The subject line, the headline surrogate, usually
determines whether the reporter hits Read or
Delete. You must write it to arouse curiosity.

capture the reader’s interest. If the
head doesn’t reveal all the vital
information, he adds a subhead.

Traditionally writers put
everything into the first paragraph
because that might be all that gets
printed. Pushkin has abandoned
this rule. He says the first para-
graph shouldn’t contain all
information, just something that
will keep the recipient reading.
Look for that something by asking
yourself why the story is important,
whom it will help, what news it
gives, why anyone would care
about it.

If you can’t answer those
questions, you probably shouldn’t
write the release.

In a release or an article, you
need to tell a story, and PR writers
often need journalists’ skills,
including interviewing, to find a
compelling story. In writing for
nonprofits, Pushkin often inter-
views their clients to find winning
stories and good quotes.

Many releases go out online, and
more and more reporters prefer to
receive pitches as e-mail rather

than in letters or phone calls. The
subject line, the headline surro-
gate, usually determines whether
the reporter hits Read or Delete.
You must write it to arouse
curiosity.

E-mail pitches run even shorter
than press releases. In a pitch you
have only one or two sentences to
tell a story that persuades the
reporter to follow up, Pushkin says.
Rather than include information
reporters would need to scroll to
read, he offers an alternative, such
as a link or an attachment. Using
attachments is tricky; you need to
know whether a reporter likes
them or never opens them.

Pushkin always gives the name
and number of a contact person.

The art of e-mail pitches is new,
but the need for good writing hasn’t
changed. Pushkin urges PR staffs
to strengthen their writing by
taking classes, participating in
professional development work-
shops and finding mentors.

WTW interviewed Jon Pushkin, APR,

Pushkin Public Relations, 1091 South Gaylord

Street, Denver, CO 80209; 303/733-3441;
jon@pushkinpr.com; www.pushkinpr.com.

B Do your homework before you deliver

A well-written release or pitch may produce poor results if you don't send it to the
right people in the form they prefer, Jon Pushkin warns.

You must do your homework. Read publications and individual reporters’ work and
establish relationships with your primary targets. Find out whether they prefer e-mail,
calls, fax or letters.

Pushkin says the shotgun approach—sending everything to everybody—rarely
works. If you have a big story or story idea, you may decide to pitch it to one reporter
as an exclusive. That's taking a risk because it may anger other reporters or resultin a
weak story. You have to choose the reporter well and know how to sell that person
on the idea.

If you're pitching to different reporters or different outlets, your approach on the
same story may be quite different.

Prepare any pitch carefully. Anticipate questions and be ready to answer them. If
you're going to call, rehearse first. You have only a few seconds. Pushkin doesn’t
advise pitching a story on voice mail.

One way to get your foot in a reporter’s door is to offer assistance. If a reporter
has written a story related to what you're offering, suggest an expert source or an idea
for additional stories. Once you establish your credibility, you may suggest a quick cup
of coffee to discuss a strong story idea.
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