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The Secret of Making £££££’s from 

Public Relations and Press Coverage  

From Offline and Online Media 
 

The Power of PR  
PR, or Public Relations is a very powerful thing.  Basically it means gaining 

coverage for your business in the press and on radio and even TV.  To that can be 
added news web sites of all kinds, from trade-specific sites to national newspapers 
and the BBC.  Everyone knows how expensive advertising can be, so the advantage of 
this “free advertising”, placing yourself in the media has many powerful benefits:  

• It’s free, or at least very cheap. Although you will need to spend time 
and effort getting the coverage.  At the least you can say that it can be very cheap.  
(You might have heard the PR agencies cost a fortune – say over £1000 a month.  
That is true, but you really do not need to pay them that money.)  

• It’s WAY more effective than advertising, simply because it’s not 
advertising!  Your message will come through a “trusted” source and will be seen as 
noteworthy.  

• It gives you instant credibility and it is a great brand-builder.  

• The impact of press coverage is very fast.  Unlike a lot of slower burn 
techniques advocated by WebPromoter, press coverage when you get it, has 
immediate impact.  

• The impact is so immediate that the effectiveness of PR is easy to test.  
  

Imagine this:  
There is an advert in a newspaper for a local travel agent that is promoting a 

deal on holidays in the Caribbean. I'm guessing you will check or compare any other 
adverts within that newspaper to see if his price is similar to his competitors.  You 
will consider checking the price on the Internet.  You will consider whether you can 
afford a holiday like that.  

If you then heard that same travel agent on local radio talking about holiday 
destinations and how to make sure you have a really special holiday, would you have 
exactly the same thoughts?   Hmmm can I afford that trip?  Or should I look to see if I 
can get a similar holiday cheaper?  
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In reality you’re more likely to be thinking “This guy seems like an expert.  I 
should go to him to ask him about the Caribbean and see where the best places are, 
and the best value for money.”  Cost is no longer the first thought because you will 
be focusing on the great source of information.  You see, price is not the first thing 
on people’s minds when planning a holiday.  They can always get cheaper 
somewhere else.  The point is getting value for money, and having a really good trip.  
If you can trust the agent, it really makes a difference. 

The radio journalist may ask the travel agent about different destinations, or 
ask if there are cheaper alternatives.  Your perfect answer could be something along 
the lines of, "Well there are always alternatives, depending on when you travel and 
where you stay, but need to be sure you’re getting value for money, not just a cheap 
option.  Cheapest is not always the best value.  Come into the shop and we can talk 
you through it.”  

Imagine now, this travel agent is invited every month to talk about the 
different and exciting holiday options people have. What will this do for his profile? 
This will make him the expert, the celebrity, the person that you know that you can 
trust to make sure you have a great, stress-free holiday.  

So when you do go to the shop you will already trust their service, before you 
even walk in.  

  
The travel agent is no longer just a beautician, he is a trusted expert and local 

celebrity, and all because of his publicity work. He becomes a well-known trusted, an 
expert within his field.  Conversely, if it’s your competitor, he can become a 
perceived expert just because he’s in the local newspaper and you’re not.   

  
This is not meant to make you nervous, because you might be thinking you do 

not want to be a celebrity.  In reality this is fun, and also massively raises your profile, 
builds your credibility and most importantly creates new customers, new sales and 
new opportunities.  

  

Three Essentials in order to Win Great Publicity  

1. (Not for  press release!) The Key Messages you want to get over  

2. A press release  

3. A bio  

4. Relevant Q and A’s  
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OK, so there are four – but you get the point.  BEFORE you start putting 
together any material for release to the press, think about the key messages you 
want to get over to them.  Then you use the Three Essentials in your press release 
and do the very best you can. 

Key Messages  
 

Key Messages are how you want to present yourself (or your business).  E.g.   
”John Smith runs a travel agency in Solihull called Perfect Getaways.  Perfect 

Getaways specializes in old fashion personal service, expert advice about holidays 
and value for money.” This kind of intro to you should be a basic Key Message, and 
the second Key Message is about this specific press release.  E.g. “Survey says holiday 
makers put value for money ahead of finding the cheapest holiday”.  

Simple – A) Who you are and why you are great, B) what you have to say on 
this occasion. 

The Press Release  
This should be short and has one main purpose – to get the attention of the 

target journalist.  If you get them interested they will happily click through to your 
website or read more.  Think controversial, surprising, topical, local.  It has to be 
interesting, something you can imagine prominently in your local newspaper.  
Something you yourself would read if you saw it in the local paper.  If you can attach 
an arresting, eye-catching image, so much the better. 

Biography  
You have to tell them who you are.  Follow up interviews will be all about the 

personal aspect, so get them interested in you as a person.  Think fun, full of energy 
and enthusiastic.  But again, keep it short.  Try and sum yourself up in 10 lines or so.  
Include a photo if you have a good one.  

And remember, in the end you want to position yourself as an expert on your 
topic.  

Relevant Q & A’s  
Journalists are always pressed for time, and overstretched, yet they have to fill 

their pages and their airtime.  Think about making their job easier, and lead the 
discussion into your Key Messages by feeding the questions you would like to ask on 
this subject, and then providing answers.  Often hard pressed journalists won’t even 
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bother with an interview but will simply use what you have sent them.  Which is fine 
by you.  

And honestly, journalists cannot know about everything.  They don’t know 
what intelligent questions to ask.  So tell them what to ask!  Provide them with a 
sample set of questions and answers, as if it had been a model interview with you.  

  

Your Job and the Journalist’s Job  
OK, so we’ve taken a look at what three things we can consider as the 

essential basics when you’re campaigning for publicity, remembering the importance 
of thinking through your Key Messages beforehand.  But you need to know who-
does-what in this, because it’s a two-sided relationship.  

The Journalist’s Job  
His or her job is to create interesting and engaging stories and articles for 

readers or listeners.  The job is to impress the audience, and to impress their editor 
with the story or information they have dug up, by getting great information from 
expert sources.  They are creating an engaging interesting magazine, paper, website 
or radio show.  If it’s a website, bear in mind the journo will be measured by how 
many people click on each article.  Think “clickbait” if you can.  Give them a story 
that’s too good to miss.  Make their job easier and they’ll come back. 

Your Job  
Your job is not to send press releases, or draft press releases or “have 

contacts”.  Those things are part of the process but if needs be you can get someone 
else to do them.  Your job is to be an expert of your subject, and to be a passionate 
and engaging expert at that.  And when I say expert, that means being an expert 
compared to the man in the street, not an expert compared to other experts.    

Your job is to be the expert.  If you can do this successfully, the journalist will 
come back to you.  

Remember also that PR is NOT advertising.  It’s more powerful than that.  That 
means your job is not to push or promote yourself or your product or service.  Your 
job is to be the expert.  You must resist the temptation to plug and promote, because 
that will come naturally, and in any case you want to be a repeat expert in that paper 
or radio show or website.  

You are telling not selling.  You are the expert.  You are sharing valuable 
information.  
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Creating Good Stories  
This is perhaps the biggest sticking point. “There is nothing 

interesting/special/new/newsworthy about my business.  It’s not the right kind of 
business for PR.  And I’m just not that kind of person.”  

I know, I know, I know…  It’s true that some businesses lend themselves better 
than others to PR, but all businesses are capable of getting valuable press coverage.    

Start by repeating to yourself the mantra you had from before: You are telling 
not selling.  You are the expert.  You are sharing valuable information.  

Then give as many answers as you can to the following questions:  
What common questions are you always being asked by your customers and 

prospects? Why do they ask you these questions?  What is unique about your 
business and why?  

What's the five top tips you can give to your customer so that they can get the 
most out of the product or service you offer?  

What problem have you solved by helping your customers?  
Why do you think your customers come to you and not your competitor?  
What's the one thing that you are most passionate about, that you know you 

can help your customer with, and why do they come to you for that help?  
What makes you the expert and why?  
In all these answers you should be thinking of a newspaper article on the lines 

of – how to solve a common problem, or how to get the best out of something.  
Then you need to think about headlines.  What kinds of things make headlines 

in local papers?  
Have you got any arresting/captivating Photos?  
Any awards you may have won?  
Acts of kindness by you or a member of staff?  
Have you solved someone’s problem – especially if a school, hospital etc?  
Ask and arresting question – Are you getting ripped off?  Are you putting 

yourself at risk?  Are you breaking the law?  
Could you hold an event or party?  
You could do a survey  
 
The point is there are many, many ways to get press coverage.  Each one of 

these needs to be thought through, but do not despair.  There are always options 
you should start yourself thinking them through, or get TomlinsonDigital to consult 
with you and start coming up with some ideas based on your business and your area 
of expertise.  Many seemingly mundane businesses are suitable for repeat articles in 
the local press if they present themselves properly.  
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Examples –   
Automotive.  Monthly column on the secrets of cheaper motoring.  
Hairdressers/beauticians – stylists tips for amazing hair, covering products, 

techniques and latest fashions  
Garden designers – secrets of a low maintenance garden, perfect lawn, 

dazzling garden etc.  
Travel agent – secret of the perfect holiday/holiday planning/value for money 

etc.  
The same types of examples can be made for more technical products 

and services, and aimed at the trade press: Secrets of better cashflow  
Secrets of lower maintenance costs  
High quality/less effort etc etc, luxury on a shoestring… 
 
YOU will have an angle and an expert view somewhere along the line.  
  

The Importance of Headlines  

Remember the job of your press release is to grab attention and nothing 
more.  That is why you need to think in terms of headlines.  Unless you can sum up 
your story in a want-to-read-it headline, it’s unlikely to garner much publicity.  

Of course, the headline has to sum up the story you are trying to put out 
there.  However, there are some types of headlines that will always be effective if 
used appropriately.  These are the ones which would work for business:  

• Make them money  

• Save them money  

• Further their career  

• Make them more attractive or impressive.  
 

Then there are the headlines with more personal pulling power:  

• Headlines with novel photos attached  

• Headlines with photos of children or animals  

• Appealing human interest, acts of kindness, triumph over 
adversity/illness etc  

• Facts about bodies and/or sex  

• Make them look younger  
At every point you should aim to amaze or surprise as much as you can. 
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PR Story Ideas  

Still don’t have any ideas for a story??  
At the risk of repeating myself, here are ten ideas you can use to make an 

interesting and engaging story for YOUR business.  
 

1. Be a case study for an article – write the outline of why your 
business is an interesting case study for something.  Perhaps a business 
technique, a new way of doing things, a better offering.  Basically you’re 
writing a case study about what is great about your business.  But it must be 
honest and true, and surprising and interesting.  Works well for truly novel 
ideas and works well in the trade press.   Also positions you as expert.  

 

2. Write a case study – get permission for a customer and describe 
how you made a difference to them with your product/service.  What you did 
for them has to have wide interest and appeal, and you cannot use it to plug 
and sell.  You need to make in=t an interesting “before and after” story and 
leave it at that.  Also positions you as expert.  

 

 

3. Do a survey.  Use a free survey service like Survey Monkey.  Craft 
the survey questions to give surprising, controversial results.  If you can, slice 
and dice to make the results regional so you can insert into regional or local 
media.  Positions you as expert.  Do not use to sell!!  

 

4. Use the awards you win.  OK, you don’t always win awards, but 
if you do, use it, even if you think it’s nothing!  A business owner said to me 
recently – “That award was meaningless.  It meant I was the only one stupid 
enough to open another branch in this recession.”  All true no doubt, but 
surely he is missing a trick here!  Showcase the award, with photos of 
receiving the award or celebrating with a glass of bubbly.  “We got the award 
for our outstanding personal service.”  Or even make a joke of it.  “We got the 
award because hardly anyone else is expanding at the moment.”  Why are you 
expanding when no one else is?  “It’s all about outstanding personal service…” 
etc.  
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5. Help the economy and/or community.  Even a business launch 
can be spun in this way.  “This area is desperate for new businesses and 
opportunities for young people.  Here’s what we are doing…”  

 

6. Solve a common problem:  “How to avoid colds and flu this 
winter”, “Make sure your business is always paid on time”, “The healthiest 
fast-food revealed”.  You get the picture.  

 

 

7. Tease with secrets.  “Car buying secrets – what the experts 
won’t tell you”.  Or simply “XXX secrets – what the experts won’t tell you”, or 
a less cheesy variation on this theme.  This can be a very powerful and 
engaging tactic to position yourself as the expert, especially if you position 
yourself as an expert on the side of the common man or woman.  The classic 
UK example of this is Martin Lewis, The Money-Saving Expert.  

 

8. Create a threat or potential problem.  “Could you be breaking 
the law?”, “Could your insurance be invalid?  Domestic security expert 
explains the problem…”  This positions you as expert and offers your business 
as solution.  

 

 

9. Hold an opening event and use pictures.  OK you can’t use this 
every week, but if you have a new retail outlet, local press WILL be interested 
if you can make an angle of it.    

 

10. Debunk a Myth.  Build up a commonly held belief, and bring in 
evidence to debunk it.  The more common and believable the myth, the 
better.  The more surprising the claim, the better.  “Exercise will NOT make 
you lose weight”, “Curry tops healthy eating table”, “Independent butchers 
not only better, but cheaper too”, “Property investment can STILL make you 
rich”.  
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There are many other angles and variations on these which you can use.  One 
of the best things you can do, however, is use the coverage you get and the stories 
you place to position yourself as the expert.  That way they will keep coming back to 
you.  
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