this or
don’t even know about this. It’s called Google Ad
Sense Ads. Google has a pay-per-click program
where if you bid on a keyword and when somebody
clicks on it, you pay Google so much money. Google
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puts most of those ads on the right-hand side of
their results page, as sponsored listings, they’re
called. But they also allow other website owners to
put those ads for other people on their website. Let’s
say Lou Hampton’s on the line tonight and he wants
to advertise his new speaking under pressure thing.
He buys an ad at Google, and so whenever anybody
searches for “speaking under pressure”, his ad
comes up. And if somebody clicks on it, Lou pays
Google 35 cents let’s say. Google looks around for
people like me who are willing to put some of those
ads on my website. I might have a website on public
speaking and so Google handles the whole deal and
puts Lou’s ad on my site, and if anybody clicks
through Lou’s ad on my site, I get part of the money
that Lou pays Google. I got a check today for $100
from Google for absolutely nothing. I did not lift a
finger for that money other than to put a little link on
some web pages that I don’t even care about that
get a lot of traffic. Google has sent me, I think, $500
so far in the last four or five months for a couple of
hours work of putting these links on. Google is a big,
reputable firm. Look into their Ad Sense program. I
could do a whole seminar on Ad Sense, but you need
to know about that. It’s another way to make money
with your blog. (Editor’s Note: Tom now recommend
Facebok ads instead of Google Adsense.)
Also blogs can help you close deals on bigger ticket
jobs. For instance, let’s say somebody wanted to hire
me for teaching public speaking to a bunch of
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executives. Well, I could say, “Listen. Here’s my
Great Speaking ezine. Biggest in the world on public
speaking. But also, I created its sister blog, which has
a lot more current postings of what’s going on in the
speaking world.” That helps close the deal because
look, I’m really ingrained in the field of public
speaking so that helps close the deal for your bigger
ticket consulting and speaking engagements and
training.
Also, you can set up a separate blog, actually, for a
good client, so that the employees or trainees can all
interact on the blog and keep on the same page and
it can be a private blog. You don’t really publicize it
anywhere else. But it’s really something that,
especially nowadays, since it’s not mainstreamed,
would put you way ahead of your competition if you
offered this, and it doesn’t really cost you anything.
You can go to Blogger.com, get a free one, and do it
that way.

Promoting Your Blog
Now let’s talk about promoting your blog. A lot of the
same things that you do offline or to promote your
website can be used to promote your blog, such as
including the blog URL in your signature file of your
emails. You can also send postcard mailings
announcing it. There are some blog search
directories and search engines out there. I’m going
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to read these off. They’re very important.
Technorati.com at http://www.Technorati.com,
Blogarama at http://www.Blogarama.com and
BlogSearchEngine.com at
http://www.blogsearchengine.com/ are ways that you
can submit your blog to, and there’s more of them
out there. Just type “blog search engine” into Google
and you’ll get all of the ones that exist. You can
submit your blog to all of those.
Somebody called me up earlier and wanted to know
if we were going to learn how to get traffic to the
blog. Well, this is it. Submit it to search engines for
blogs. Also, comment on other people’s blogs. Go to
other people’s blogs that are complimentary to yours
and make comments. Now, be careful that you don’t
look like you’re trolling for hits. You’ll look like an
idiot if you’re making a posting or a comment on
somebody else’s blog that doesn't make sense just
to get a link back to yours. It’ll make you look worse
than if you made no comment at all.
You can email posts, but don’t email your entire blog
to other prominent blog owners. Now this is not
really spamming. It is accepted in the blog
community if it’s brief and it really makes sense—
that you’re emailing them a post on your blog that
you’re virtually certain they would be interested in. If
you’re into collecting arrowheads, and you have a
blog on it, and I find an arrowhead in Virginia Beach,
Virginia and make a posting about it, I would be
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perfectly legitimate to email that blog owner and say,
“Hey look, I made a posting on my blog about an
arrowhead I found in Virginia Beach. I thought you’d
want to hear about it.” You do this on big blogs. Now
they’re used to hearing a lot of crap, but if they get a
good one, you could be in front of a million people
with your posting. So that’s another way, email posts.
But don’t email your entire blog to influential people
that have blogs.
There are ad trade sites for blogs. One used to be
called BlogSnob, but now it’s called Simpleads.net.
You can trade ads with other blog owners. There’s ad
space all over blogs, so you could trade with other
blog owners.
Make sure you put your link to your blog on all your
websites. Put it on your business cards and
stationery. I just got done typing in another 100 or
so emails I got from a speaking engagement from
their business cards, and I’ll tell you what—I keep a
magnifying glass near my desk. This is stupid. Look
over the things that you’ve printed. Make sure your
“l’s” don’t look like “i’s,” and make sure it’s big
enough to easily read whenever you’re printing your
website or your blog address or anything. You can
make labels and stick them all over things with your
blog address. Put it on your phone message. Use all
the standard things to promote your website that are
available for your blog.
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That’s all I have to say about blogs.
I’ll just briefly mention myreally aggressive mentor
joint venture program. Most people will not be even
possibly eligible for this thing. This requires a
$50,000 investment. I’m only looking for five people.
The reason I’m doing this is to finance three TV
shows in the works. One of them is a reality show
based on Internet marketing that will be shot right
here at the Great Internet Marketing Retreat Center.
I already have two Hollywood producers interested in
it, so I’m pretty sure that’s going to happen, so
always money helps. It’s a very aggressive joint
venture program, where I’m going to speak to you
every day. So if anybody’s interested in that, just
email me direct. I don’t want to take a lot of time up
on the phone because most of the people would not
be able to even be in such a program. Email me at
Orders@Antion.com if you’re interested in that highend mentor program. We’ll probably get you on the
TV show, too, as part of it.
(End of teleseminar)
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Blog Directories
http://www.Technorati.com
http://www.Blogarama.com
http://www.blogsearchengine.com/
http://pingomatic.com -- Updates major directories
for you.

How to be a Kick-butt Publicity Hound
By Joan Stewart and Tom Antion
JStewart@PublicityHound.com Orders@Antion.com
Page 617

Chapter 41: Podcasting
By now, we hope you understand the importance of
promoting your expertise by offering content in as
many formats as possible. That includes audio.
One of the best ways to do that is by podcasting-creating your own podcast or being a guest on
podcasts hosted by others, or both.
A podcast is a series of audio files distributed over
the Internet by syndicated download, through web
feeds, to portable media players and personal
computers. Though the same content may also be
made available by direct download or streaming, a
podcast is different than other digital-media formats
because it can be syndicated, subscribed to, and
downloaded automatically when new content is
added.
Cliff J. Ravenscraft, a podcast producer, consultant &
coach who calls himself the Podcast Answer Man, is a
fabulous teacher. We wholeheartedly recommend
that you take advantage of his free video tutorial
"Learn How to Podcast 101" at
http://podcastanswerman.com/learn-how-topodcast/
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He explains the course:

Learn How to Podcast 101
Learn How to Podcast 101 is a video tutorial with
more than 120 minutes of instruction that will help
you lay a solid foundation for setting up a podcast
for future success. This podcasting tutorial will give
you all the building blocks to help you understand
what is needed to launch your podcast properly.
As an added bonus, this tutorial includes clear step
by step instructions on how to launch a podcast from
scratch, using 100% free online services. This is
perfect for those who simply want to test the waters
before they make a big investment in equipment and
web hosting!
Who is Learn How to Podcast 101 for?
Learn How To Podcast 101 is for anyone who is
either just starting a podcast or who wants to take
their show to the next level by understanding the
proven building blocks that provide the greatest
potential for future success, without losing
subscribers should your podcast become popular.
While this tutorial may be all the hobbyist will need
to enter the world of Podcasting, those who want to
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produce a high quality podcast that professionally
represents their brand, Learn How To Podcast 101 is
the perfect first step to build a proper foundation for
an amazingly successful podcast.
The best part is that new podcasters can start small
and later decide to take their podcast to “the next
level.” By following the steps outlined in Podcasting
101, you will not run the risk of losing your
subscribers that you gained in this initial phase due
to an improperly set up rss feed.
What is included in Learn How to Podcast 101?
Learn How to Podcast 101 is split into 7 main
sections:
•
•
•
•
•
•
•

An Overview of How Podcasting Works
Tagging Your Mp3 Files
Podcast Equipment Options
Website & Media Hosting Recommendations
How To Properly Set Up A Podcast RSS Feed
A Proven Podcast Production Workflow
How To Create A Podcast In Under 20 Minutes

You can find the entire series of videos and other
valuable resources at
http://LearnHowToPodcast.com.
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The Value of Being a Guest
Podcasters frequently invite Joan and Tom to be
guests on their shows. And we say yes frequently
because we both understand the importance of
getting in front of as many audiences as possible.
But how do you know if an invitation from a
podcaster will turn into the kind of exposure you
want, or be a waste of time?
Joan has spent an hour on some shows, not
including the initial phone call from the podcaster
who invites her, only to be disappointed later when
the result of a one-hour show is one or two new
sign-ups for her ezine.
At Ravenscraft's blog at
http://podcastanswerman.com/category/blog/, she
asked him to explain the criteria he uses to decide
whether to accept an invitation. This was his
response:
Here's just a few things that I check out before
accepting an invitation to be a guest on someone's
show.
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1) Do they have more than ten episodes? I only
accept invites to be on a show that has a minimum
of 10 episodes or that I am almost certain will be an
ongoing show.
2) I look at the niche topic/focus of the podcast. Will
that show's target audience be interested in the
message that I have to share? Would I want that
audience to come and check out my show?
3) I evaluate the host(s) of the show for
professionalism. I'm not saying that I don't do
interviews for hobbyists. I simply mean that I only
do interviews where the host(s) take what they are
doing seriously.
4) I evaluate the content of the show. I turned down
several interview requests because I had checked
out recent episodes of the show I was invited to be a
guest on and they had a lot of foul language, were
too highly political, etc.
5) I make sure to get a feel for why I am being
interviewed on the show.
Let me explain this last one. I was once invited to
be a guest on a 60-minute podcast. I agreed to it
and it took over 90 minutes to record their 60minute show and I was expected to be a panelist to
discuss general technology for a special edition of
their show.
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Out of the 90 minutes I spent connected via Skype, I
probably got a total of 10 to 15 minutes of airtime on
the show and it was nothing that truly highlighted
my area of expertise.
Today, I make sure that the person there wants me
there to bring my area of expert advice to their
audience.
These are just a few of the things I look into!
*

*

*

We hope his tips help you decide which podcasts are
best for you.
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Chapter 42: Parting Thoughts
These are the most important points we want to
stress about generating free publicity.
• Gone are the days when you must grovel
before traditional media. Today, you have
every opportunity to be your own media and
promote yourself through a variety of formats.
You can create your own TV channel on YouTube
and use videos to pull people to your website or
blog. You can be your own publisher with a blog,
ezine, guest blog posts and articles for websites
and offline publications.
• Social media provides opportunities galore
for publicity. The best way to generate buzz
is to let your friends, followers and fans
recommend you to others. Make that happen
by sharing valuable content. Stay within your
niche, don't try to be too many things to too
many people, and don't overtly promote. If you
satisfy your friends and followers with valuable
content, they will reward you. And in social
media, recommendations, endorsements and
sterling reviews are everything!
• Continue to build solid relationships with
the traditional media and know where to
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find them online as well as offline. Ask
every person you come in contact with “How can
I help you?” Stay in touch, and give more than
you take.
• Be persistent. You must never give up. If a
particular story pitch doesn’t work, try
something different. If a blogger won’t bite, try
an ezine publisher. If newspapers aren’t
interested, try radio or TV. If radio or TV isn’t
interested, try a magazine. A friend calls this
“throwing spaghetti against the wall.” You never
know until after you throw it exactly which
strands will stick. If nothing sticks, try throwing
it from a different angle.
• Create video—lots of it. This is the single best
way to bring tons of traffic to your website
quickly—sometimes in less than a day.
• Know how your needs dovetail with the
media’s wants. Stay abreast of every new
media outlet, blog, newsletter or website that
can help you. The quickest way to do this is to
set up a Google Alert at
http://www.Google.com/alerts for your
keywords. Ask yourself, “Who is in the best
position to help me? And how can I help them?”
We wish you the best of luck with your publicity
campaign. We hope to see you in the headlines and
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online. And please send Joan your success stories so
we can include you in the next edition of this ebook.
If you liked this book, we'd also LOVE a testimonial
that speaks to the value of what you learned, or
success stories you can share because of tips you
followed. Email it to
mailto:JStewart@PublicityHound.com.
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Glossary
Above the Fold—Originally, a newspaper term,
above the fold means on the top half of the page.
Placing a story above the fold makes it more visible.
In web publishing, in which no fold exists, premium
placement generally means toward the top of the
page, in a position where visitors don’t have to scroll
down.
Adsense—Google’s pay-per-click, program available
to blog and web publishers as a way to generate
revenue. Adsense buyers “bid” on keywords and,
through bidding, can determine where their ad
appears.
Advertising—Paid space in a newspaper, magazine,
newsletter or other print or online media. Or paid
airtime on television or radio. The space is usually
used to sell a product or a service, or deliver a key
message.
Advertorial—Paid advertising made to look like a
news story. These often appear in special sections
within newspapers or magazines.
Aggregator—A web-based tool or desktop
application that collects syndicated content.
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Algorithm—A set of formulas developed for a
computer to perform a certain function. Facebook
has its own algorithm that determines, for example,
how many of your friends and followers actually see
your status updates. Google has its own algorithm
that determines rankings in the organic search list.
Arbitron—A rating service that measures audiences
for radio stations. Arbitron ratings are used to
determine a station’s advertising rates.
Art—Any pictorial matter such as photos,
illustrations, cartoons, charts, maps or graphs.
Assignment Editor—The person at a TV station
who assigns reporters to cover stories. This is usually
your key contact.
Avatar—A graphical image or likeness that replaces
a photo of the author of the content on a blog or
social networking site.
Backlink—A link at another site, leading to your site.
Also called an incoming link. The number and quality
of backlinks represent the most important
factor in determining a site’s PageRank. The value of
any backlink is determined partly by the PageRank of
the linking site, which is determined partly by the
quality of its backlinks, and so on.
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Bar graph or bar chart—A method for displaying
statistics through the use of bars in various lengths.
Beat Reporter—A reporter who covers a specific
topic such as the environment or lifestyle issues, or a
specific industry such as banking or manufacturing.
Beat reporters are often more valuable contacts than
editors because they must come up with story ideas
every day.
B-Roll—Video footage that provides interesting
visuals about your company, for use by TV stations.
It is used as background information and usually
accompanies the station’s own interview.
Bite—A slang term that’s short for sound bite, a
small portion of a taped interview that is edited into
the reporter’s story. A sound bite can be from 5 to
15 seconds and usually includes the most
interesting, descriptive part of someone’s quote.
Bitly—A free URL shortening service that provides
statistics for links shared online. Bitly is frequently
used on social media sites where shortened links are
preferred, and to save space.
Blog—A weblog or online journal comprised of
commentary, links and postings in reverse
chronological order. Bloggers are people who blog.
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Blog Talk Radio—A free web application that allows
people to host live online radio shows.
Bookmarking—Marking something online that you
think is important or that you want to come back to
later. Bookmarking services include Digg, Delicious
and StumbleUpon.
Bright—A short news item that can be funny,
entertaining or enlightening. Brights are usually used
as filler throughout newspapers and magazines.
Bullets—These are the circles that are used to
highlight major points in a print story. Use bullets in
your how-to or advice articles, or when writing an
opinion column.
Bylined Article—An article that identifies the
author, who either works for the media company, is
a freelancer, or is a reader who has submitted a
column or other piece. A byline looks like this:
By Jim Smith
Los Angeles Times
Cause marketing—A business relationship in which
a for-profit and nonprofit form a partnership that
results in increased business for the for-profit and a
financial return for the nonprofit.
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Circles—On Google+, a circle is a cluster of a user's
friends. Circles allow you to group certain people into
a particular circle. You can then choose to share
content only with those people in a specific Circle.
City desk—The desk in a newspaper newsroom
through which most of the local news flows.
City editor—The editor in charge of local coverage,
such as politics, police news and other breaking
news.
City room—This is an out-of-date term used to
describe the newsroom in a newspaper. Today, it’s
simply referred to as a newsroom.
Clipping Service—A company that monitors print
and broadcast media for stories about your
company. You pay a fee and, in return, the clipping
service forwards articles or video in which your
company is mentioned.
Connections—On LinkedIn, a connection is a person
with whom you wish to associate. You can have first,
second- or third-degree connections.
Copy—Another word for writing. A writer's copy
refers to the story or article written. Ad copy refers
to the words that are found in an ad.
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Corporate Backgrounder—A document written for
a media kit that provides background and context
about the company. This should be factual and not
promotional.
Correction—A small notice in a newspaper or
magazine that “corrects” an earlier news story. If
your story includes errors, always ask for a
correction.
Craigslist—A popular online commerce site where
you can sell goods and services, promote community
events and classes, and find special interest groups.
major and medium-size cities have their own
Craigslist.
Creative Commons—A nonprofit corporation
dedicated to making it easier for people to share and
build upon the work of others, consistent with the
rules of copyright. It gives free licenses and other
legal tools to mark creative work with the freedom
the creator wants it to carry, so others can share,
remix or use it commercially.
Crowdsourcing—Harnessing the skills and
enthusiasm of those outside a group or organization
who are prepared to volunteer their time
contributing content or skills and solving problems.
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Dashboard—The administration area on your blog
software that allows you to post, check traffic,
upload files, manage comments, etc.
Delicious—Delicious.com is a social bookmarking
site that lets users store, organize and share their
favorite web pages. You can also subscribe to RSS
feeds of other users and share a page specifically
with another user.
Digg—Digg.com is a place for people to discover,
share and recommend content from anywhere on the
web.
Domain Name—The identifying name of an Internet
site. Joan’s is http://www.PublicityHound.com and
Tom’s is http://www.Antion.com
Ebook—An electronic book, usually in PDF format.
Embedding—the act of adding code to a website so
that a video or photo can be displayed while it's
being hosted at another site. Many people watch
YouTube videos on blogs rather than on the original
site.
Eventbrite—A website that helps people manage
their events and sell tickets. If your event is free,
you pay nothing. If you sell tickets to your event,
Eventbrite collects a fee.
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Editor—Usually the person in the top position in a
newsroom. There may be a variety of other lowerlevel editors such as the managing editor, city editor,
features editor, sports editor, etc.
Editorial—An opinion piece, usually unsigned, that
states the newspaper’s opinion on an issue and
usually appears on the editorial page. If you don’t
agree with an editorial, you can respond to it
through a letter to the editor.
Editorial Coverage—Refers to all publicity given to
your company (excluding advertising) in media
outlets spanning print, broadcast and Internet.
Editorial Page—The page that includes opinions
expressed by the newspaper through editorials, by
columnists through syndicated columns, and by
readers through things such as letters to the editor
and opinion pieces.
Exclusive—An important story given to one media
outlet, which will usually guarantee you more
coverage from that one outlet than you would
normally get if everyone else had the story.
Fact sheet—A one-page information sheet that
allows reporters to view a summary of the company
at a glance. Fact sheets help increase the accuracy
of a story.
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FAQ—Frequently asked questions, along with the
answers. FAQs should be included in your media kit.
Feature—Unlike a hard news story, a feature story
is less timely and takes a more in-depth look at a
particular person or issue.
Feeds—The RSS or Atom feeds used by news
aggregators (feed readers).
Feedburner—A Google tool that allow websites,
blogs and podcasts to "burn" content into a simple
way for readers to subscribe.
Feed Reader—An aggregator of content, subscribed
to by the user, so that specific content or search
results arrives in their "reader.” Google Reader was
one of the most popular, but is being discontinued.
Flickr—A social network that lets users share
photos, store them online and connect with others.
Follow Friday—Every Friday on Twitter, users let
their followers know who they follow by typing #FF
and then the Twitter names of the people they most
love to follow.
Freelancer—A writer who is an independent
contractor and provides occasional articles for a
media outlet or a variety of media outlets. A
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freelancer can also be a photographer, artist or
designer who does piecemeal work.
Google+—Google's social network that allows
people to limit who they are talking to and create
one-on-one conversations.
Hard news—Hard news is timely, breaking news,
such as accidents, police news, world events, major
announcements, etc. Hard news usually takes
priority over features.
Hashtag—It's a word or phrase preceded by the
symbol "#" and used on social networks like Twitter
to make it easy for people to search for content that
includes certain words.
Hit—A slang term that refers to media coverage
obtained by your company.
How-to article—An article that explains how to do
something, or how to solve a particular problem. Can
be written by reporters, or by readers who are
experts in a particular topic.
Industry backgrounder—This is not for publication
but provides background that explains the current
state of the industry and how your company fits into
it. This should be part of your media kit.
Instagram—A photo-sharing application that lets
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users take photos, choose a filter for their images,
and share their photos on the Instagram network
and other social media sites like Facebook and
Twitter.
Illustration—A drawing, painting or a sketch.
Reporters sometimes will ask if you have any ideas
to illustrate a story.
Jumpline—A term used when an article must be
continued or “jumped” to another page in a
newspaper or magazine. A jumpline looks like this:
“Continued on Page 5” or “Continued from Page 1.”
Key Message—The major point you want to make
during an interview with a reporter.
Keyword—As an optimization term, a keyword
represents a core concept of a site or a page. The
site’s content, HTML tagging, and layout strategies
are based on effective use of keywords, which could
also be key phrases. Google matches search results
to keywords entered by its users and assigns a
PageRank in part on how consistently a site presents
its keywords.
Keyword density—A proportional measurement of
keywords embedded in a page’s content. High
keyword density focuses the page’s subject in a way
that Google’s spider understands. The spider can
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interpret too high a density as spam, which results in
a lower PageRank or elimination from the index.
Most optimization specialists recommend a density
between 5 and 15 percent.
Letter to the editor—A letter written by a reader
and submitted to a newspaper or magazine for
publication, usually on the editorial page or the oped page. The best letters comment on previous
stories, or state a strong opinion on an issue.
Logo—A graphic or the name of your company, or a
combination of letters and a graphic, that is your
corporate identity, always with consistent colors. A
company’s logo is usually trademarked so its identity
remains unique.
Masthead—The block of information in a newspaper
or magazine that lists the publisher’s name and
address, subscription details and names of staff
members.
Media database—A list of reporters, editors,
producers and other media contacts who will be
interested in covering your company, along with
contact information such as phone and fax numbers
and email addresses. Should include as many
specifics about each media outlet as possible, such
as deadlines, what topics they cover, specific ways
you can help them, whether they want to receive
news releases by mail, fax or email.
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Media directories—A list of media outlets and their
employees, including contact information such as
phone, fax and email addresses. The directories, also
known as media guides, are usually broken down by
geographic area such as by state. They are available
in hard copy or in digital form and can cost up to
several thousand dollars each. Be sure you are using
the most up-to-date media directory, and always call
the media outlet to verify information before you
send anything.
Media kit—Same as a press kit. A collection of
materials that include information about your
company. The materials are not promotional but
should be written in a factual manner, much like a
news story would be written. Media kits can include
executive bios, the annual report, photos, price lists,
a glossary of industry terms, a list of story ideas, a
list of experts within your company, backgrounders,
FAQs, recent press releases, and a company
brochure. Your media kit should be at your website.
Media kits are sometimes printed, too, but only if
necessary.
Media relations—A coordinated approach to dealing
with the media. Media relations can include forming
relationships with reporters, writing press releases,
submitting opinion columns, suggesting story ideas
and offering yourself or your company as a source in
your area of expertise.
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Medium—Any single media, such as a newspaper, a
magazine, or a television or radio station.
Microblogging—A form of blogging allowing users
to compose brief text updates and publish them.
These messages can be submitted and received by a
variety of means and devices, including text
messaging, instant messaging, email, mobile device,
MP3 or the web. Twitter is one of the most popular
microblogging tools.
Nameplate—The name of the newspaper or
magazine, usually at the top of the front page or at
the top of the cover.
Navigation: A menu of links or buttons that allow
users to move from one web page to another within
a website.
News advisory—A one-page document that is sent
to targeted media to alert them to a newsworthy
event. This doesn’t have to sound like a news story
and can simply be a list of facts that explain who,
what, when, where and why.
News aggregator—A web-based tool or desktop
application that collects syndicated content
News release—Same as a press release. A story
written by your company or PR person that is used
to announce news. This can be as short as a few
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sentences, for example, if announcing someone’s
promotion, or it can be written like a factual story
that a reporter would write. A news release can be
from one to three pages.
Op-ed—The page opposite the editorial page in a
newspaper, usually used for columns and letters to
the editor.
Permalink—The URL of a particular post within a
website or blog.
Pitch—An attempt to get editorial coverage for your
company. This can include a pitch letter, call, fax or
email, or an in-person pitch. A pitch must be
targeted to the specific media outlet, quick and
concise, and of great value to the reading or
listening audience.
Podcast—A digital file, usually audio, that can be
downloaded to a portable device or personal
computer for listening later. A podcast is also a show
that comprises several audio episodes.
Press release—Same as a news release. A story
written by your company or PR person that is used
to announce news. This can be as short as a few
sentences, for example, if announcing someone’s
promotion, or it can be written like a factual story
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that a reporter would write. Press releases
distributed online can also be written for
consumers, not only for journalists.
Producer—The person who decides how a radio or
TV newscast will be organized and how they will be
produced.
Public relations (PR)—A planned, deliberate
process that encompasses all activities undertaken
by a company to enhance its public image, increase
visibility, and establish relationships that are
mutually beneficial between an organization and its
various publics.
Publisher—The person who is responsible for the
overall operation of a newspaper or magazine. The
editor, advertising director and circulation director
usually report to the publisher, whose position is
similar to that of a CEO.
Reddit—A social news site in which a community of
users share and comment on stories.
RSS—A family of XML file formats for web
syndication used by news websites and weblogs. It
stands for Rich Site Summary and Really Simple
Syndication.
SEO—An acronym for search engine optimization.
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Search Engine Optimization—The process of
increasing a site’s visibility in the search engines and
enhance its value to visitors through topical page
design, consistent HTML tagging, focusing content on
core keywords, and backlinks.
Sidebar—In a print publication, it’s a small article or
box of facts or statistics that accompanies a larger
article. When referring to a blog, a sidebar is a
column (or multiple columns) along either or both
sides of a blog site's main content area. The sidebar
often includes the author’s contact information, the
blog's purpose and categories, links to archives,
honors, and other widgets the author includes on the
site.
SlideShare—An online social network where users
can share documents and presentations.
Slow news nay—A day in which little news is
happening. This is a good day to pitch a story idea to
a journalist.
Social media—A category of sites that is based on
user participation and user-generated content. They
include social networking sites like LinkedIn and
Facebook.
Social networking—A social network service
focuses on building online communities of people
who share interests and activities, or who are
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interested in exploring the interests and activities of
others. Most social network services are web based
and provide a variety of ways for users to interact,
such as email and instant messaging services.
LinkedIn and Facebook are examples of the most
popular social networking sites, currently. Twitter is
also a great example of a site that is exploding with
users.
Sound bite—Short, pithy comments that TV and
radio stations choose from a longer interview with a
news source. A sound bite can be anywhere from a
few seconds up to about 15 seconds. Learn to talk in
sound bites.
Story angle—The most enticing or interesting slant
to a story that catches the media’s attention. The
story angle should be targeted to the media outlet
where you want coverage and dovetail nicely with
the needs of that particular audience. A story angle
can include a profile story, a trend, a follow-up to an
earlier news story, the local angle to a national story,
etc.
Subhead—A brief heading placed inside a long body
of copy to break up a long block of text. If you are
writing articles for publications, consider using subheads to break up the gray type and inform the
reader about the topic you are writing about next.
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you want to make that back up your key message
during an interview. These can be written on a sheet
of paper and taken with you to an interview so you
remember them.
Tag cloud—A way of visually representing
occurrences of words used to described tags. The
most popular topics are normally highlighted in a
larger, bolder font so you can see at a glance which
topics are discussed most often.
Terms of service—The legal basis upon which you
agree to use a website, video hosting site or a social
media platform for creating or sharing content. Many
sites will not let you create a profile or share content
unless you agree to the terms of service.
Tweet—A message posted on Twitter at
Twitter.com.
TweetDeck—An application, similar to a dashboard,
that lets users have a birds-eye view of their
connections on multiple social media sites, and
interaction with them.
Tweeter—Someone who has a profile at
Twitter.com, a micro-blogging site where users post
messages of no more than 140 characters.
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Tweetup—An organized gathering of people who use
Twitter to discuss an issue or topic. Users usually include
a hashtag when letting others know about the event, or
when participating in the Tweetup.
Twitterer—Same meaning as Tweeter.
Wall—A place on every person’s Facebook profile page
that allows friends to post messages for the user to
see.
Widget—A small block of content, typically displayed in
a small box, with a specific purpose, such as proving
news headlines, that is constantly updating itself.
Wikipedia—A free, web-based encyclopedia featuring
articles written collaboratively by volunteers. Wikipedia
has angered many in the PR community because rules
that prohibit PR people from correcting errors on their
clients' pages.
White Paper—A research paper that delves into a
specific topic. You can interview sources for your White
Paper, quote them in the report when you present your
findings, then send the White Paper to the media, along
with a news release that explains its key findings.
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Other Resources The Publicity Hound
Highly Recommends (Many of them are
free)
Click on the titles below to visit these websites that will
help you with publicity, promotion, social media and
Internet marketing. Some of these links are affiliate links
from which I earn a commission on sales, even if they're
letting you use it for free. But I only include vendors
whose products and services I can stand behind 100
percent.
AWeber Email Manager
This is the email management program I use for my ezine.
I recommend it highly. Their customer support is topnotch, and they answer their own phones! I LOVE their
periodic email tips on strategies for making more money
from email lists.
Big Book of Press Releases
Claim your free digital copy of The BIG Press Release
Book - Press Releases for Every Occasion and
Industry by eReleases founder Mickie Kennedy. This 160page book ($49 value) is packed with well-written press
releases and useful tips, including 35 industry- specific
press releases and 40 occasion-specific releases.
ContactAnyCelebrity.com
A subscription to this service gives you instant access to a
fully-searchable online database of 54,696 celebrities,
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6,890 celebrity representatives (agents, managers,
publicists & attorneys), plus 4,131 entertainment
companies. Great for authors trying to get celebrity
testimonials for their books or for press release writers
who want to piggyback onto celebrity news. Bad URL.
Gift List Holiday Gift Guide
Take a 72-hour, no-cost, no obligation test drive of this
subscription service that delivers contact information for
U.S. and Canadian magazines, newspapers, television,
newswires and radio, and websites that are looking for
consumer products for holiday gift guides.
Kickstart Cart Shopping Cart for Selling Online
This is the cart I use and recommend. It gives you the
ability to upsell several different ways, send an email
newsletter, and create your own affiliate program so other
people can sell your products and services for a
commission.
Magazines.com
Use this website to research “formula headlines” on the
covers of magazines. You can adopt many of these
formulas for your own use by substituting one or more
words.
National Publicity Summit
Meet top journalists face to face and pitch your story
ideas. The summit is held twice a year in New York City,
and only 100 people are admitted during each session.
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Outsource to the Philippines for as little as $1.58 an
Hour
You can hire assistants, techies, graphic artists, writers
and more for as little as $1.58 an hour by outsourcing
work to the Philippines. In this free webinar, John Jonas
shows you the successful model he has created for how to
delegate tasks
PitchRate.com
PitchRate.com is a free service that connects journalists
with the highest rated experts for free media coverage. If
you're an expert or publicist, you can pitch yourself (or
your PR clients) to journalists by viewing PitchRate's
incoming requests. Requests can be sorted quickly and
easily according to category or keywords by visiting the
"Search Requests" tab once you've signed in. Once
you've found a request you're interested in, simply make
a pitch and all of your contact info contained in your
profile will automatically be attached.
Then, just wait to be contacted for an interview and free
publicity to promote yourself, your book, product, or
business.
Press Release Samples (Free)
Mickie Kennedy’s Big Press Release Samples Book will
give you more than 75 ideas for ways to write your press
releases.
Shoot Video with the iPad and a $5 App
Shooting short videos for YouTube or your website has
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never been easier. All you need is an iPad and a $5 app.
Watch this free 90-minute training from Mike Stewart.
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