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WHAT MAKES A GOOD PITCH?



WHAT MAKES A GOOD MEDIA PITCH?

• A good “pitch” includes:
– Relevant and timely information 
– It’s “news”worthy
– Shares something different/unique
– Appeals to the masses—news that impacts the majority of readers/viewers/listeners

• PR is NOT guaranteed—it increases your chances for pickup

• Brevity is key—keep it short, simple and to the point 

• Remember that reporters are basically email-sorting robots, 
deleting hundreds of pitches a day while we look for that 
spark that will appeal to our audiences

• Explaining who you are, what your idea is and why you think it’s 
interesting is the entire exercise. If I’m hooked, I’ll fill in the blanks. 
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DOS AND DON’TS OF INTERACTING WITH THE MEDIA

• Do:
– Your research on the reporter—read the last five stories they covered 

to ensure you’re targeting the right reporter
– You wouldn’t send a business story to the sports reporter

• Establish a relationship with the reporter—engage with them often
– Send relevant leads/facts that are helpful to them even outside of your news

• Write a succinct, appealing, locally targeted pitch:
– “I read your story on XYZ and really liked XYZ … I’m writing to share XYZ. 

Is this something you’d be interested in?”
– “Did you know X affects X% of Buffalonians?”
– Share what’s interesting, important and appealing to the 

reader/viewership—make it about the people, not you

• Connect with reporters on social media (Facebook, LinkedIn, etc.)



DOS AND DON’TS OF INTERACTING WITH THE MEDIA

• Don’t:

– Stalk the media or reporters—follow up 1-2 times 
if they don’t respond

– Forget to make a follow-up call and have a 
“human” conversation and check-in

– Write a novel—write 2-3 paragraphs max 
to pique their interest to learn more

– Save the good stuff—share your top tips, facts, etc. in the pitch

– Press “send” before reviewing your pitch—
watch for spelling and grammar errors



A SAMPLE PITCH



Hi Dan,

I wanted to fill you in on a campaign that founder Ofo Ezeugwu and Whose Your Landlord (WYL) will be launching on 
Monday. As a reminder, WYL is a mobile platform that empowers and informs the rental community through landlord 
reviews and housing literacy content. Recognizing the impact that COVID-19 is having on housing and rental 
communities across the US, the community-focused startup teamed up with some big names and will be launching a 
rent relief program as a way to bring support to hard-hit families across the country.

On Monday, August 3, and in partnership with Walmart, the US Army and Makespace, Ofo and the team will be 
launching the WYL Rent Relief Package (RRP) to provide grants and renter resources. While the RRP resources will 
be open to all at no cost, the program is micro-focusing rent relief money toward the most impacted community amid 
COVID—Black families.

Starting Monday, people can register and learn more at WYL.co/relief. Would you be interested in connecting with Ofo 
to learn more about this initiative and his plans to grow his user base?

I appreciate feedback either way.

Thanks!
Maura

Maura Dxxxxx
Vice President, Marketing Strategy and Public Relations
716-XXX-XXXX
# Xxxxx St., XXth Floor, Buffalo, NY 14203
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THE BASICS OF A WELL-CRAFTED PRESS RELEASE 

• A press release is used to share details about your business 
(new product, sponsorship, charitable initiative)

• If a reporter is interested in your pitch, they may ask to see a press release

• Target keeping your press release to one page

• Don’t be salesy—press releases are meant to share the facts, not the fluff

• Check your grammar, spelling and writing quality—a poorly written 
release will not get “picked up”

• Follow the inverted pyramid technique: who, what, where, 
when and why—within in first two paragraphs

• Include a quote



PRESS RELEASE PYRAMID



A SAMPLE PRESS RELEASE TEMPLATE 
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THE BASICS OF A WELL-CRAFTED MEDIA ALERT 

• A media alert is used to invite the media to an event, 
ribbon cutting/grand opening or press conference

• Share a media alert 2-3 days before the event you want media to attend 

• A media alert includes: who, what/why, where, when, contact information 

• Should be ¾ of a page to one page, max

• Check your grammar, spelling and writing quality—a poorly written 
media alert will not get “picked up”

• The alert is meant to “tease” an event and give enough 
information for the media to attend and need to attend 
to get the “news” or announcement and visual 

• A quote is not necessary 



THE BASICS OF A WELL-CRAFTED MEDIA ALERT 



IN CLOSING



IN CLOSING 

• It’s all about the relationship! Be sure to foster it.
• Treat reporters how you’d treat your best friend. Don’t reach 

out only when you need something.

• Stay in touch and send them tips on their beat even especially
when it has no benefit to you.

• Remember your manners. Be sure to thank the reporter 
for their time and coverage of your story. 

• A handwritten thank-you note or simple email 
expressing your gratitude goes a long way.
• Planning is key—create an “editorial calendar” to plan out 

what your pitching schedule looks like over the year.
When are stories relevant? Who to pitch? etc. Lead time is 
important, and planning ensures you don’t miss opportunities. 



THANK YOU


