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profile of the U.S. media 

• Independently owned publications/media properties competing for the “best” stories  
(most important, most provocative, timely, interesting, educational, relevant) 
- Competition can lead to sensationalism and inaccuracy (due to speed of reporting) 
 

• Focused on earned/editorial coverage—separate from advertising/paid coverage (some 
blurring in trade industry) 
 

• No government influence/No payola 
 

• Focused on the needs/desires of their end audiences (readers/viewers) 
    Pitch from this view: What is important to the audience? What will be of value? 
 

• “Pitched” daily by hundreds of companies, all vying for the reporter’s attention (50 press 
releases a day, and this does not include email pitches and calls!) 
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“There are six PR people for every one journalist.” 
                  - Bloomberg 
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business stories 

• Require a business angle (what’s the significance to U.S. 
stakeholders?) 
 

• Require a “local” angle (how is U.S., or a specific industry that operates 
in the U.S., affected?) 
 

• Stories typically include multiple sources (not just the originating 
source of the press release) 
 

• Typically seek comments from “industry” experts, other experts,  
even competitors (it’s a matter of integrity and being nonpromotional) 
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traditional approaches to media relations –  
TRADE & BUSINESS  
 

• Press releases announcing a new product, new technology, new alliance/partnership 
- Must include a new (significant) benefit or solve a problem 
- Most effective when tied to industry trends 
 

• Exclusives/Embargoes (makes the reporter “the first to know”; gives extra time; lets 
journalists feel you are helping them) 

 
• In the U.S., publicly traded companies use wire services regularly for news that’s considered 

"material" because it helps with regulatory compliance.  
 
• Customized pitching (versus business wire) is preferred: 

- Relationships are important 
- More effective than wire releases 
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new and evolving approaches to media relations 
(business/trade) 

Helping the Reporter 
Making it easy for reporters to write the story (reduced staff) 

• Written as Q&A’s, Case Studies, Interviews,  
• Including Listicles, Infographics, etc. 
• Providing video for their digital properties 

 
Twitter 
• Reporters are significantly increasing their use of Twitter 

(especially in the technology space) 
- They mine for story ideas by following brands, issues 
- They follow experts and fellow journalists 
 

• Reporters are building their personal handles/personas 
(versus their publications’ brands) 

- They post views on the industries they cover 

- Post commentary from trade shows 

- Share their articles 

- Report on other views, articles 
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Utilizing Twitter in B2B Space 

• Get your expert “noticed” by influencers 
and reporters on Twitter 

• Follow the reporters in your industry 

• Comment on/Retweet their articles 

• Reach out with story ideas 

• Refer to their Twitter handles and 
comments in customized pitching 

• Keep track of reporters who move from 
publication  
to publication 

https://twitter.com/KurtWagner8/status/1121127107478745088
https://twitter.com/Kwagstaff/status/1116377223605317637
https://twitter.com/joe_diner/status/1101196293945217025
https://twitter.com/talkingbiznews/status/1122948799243214848
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traditional approaches to media relations - 
CONSUMER 
 

• Press releases 
- Must be tied to trend, significant benefit, or problem-solve  

or be a first-of-its-kind product innovation 

• Exclusives, sneak peeks (for example, in advance of a trade show) 

• Embargoes (first to know; give extra time; journalists feel you are helping them) 

• Customized pitching 
- Relationships are critical 

- Research on what the reporter writes 

- Formalizing a pitch based on their interests, past coverage, Twitter posts, etc. 

 



ak
hi

a.
co

m
 

new and evolving approaches to media relations  
(consumer) 

Twitter 
• Contacting reporters and/or getting noticed 

by them on Twitter, especially in the 
consumer technology space 

• Getting them to follow your brand 
- GEA has a Twitter page with the goal of 

reaching media (especially consumer 
tech, lifestyle, home, design, etc.)  
about company and product news  

• Packaged releases with multiple assets 
- Videos, expert interviews (yours or 

third-party),  
infographics, lifestyle photos, images, 
B-rolls 

 



ak
hi

a.
co

m
 

example:  
multiple asset press release—GE Appliances 
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example:  
infographic 
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example:  
survey/infographic 
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more new approaches: consumer media 
 

• Working with online influencers 

- Bring “their communities” to your brand 
- Segmented by paid/nonpaid (most are paid; new bloggers  

more willing to post news without pay) 
- For consumers, Instagram is King, followed by Facebook 
- Tiered (A, B and C, with As earning top pay) 
- Content, contests, giveaways, videos (hosted on your 

channel or theirs), new product launches, trade show 
appearances 

- Blurred lines between editorial and advertising; self-
correction may be coming do to trust issues 
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example:  
sponsored post—
GE Lighting 
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example:  
sponsored post—
GE Lighting 
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additional media trends  
• Fake news (online) 
• Biased news 
• Consumer sites 
• Continued blurring of editorial vs. advertising (including online influencers) 

• Advertorials 
• Contributed content (thought leadership or promotional?) 
• Blogs on their site (even by third parties) 
• SMTs 
• Paid product endorsements (Today Show) 
• Content Sellers 

 SWNS, a media company in the U.K. and U.S. that creates news story 
 content for media outlets that subscribe. While it technically still shows up 
 as earned, it has a clear paid component. 
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example:  
Advertorial 
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additional media trends  
Party-influenced news organizations 
• CNN (Democratic; “Clinton News Network”) 
• FOX (Republican) 
• National Enquirer 
• Washington Post (owned by Jeff Bezos)  
• The National Enquirer is owned by 

American Media Inc. (AMI) and is currently 
being sued by Jeff Bezos. 
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agency 
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akhia updates/agency trends 

• As the need for better, stronger, more meaningful communication grows across the 
organization, agencies are bringing communications expertise to every part of the 
enterprise—HR, Internal Communications, Recruiting, IT, New Product Development, Sales 
 

• Agency name change to akhia communications 
 

• Marketing agency services to departments other than Marketing   
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akhia updates/agency trends 
As the economy shifts to a younger workforce with different values, agencies are looking  
at new employment models including flexible work environments and contract versus full-time 
employees. 
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 akhia updates/agency trends 

Agencies are focused on becoming more nimble, 
investing in partners versus investing in people. This 
often leads to smaller, but potentially more profitable, 
agencies 
Key to have favorable contracts, worked out prior, with 
well-defined parameters 
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akhia updates/agency trends (cont’d) 

To attract and retain the best 
and brightest, focus on culture, 
including fun, work-life balance, 
professional development. 
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akhia updates/agency trends (cont’d) 

Business is changing/moving faster than ever, 
especially in the digital space, and clients are 
overwhelmed 

• Under staffed and overwhelmed 
• Involved in more complex business issues; 

companies expecting more and more 
• Resulting in VUCA (Volatility, Uncertainty, 

Complexity, Ambiguity) 
• Clients are asking their agencies to keep 

them on track with the most important and 
evolving new trends/strategies. 
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akhia updates/agency trends (cont’d) 

New akhia Mission – Become our client’s most valuable communications 
resource  

 
• Continuous training/trending. A small council internally that tracks trends, 

stories, etc., that the whole agency should know and be conversant.  
Formalized training around topics. 

• Client roundtable events. Client presentations on key issues (culture) 
and/or marketing/communications topics (digital advances, artificial 
intelligence and augmented reality). Accompanied by resources (booklet) 
and the opportunity to take the ‘show’ on the road and into their offices. 

• I’ve Ben Thinking Weekly Round Ups 
• Agency Advisory Group – Quarterly meetings with a key advisory team to 

inform us on their biggest concerns and to vet our ideas/solutions for 
agencies. 

•   
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akhia updates/agency trends (cont’d) 

• Employee Training has become more critical 
• Monthly training on key marketing issues, sell-in practices 
• All employees SEO Certified 
• All Employees Google Certified 
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