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Hello!

If you were to ask several people what public relations is, you would likely 
get several answers. In 2012, the Public Relations Society of America (PRSA) 
adopted a new definition that reads:

“Public relations is a strategic communication process that builds mutually 
beneficial relationships between organizations and their publics.”

Simple enough, right? 

Sure.

You can imagine how incredibly broad the practice of communicating with a 
variety of stakeholders and influencing their perception of a company can be. 
For the purposes of this guide, we will focus on a more narrow definition and 
perhaps the area most commonly called PR — media relations.

By leveraging the media’s role to inform and entertain their audiences, 
organizations enjoy increased credibility with a perceived “third-party 
endorsement” resulting from a mention in the media. After all, you can’t buy an 
article in a daily newspaper or a story on the nightly news. 

This guide will give you a few tips and resources for working with the media and 
using the tools of PR effectively. As the lines of what is considered “media” have 
been blurred, we’ve also thrown in some information about using PR for search-
engine optimization (SEO) and social media.

I wish you the best of luck with your PR initiatives. And as always, if I, or a 
member of my team, can ever be of assistance, please don’t hesitate to ask.

Best regards,

Ginger Reichl
President
Pinstripe Marketing
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The media industry has been through significant change over the last decade. 
The evolution of online and social media, and competition from bloggers and viral 
videos, have put tremendous pressure on media organizations. 

Newsrooms employment has dropped 33% from pre-recession peak of 55,000 and 
35% from its all-time high of 56,900 in 19891. In many markets, much of the news 
is a watered-down version of AP stories and video packages created by national 
partners. (See this Conan video clip for a fun example.) 

Journalists are being asked to do more with a lot less which creates an opportunity 
for you when you understand how to work with them. Successful public relations is 
based on identifying interesting and valuable stories for the media’s audience and 
creating trusted relationships with reporters. If you can make their life easy and 
build a valuable partnership, you will find much more success.

MEDIA TO CONSIDER

1 The Poynter Institute

UNDERSTANDING 
THE MEDIA

PRINT – NEWSPAPER
• National Newspaper
• National News Network
• Local Daily Newspaper
• Local Weekly Newspaper

• All Web sites

PRINT – MAGAZINE
• National News Magazine
• National Business Magazine
• National Trade Magazine
• Local News Magazine
• Local Business Magazine
• Local Trade Magazine
• All Web sites

BROADCAST – TELEVISION
• National TV Network
• National TV News Program
• National Cable Network
• National Cable News Program
• Local TV Network
• Local TV News Program
• Local Cable Network
• Local Cable News Program
• All Web sites

BROADCAST – RADIO
• National Radio Network
• National Radio Program
• National Satellite Radio
• National Internet Radio
• Local Radio Network
• Local Radio Program
• All Web sites

ONLINE
• National News Sites
• National Blogs
• Trade News Sites
• Trade Blogs
• Local News Sites
• Local Blogs

http://pins.tips/1n0i3lZ
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1 The Poynter Institute

Imagine you’ve been tasked with informing your prospects about your products, 
services, or professionals. By working with reporters to generate stories and create 
awareness, you introduce your company to prospects and reinforce the good 
decision of your current clients. 

PR is not advertising, so you will not have control or approval over what is written, 
but the more resources you provide the writer, the more you can help set the 
direction of the story.

Identify an opportunity – Tune in to activity within your company (new products, 
services, professionals, awards, milestones) and activity in your market or industry 
that you can use to create a story.

Collect data – Identify trends in revenue, percentages, number or type of client, or 
any data that supports the story and positions you and your company as a leader. 

Share the spotlight – Provide the media with people who will support your position 
for the story. These can be contacts inside your company, clients, vendors, industry-
association professionals, even friendly competitors. Many writers will do their own 
legwork to find additional sources, but many will take the ones you offer. 

Understand the publication – It is important to understand the media you’re 
approaching. Is it a business or lifestyle magazine? An entrepreneurial or mommy 
blog? Approach only those media outlets or departments that are the right fit for 
your company or the story you’re pitching. How to find out? Ask your customers.

Know the writers – Over time, you will get to know the writers, but for now, do your 
research and spend the time to read their work. I am friends with several journalists 
and I’ve seen their social media posts about PR folks blasting out pitches to every 
e-mail they have. I can almost read the eye roll. Target the right person and you’ll 
find more success.

Know their deadlines – Most publications publish their editorial calendars and 
deadlines on their web sites. Whether you’re targeting a daily paper, the local 
television news or National Public Radio, they all have deadlines. Respect them 
and you’ll have a better shot of getting noticed (and making friends.)

PUBLIC RELATIONS 
STRATEGIES

ONLINE
• National News Sites
• National Blogs
• Trade News Sites
• Trade Blogs
• Local News Sites
• Local Blogs
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While most editorial calendars appear to be geared toward advertisers, you can use 
the information to plan your year in PR. In this example, Florida Trend’s December 
issue will feature:

• Export/Import & Foreign Investment
• Transportation, Trade and Logistics
• List of TopRank Airports, Seaports and Free Trade Zones
• Green Development
• List of TopRank Engineering Firms
• Golden Spoon Restaurant Awards
• Corporate Travel, Meetings, and Conferences

The advertising deadline for the issue is October 17th, so the feature story deadline 
will likely be within a couple weeks of this date. Breaking news deadlines will be 
closer to the publish date (typically a month before the issue date for monthly 
magazines.)

Notice that they have PDF downloads available for their 2014 and 2015 calendar. 
When you know what the publication is planning to write about, you can better 
manage your PR efforts, and perhaps contribute that information to management 
so they may make business decisions regarding product launches, client or industry 
surveys, etc.
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TYPES OF STORIES

There are a variety of stories that could feature you, your professionals and your 
company, and the more you know about what is going on in your market, your 
industry, your clients and competitors, the more success you will have working 
with the media.

News – News stories cover time-sensitive information (i.e. new products, services, 
personnel, milestones, etc.)

Features – Features are stories about more long-term or in-depth information. 
Features may highlight your company or simply feature your company as a resource 
for a larger story. Some stories will begin as news and develop into features as writers 
have an opportunity to dig deeper. Features are often considered “evergreen” in 
that they could be written at any time and be relevant to the media audience.

Profiles – Profiles are stories about your company, products, services, or an 
interesting employee at your company, particularly a CEO or managing partner. 
Also consider employees with interesting hobbies, collections or personal stories.

Trends – The media loves a trend. Determine how your company, industry, or clients 
fit into a national news or industry trend. Better yet, identify an interesting trend 
and offer supporting data and you’re certain to land a story. 

Community service – Pinstripe’s mantras is “Do well by doing good.” While public 
recognition is not the reason we do pro bono work, volunteer or fundraise, we 
understand the need for a feel good story once in a while. The media does too.

Seasonal events – Many stories are cyclical and you can count on the media covering 
them every year. Think of something special or unusual you or your clients do for 
seasonal events (back-to-school, Valentines, tax, Christmas, Super Bowl, etc.).
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Your press kit is a collection of basic information about your company that 
introduces you to the media, provides a foundation for stories, and illustrates that 
you are a professional and serious about public relations. The best kits are brief and 
simple - the days of the over-the-top folder and fancy inserts are over. While you 
may consider printing them for initial contact with a journalist, most companies 
now host a media center on their web site that includes the kit, recent releases, 
news clips, and other links. With a central place to pull information about your 
company, you increase the chances the media will contact you and include current, 
correct details.

The contents are built on a standard set of pieces that can be used no matter 
what story you are pitching. The same material with a different cover letter can 
be used as information packets for the media, investors, board members and new 
employees. 

Cover letter – For the kits you will be sending or delivering by hand, personalize 
the cover letter. “To whom it may concern” announces that you are simply throwing 
it against the wall to see what sticks.

About Us – Your company profile, mission statement, founders, history, key 
investors, size, locations, clients, and other operational information.

Product/Service fact sheet – Include a fact sheet for each product, service, or 
practice area that includes contact information for the most appropriate person to 
answer any questions about that area.

Bios – A one-page profile sheet with biographical information for your official 
spokespeople including title, professional background, education, and some 
personal information. 

Business/Industry 101 – One-page of ‘factoids’ about your business and industry. 
This may include a glossary of terms or acronyms, poll data, academic contacts, 
industry association contacts, etc. Provide only a few briefs, one per page, and 
reduce any statistics to charts and graphs. Bullets and subheads allow the reader 
to skim the data.

PRESS KIT
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Contact list – Provide contact information for your spokespeople, principals, and 
experts — both inside and outside your organization — who can provide a diverse 
perspective on your company, the industry and the issues you’re facing.

Files – Include company logos in various formats, high-resolution headshots, 
photos of your building or office, demonstration videos, and other supporting files.

Resource list – Consider including a bibliography of industry-related books, articles, 
blog posts and other material that supports your company and industry.

Press clips – Include three or four favorable stories that feature or mention your 
organization.

Additional information – Depending on your company, industry, competition and 
other factors, you may consider including your annual report, copies of your latest 
client newsletter, testimonials, links to advertising, events, presentations, etc.
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The role of the press release has also changed significantly over the last decade. 
Historically, it was used almost exclusively to alert media to time-sensitive news 
— a carefully crafted document with information about new products, services, 
personnel, clients, projects, earnings, etc. On their own, widely distributed releases 
can be (and are often) ignored by journalists, but they still have an important place 
in PR as a tool to provide background information for a story.

Pitch support – Most of your contact with the media will be with direct pitches, 
as I’ll describe below. Your release will include all of the important information the 
writer may need to determine if the story is of interest. 

Press release aggregators – Many markets and industries have web sites and email 
subscriptions for press releases. For instance, in Tampa Bay, Tampa Bay Newswire 
and Business Observer both accept and post/distribute press releases without 
edits or embellishment. Some national industry publications like National Real 
Estate Investor offer similar services. Find the ones that are appropriate for your 
market and industry.

Search engine optimization (SEO) – Only 25% of search engine optimization is 
controlled on your web site. The other 75% is based on the quality of content 
surrounding inbound links to your site from elsewhere on the Web. A press release 
is an excellent way to have your Web site associated with keyword-rich content 
about your company, clients, services, professionals and more, directly linked to 
the appropriate area of your site. Most release distribution services will charge a 
little more for live links, but for the right release, it can be worth it.

PRESS RELEASE
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THE ELEMENTS

Headline - Like the headline in a newspaper or a blog, the headline is the most 
important element in a release. Make it catchy and summarize the content. 
Headlines should be no more than two lines, bold, underlined and use initial caps 
(not all caps). It can be written in present or future tense, using active words and 
avoiding any jargon or acronyms.

You may consider a subhead that expands the headline to describe the significance 
of the announcement, provide supporting details of the headline, or include any 
secondary items in the release.

Dateline - The dateline provides the place and time of the release. The dateline 
includes the city, state* and date of the release. For example:

ST. PETERSBURG, Fla. – (January 15, 2015) –
NASHVILLE, Tenn. – (January 15, 2015) –
AUSTIN, Texas – (January 15, 2015) –
CHICAGO – (January 15, 2015) –

*Abbreviate states using AP Stylebook abbreviations, not USPS code abbreviations.

The following states are not abbreviated:
•  Alaska   •  Maine
•  Hawaii   •  Ohio
•  Idaho   •  Texas
•  Iowa   •  Utah

The following cities are NOT accompanied by the state:
•  Atlanta  •  Detroit  •  Minneapolis  •  Salt Lake City
•  Baltimore  •  Honolulu  •  New Orleans  •  San Diego
•  Boston  •  Houston  •  New York   •  San Francisco
•  Chicago  •  Indianapolis  •  Oklahoma City  •  Seattle
•  Cincinnati  •  Las Vegas  •  Philadelphia  •  Washington
•  Cleveland  •  Los Angeles  •  Phoenix
•  Dallas  •  Miami  •  Pittsburgh
•  Denver  •  Milwaukee  •  St. Louis

http://pins.tips/1zdOrH2
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Lede - The lede (or lead) is the opening paragraph of the release that provides 
the most critical information, including Who, What, When, Where and How. The 
balance of the release will explain the Why, so your first paragraph should be 
relatively short (two to three sentences) and informative.

Why - This is typically two or three paragraphs that explain the newsworthiness of 
your release. This is where you can expand on the lede, highlight statistics, validate 
claims, provide facts and background information, reference trends, etc. 

Quote - A quote from a company official, a client, a partner or an industry 
professional provides personal perspective and often a more conversational tone 
to explain The Why. Avoid the “we are pleased/proud,” statements and use active 
words to construct a quote that supports the insights in the release.

Boilerplate - This is the paragraph at the end of a release that provides a summary 
of the business (who, what, where) and basic contact information for more 
information. Content may include the year the company was founded, where it 
is located/headquartered, the number of employees, types of clients/industries 
served, products and services, etc.

End of Release - The ### after the boilerplate to indicate the end of the release.

Contact - Include the contact information for the person you want the media to 
contact directly for additional information, questions, or to set up an interview.

 Media Contact:  Name
    Title
    Company Name
    Direct Phone
    Mobile Phone
    E-Mail Address
    Company Web Address

Style
Headline – 20pt, bold, underlined, initial caps
Subhead – 16pt, italicized, paragraph style
Release – 12pt, double-spaced, paragraph style
Boilerplate – 10pt, single-space, paragraph style
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The vast majority of our PR efforts are done with one-on-one pitches to the media. 
Nobody wants to feel like they are one of tens, hundreds, even thousands of people 
you’ve pitched. We find much more success by prioritizing our list of media targets 
and offering each the story. If the first declines, we go onto the second, and so on.

I understand this is likely the most fear-inducing part of public relations. Keep 
in mind that you are offering them information that will help them do their job. 
They are just people, and typically quite shy themselves. If you are kind, respectful, 
and consistently provide good ideas and contacts, you will certainly build a solid 
relationship that will make you both look good.

Media pitches are simply emails sent directly to the writer you are targeting with 
one or two paragraphs about the opportunity. 

Subject: Retail Distributors solidifies presence with 237,500 square 
foot facility

Hi Eric, 

Doe & Doe Construction has broken ground on a new 237,500 square 
foot building for Retail Distributors in Tampa. The facility will include 
warehouses, transportation management, and corporate offices for its 
new headquarters.

I’d be happy to put you in touch with them.

Thanks, and hope you’re well.
Ginger

[Paste press release here. Do NOT attach as a Word doc or PDF]

THE PITCH
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Subject: Apartments and condos beat houses in construction

Hi Sam -

I saw this Washington Business Journal story about the national trend of 
multi-family outpacing single family homes in new builds and wondered 
if we were seeing the same trend in Tampa Bay, so I asked John Doe at 
Dunn & Dunn to get his insight. It looks like we’re in the same position 
locally (nearly a 2:1 lead which is in line with the national ratios.)

New Construction Starts
 

Feel free to give him a call if you’d like to discuss his thoughts.

John Doe
Executive Director, Capital Markets
813-555-1212
john.doe@dunndunn.com

Thanks, 
Ginger

http://www.bizjournals.com/tampabay/news/news-wire/2014/05/16/housing-starts-up-sharply-but-thats-mostly-due-to.html
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Subject: Student housing expert explains national trends

Hi Sara,

Based on your editorial calendar, I understand that you’re likely 
working on the student housing feature for the September issue. 
If you find that you could use another source, I’d like to offer John 
Doe, the national student housing expert for Dunn & Dunn, the 
oldest commercial real estate firm in the U.S.
 
John Doe
Executive Director, Capital Markets
813-555-1212
john.doe@dunndunn.com
 
If there is anything I can ever do to help you, please don’t hesitate 
to ask.

Thanks,
Ginger
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FOLLOWING UP

If the reporter doesn’t respond within a few days, you are probably thinking that 
following up is now the scariest part of PR. Again, fear not. Keep in mind that 
journalists may receive a hundred or more pitches a day, their editors are making 
assignments, and they are revising the stories they submitted earlier. You’ve vetted 
your story. You know it’s important to their audience. You’ve provided all of the 
critical information. They just missed it.

Make the call – Call the reporter to introduce yourself and give them your pitch. 
These are friendly professionals and will often appreciate the reminder. However, 
they are very busy, so it is important to get to the point.

• Attach your news to a current event or something that makes it relevant  
   immediately – create a sense of urgency
• Offer them a client, vendor or partner as an additional resource for the story  
   (have their contact information handy)
• Suggest a great photo or video opportunity to accompany the story
• Remind them of a trend and how your story supports or defies it
• Let them know if you have research or other data to support the story

We recently worked on a story about commercial real estate firms using drones 
to get unique perspectives for video and photography. Leveraging the media’s 
interest in drones as they are used by the government, companies, and hobbyists, 
we pitched a positive story about how the technology is improving the industry. 
After we prioritized our list, we pitched the story to the local media. Our follow-up 
call went something like this:

“Hi Drew – It’s Ginger Reichl from Pinstripe Marketing. I know the Times has 
done several stories about drones and how people have some misgivings 
about their use. Dunn & Dunn is using them to give prospective buyers a better 
look at commercial real estate. They’re flying them through warehouses, 
over parking lots and showing off where their properties are in relation to 
surrounding roads and buildings. It’s a fairly new practice and I think your 
readers would really find it interesting. I have a broker and one of their clients 
is available for a visit so you can see how it works first hand.”
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In this case, the story was so interesting we were able to get a response from 
several media outlets, one after the other.

ABC Action News
WTSP CBS News
Bay News 9
Tampa Bay Times

http://pins.tips/1uEsj6K
http://pins.tips/1wopjuE
http://pins.tips/1mbSgsY
http://pins.tips/1uEsyPi
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“Yes. Then no” – Things happen and breaking news can bump the best of stories. 
Be understanding and continue to follow-up to reschedule or confirm a future 
opportunity. Just recently, we had a TV crew call to cancel while we were on our 
way to an event where more than 100 all-star college football players were visiting 
a local hospital. Obviously, this isn’t something we could reschedule, so we worked 
with the station (and used a bit of their guilt) to create a larger story later that 
week. Just roll with the punches.

“Maybe” – A “maybe” response is often just a delayed “yes.” Be kind, respectful 
and promise to connect with them in a couple weeks. Then do it. If you get another 
maybe, do it again. The key is to be persistent. In the meantime, see if you can tie 
it into a broader story, a national trend, local interest – something that can make it 
more interesting. 

“No” – A “no” comes in a variety of forms. Most often, it is simply not returning 
phone calls or e-mails. You don’t want to be a pest by following up daily, but 
contact every couple of weeks is expected. Stay persistent until you get an answer. 
If it is an evergreen story, pitch it at a later date.

A “no” can also be a “I don’t think it is a fit,” or “We’ve already covered that,” or “I’m 
not interested.” In this case, we thank them for their time and ALWAYS ask them 
what stories they’re currently working on. You’d be surprised how many times you 
can inject yourself or someone you know into a story already in the works. The best 
way to become a reliable source is to approach the media unselfishly. Connecting 
them to other people and companies continues to position you as a great partner.

Hurricanes, oil spills and Kardashians – Unless your company fits into a natural 
disaster story, major elections or pop star scandals, everything else can get pushed 
to the back burner. Don’t let that deter you — other parts of the paper or newscast 
are still being produced and those writers are often neglected because everyone 
else is focused on the big story. 

Nobody is working, it’s _________. (Summer, Christmas, World Cup) – See above. 
If your story fits the season, all the better.

OVERCOMING
OBSTACLES
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OP-ED AND LETTERS 
TO THE EDITOR

Op-eds and Letters to the Editor are both opinion pieces that one may contribute 
to a publication. An op-ed piece runs ‘opposite the editorial’ page in a newspaper, 
although it is often wrongly called an ‘opinion editorial,’ and are written by staff, 
members of the editorial board, or outside individuals. If you have an idea for an 
op-ed piece, you may write it first then pitch it, or you can submit an idea and see 
if the editorials editor is interested. Only pitch one publication at a time; they will 
not consider a piece that is submitted to more than one paper.

Letters to the editor are written by readers and are included in the opinion sections 
of the publication.

Additional Resources
The OpEd Project 
Communications Consortium Media Center’s list for op-ed and letters submission
 

http://www.theopedproject.org/
http://www.ccmc.org/node/16179
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Public relations is an important and effective element of your marketing initiatives, 
but you have to be consistent in your efforts to be successful. 

• Just as you approach sales, consider “what’s in it for the reader/viewer?”
• Target the right media
• Target the right writers
• Know their deadlines
• Collect data and outside sources
• Read, read, read. Stay up-to-date on national, local and industry news  
   to identify potential stories
• Highlight local or industry angles
• Be persistent

KEYS TO SUCCESS
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SEO AND
SOCIAL MEDIA

SEO
Press releases are an excellent tool for search engine optimization (SEO). You 
control the content, they’re chock full of great keywords, and they link directly 
back to your Web site. There are a variety of release distribution tools to fit any 
budget listed in the resources section of this guide.

You can use the tools of SEO to include the most valuable keywords in your releases.
 
Google AdWords Keyword Planner

SOCIAL
Like SEO, press releases can work well in social media. There are social release 
distribution services, but you can also use your own profiles to highlight releases 
from your Web site. 

Reporters are also using social media and are responsible for maintaining their 
media’s social platforms. Follow and interact with them on social media and you 
can quickly build a relationship. You may also find that they write stories for the 
Web that don’t show up in print or on air. Treat this as another opportunity to get 
your company in the news.

https://adwords.google.com/KeywordPlanner)
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RESOURCES

SEASONAL STORIES

January
New Years
Resolutions
Winter
NFL Playoffs
Super Bowl
College Football Championship
Inauguration

February
Valentine’s Day
Black History Month

March
Spring
Baseball Spring Training
Spring Break
Easter
South by Southwest (SXSW)

April
April Fools Day
Tax Day
Earth Day
MLB Season

May
Mother’s Day
Memorial Day
BBQ/Outdoor Season
Graduation
Internships / Summer Associate Programs
Advertising Up-Fronts

June
Father’s Day
Graduation
Summer
Hurricane Season
Family Vacation Season
Wedding Season
Pride

July
Independence Day
Summer Vacations

August
Back-to-School
College Football Begins

September
Labor Day
NFL Football Begins
Fall Begins
September 11th Anniversary
Trade Show Season

October
Halloween
NHL Season
MLB Playoffs
Corporate budget season

November
Thanksgiving
Black Friday
Cyber Monday
Election Day

December
Christmas
Hanukkah
Corporate Holiday Parties
Holiday Shopping
Gift Guides
Winter
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There are services that aggregate media information including outlet and journalist 
contact information, editorial calendars, deadlines and more. These are pricey 
tools, but if you have more time than money, most of the information is available 
on the media Web sites and at your local library.

BurrellesLuce 
Cision
Vocus
News Media Yellow Book
My PR Genie

MEDIA DATABASES

http://www.burrellesluce.com/
http://www.cision.com/us/
http://www.vocus.com/
http://www.leadershipdirectories.com/
http://www.myprgenie.com/
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JOURNALIST
QUERIES

When journalists are working on stories and need sources, they often go to HARO 
and ProfNet to find them.

Free: HelpAReporterOut (HARO)
Paid: ProfNet

A query might look something like this:

Query:  I’m looking for successful people 50+ who have retired from their first 
(or most well-known) occupation but are now pursuing a new venture. For 
instance, a successful founder of a medical device company who made the 
Forbes 400 and is now a big philanthropist and venture investor. That type of 
individual -- high end, highly successful, doing something completely different. 

Requirements: The person MUST be older than 50. Preferably 60, 70 or 
80+.   Their new venture must be obviously different from their old profession.

Query:  Last summer, the IRS urged for a crackdown on mislabeling employees 
as independent contractors, and small business owners should take note. 
This Business Resources piece will cover why this issue is important for small 
businesses to be aware of, what the consequences are for a misclassification, 
and what small business owners should make sure they’re doing/not doing.

Requirements:    I’m looking to talk to U.S.-based small business owners, business 
consultants/experts, employment lawyers, and/or HR consultants/experts.

Simply respond to the journalist listed with your contact information and a brief 
response to their query.

http://www.helpareporter.com
http://www.prnewswire.com/profnet
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PRESS RELEASE
DISTRIBUTION

Premium Press Release Distribution – News Wires
PR Newswire
Business Wire
Marketwire

Low-cost/No-cost Press Release Distribution
1888 Press Release
Before It’s News
iNewsire
My PR Genie
Newsvine
Newswire Today
Online PR Media
Open PR
Pitch Engine
Press Exposure
PR.com
PR-Inside
PRLog.com
PRUrgent
SBWire
The Open Press
Thomasnet

Technology
IT Director

Op-Eds and Letters to the Editor
The OpEd Project
Communications Consortium Media Center’s list for  
op-ed and letters submission 

http://www.prnewswire.com
http://www.businesswire.com
http://www.marketwire.com
http://www.1888pressrelease.com
http://www.beforeitsnews.com
http://www.i-newswire.com
http://www.myprgenie.com
http://www.newsvine.com
http://www.newswiretoday.com
http://www.onlineprnews.com
http://www.openpr.com
http://www.pitchengine.com
http://www.pressexposure.com
http://www.pr.com
http://www.PR-Inside.com
http://www.prlog.com
http://www.prurgent.com
http://www.sbwire.com
http://www.theopenpress.com
http://news.thomasnet.com
http://www.it-director.com/news_release.php
http://www.theopedproject.org/
http://www.ccmc.org/node/16179
http://www.ccmc.org/node/16179
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While these aren’t necessarily PR tools, they can complement a comprehensive 
content marketing strategy. Some are free while others have a fee.

Ezinearticles
Contently
Scripted
OneSpot
Outbrain
CurationSoft

Legal content
 JDSupra

Social Media and Content Aggregators
Some of these tools allow you to simply upload your release or content while 
others are edited or curated.

Pitch Engine
Reddit
Mixx
Delicious
Digg
StumbleUpon
Publish2

Professionally Edited Aggregators
Huffington Post
BuzzFeed
Business Insider
Gawker
Newser

CONTENT
RESOURCES

http://www.ezinearticles.com
http://www.contently.com
http://www.scripted.com
http://www.onespot.com
http://www.outbrain.com
http://curationsoft.com/
http://www.jdsupra.com
http://www.pitchengine.com
http://www.reddit.com
http://www.mixx.com
http://www.delicious.com
http://www.digg.com
http://www.stumbleupon.com
http://www.publish2.com
http://www.huffingtonpost.com
http://www.buzzfeed.com
http://www.businessinsider.com
http://www.gawker.com
http://www.newser.com
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