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I've learned  in
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"Ramona is
amazingly talented,
kind and smart as
heck. She has single
handedly redeemed
the entire PR
industry."

 -Jade Teta, Author 

Learn how PR professionals court the media so
that you can get the attention you deserve from
the press, while saving time, money and
energy. 

my 15 years
of experience!



HERE’S THE TRUTH. NO
BULLSHIT.

Knowing how to

deal with the

media is a skill

anyone can learn. 

Knowing how to deal with the media is a skill
that almost no one—including many PR
people—is willing to learn, which is a shame,

since having great media coverage is one of
the best ways to build your brand by cutting
marketing costs and reaching a larger
audience of potential customers.
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In fact, the lack of know-how—or just plain laziness—of the PR industry has
pissed off the media to the point where many of them prefer to see pitches
from the business owner, not their publicity peeps. Business is about building
relationships and garnering media attention is no different. If you treated your
clients like an ATM, you would be an overnight failure. And if you view the press
as nothing but interns whose purpose it is to serve your organization, your
chance for visibility is over before it starts.

Everyone wants national media because they think it will skyrocket their
visibility and revenue. But here’s the thing with national media—it’s hard to get
and it will cost you a shitload if you hire someone to do it for you. What if I told
you most businesses don’t need national media? Shudder at the thought! If you
have a local biz—brick and mortar—the only thing having a nation-wide
publication mention will get you is some street cred. It won’t necessarily bring
in more customers.

For my last company—surprisingly—the story that had the most impact was
done by a local magazine, which chose to do a three-hour photo shoot with
live butterflies and a four-hour interview all resulting in a thoughtful, several-
page piece and a relationship with the owner and editor-in-chief that I have to
this day. I was contacted by multiple people I hadn’t spoken to in years, saying
how much my story had touched them. This was a stark contrast from the zero
response I received from appearing on the fourth largest morning show in the
country.

Local Media vs. National Media



For local businesses, your time and effort needs to be spent on local press.
Don’t turn your nose up to a small neighborhood publication, because
households are reading those cover to cover to find out about new
restaurants, yoga studios, boutiques, events, art, etc.

And here’s a little secret that most people don’t know about national
media: many times they like to see that your local market has covered you
first before they do.

If you have a business that can serve clients no matter their location, then it
may be worth your time to court some national peeps. But be smart about
it. As sexy as getting in a glossy magazine can be, it may only be good for
establishing yourself as an expert, not increasing sales. That’s why I tell my
clients to always go for national media that will be online. Why? Because
the chances of someone ripping out an article in a print publication and
giving it to someone are slim to none. But the chances—in this digital world
—of someone sharing a link is huge and the only way to start something
viral.
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Just as I said not to snub a local press opportunity, don’t dismiss a blogger
—especially one with niche.

When I was running my last business, I had national press within three weeks
of launching, and the buzz continued with over 50 mentions in outlets such as
                                        and               .          .  Although those were exciting
opportunities, it was the articles written by bloggers that garnered the most
traffic to the website.

For example, my                  interview which appeared online, was amazing for
my search engine rankings (a blog I wrote mentioning Brad Pitt and Angelina
Jolie ranked #17 when you searched their names). But it was an interview I did
for a very popular mommy blog that sent me 30,000 unique visitors a month,

for several months.

Big Media vs. Small Media

FOXNews, BusinessWeek            Lucky Magazine 

FOXNews



This is a perfect example of why you must know your goals for PR. In order to
increase revenue for my company, I needed as many eyeballs on the website
as possible, which is why the mommy blog was the better press opportunity. 
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Back in the day—and when I say back in the day I mean as recent as when I
started my PR career—you had to court persons of the press. They wanted to
know who you were before they considered covering your story. It was
commonplace to meet in person for coffee/drinks/lunch/dinner on an ongoing
basis.

But now in this fast-paced online world, no one does anything in person. And
texting and emailing have become such the norm for communicating that
when your phone rings, you actually look at it like their might be a bomb
inside. Since so much can be accomplished via our devices, we’ve become an
impatient, ADD society. We expect everything to happen now.

So no one considers building personal relationships with the press. Instead
they use services to mass distribute their press releases, they send long-winded
boring ass pitches that are off topic via email and social media, all with the
expectation that the reporter will jump at the chance to cover them. If you
want to stand out and become the press’s BFF, try the following:

Become a trusted resource by offering to find a source for a story they’re
working on (even if it has nothing to do with your industry), or by giving them a
head’s up on a breaking story you’re privy to.

Last year I had a client who was in the finance world. I was trolling Twitter
looking for reporters and came across a business reporter who was on a tight
deadline for a story. Her feature had nothing to do with my client, but I wanted
to get on her radar, so I made a few calls and got her someone to interview.

When she thanked me, I casually mentioned my client to which she asked for
all of his information.

Media Relationships



BOTTOM LINE. 

If a journalist is working on a story where your knowledge can be of value, let
them know by offering the needed research. Being quoted as an expert in an
article gives you instant credibility.

Take a reporter out for drinks or dinner to learn more about the kind of things
they like to cover. Do not go for coffee instead where you turn it in to a two-

hour meeting about yourself. These get-togethers are for you to learn, not to
pitch.
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These strategies are learnable and doable. And by knowing this information,

you will not only save time, money and energy, you will be accomplishing what
most businesses are unable to, therefore standing out to the press and
increasing your visibility.

I’m Ramona Russell. I hated my name as a kid because
there were never any stickers, license plates or mugs
with my name on it. And my maiden name was way,
way worse. My Hubby knows if we ever divorce, I’m
keeping his name. Even if I remarry. Even if that guy is
Charlie Hunnam. I’m not giving up the double Rs.

I’ve worked as a PR, marketing and communication strategist for over 15 years. I hustled for
corporations, ran nonprofits and wore many hats that included copywriter, speechwriter,
fundraiser, event planner—you name it. I negotiated million-dollar sponsorships and media
buys, created multifaceted event campaigns which included politicians, celebrities and
world class CEOs. All in suits and heels, which I later threw in a blue bin at my local Good Will
never to look back.

I’ve seen the PR industry go from a respected and much-needed institution to one that
business owners no longer trust or believe in. Too many of my clients—before coming to me
—have spent tens of thousands with a firm only to walk away with no press and a shitload of
frustration. Which is why it has become my mission to teach entrepreneurs the skills they
need to get publicity and real results for their products and services.

If you ever have a question, please don’t hesitate to contact me at rr@ramonarussell.net.


