
Publicity 101 for 2017 High Country Harvesters 
 
What is the difference between publicity and 
advertising? 

- Publicity is free, advertising is paid 
 

- Publicity involves negotiating coverage with a journalist, editor or producer 
 

- While there is a guarantee a paid advertisement will run, there is no guarantee 
your story will run. It’s up to the editor or producer’s discretion. 

 
Why is securing free publicity important? 

- A feature story about your event in a paper, magazine, website or TV or an 
interview on radio has a greater reach and audience cut through than a paid ad 

 
- It costs you next to nothing to promote your event yet can be worth thousands of 

dollars in promotional value 
 

- You can promote your event/business to potentially tens of thousands of readers 
or listeners  

 
- You can target particular types of media to suit your business, for example, food 

writers, cycling magazines 
 
What do we define as the Media? 

- ‘Traditional’ media includes newspapers, magazines, radio & TV 
 

- New media includes online publications eg. traveller.com.au; the New Daily, 
Mamamia, Huffington Post, as well as bloggers and social media influencers 
such as Instagrammers 

 
- The thing ALL media have in common is an insatiable need for content - they are 

hungry for stories 
 

- BUT there are many many businesses and publicists EVERYWHERE completing 
for media space 

 
- How do you stand out? 

 



BY MAKING IT EASY FOR THE MEDIA TO DO THEIR JOB. HOW? 
 

- By providing clear, accurate information 
 

- By providing interesting, colourful, hi-res images 
 

- By being helpful, punctual and welcoming 
 

- By being proactive and letting media know you have a great story to tell 
 
 
Where to start 

- First things first - jot down some brief notes or bullet points about your 
business/product/event 

 
- Media are interested in ‘new’ news. To spark their interest think about what are 

you offering that’s different and new about your business or experience? Eg. are 
you offering great food using local produce, amazing views, are you focused on 
sustainability, do you roast your own coffee? Is there a place to swim nearby? Or 
watch wildlife? What are the drawcards? 

 
- Once you have distilled your information have a go at writing a media release 

that captures each of those elements you feel are the strongest selling points. 
Keep it simple and clear - make sure it’s no longer than one page - about five 
short paragraphs max - and make sure you have your contact details at the 
bottom and maybe an image embedded into it (see example of the Spring 2016 
Kickstart program media release) 
 

- Check your spelling and grammar - get some help if you’re unsure. This is YOUR 
product you’re representing to the world so taking the time to ensure it’s 
professionally presented is worth the effort 

 
A picture’s worth a thousand words 

- If you have great images you have a far greater chance of securing free media 
coverage 

 
- The same goes for video footage - a short broadcast quality, visually strong 

package of a couple of minutes max can be provided readily to TV for news 
grabs, online or social media use 



 
- Invest in some quality professional photography - you will be repaid many times 

over if your images are strong, lively and colorful have a handful of images you 
can give to different media. Even radio these days will happily accept an image 
from you to accompany an interview they’ll also run online 

 
- Make sure your images are large enough in for publishing purposes - ideally a 

minimum of 3 to 5mb jpgs at 400dpi which can be used large on a page or 
screen. Never send unsolicited super hi res images, especially unsolicited ones. 

 
Which media? 

- Do some research into which media best suit your business. Is it a lifestyle 
magazine, a particular TV or radio show or a liftout in a daily newspaper, a 
particular blogger or Instagrammer you follow, or is yours a news story for the 
front of the paper, radio bulletin or evening TV news? 
 

- Compile a list - contact details are usually readily available on media websites. 
TNE has a list of local and regional media you can freely access: 
http://www.tourismnortheast.com.au/focus-areas/pr/ (note, media lists are a 
moveable feast, journalists come and go. If your media release bounces, contact 
the organisation and find out who it should go to) 

 
What next? 

- Send your one page media release to your media target/s. If you’re sending to a 
number of journalists or editors at the same time make sure you BCC the list and 
send the release to yourself.  

 
- Attach your release and copy into the body of the message with a note quickly 

summarising what it is and who you are and again, providing your contact details. 
Tell them you’re happy to be interviewed and that you can send them some great 
images of your business/experience/event 

 
- If media are interested they will contact you fairly quickly. If not, leave it for a few 

days then follow up with a phone call asking politely if they received the release 
and if so were they perhaps interested in  a story. 

 
- If they do want to cover your story, be available, be punctual and friendly. Media 

work to tight deadlines so respond quickly if they contact you. 
 

http://www.tourismnortheast.com.au/focus-areas/pr/


-  If it’s a radio interview, have three or four short key messages written down and 
at your fingertips as a reminder - make sure you get the chance to say the name 
of your business, the name of the event, the location and how listeners can find 
more information eg. your website 

 
 
Media Famils (familiarisations) 

- These are a fantastic way of offering media direct experience of your product.  
 

- A journalist comes for a couple of days to the region and TNE carefully plans an 
itinerary for them aimed at maximising their experience in a positive way so they 
can go back and write a great story  

 
- If a famil is planned that includes your event, make sure you are ready for them 

and welcoming. Go the extra distance! 
 

- If a photographer has been assigned by the media outlet, be flexible. Do provide 
them with what they need, for example, they may want to ‘set up’ a meal to shoot 
in advance of dinner to capture light and to have time to get the right shot 

 
- Be prepared to offer (within reason) complimentary hospitality  

 
 


