10 Ways to Get Onto the Features Pages

By Penny Haywood, author of the best-selling business book: DIY PR - the Small Business owner's Guide to 'FREE' publicity (Batsford, paperback) and MD of PHPR Ltd, boosting businesses brilliantly since 1986.

Start by knowing your media or you’ll be made to feel a chump when you contact the media. Study the sort of articles magazines and newspapers carry to see who would be most likely to want your piece. Have a look at the sort of articles carried by your local media. If you think that you could do something that would fit in, drop the editor or features department a short polite email. 

If you are trying to get a large piece into a publication address an outline email with the basic ideas to the 'Features Editor'. The exception is if your piece is obviously destined for a specific page: sports, fashion or business, for example. In this case you would address your  email to the business editor, or the sports editor if the publication has such an editor. 

In all cases, follow-up on the phone and if they’re not buying into your approach, ask for suggestions and listen harder than you have ever listened before.

Even if an editor decides not to use your idea, your email establishes you as a potential source of future stories in your area of expertise, so any approach to the media is never wasted energy if you have correctly identified likely subjects of interest. You’ve just hit a day when other stories are stronger. 

Many regional and local newspapers and magazines will take submitted expert material, providing :

· it's from a credible source: a named member of a company or organisation engaged in a relevant field to the subject matter

· it is free of copyright restrictions, that is, you have the copyright as author and you have not assigned the rights to anyone else. If you're using a freelance journalist to help you prepare your pieces, make sure that you have a clear understanding of the copyright arrangement between you

· it's an 'exclusive' - it has never been published before and you promise not to offer the same piece to anyone else. There is no copyright on written ideas, only on the way they are expressed, so you can re-write pieces in different ways for other media, just as long as they are completely re-written. "10 Tips to Bicycle Maintenance" can be safety re-written to form the basis of "8 Steps to Bicycle Safety" if you diligently change all the words and phrases.

Numbered short snappy pieces are popular. You can substitute whatever numbers you want: 10 Tips to (do something that's related to your business), or 5 Ways ...

An aromatherapist could offer: 5 Ways to Unwind or 3 Revitalising Smells That Really Work. 

The real estate agent could try: 6 Sure-fire Ways to Make Your House Sell, 10 Tips for House buyers: how to stop your dream home turning into a nightmare. The 5 Pitfalls of Home Buying - and how to avoid them. 5 Ways to Increase the Value of your Home. 

An occupational psychologist might have some success with: Ten Ways to Beat the Blues, 5 Stress-busters that Work, 6 Confidence Tips for Job Interviews

Agree the subject matter with the features desk before you spend any real time or money on the project. 

If writing is anathema to you, hire a freelance journalist who already writes for the publications you want to get into. The average freelancer's range of publications contacts will be limited to the publications they serve, but they will have excellent contacts within this limited market. They are already successfully selling in to that publication or radio station, so they have a good understanding of what that particular editor wants. That's why there is no point in forcing them to include flagrant advertising or trying to dictate how they write the piece. A freelancer can write and place the piece, and so be paid twice: by you and the publication. That's great because it's really worth their while to work with you and it's in their interest to help you come up with more material.

Remember: you do not get free airtime or newspaper space for thinly disguised advertising. You get free space for sharing your expertise and that creates a brilliant showcase for you to give a brief demonstrate of your talents, knowledge and experience. . 

Media Directories

You can find various online media directories  by keying that  term into a search engine. The terms press and media are often used to mean the same thing. You will also find press lists in specialised media directories. They are expensive to buy, but they are usually available in public libraries. Media directories include 'PR Planner', 'Editors', 'TwoTen' and 'PIMS' media guides in the UK. 'PR Planner' also does a European and a North American version.
A copy of BRAD (British Rates and Advertising Data) is better than nothing, but it focuses on advertising data, so the addresses and telephone numbers may not take you into the editorial team.
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