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Welcome! 

Welcome to Media Mastery!  In this Workbook, we‟re going to explore 

nearly 40 secrets and strategies to catapult your business to a whole 

new playing field. 

Becoming a media master offers the opportunity to open the door into 

a new world, one you didn‟t think you could ever get the key for.  I‟m 

here to tell you that you can obtain that key. 

Media Mastery won‟t happen overnight, or even in a few months.  But 

if you take action on the strategies in this Workbook, you will come 

closer to creating new opportunities and increasing your reach using 

the power of free media. 

If you want to become a media master but have been putting it in the 

“too hard” or “one day” basket, now is the time to take action!  

If you are committed to taking action but aren‟t sure what actions will 

yield the best results, you are in the right place.  This Workbook will 

explore nearly 40 Media Mastery secrets and strategies – the same 

ones that I used to obtain over 40 media appearances in less than 

two years.  

You do not need to be well-known or a big name already for the 

media to be interested in you and your story.  If you follow the 

strategies in this Workbook, and invest a little time and focused effort, 

you will set yourself up for great media success. 

 

All businesses can benefit from free media.  But not that many 

businesspeople take the time, energy and attention that is required to 

become media masters.  If you realise that now it‟s time to get serious 

and you put time aside to develop true Media Mastery, this Workbook 

will show you how.  

 

How to use this Workbook 

For ease of use, I‟ve broken this Workbook in two parts.  So the first 

thing is to make sure that you have both parts! 

Each section follows a similar flow: 

Content on what that section is about.  What it is, why it‟s important 

and how you can use it. 

A prompt for you to take action.  This is sub-titled Your Action and 

these are possibly the most important sections of the entire 

Workbook.   

If you do not take action, nothing will change.  You will have simply 

accumulated more information.  Please, please take the prompted 

actions.  I‟ve made Your Action as easy to do as possible (and easy 

to spot – look for the red action man!).  Your Action is where the real 

traction comes from.   
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A word about pace 

There is a lot of material in this Workbook and you should feel free to 

take action at your own pace.  That might mean you download, print 

out and bind the Workbook in a few hours and start work that 

afternoon.  It might mean that you read the material online and create 

electronic files to store your actions, and take one action every day, 

or every week. 

Here are some additional thought-starters when it comes to pacing 

yourself: 

If you are keen to jump into it, remember to pace yourself so you 

don‟t run out of steam partway through.  There is a LOT of material 

and some of it is designed to be done over a period of weeks.  Take 

that time.   

Rushed action that isn‟t thought through can be just as useless as no 

action at all.  “Hasten slowly” is a good mantra. 

Make a commitment to taking focused, deliberate action – don‟t just 

“wing it.”   

Keep a steady pace.  If you set yourself a goal of doing something 

every day for 6 weeks, say, that is an effective way to make sure 

you take action on every single strategy, and you have a clear end 

goal in mind.  

 

Before you start 

You might consider printing out the Workbook (both parts) and either 

binding it or putting it into a folder.  This may make the material more 

accessible than if you simply keep it in an electronic file. 

The take-up rate of downloaded information products is appalling – 

I‟ve read reports that say that less than 5% of downloaded info 

products are ever used all the way through to the end. What a waste! 

Don‟t let that happen to you.  

If you have truly decided that now is the time – you are ready to 

catapult your business onto a whole new playing field by leveraging 

free media – really commit to doing all that it‟s going to take.  

Have a proactive strategy for learning all you need to learn and for 

taking action.  

The odds of you succeeding will explode if you do that.   
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Why Media Mastery? 

You are here because you want something to change in your 

business:  you want greater exposure, you want bigger reach.  You 

want to grow your business, to expand your market, to help more 

people.   

I get that. 

What you may have found is that it isn‟t happening quickly enough – 

or it isn‟t happening at all.   

Your big message is being heard by a pitifully small audience.   

Your life-changing service or product is helping only a handful of 

people.   

You built it and they didn‟t come.   

You followed your passion but the money hasn‟t followed.  Yet! 

You‟re tired of working so hard, for so little return.  You have a big 

dream, after all!   

Tapping into the power and reach of the media is one way to change 

all that.  Appearances on television, on radio and in print have the 

power to explode the size of your audience, and to catapult your 

business onto a whole new playing field.  A playing field with new 

possibilities you can‟t even fathom yet. 

 

You know the power of the media.  And, you want to use it to share 

your big idea with a large audience.  But you just don‟t know how. 

What actions should you take that will yield the best results? 

This Workbook shows you the secrets and strategies to gain Media 

Mastery – the secrets and strategies I used to attract over 40 media 

spots in an 18-month period, a number of which were repeat 

appearances.  

If you follow the secrets and strategies in this Workbook, you will 

have the confidence and capability to attract free media, and make 

the most of every media opportunity.   

To your media success! 
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The Fine Print 

Every quality publication has „em.  And so do we.  Please note. 

Notice of rights 

All rights reserved. No part of this Workbook may be reproduced, 

stored in a retrieval system or transmitted in any form or by any 

means, in whole or in part, without the prior express written 

permission of the author, Jill Chivers (Sunshine Coast, Australia).  

Notice of liability 

The author and publisher have made every effort to ensure the 

accuracy of the information contained herein. However, the 

information contained in this Workbook is sold without warranty, 

either express or implied.  

Neither the author, Shop Your Wardrobe or Your Media Mastery, nor 

its dealers, affiliates or distributors, may be held liable for any 

damages caused either directly or indirectly by the instructions 

contained in this Workbook. 
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Overview of the Three Phases 

Media Mastery is not a single event, done once.  It is a series of 

activities, conducted with conscious thought, over a period of time.  

That‟s what this Workbook is about – giving you the full story, end-to-

end – when it comes to Media Mastery. 

Media Mastery is not simply “getting free publicity.”  Sure, there are 

strategies that will increase the likelihood that you‟ll get some free 

publicity (and we‟ll cover those in this Workbook).  But what are you 

going to do with it once you get it?  Free publicity without proper 

preparation for the interview itself – whether on television, on radio or 

in print – will yield a lukewarm result, at best. 

Media Mastery doesn‟t finish when the interview is over, either.  

Sometimes that is just the beginning of Media Mastery!   

This is why our approach encompasses the three phases of Media 

Mastery. The end-to-end process that, if you follow it, will help you to 

become a master of the media. 

 

 

 

 

 

Each of these phases is covered in this Workbook.  Each phase is 

fully explored through sub-sections, making it really easy to read and 

use the material.  This material is designed for you to interact with it 

and use it.  That‟s the only way it will make any difference to your 

business and your life – if you take action.   

Come on, let‟s go! 

Before your appearance  

During your appearance  

After your appearance  



Media Mastery Part 1   7  

Phase 1: Before Your Media 
Appearance 

This is the first of the three phases of Media Mastery – what you do 

before you secure your first media appearance, whether that‟s on 

radio, on television or in print.   

This is where your Media Mastery journey starts.  

The reason there are so many strategies in this phase – more than 

the number of strategies in the remaining two phases put together – 

is because preparation is the key.  One of my favourite quotes, 

usually attributed to Abraham Lincoln, is, “If I had eight hours to cut 

down a tree, I‟d spend six of them sharpening the axe.”   

Don‟t start whacking away at the tree the moment you step into the 

forest.  You‟ll waste so much energy and time, and the by-product will 

be frustration and disappointment.  

Many people who fail to attract free media or to master the media do 

so because of lack of preparation.  Don‟t let that happen to you.  

Prepare.  Sharpen your axe.  

Let‟s begin!  

Devising Your Media Strategy and Plan 

In this sub-section, we cover two (2) key strategies for developing 

your Media Mastery and making it pay big dividends – developing 

your overarching media strategy and crafting your media plan. 

 

Devising 
Your Media 

Strategy and 
Plan 

1.  Creating your 
overarching media strategy 

2. Developing your media 
plan 
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Strategy #1: Creating your overarching 

media strategy 

What do you seek to achieve with this media coverage you‟re 

pursuing?  Before you send off a single press release or pick up the 

phone to call a radio station, stop and spend some time (it doesn‟t 

need to be a lot) putting together your overarching media strategy. 

If you don‟t know where you‟re headed and why you want to go there, 

it‟s very hard to determine if you‟ve arrived or gotten what you 

wanted.   

So let‟s not wander aimlessly into the land of media.  Let‟s set out a 

trail, a path, a map.  Let‟s consider your strategy, your mission and 

your goals.    

 

A word about “realistic” goals 

I‟m a big believer in setting yourself up to succeed.  In developing an 

overarching media strategy that is achievable.  So you want to 

consider the “sweet spot” that lies between creating a stretch goal 

that will challenge you, and an achievable goal that is within your 

grasp.   

An overarching goal of becoming the next Oprah within 12 months is 

not achievable (even Oprah couldn‟t become Oprah that quickly), and 

setting such a mission for yourself will result in disappointment.  At 

the other end of the spectrum, setting goals that are too small will not 

stretch or excite you.  You need to find your own sweet spot.  I will 

provide a few examples as we step through the Your Action section.     

In this section, you will identify what you want this media attention to 

do for you.  And let‟s make it enjoyable.  And quick. And easy.  

Ready?   

Your Action  

We‟re going to approach this in two steps.  There‟s a purpose to this 

approach, which is that we want to engage your imagination as well 

as your rational mind.  You‟ll get a fuller, more inspiring, result this 

way. 

Step 1.  Sit for a moment and consider what the overarching purpose 

is for you in pursuing interviews on television, on radio and in print.  

What is your ultimate media goal? 

Take a moment and jot down your responses. There‟s a blank page 

coming up for you to use just for this activity.   

[Examples]: Your ultimate media goal may be to become a sought-

after authority in your field.  It may be to raise your profile, or that of 

your business or brand, in general or for a particular audience or 

segment.  It may be to appear in a certain number of interviews per 

month.  It may be to be invited to be a regular contributor or columnist 

on a particular show, newspaper or magazine.  It may be to appear 

on a certain show. It may be to have X% of success with every press 

release you send out. It may be many things – you get to choose! 
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Step 2. Let‟s go on a little mental journey together.   

It‟s worth taking a quick side note here on mental journeys – I‟m 

very big on them.  Why?  Because they are so powerful, and quite 

simply, they work.  In this Workbook you‟ll find that quite a few of the 

Your Action segments contain physical or tangible actions to take, 

as well as mental actions you can use as well. 

I‟m also a big believer in writing things down – in capturing your 

thoughts and feelings and commitments to action.  Often a few 

minutes are all you need to capture the key points.   

This mental journey we‟re going on has two parts to it. 

Part 1. Let‟s imagine you‟ve got the media you wanted – in your 

mind‟s eye, imagine it‟s the day after your big appearance.  It‟s 

happened!  Recall how the experience was for you – what it looked 

like, sounded like, felt like, smelled like.  It‟s all so fresh in your 

memory, isn‟t it?  Yes! 

And now it‟s today.  The day after it‟s happened (or the week after it‟s 

happened). You‟re delighted with the results – you got what you 

wanted! 

What did you get?  Take a moment right now – please doesn‟t delay 

or fob this activity off, it‟s too important and powerful for that.  Jot 

down a few words or phrases that come to mind.  

Your big media appearance has not only happened, but it was a 

success - yay! 

Without editing your response too much, jot down both the tangible 

and non-tangible things that you got from this first big media 

appearance.  

[Examples]: these may include intangible things such as you felt or 

thought a certain way about the interview.  And it may include 

tangible things such as you received a specific response such as your 

enquiries tripled. 

What did you get? 

 

 

 

 

 

Part 2. This time I‟m going to ask you to imagine it‟s one year after 

you first started attracting free media.  You have become a media 

master.  You are delighted with all you have achieved, looking back 

over the year, and smiling with the memory of all your media 

accomplishments.  You are filled with good feelings and rewarding 

thoughts about this past year. 

It‟s one year after your media journey started.  You are delighted with 

what you have achieved.   

What have you achieved? 
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Final pass 

You now have the essence of your overarching media strategy.  

Because the first things that come to mind are often the best, we‟re 

not going to finesse this too much more.  But we do want to take 

another pass, to make sure we‟ve ironed out any kinks and added in 

anything we might have missed. 

Take a few moments to review what you wrote above in the two steps 

above, and do a quick sanity check.  Ask yourself some quick 

questions:  

Have you captured everything? 

Is anything missing? 

Do you need to edit or rewrite some things? 

Are there any other goals you have? 

Do you need to group or organize it in a better way? 

When you look at it, does it truly capture what your overarching media 

strategy is for this year? 

Let‟s now capture, in 2–3 sentences, a handful of bullet points or a 

mind map, your overarching media strategy.   

This is important not only from an intention-setting perspective, but 

from a tracking perspective.  You‟ll know if you got what you wanted 

when you look back at your stake in the ground.   

Here‟s my example: In 2011 my overarching media strategy was 

simple – to attract one quality media appearance every month for the 

year.  12 appearances in total.   

Simple, clear and very trackable.   

How did I do? By August I stopped counting because I‟d achieved 

more than 12 appearances by then.  They just started happening, 

without (seemingly) any effort from me.  That was when the genesis 

of the idea to create Media Mastery formed.  I started to notice certain 

things, patterns and themes.  If I could employ these strategies to 

become a media master, surely others could too! 

And here we are. 

But back to you. Take all the time you need to capture this.  It‟s 

important. What is your overarching media strategy? 
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My overarching media strategy: 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Strategy #2: Developing your media plan 

You now have your overarching media strategy.  Now it‟s time to 

increase the level of specificity.  We‟re clear on the big goals – but 

what are the small tactical steps to achieve them? 

This is where your media plan comes into play.  This is where we 

identify what you‟re going to do and when.   

The media plan is a refinement of your overarching media strategy 

and acts as fuel to guide your actions.  Without a media plan, you can 

hit several avoidable pitfalls.  You might: 

 Miss an important media person who would love to have you 

appear or feature you. 

 Double up your activities and contact a journalist or producer 

twice (this never looks professional). 

 Run out of steam partway through your campaign. 

Avoid those pitfalls by creating a media plan.    

Your Action  

First create a Media file on your computer.  I put mine under a 

general folder called Promotion, but do whatever works for you.  You 

can also split this into sub-sections again, if you like – Television, 

Radio, Print.  I put all of mine in one file and document, but again, 

whatever works for you. 

Once your file is set up, create a document to capture your media 

plan, easily done in Word with a 2- or 3-column table – there are 
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many variations on how you can do this.  I have found that the best 

way to do this is to create your own, which is why I haven‟t given you 

a template here.  It‟s too simple for a template anyway, and part of 

what invests you in this activity is creating your own – something that 

works perfectly for you.  

To give you an idea of how you can do this, below is the media plan 

template (with a few examples) I created for Australian media.  You‟ll 

notice that I‟ve sectioned the table into Television, Radio and Print.   

This document – your media plan – helps in another way.  It‟s a place 

for you to capture the details of new media as you become aware of 

them.  If you‟re reading a magazine supplement you weren‟t aware of 

before and it seems like a great piece of media to target, it‟s so 

simple to jot down the details into your media plan.  Then it‟s there, 

ready for when you want to take action and contact that media. 

In the next strategy, we‟re going to talk about identifying media to 

contact, and that forms a key part in your media plan.  But for now, 

check out one example – mine – of a workable, usable, dynamic 

media plan.  Please note this is an abbreviated example version for 

illustration and inspiration purposes only! 
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Jill’s Media Plan  Australian Media 

What Who When 

Television 

Ch 7 - Sunrise  Call + Email 17 Feb 

Ch 7 – Morning show   

Ch 7 – Today tonight  Done – 2 stories- 17 Jul 

17 and 14 Dec  

Ch 9 – Today  Last contact:  call + email 

25 Mar 

Ch 9 – Mornings  Completed contact form 

20 Sept  

Ch 9 – A Current Affair   

Ch 10 – The Project  Emailed 17 Feb  

Ch 10 – The Circle  Last contact: 11 Feb  

Response received 

Print 

Courier Mail: Q Weekend  Last contact: 17 Feb  

Notebook magazine  Email on 16 May. 

Response required 

Slow magazine  Last Contact: 11 Feb  

Body +  Soul supplement   

Radio 

Mix FM Sunshine Coast  Emailed 9 Apr 

Radio National  Completed contact form 

20 Sept. Response 

received 
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My Media Plan 

Take action now.  Create a Media file, and a Media Plan document.   

Do it today.  Before you finish for the day, make a start, or at the very 

least, create your own template.  You may model it on mine, if you 

like, or make up your own format.   

Just make sure you do it.   

 

 

 

 

 

 

 

We‟re going to take a brief step away from Your Media Plan in the 

next section, but you‟ll understand why once you continue reading.  

We‟ll come back to Your Media Plan in Strategy #4. 

 

Familiarising Yourself with the Media 
Landscape  

In this sub-section, we explore the three (3) strategies for becoming 

very familiar with the media landscape.  You cannot become a media 

master if you don‟t understand the landscape you‟re in, and if you 

haven‟t mapped out the territory you‟re about to traverse.  So let‟s get 

familiar with the media landscape! 

 

 

Familiarising 
Yourself with 

the Media 
Landscape 

3. Consuming a lot of media 

4. Identifying media to 
contact 

5. Noticing what's going on 
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Strategy #3: Consuming a lot of media  

You need to do your homework by becoming an avid consumer of 

media.  There are some key benefits to doing this before you 

approach a single producer or journalist: 

 You‟ll learn about the kinds of stories they like to cover and 

produce regularly.  You‟ll need this info to prepare your pitch 

(more on that in an upcoming strategy). 

 You‟ll discover shows and segments you didn‟t know existed – 

shows and segments that are always looking for great story 

ideas. 

 You‟ll be equipped to craft your pitch with show- and segment-

specific language and lingo that will mark you as a well-

researched professional, worthy of consideration. 

 You‟ll come across as a professional who‟s done your 

homework.  Always a good impression! 

Your Action  

I recommend you do this for one month minimum.  Before you make 

an approach to any media, spend 4–6 weeks consuming all kinds of 

media  including the shows and publications you wouldn‟t normally 

listen to, watch or read. 

Watch a lot of television.  Take note of particular shows that 

might be a good fit for your story.  This is how I landed a 4- 

minute segment on Australia‟s Ten News at 5 – they have a 

segment called Something Extra at 5.55 pm, which I wasn‟t aware 

of until I watched the show for a few days.  I started to notice the 

themes in the stories they covered (human interest stories) – a 

perfect fit for me and my story.   

You‟ll discover all kinds of shows, and segments on particular 

shows, that would be a great fit for your story.  Make sure you 

watch free-to-air and cable/satellite shows (if you have the latter). 

When you start to really do this activity, you‟ll be amazed at how 

many shows exist.  And all of them need content – interesting 

stories to fill up their air time.  Watch, watch, watch. 

 

Listen to a lot of radio.  You‟ll discover that radio is broken into 

time segments throughout the day, and many of those time 

segments are further categorized.  Keep an ear out for segments 

that might work for your story.  This is how I appeared for a 10-

minute segment on Australia‟s Radio National (the U.S. 

equivalent would be NPR).  They had a Listener Story every 

morning during the 9.00–11.00 am segment.  I researched the 

kinds of stories that had appeared in the last few weeks, and it 

was obvious that my story would be a beautiful fit.   

You‟ll discover all kinds of segments and shows on radio, many of 

which will be a perfect fit for your story.  If you have satellite (paid) 

radio, listen to it as well as free-to-air radio.  On free-to-air, listen 

to both AM and FM stations.  You‟ll start to notice how many 

shows and segments there are!  All of them need stories to fill up 

air time.  Your story could be just what they are looking for. Listen, 

listen, listen. 
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Read a lot of newspapers – including their supplements and lift-

outs – and magazines.  Print media is the one area I haven‟t had 

as much exposure in (to date), but the same principles apply as 

do for television and radio.  There are a lot of pages to be filled 

out there, people!  Dailies, weeklies, monthlies, quarterlies, bi-

annuals – there are a lot of printed words being produced.  Why 

can‟t your story be one of them?  It can – but you need to do your 

research first.  Read, read, read. 

 

Take notes!  It‟s not enough to simply watch, listen and read.  

You need to capture the details of the shows, segments, and print 

media.  Why?  So you can contact them, of course.   

 

One way you can capture all of this watching, listening and reading is 

in your Media Plan template, from Strategy #2.  Create the template 

first – then start to populate it with data as you watch, watch, watch, 

listen, listen, listen and read, read, read.   

Your template might be modelled on the one I use (Strategy #2 and 

below), where you are capturing details in the left (and maybe middle) 

column. Or you may devise your own template and system. 

However you do it, capture the details of shows and segments that 

you are watching, listening to and reading. This will be a goldmine of 

information for you for when you make your media pitch.  
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What Who When 

Television 

   

   

   

   

   

   

   

   

   

Print 

   

   

   

   

   

Radio 
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Strategy #4: Identifying media to contact 

Part of your media plan is identifying who to contact – located in the 

middle column in the example media plan of mine (Jill‟s Australian 

media plan) in Strategy #2 (Your Media Plan). 

As you know, I am not a media insider.  My claim to fame is that I am 

an entrepreneur, an ex-corporate warrior, a consumer (not creator) of 

media – just like you.  But here‟s what I‟ve noticed: people in media 

seem to move around quite a bit.  Someone may be a producer on 

the Today show for a year or so, and then they move on to another 

show.  They might be a journalist for a big broadsheet, and then they 

become the editor of a monthly magazine.   

This is why buying lists of media to contact can be a tricky business.  

Now, I‟m not saying don‟t do that – as long as the lists are kept up to 

date this can be a good strategy.  It all depends on how much time 

and money you have. 

On buying media lists 

There are online services where you can purchase media lists.  They 

are usually grouped into sections (such as Business, Lifestyle, 

Family, Health, and so on). Each list may have dozens through to 

hundreds of contacts in it, depending on which geographic region it 

covers.  These services vary in price, but they seem to average 

between $150 to $500 per list.  

If you have a few dollars to spare and are particularly short on time, 

this can be a good way to go. 

I didn‟t do that.  I did it the time-intensive, dollar-saving way.   

Whichever way you do it, there is no guarantee your approach is 

going to work, which is where the other strategies in Phase 1 come 

in.  So, whether you buy a list of media contacts, or generate it 

yourself, you still have to do the rest of the things in Phase 1 to have 

a chance at succeeding and becoming a media master.  Buying a list 

of media contacts does not guarantee you success or bring you 

closer to the end game in and of itself – that‟s all I‟m saying here. 

So, back to identifying media to contact.  What this strategy is about 

is identifying specific people to contact within your targeted media.   

If you want to buy a list of media contacts in your chosen area, then 

you can read the rest of this section for interest‟s sake only. 

If you choose to save your dollars and identify people directly, here‟s 

how to do it. 

You have crafted your Media Plan template (Strategy #2).  You have 

been researching all the various media out there you can approach 

(Strategy #3).  Now it‟s time to start gathering the info you need to 

make the contact. 

Your Action  

The internet is your best friend here.  It is amazing what a Google 

search will yield, particularly if you are tenacious.  Sometimes the info 

you need is right there on that media‟s website.  Sometimes you need 

to hunt around for it.  But usually it‟s findable. 

What are you looking for?  Here‟s what you need: 
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 A phone number – of the station (for TV and radio) or 

newspaper/magazine.  Depending on the size of the station or 

publication you‟re contacting, there may be a dedicated 

number for the show or segment you want to contact. 

 Email addresses – note the plural.  The best email addresses 

are specific to a person or role – not a generic email address 

(such as news@skynews.com, for instance).   

 A person‟s name – the producer, editor, or journalist 

specifically.  If you are contacting a large show or publication, 

you need to identify which section of the show/publication you 

need to be in contact with (e.g.: business, health, consumer 

issues, fashion and so on). 

If you use Google search terms such as [nameofshow] contact (e.g.: 

Ten News contact or 7pm Project contact), it will often take you 

straight to a contact page with the info you need on it. 

I came across a great variety of contact info when I researched who 

to contact for my media plan. 

Sometimes journalist‟s names, email addresses and phone numbers 

were listed in plain sight, and sometimes I had to hunt for them – they 

might be several pages deep, or on a FAQ page (rather than the 

Contact page).  Look at every page – the ones that seem obvious and 

the less obvious ones.  I even found contact details on a Policy page 

once.  

Remember also that some journalists are freelance and/or they wear 

many hats.  If you can locate a particular journalist‟s name, you can 

Google them and perhaps find their contact details through their 

Facebook page or their blog.  I once identified an editor for the 

Sydney Morning Herald through her personal blog, which was a blog 

she wrote for mothers of toddlers. 

Remember, all you are doing for now is taking down the details.  You 

are NOT making any phone calls or sending any emails.  Not yet.   

This is data capture only. 

You‟re not ready to make an approach yet.  But you need the info at 

your fingertips for when you are ready. 

So for now – capture everything: every name and phone number, 

every email address, and where there are only contact form details, 

capture the URL (link) for that page.  Yes – copy and paste the info 

right into your Media Plan Template. 

Contact forms 

The general wisdom seems to be that these are useless – nobody 

reads them, let alone responds to them. To that I say “Salt Lake City 

ABC4” and “ABC Radio National”.  Those are two shows (well, three, 

really – I appeared on two shows in Salt Lake City) that responded to 

my completed contact form. 

To put that in context, out of over 20 TV shows and networks where I 

completed a contact form, only one responded in the positive.  But 

sometimes that‟s all you need – one.   

So do use contact forms, but be aware that they are generally less 

likely to yield a positive result than a focused phone call followed up 

with a targeted email pitch. 

Open up your Media Plan Template.  Start to capture names, email 

addresses, phone numbers and URLs (links) of contact pages.   
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Who I’m Going to Contact 

What Who When 

Television 

   

   

   

   

   

   

   

   

   

Print 

   

   

   

   

   

Radio 
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Strategy #5: Noticing what’s going on 

An easy way to have your story picked up or your words quoted is to 

relate your pitch to current events.  This approach is successful 

because you are literally starting where the journalists and producers 

are right now.   

If they (the journalists, editors and producers) are interested in Issue 

X, and your pitch is smack bang in the middle of Issue X, it‟s so much 

easier for them to say YES to you. 

If your story is too left of centre, or completely out of the ballpark, then 

the media you contact are much more likely to file your pitch or press 

release in the circular filing cabinet.  They won‟t even skim it, let alone 

read it.  

Make it easy for them to say yes to you.  Do your homework.  Open a 

newspaper or watch the evening news.  Listen to radio broadcasts or 

scan an online news site.  That will give you plenty of places to start.  

And here are a few others: 

 What‟s happening in the economy right now? The economy is 

always news – no matter whether it‟s good, bad or plain ugly.  

Segment this into smaller categories such as corporate and 

business economic issues, personal finance, home owner 

finance (interest rates, etc.) and so on. 

 Is there a particular community issue that you can hook your 

approach to?  Is something closing down, being developed, 

re-opening, causing conflict or concern?   

 As much as I personally loathe it, you can‟t deny the pulling 

power of this one.  What celebrity gossip angle can you take 

advantage of?  Who‟s doing what to whom?  Who‟s breaking 

up? Getting together? Getting caught? Making millions? 

Losing millions?  Part of a cult? Shaving their head? Getting 

tattoos?  Learning to pilot a helicopter? Wearing something 

fabulous/hideous? There is an endless appetite for celebrity 

gossip (if you have the stomach for it)! 

 What is happening in local, state or national politics right now?  

The government and politicians are always in the news!  Think 

education and schools, health and hospitals, roads and 

transport, emergency services – what‟s going on in those 

areas that your story could be linked to? 

 What seasonal events or holidays are coming up that you can 

link your story to?  Events and holidays that always end up 

being covered in the news include: Christmas, New Year‟s 

Eve, Mother‟s Day, Father‟s Day, Valentine‟s Day, back to 

school, Easter.   

 Look at country- and region-specific holidays like 

Independence Day, Thanksgiving, Remembrance Day, 

Australia Day, ANZAC Day, Canada Day, Armistice Day, 

Queen‟s Birthday, bank holidays, Labour Day, St Patrick‟s 

Day, Victoria Day, St Andrew‟s Day, All Saints Day, Clean Up 

Australia Day, and so on.   

 Also think of local holidays such as those that celebrate 

carnivals, festivals, shows and fairs.   

 Also think about events like National Breast Cancer Week, 

International Women‟s Day, Reading Week, Men‟s Health 

Week, No Spending Day, Earth Day, and so on.  There are 

endless holidays and special events throughout the year that 

you can hook your story to! 

 Key sporting events are also prompts to hook your story to.  

The major sports have key events in their calendars – what 

can you hook your story to?  Think football (all codes/kinds), 

baseball, basketball, hockey, cricket, tennis, golf – to name a 

few.   
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 Global events such as royal weddings are also good 

opportunities to widen your net when it comes to story hooks.  

Some global events are harder to hook to, so be careful about 

stories involving devastation such as floods, fires, tornadoes, 

hurricanes, tsunamis, famine, civil unrest and war.   

 Changes in season are often wonderful opportunities to slant 

your story.  Just in case you need a quick recap of the 

seasons – think summer (heat, holidays, pools, beaches, 

camping), spring (clean-outs, back to school), autumn/fall 

(changing leaves, preparing for winter), winter (snow, morning 

chills, cold snaps)... 

 What social issues are top of the pops right now?  There are 

endless sub-segments you can explore! Here are a few I 

came up with (and yes, some are obscure or tongue-in-cheek 

– but you get the idea of how you can approach this exercise).  

Your list will be much longer, and will be targeted at your 

audience.  Think about issues affecting children.  Teenagers.  

Toddlers.  Tween girls with body image issues. Children who 

are being bullied at school. Boys who spend over 4 hours a 

day on the internet or gaming. Families. Families living on one 

income.  Families living in the city. Families who home school.  

Single women. Married women. Women over 30. Women over 

40.  Women re-entering the workforce. Women with freckles. 

Women of colour. Women who‟ve had plastic surgery.  

Women who have chosen to “age naturally”. Single dads. Men 

who live with other men but who are straight. Men who 

commute to work.  Men who have a time-consuming hobby. 

Men who have a “second” fatherhood. Men who work in 

“female” professions.  Gay couples.  Gay men who work in 

“macho” professions.  Childless double-income couples.  You 

could spend an hour and come up with a fabulous list of social 

issues impacting on particular segments that are of interest to 

the media you are about to contact.  This is also great practice 

for coming up with a compelling media pitch – which we‟ll be 

discussing in an upcoming segment.   

 What other broad areas could you brainstorm about? 

Your Action  

Brainstorm a list of 10100 current/topical issues you are reading 

about, watching, listening to and live-streaming.  Segment this into 

usable categories. 

When you prepare your media pitch, you will be able to relate it to a 

current issue or event.   

Remember that if the media is already “onto it”, including you in their 

story is much easier to do. And that‟s what we want to achieve – 

making it easy for a journalist, editor or producer to say YES to your 

story.  

I‟ve left some space for you to capture your brainstormed ideas here.  

Or take a fresh large piece of paper and hop to it! 
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Collecting the Raw Ingredients  

In this sub-section, we get into the three (3) strategies for laying out 

the raw ingredients you‟ll need when you contact the media.  Without 

these ingredients, you can‟t make your media cake.   

 

 

Strategy #6: Crafting your interesting story 

It may seem like the media is in the information business, but they‟re 

not.  They are really in the entertainment business.  Whatever else 

the media does, it is there to entertain – first and foremost.  It is there 

to keep our attention, by fair means or foul.   

What this means is if your media pitch and story isn‟t interesting, you 

don‟t stand a chance.  

Something about your approach has to be fascinating, whether that is 

your story itself, how you make your approach or something about 

you personally.  No matter what it is, you have to make it interesting.   

Occasionally, less-than-scintillating stories make it onto the news, 

sure.  But they don‟t make it twice.  And if one of your Media Mastery 

goals is to have multiple appearances in the media, then your story 

needs to be interesting. 

This is another reason I suggest you do all that watching, listening 

and reading (Strategy #3) – you‟ll be tuning in to what the media think 

is interesting.  You can then use aspects of what you are watching, 

listening to and reading in your own approach to media.   

What‟s interesting is obviously subjective – what you find interesting, I 

might find dead boring.  But it is possible to find an angle or approach 

to your story that a large proportion of people would find interesting. 

Sometimes “interesting” is to be found in the words that you use and 

how you organize them in your pitch.  

Collecting 
the Raw 

Ingredients 

6. Crafting your interesting story 

7. Claiming your expertise 

8. Preparing your killer press 
release 
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Your Action  Who has an interesting story 

and why?  

Here‟s a short exercise for you, to warm you up for crafting your own 

interesting story.  Who has an interesting story, and what makes it so 

interesting?  

Jot down the story and the factors that make it interesting.  Then we‟ll 

look at YOUR story to start pulling together the elements that make it 

interesting. 

If you need some thought-starters on where to look for interesting 

stories, try these: 

 Sit for a moment and recall the stories that have stayed in 

your mind.  These might be from the last few days, the last 

few months, or they may be years old.  If they stuck in your 

mind, there‟s something memorable about them – what made 

them so memorable, and so worthy of your attention? 

 Pick up the newspaper and scan through it, including its 

supplements.  Stop at any story that captures your attention.   

 Watch a television magazine/current affairs show (or the 

news) for at least three nights.  Have a pad and pen with you, 

and rate the stories on a scale of 1 (not interesting) through to 

10 (fascinating and compelling).  The stories that rate higher 

than 7 – what makes them so interesting?  

 Listen to a talk radio station (one that plays very little music).  

Rate the stories on a scale of 1–10 (like the TV activity 

above), and jot down the qualities of the stories that rate 

higher than a 7. 

 Do an internet search on “most interesting stories” or “most 

watched stories” or “most read stories” – refine your search if 

need be.  Scan through the list of stories you find, and pick out 

the common qualities of the most interesting/watched/read 

stories. 

 Talk to friends and family and ask them to recount for you the 

most interesting stories they have seen, heard or read about 

in the media in the last month (or the last year, or the last 

decade).  Ask them what it is about THAT story (stories) that 

make it (them) so interesting.  Capture those qualities – write 

them down.  
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Your interesting story  

What are the elements of your own interesting story?  Jot them down 

either as a list, a few sentences, or a mind map.  This will be key data 

to feed into your killer press release, and to use when you 

communicate with people in the media by phone and email.  If you 

don‟t know what‟s interesting about your story, and can‟t articulate it 

in a few sentences or seconds – how will they? 

Take the time now, and start capturing what makes your story so 

interesting.  This is no time to be mild or modest, mind! 

There are 5 universal elements to any story, whether that appears in 

a movie, on stage or in your press release.  Go through each of these 

for your story. 

1. Who?  Every good story has characters – heroes, support acts, 

villains.  Tell us about you as the central protagonist of your story! 

Are there any other central characters we need to know about? 

2. Where and when?  Fascinating stories have a sense of place and 

time.  Even if the framework of the story is timeless (which many 

„challenge‟ stories are), tell us where and when it took place. 

3. What?  In a story, this would constitute the problem or conflict that 

occurred that our hero has to contend with.  What problem, issue, 

difficulty, dispute, conflict, challenge, test or threat does your story 

contain? 

4. How?  Now we know what the problem or challenge was we need 

to know how our hero goes about dealing with it.  How did you go 

about dealing with your challenge, problem, test or difficulty? This 

is often the most compelling part of any story. 

5. Why? This is often referred to as the moral of the story although 

what it is really about is the “take away”.  What did our hero learn? 

Why is that important? 

Here‟s my own example: 

Who: me – Jill Chivers, Australian shopaholic. 

Where and when: December 15, 2009 – that‟s when my challenge 

officially began (book-ended by December 15, 2010 – when my 

challenge officially ended).  Australia, but featuring key locations 

around the world. 

What: My shopping was spiralling out of control and I didn‟t know 

why. 

How: I took a year without clothes shopping. A drastic step in almost 

anyone‟s book. 

Why: Life is too important to be spent – life is to be lived. (There are 

quite a few take aways from my story, so this is one example only.  

My why now is much more global, such as we collectively spent $4.2 

trillion in impulse (unplanned) purchases in 2010.  But you get the 

idea of the why). 

That‟s my story in a nutshell.   

Take some time now and sketch out the elements of your 

interesting story.   

Use the above universal elements of any story as your guide, but feel 

free to go where the story takes you. 
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This is also a good exercise to road test with friends and family.  Ask 

them what they believe is so interesting about your story.  You may 

be surprised at what you discover!  Fold that into your dynamic, living 

story.  We‟ll be using it soon! 

 

Strategy #7: Claiming your expertise 

Linked to your interesting story is your expertise and what you stand 

for.  This is something you need to identify and become very clear 

about if you are seeking to attract multiple appearances in the media 

or to become known and sought out as a subject matter expert to 

contribute to stories. 

This is not time for false modesty or to be bashful.  This is not time to 

be sheepish or to skirt around what you‟re good at and can 

contribute.  This is not a time to be mild.   

The people you are contacting in the media are usually short on time 

and their attention spans run to seconds, not minutes.  If you want to 

capture their attention, you‟ll need to be clear on what you are super-

good at and what you are about.  In short – what is your expertise, 

and what do you believe? 

Make it easy for the media you contact to understand what your 

expertise is and what you are about.  How to do this? 

Prepare. 

Let‟s do some preparation right now.  Let‟s capture your area of 

expertise, as it relates to the media pitch you are going to make.  For 

instance, if you are going to approach the media about your new line 

of animal print gardening tools, then you don‟t need to tell them you‟re 

a great trail bike rider, yeah? 
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What you believe in 

Related to your expertise is what you believe in.  What are you 

about?  What are your bold beliefs?  What is the most provocative or 

audacious statement you can make about what you believe? And 

what facts, data and statistics relate to and bolster your story and 

beliefs? 

When you identify and use this information, it makes it easy for 

journalists and producers to use you.  Many media are looking for 

information in sound bites – short, snappy snippets that can be used 

to promote your interview and be used in headlines. 

Let me give you an example. If I‟m an expert in shopping, and 

overshopping in particular, I might want to include in my media 

approach a big bold statement related to my expertise, such as “most 

women do not know how to shop well.”  Or I might want to include an 

attention-grabbing statistic, such as “One in 12 women are 

shopaholics” or “Impulse spending in 2010 was 4.2 trillion dollars.”  

These statements capture attention and result in curiosity and people 

wanting to know more.  

What are your big bold beliefs or statements? 

 

Your Action  

In the space below, capture your areas of (relevant) expertise and 

what you believe in.  Write it out prose-like, jot down some bullet 

points or do a mind map.  However you do it is fine – just make sure 

you do it.  Consider these: 

 What are you good at? What elements of your gifts or how 

you use/apply them is unique? 

 What do you understand that others find difficult to 

understand? 

 What can you do that not everyone can do?  What do you 

see, hear and feel that others do not easily see, hear and 

feel? 

 What do you have experience doing that not everyone has 

experience in? 

 What have you practiced doing, for hours, days, weeks or 

even years, so that you can legitimately claim the title of 

„expert‟ in this area? 

This is not an extensive list of questions to claim your expertise, so 

please use them as a jumping off point to go where this exploration 

takes you. 

And remember to fold in the questions about what you believe in!  

We‟ll be including this piece as a key ingredient in your killer press 

release.  That‟s next. 



Media Mastery Part 1   28  

Strategy #8: Preparing your killer media 

pitch or press release 

Media insiders often like to differentiate between a media pitch and a 

press release.  I didn‟t do that – after all, one of my advantages was 

that I was NOT a media insider or a publicist.   

I am less concerned about what something is called and whether it 

has three hash tags (###) at the end of it (which many technical press 

releases are supposed to have).  I am more concerned that it has the 

right information in it and that it is written and organized in a way that 

captures attention.   

The key elements to feed into your media pitch are these.  Now, 

these are not the sections you will be using – these are just the raw 

data you will be using to craft your media pitch: 

 Your interesting story 

 Your expertise 

 What you can do for them 

 Why other people would be interested in this 

 Possible hooks for the story 

 Your contact details 

 

Make sure you have all those pieces of information handy – because 

we‟re about to start pulling your killer press release together. 

So long as your approach to the media has the above items in it, it is 

an appropriate document to send to them.  After all, they know you 

are not in the publicity game, so they won‟t be expecting a technical 

document from you – in fact, this is one of your charms – that you are 

a non media/PR person who has crafted their story themselves.   

So, let‟s talk about how to organize your press release and how to 

write it.  (I am going to use the term “press release” here to describe 

the document that you prepare as your calling card to approach the 

media.) 

 

Organising your press release 

The way to start writing your press release is to organize it into 

sections first.  Once you have the template/format, then you can start 

populating it with data.  

The whole idea of organizing your press release is: 

 You make it easy to read.  It‟s well laid out and easy on the 

eyes.  If you follow the template below, it‟s also familiar to the 

journalist, editor or producer (at least in format) which will 

mean they don‟t have to struggle to follow your story or logic.   

 You make it compelling to read.  The headline makes you 

want to read the sub-heading, which makes you want to read 

the first paragraph and so on.   

 We create a funnel of information, from broad to more 

specific, leading the reader from top to bottom. 

Your press release should fit on one page. There should be five 

sections: 
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1. The headline.  This needs to capture the essence of the rest 

of the document and make them want to read more.  An 

arresting, compelling headline is essential if you want them to 

read any more of your press release.  My headline was “A 

Year Without Shopping.” 

2. The sub-heading.  This expands on the heading a bit, but 

doesn‟t give too much away.  My sub-heading was “Australian 

Shopaholic Completes The Shopping Equivalent of Climbing 

Kilimanjaro.” 

3. The first paragraph.  Often called the lead paragraph, we are 

starting to give away more information, but not too much – just 

enough to keep them reading.  This paragraph should expand 

on your sub-heading, giving the high-level “who, what, when, 

where” of your story.  The lead paragraph should be 2–3 

sentences maximum. 

4. The middle section.  This has 2–4 paragraphs in it 

(depending on length).  This is where you give them more info 

about your story (more “who,” “what,” “when” or “where” 

depending on the most compelling aspects of your pitch).  You 

can also include substantiating facts or statistics, more about 

your product/service and what difference it makes (and to 

whom).  A direct quote is also great here, whether it‟s from 

you or a customer or a third party whose quoted words add 

something unique and significant (e.g.: an expert or industry 

insider).  This is the “guts” of your press release. 

5. Your contact details and availability.  Provide every single 

possible way they can contact you – at least an email address 

and phone number.  I also included my web details, my Skype 

ID, my Facebook page details and my Twitter handle.  I also 

included a photo.  If there were any limitations to contacting 

me – such as I was only in their area for a few days – I 

included that in bold.  Make it easy for them to contact you!  

And related to this is a point that probably is obvious but let 

me make it crystal clear: make sure you are available during 

the times the journalist, editor or producer might contact you! 

Keep your phone switched on and by your side, and check 

your emails frequently.  

 

Writing your press release 

Now that you have a template for your data to go into, you‟re ready to 

write it!  There are services which, for a fee, will do the writing for you.  

In many cases, you don‟t need to have someone else write it for you 

– it will work just as well, if not better, if you craft it yourself. 

What you might want to consider are these things: 

 Your first draft will not be your last.  All writing is re-writing, a 

wise writer once said.  Prepare for a few iterations before you 

come to the final one. 

 Keep each sentence short and punchy.  The people reading it 

 well, they won’t be reading it but skimming it, at least the 

first time through.  So make it easy for them to get a grasp of 

what you‟re saying by providing short succinct sentences. 

 Inject some individuality into the piece.  This isn‟t a dusty, dry 

proposal – this is a living, dynamic document that represents 

YOU.  What elements of YOU are in the document?  Give it 

some personality! 

 Use white space and bullet points to make the page easy to 

scan.  Sometimes journalist prefer key points such as Who, 

What, When, Where and Why to be bulleted, with concise 



Media Mastery Part 1   30  

responses to each.  This formatting gives the document a high 

scanability factor. 

 Read your draft press release from the perspective of 

newsworthiness and interest.  Give it a ranking out of ten – 10 

being “very” and 1 being “not at all”.  If it scores less than 7, 

rework it so it has a newsy and more compelling feel to it.  

This document should not read like a sales pitch or a product 

description – it should read like a piece of up-to-the-minute 

news.  It should have a “this just happened” or “this is 

happening right now” or “this is just about to happen” feel to it. 

 Ask at least one person (preferably two or three people) to 

read and critique it.  You want to know what works and what 

doesn‟t.  Were they interested from the heading onward?  

Where did it get a bit boring?  What could be sharpened up?  

What needs to be deleted?  Refine, refine, refine based on 

that feedback. 

 If you include a photo or image in the press release, also 

attach it as a low resolution photograph (JPEG) to your email, 

with an offer to provide them with a high resolution image (this 

will also help you to gauge their interest if they say yes). 

 This is not a hard and fast rule, but consider using a simple 

and easy to read font such as Times New Roman in 12 point.  

That font and size are certainly easy to read, which increases 

the likelihood that the journalist, editor or producer will scan 

the document. 

 Print it out and look at how it appears on the page.  How 

things look on the screen and how they look on paper can 

differ in small but significant ways. 

 Read it out loud. How does it sound?  It should be informative 

and have a slight conversational edge to it.  This isn‟t an 

annual report – this is a document you want to ENGAGE 

someone with.  Does it engage? 

 Be confident.  It‟s often tempting to think that we need other 

people – experts – to do things like this for us.  What if you 

knew that you could write a compelling press release that 

would capture the attention of your ideal media?  What if that 

were true?  Assume that it is, and write from that place. 

Your Action  

Your main activity here will be an off-Workbook one, where you craft 

your press release in word-processing software like Microsoft Word.  

Here is how I suggest you proceed: 

 Gather all the pieces of data you need to write it: 

o Your interesting story 

o Your expertise 

o What you can do for them 

o Why other people would be interested in this 

o Possible hooks for the story 

o Your contact details 

 Organise your press release into the five sections 

 Start populating each section with your raw data 

 Review, edit, refine, edit again, refine, finalize 

Once you have your press release in shape, it will form the basis of 

many, if not all, your communications with the media.  Sure, you‟ll 

modify and customize and update it over time.  But its basic shape 

and structure will likely stay the same, so it‟s worth putting the time 

and effort into getting it right. 
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Laying the Groundwork for Action 

In this sub-section, we explore the three (3) strategies for laying the 

groundwork for action.  Before you pick up the phone or put fingers to 

the keyboard, you need to have this information! 

Strategy #9: Making contact 

The two main ways that you make contact with the media are via 

email and phone.  I used a combination of both with great success.   

Phone 

This is often the best way to start your approach – you want to know if 

your story is of interest to them before you send any more 

information, and it‟s also one of the best ways to get an email address 

for a real person, rather than a general email address which possibly 

nobody really checks. 

Picking up the phone and talking to a media outlet can be one scary 

activity.  I know – I‟ve done it many times.  So here are some tips to 

make it easier: 

 Know that it is one of the most effective ways of 

communicating.  If you don‟t do this, you quite possibly won‟t 

receive any media attention.  Aren‟t a few initial butterflies in 

the stomach worth it? 

 Remind yourself of why you want this media attention.  If you 

truly believe your story is interesting and media-worthy, then 

put your nerves aside for right now (“get over it” in modern 

parlance) and just do it. 

 Have your end goal in mind.  Why are you doing this? Why is 

THAT important? 

 Have your written materials ready – if the editor, journalist or 

producer is interested in your story, you don‟t want to be 

casting around trying to pull it all together.  You want it to have 

it ready to go, sendable within minutes. 

Laying the 
Groundwork 

for Action 
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10. Following up 

11. Getting important 
information 
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 Jot down some quick notes to cover the first 30 seconds of 

your call; these will help if you get a bit nervous and will also 

keep you on track during the call. 

 Think about the timing of your call.  Late in the day is often not 

ideal as journalists, editors and producers are either finished 

for the day (if they work on an early show or edition, for 

instance) or preparing for that evening‟s broadcast or edition.  

Mid-morning is often an ideal time to catch many journalists 

and producers.   

 Still on timing, make sure you are aware of what‟s making 

news the day you call.  If a major event has just occurred 

(such as an election has been just been called, a big celebrity 

has died, a fire has razed a school, a despotic leader of a 

third-world country has gone on a rampage), then it‟s not a 

good day to make contact.  All eyes, ears and hands will be 

focused on THAT story, and yours will get lost or pushed to 

the side. 

 You don‟t need to know the specific person‟s name to get 

through to the right person.  Ask to speak to someone from 

the show/segment you‟re interested in. For example, if you 

have phoned and asked to speak to New Day NW, the person 

who answers the phone will be able to direct your call more 

specifically or give you the information you need. 

 If you are phoning a general number, you need to know the 

name of the show or segment you want to be put in touch 

with, and you need to be ready to ask for the person who‟s in 

charge of that specific area, if asked.  For example, don‟t 

phone the TV station and ask if “anyone there is interested in 

your story”.  It‟s too vague and too general.  Ask to speak to 

someone from the show or segment you‟re interested in. An 

example is phoning the general number of a television station.  

When the receptionist answers, simply ask for your show – 

“Good morning – could you please put me through to ‘New 

Day NW’ thank you”.  If they ask for a person in particular, ask 

for the producer and perhaps add that you have a story they 

may be interested in.   

 If you‟re phoning a television or radio station, you generally 

want to speak to a producer from the show you‟re interested 

in.  If there‟s a specific reporter you know covers your area, 

you can ask to speak to them. Don‟t ask to speak to the on-air 

presenter.  

 If you‟re phoning a newspaper or magazine, ask to speak to 

the journalist or editor who covers your area or the section 

you‟re interested in.   

 Before you jump into your pitch, introduce yourself briefly and 

then make sure you‟re speaking to the right person and that 

they have time to talk to you.  Something like “I have a story 

about shopping and shopaholics and thought it might be 

interesting for ‘Something Extra’ – do you have a couple of 

minutes now to talk about it and see if it’s of interest?” works 

well.  If they say no, ask for a time you can call back and for 

the best number to contact them. 

 Whether they say yes, no or maybe – get their details!  Ask for 

their name (check spelling), the best phone number for them 

(many will give you their direct extensions) and the best email 

address (ditto).  Read back EVERYTHING to make sure you 

have the details correct  this also something that 

professionals do, so they‟ll expect it and not be annoyed. 

 If you are pitching to a television network or show, think about 

the visual element of your story.  You won‟t have to come up 

with all these ideas yourself, but it helps if you are prepared to 

at least answer responsively to questions the journalist or 

producer will have about the “visual appeal” of the story.  If the 

only visuals the story offers is you talking to the camera, it 
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won‟t be enough – they will want to “tell the story in pictures,” 

so consider what your “moving pictures” might be, and be 

ready to contribute them when you talk to the producer. For 

example, if I‟m appearing on a story about being a recovering 

shopaholic, I might have ideas about visuals including: rifling 

through clothing in my overflowing wardrobe and walking 

resolutely past stores. 

 Rehearse.  Pretend to pick up the phone, and go through your 

opening words.  If you are calling a switchboard then rehearse 

that part of the call, as well as what you‟ll say when a 

producer or journalist comes on the line.  Rehearse at least 

twice (it‟s only going to be a few minutes each time) – up to 5 

times if you need to.  This will pay huge dividends for when 

you actually get the journalist, editor or producer on the line.  

Get your initial pitch (the outline and overview of your story) 

down to under a minute. 

 Your rehearsal will have prepared you to keep your pitch to a 

minute or less.  Stick to that.  If tempted to babble (those 

damn butterflies may not have flown away just yet), make 

yourself remain silent and count to five – wait for their 

response before rushing in to talk some more about how 

compellingly fabulous your story is. 

 If they are interested, they‟ll more than likely tell you what they 

want you to do, but if they aren‟t as specific as you need, ask 

for more.  Ask for the best person to email, ask for the specific 

email address (and check the spelling), ask for any timeframe 

information, and ask for when the story might be slated for 

(“so you might put it to air next week, then?”).  If they are 

sending a journalist and a cameraman or crew out to you, ask 

for at least the name of the point person (usually the 

journalist) and their phone number, so you can be in touch on 

the day if you need to.  This seems like a lot to ask for, but 

these are things professionals ask for, and you don‟t want to 

be floundering on the day of the interview with too little 

information, which will make you even more nervous. 

 Use your Media Plan and make sure you keep your 

information straight.  If you are making one call after another, 

it can be all too easy to get a bit mixed up, especially if you 

are leaving messages.  Take quality, detailed notes.  If you 

are leaving a message for a journalist, write down their name, 

so when/if they call you back, you can locate them 

immediately, and be able to refer to their specific show or 

publication.  If you are talking to a newspaper, refer to the 

specific section where your story might fit.  When talking to TV 

people, it‟s “viewers”, on radio it‟s “listeners” and in print it‟s 

“readers” – obvious now, but easy enough to mix up if you are 

calling a variety of media outlets in one sitting.   

 Remember that journalists and producers are people too.  

Sure you might feel slightly terrified or intimidated by them 

because they seem to have so much power – but they are 

often very nice people who are trying to do their jobs as well 

as they can.  They often appreciate the human touch, a bit of 

humour, energy and enthusiasm, and offers to help them.  

Feel free to ask them a few questions, including what they are 

working on right now and how you can help them.   

 Make sure you‟re clear on what the next steps are for after 

you get off the phone.  Repeat them back to the 

journalist/producer – as briefly and succinctly as you can.  

This is where taking good notes during the call comes in.   

 Do what you say you‟ll do.  If you promised to email them with 

your pitch and some photos, do it straight away, or well within 

the timeframe you specified.  I like straight away – before you 

do one more thing or make one more call.  That way, you 
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have the details of the call fresh in your mind and you‟re less 

likely to miss something or make a mistake.  

 Remember that journalists and producers are working to a 

deadline.  Get them the info they requested quickly and 

thoroughly.  Be available for a call back for more information, 

and keep your phone on and yourself available.  

Email 

You can use email contact either as a follow-up to your phone call or 

as your first port of call.  If it‟s a follow-up to a phone call, you have 

about a 99%–100% chance that your email will be read and actioned 

(i.e.: the information will either be responded to or used in the story 

you are appearing in).   

If you are using email as your first port of call, consider that the odds 

of someone reading and actioning it (calling or contacting you to be 

interviewed) range from 100% through to 0%.   

Here are some other points to consider with email: 

 Email is a great opportunity to customize your approach.  

Rather than a “one size fits all” approach, which can be 

quickly and easily deleted, the body of an email is an 

opportunity to personalize your message. 

 Use the person‟s name, refer to their show or segment, and 

say something about their audience (listeners, readers or 

watchers).   

 You can also ask questions about their work/segment/show (“I 

notice in the last few months you‟ve focused on X in your 

stories – I wondered if you were going to continue along that 

vein? If you are, then…” for example).  You can also mention 

how long you have been enjoying their show/segment, and 

how your story fits in with their audience.  Which you can 

honestly say if you have been doing Strategy #3 (watching, 

listening to and reading a lot of media). 

 If you have phoned and spoken to the producer, editor or 

journalist, address the email to them, and sign off in a friendly, 

professional way.  I know a number of media insiders who 

refuse to read emails that aren‟t addressed “Dear [their 

name]” and signed off with “Regards” or an equally acceptable 

term.  It‟s one of those simple, yet important, things to include 

in your email. 

 You can include hooks in your email.  Hooks are angles they 

may wish to take when positioning and preparing the story 

that will include you.  I never used these in my press releases, 

but often included them in my emails as a series of bullet 

points, toward the end, where I would propose a handful of 

ideas they could use as hooks or angles for the story.   

 

A word about press release distribution 

services 

There are services available that will distribute your press release to 

news organizations and other outlets on the internet (blog hubs, etc.).  

I did not use any of these services and so can‟t offer you any specific 

input as to how effective they are, and whether they are good value 

for the money.  In the interests of thoroughness, you should know 

they exist, and if this type of service appeals to you once you have 

checked them out, then this may be a good strategy for you. 
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I achieved success in targeting and reaching the right people in the 

media using the strategies I‟m sharing in this Workbook and without 

using such a service.  

Your Action  

This is another off-Workbook activity. Pick up the phone or open your 

email browser and make contact with the media you have identified.  

Make sure you finish reading this entire section on Phase 1 (Before 

your media appearance) before you make contact though.  After you 

have read and done Your Actions in Part 1 of this Workbook, you are 

ready to come back and take action here. 
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What Who When 

Television 

   

   

   

   

   

Print 

   

   

   

   

   

   

Radio 
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Strategy #10: Following up  

This strategy is especially relevant if your first point of contact was via 

email.   

If you have phoned and spoken to a journalist or producer and 

received a “maybe” or “later” response, this applies to you.  

If you have phoned and spoken to a journalist or producer and gotten 

a positive/YES response, then follow-up is probably not required.   

Follow-up is important because you will often get a yes the second or 

third time you make contact, whereas the first time you might get 

nothing.   

Follow-up is as much an attitude as it is an action.  If you have an 

attitude that you are bothering people by going back to them a 

second or third time, it will show in the way you approach them (if you 

actually do it), or it will affect what you do (you probably won‟t follow 

up). 

Whether you follow up by phone or email, here are some things to 

consider when you do it: 

 Shift your attitude to thinking that follow-up is a helpful activity 

for the journalist or producer.  They are busy.  They are very 

short on time.  They often skim things.  They can be 

interrupted halfway through reading your press release (and 

thinking it‟s very interesting) and forget to come back to it.  

You are helping them by following up. 

 Be respectful in your follow-up.  Don‟t accuse them of ignoring 

you (however veiled you may word it).  Don‟t make it their fault 

in any way that you haven‟t heard from them.  Mainly because 

it isn‟t their fault.  

 Don‟t be timid in your follow-up. Don‟t metaphorically twist 

your hat in your hands by hinting that your story may not be of 

interest to them. Assume it is of interest. 

 Be brief in your follow-up.  If emailing, I often use opening 

words like, “Just checking that technology is working and you 

received my email from [date]…” 

 Be proactive.  Indicate that you will be phoning them on a 

certain date if you haven‟t heard from them.  Words like, “I 

appreciate you are busy and have many calls on your 

attention.  I‟ll phone you on [day] to see how this story might fit 

for your show/segment” often work great. 

 Have it in mind that you will follow up a minimum of two times, 

a maximum of four.  That‟s a guideline  not a hard-and-fast 

rule, but it‟s a good one.  Sometimes your first follow-up yields 

a zero result, just like your first contact.  Persevere, and apply 

these same principles to a second follow-up, and a third or 

fourth if necessary.   

 In your final follow-up (whether that‟s after two, three or four 

times), tell them this is your final follow-up – for now.  You can 

re-contact them in future, with a fresh approach, but you want 

to close out the current contact with poise, especially if it is a 

time-sensitive approach (i.e.: you are contacting them for a 

story relating to Reading Week or Men‟s Health Week).  I 

have used words like, “I would love to hear from you for a 

story on this topic soon.  But if I don‟t, I‟ll assume this story 

isn‟t a good fit for you right now.”  You can finish off by 

indicating that you would like to stay in touch with them for 

possible future stories.  

 If you don‟t want to tell them this is your final follow-up, you 

can indicate that you understand they won‟t be calling on you 
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for now, but you‟d like to stay in touch for future story 

possibilities.  Words like, “If this isn‟t a good fit for you right 

now, that‟s okay.  I would like to stay in contact in case there 

is an opportunity for me to help you in future with another 

story, if that‟s all right with you.  I‟ll aim to be back in touch 

with you in a few months,” or something to that effect.  You 

are essentially asking for implied permission to re-contact 

them in future, without making them email to tell you that it‟s 

okay. 

 

Your Action  

Remember that follow-up is an essential part of contacting people in 

the media.  Be prepared to follow up, in your own way but using the 

guidelines above, when you make contact with the media. 

Be prepared to follow up, and do so when necessary. 

Strategy #11: Getting important information  

Once your media interview is confirmed (or in the process of being 

confirmed), there are certain pieces of information you need the 

producer, editor or journalist to provide to you. 

This is so you are able to make the absolute most out of this media 

appearance, not only in and of itself, but as a platform for generating 

more media in future.  Below are some general and specific questions 

you can ask the journalist or producer who is interviewing you. 

Now, there are quite a lot of questions here.  So please use them 

judiciously – don‟t interrogate your media person, otherwise they will 

likely find you too difficult to work with!  I have used all of these 

questions at various points in the interviewing process: up-front, 

during the interview process, and as we are wrapping up. 

General questions: 

 What‟s your specific area of interest/expertise?  (If you have 

been approached by a magazine, for instance, and the person 

doesn‟t give you their department, it‟s helpful to know if they 

are from the Beauty area or the Health area.)   

 What is this story about?  What angle or approach are you 

taking? 

 How did you hear about me? 

 What are you looking for from me? How can I help you? 
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Specific questions: 

 What is your deadline?  By when do you need info from me? 

 When will you be interviewing me? (Ask what day and time.) 

 When will the story be published/go to air? 

 Are you talking to others like me for your story? This is an 

indication of whether any of your competitors are being 

interviewed. 

 Who is interviewing me? (This gives you info to check out your 

interviewer and get a sense of their style before you are 

interviewed.) 

 How long will the interview be? (This is especially important 

for radio and television.) 

 Will you be uploading the interview onto your site?  (You want 

to get a copy of it, so you need to know if you can get it/link to 

it from their site, or if they don‟t upload interviews.  If you have 

time, it‟s worth checking out their site before you ask this, to 

get a sense of whether interviews are usually uploaded or not.  

And sometimes only SOME interviews are uploaded, but not 

all – you want to ask if YOUR interview will be uploaded.) 

 What details of mine will appear either in the story, at the end 

of it, or on your own site?  (Sometimes the media outlet will 

happily include a link to your website or your phone number 

within the actual story or segment, and sometimes they won‟t.  

But if you ASK if your web details can be provided at least on 

their website (often under Story Facts or Story Info tabs), they 

will usually do this.  Double- and triple-check this, and then 

after the story, check that it‟s appeared.) 

 Where will the interview be held?  Will there be any other 

locations, such as for photographs?  (Many of my television 

appearances had one location for the interview, and other 

locations for street scenes and other visual components they 

wanted to capture for the story.) 

 If it is an on-site interview, such as at a radio or television 

station, ask about transport to/from where you are to the 

studio.  Sometimes, television stations will organize a car to 

pick you up and drop you off. 

 If on television, ask if hair/makeup is included or if you should 

come “camera ready.” 

Your Action  

Have these questions, and others you want to add to them, ready and 

easily accessible for when you are approached by the media, or when 

someone from the media responds to your media pitch.  

I keep mine in my Media file, and I use them every single time I am 

interviewed.  I don‟t shoot them off rapid-fire – that is too aggressive.  

But I make sure that these questions are answered over the process 

of preparing to be interviewed, which is usually hours if not days.   

Make sure you get the information that you need to make the most of 

this media appearance.  Be respectful and courteous in asking for it – 

but make sure you obtain what you need.   
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Managing your Media Expectations   

In this sub-section, we open the curtain and reveal two (2) strategies 

you need to be aware of when it comes to understanding the media, 

and more specifically what to expect when you are interviewed. 

 

Strategy #12: Knowing what to expect from 

interviews  

I‟ve included a section here on what to expect because for many 

“civilians” (non-media people), they have no idea what‟s in store for 

them when they are about to be interviewed.   

They are often nervous, with a high amount of adrenalin running 

through their systems.  This often means they are not at their best, 

and they look back at the interview and wished they‟d done a few 

things differently. 

Here is a collection of my learning‟s from being interviewed for 

television, radio and print.  I hope that my sharing my experiences 

helps you prepare and know what to expect for your own interview! 

Television  

When you are interviewed for a story going to air on television, you 

will either be interviewed in the studio, likely live or on short delay, or 

you will be interviewed in another location and the story will be edited 

together for a later broadcast air date.  

Consider these if you will be in studio: 

 The show will more than likely be live to air, or will be 

broadcast with a short delay.  Sometimes “live” shows are 

filmed an hour before they are broadcast – one show I 

appeared on was filmed at 9.00 a.m., and the show went to air 

at 10.00 a.m.   This gives the editing crew time to edit out 

anything that needs snipping. 

Managing 
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 Your segment will be one of many being aired that day.  This 

is one of the reasons I have so much respect for presenters of 

live “magazine style” shows – they have to be across so many 

different stories in such a short period of time.   

 The person interviewing you may only have received 

information about you and your story a few minutes before 

they interview you.  They will try to do your story justice – but 

they have dozens of stories they are covering in the same 

period that your story is appearing. 

 You may have more than one person interviewing you, 

depending on how the show is put together and how the 

producers structure your particular show.  This is one of the 

questions to ask (Strategy #11) so you know what to expect. 

 Hair and make-up may or may not be a service they provide.  

As I mentioned earlier, this is another up-front question you 

should ask to make sure you are fully prepared on the day.  

We‟ll discuss physical preparation in an upcoming strategy, 

but for now, know that you should not assume that make-up 

and hair is/is not included – you need to check. 

 You may not get any time to talk to the interviewer before 

going live.  If you do get a chance to chat before you go live – 

take it!  This will warm you up and build some early rapport 

with the interviewer, which will show on camera.  But if you 

don‟t get this opportunity, don‟t be put off; just be ready to 

jump into the interview when it‟s time.   

 The interview will likely to be short  many are 2–4 minutes.  

This time will zoom by in the blink of an eye, and you‟ll be 

being ushered out of the studio before you know it.   

 Before the interview, you will be microphoned up, and possibly 

be given an ear piece.  The mic will need to be attached to 

your clothing, usually on a lapel or the front of your shirt.  

 You‟ll need to be super-quiet when you are brought into the 

studio, so that you don‟t disrupt the show as it‟s going to air 

live.   

 Expect to feel nervous.  This is where self-management 

comes in – something we‟ll talk about in an upcoming 

Strategy. 

 

If your television interview is not being held in the studio: 

 They‟ll likely want to interview you in your home or place of 

work, or both.  Have some ideas in mind for places that could 

work, although the crew will decide on where to shoot.  If your 

place needs a good solid clean, make sure you do it the day 

before the interview. There‟s nothing worse than piles of 

newspapers or laundry in the background of a shot – not if you 

want to look professional, that is! 

 You will be doing your own hair and make-up.  Be camera-

ready (more on that coming up) at least 30 minutes before the 

crew arrives. 

 The crew may be with you for quite a few hours.  My first 

interview on Today Tonight (Australia‟s most popular evening 

magazine and current affairs show, airing right after the 6.00 

p.m. national news) took about 5 hours to film.  There are 

numerous shots to be set up, and you will likely have a 

camera person and sound person (sometimes one person 

does both jobs), and an interviewer or journalist.   

 Make sure you allow enough time, or if you have a specific 

time period you need to be finished by, make sure you let the 

producer/journalist know WELL BEFORE the filming day.  
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They will be scheduling shoots for elsewhere before/after they 

see you, so be respectful of their time as well as yours. 

 Be patient.  It‟s going to take as long as it takes.   

 Be helpful.  Ask what they need from you, and deliver it.  Ask 

what else they need from you, and deliver that.  

 Stay out of their way when it‟s obvious you are not required.  

They are here to do a job, not to become friends with you.  

You may develop a lovely rapport with them, which is a bonus, 

but remember that even though this is the highlight of your 

day/week/month/year, it‟s all in a day‟s work for them. 

 It‟s a nice idea to prepare some refreshments – tea, coffee, 

water, juice, something light to eat perhaps.  I‟ve never had a 

film crew expect this, but it‟s a nice thing to offer, and can help 

you feel more relaxed, as though you are welcoming guests 

into your home, rather than a scary film crew! 

Television interviews are often the most daunting, because they 

are so visual, and visuals are so powerful.  But if you know what 

to expect, and you prepare fully for it (more on that coming up), 

you can deliver your first television appearance like a true media 

master! 

 

Radio 

Like television, you may be asked to go into the studio for a radio 

interview.  Or you may be asked if you can do the interview by phone. 

In studio: 

 No make-up or hair required!  But you should still prepare 

professionally, as this makes a difference on your psyche and 

attitude for when you go to air. 

 You‟ll be asked to arrive well before the show – likely 15–45 

minutes before air time.   

 Be patient while you wait – the studio is working to a 

schedule, and even though it may not be clear to you, or may 

seemed rushed, they know what they‟re doing and need you 

to fall in with their schedule – not the other way around. 

 You may be the first, middle or last item on the show‟s 

agenda.  If you are toward the end, you will likely get a chance 

to listen to the entire show (including hearing promos of the 

segment you‟re appearing on). 

Over the phone: 

 You‟ll have a date and time set for the interview.  Make sure 

you are fully prepared and available at least 30 minutes prior. 

 To maximize sound quality, you will likely be asked to call in 

using (or have them call you on) a landline, vs. a cell or mobile 

phone.  

 They may be taping the interview to play later, or it may be 

going live.  Ask. 

 You will likely be called by a producer who will either check 

the sound quality themselves, or a sound engineer will check.  

You will then wait until the interviewer is ready to speak with 

you. 

 Have some water ready in case you need it during the 

interview, but try not to drink live on air – it sounds awful! 

 Remember that the way your voice sounds is very important.  

The words you use are important, too – but the content of the 

interview is not all you need to consider.  We‟ll talk about this 
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soon, but for now recognize that the quality of your voice is 

important. 

Radio interviews are fun!  And often easy to do.  Plus, when you 

consider just how many radio shows there are out there, all seeking 

content on a daily basis, why shouldn‟t you be someone they call on?  

When you know what to expect, and prepare fully for a radio 

interview, you can hit it out of the park as a media master the first 

(and every) time! 

Print 

Magazines and newspapers have a crushingly urgent need for new 

content.  Some newspapers print multiple times a day (a morning, 

afternoon and/or evening edition), and many magazines are weekly.   

When you are interviewed for a printed publication, you may be asked 

to submit a piece for them to publish as-is, or you may be interviewed 

for the journalist to write the piece up later.  

 There is less need for sound bites in a written piece, but you 

still need to be fully prepared and able to respond succinctly. 

 Imagine you are the person reading this piece – just picture 

this in your mind when you respond to questions (or write the 

piece up, if you are submitting an article for publication).  This 

ensures you‟ll answer in a way that you‟d be happy to see the 

final piece written up. 

 Even if it is a friendly piece, don‟t assume anything.  Assume 

you are “on the record” from the moment the journalist arrives 

to the time they leave.   

 Ask what it is they are looking for, for the piece, and how you 

can help.  Sometimes they may have a gap they are looking to 

fill with a quote of a particular kind, or they need a client 

testimonial or some statistics or facts they can quote.   

 The journalist and editor are working to their own deadlines.  If 

it‟s a daily newspaper, they may want to interview you the day 

they contact you.  If a monthly glossy magazine, they may be 

more flexible (they may be working on an edition that is three 

or four months away). 

Print media can be enjoyable and profitable.  When you know what to 

expect and can deliver what they need, you make yourself a valuable 

source they can turn to again and again.   

 

Your Action  

Keep an open mind and heart to what you will experience the day of 

the interview.  Your experiences won‟t be exactly the same as mine – 

you‟ll have your own.  But you can help make the most out of your 

media interview by preparing.  Be aware that the interview could hold 

a range of experiences, all of which you will be able to handle even 

though you can‟t pre-empt them all.  
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Strategy #13: Appreciating media presenters 

and personalities 

Aligned with the above strategy on knowing what to expect, I wanted 

to share a brief strategy here about media presenters and 

personalities. 

The cult of celebrity means that we often feel we “know” the people 

we see on television, hear on radio, and whose by-lines we see in 

print.  They become trusted advisers, constant companions and 

people who have become a part of our lives in some way.   

But this is a one-way street. We may feel we know them – but they 

don‟t know us at all.  Not specifically.  They may have a particular 

demographic they gear their stories toward, and you may fit into that 

demographic – but they don‟t know YOU.   

Media presenters and personalities have a job to do.  And the story 

you are appearing on is simply a part of that day‟s job.  It isn‟t exciting 

to them.  It isn‟t a highlight of their day, week, month, or year.  Quite 

possibly, they will forget about the interview with you within a few 

minutes or hours.   

Media presenters and personalities are performers.  They have a 

public profile and image, whether that has been carefully constructed 

or has developed naturally.  Their jobs require them to perform – they 

are in the entertainment business, after all. 

What this means is that in person, they may or may not be what they 

seem to be when you watch them on television (or listen to them on 

radio, or read them in print).  In the flesh, they may not be as warm, 

or as friendly, or as encouraging, or as anything else as you imagine 

them to be.  Of course, they may be even nicer, even friendlier and 

even warmer – but you just won‟t know until you meet them. 

So don‟t assume anything.   

Media presenters and personalities are there to extract an interesting, 

entertaining, usually short interview.  You just happen to be in it  it‟s 

not personal.  They just want to get what they need – which is what 

all of us do.   

It‟s just that they‟re doing it in a very public, persuasive and powerful 

medium.   

If you can help them get what they want, they will be more inclined to 

use you over and over again.  But it‟s about what they want – you‟re 

in their world – not the other way around.  In this scenario, they have 

all the power, and you have none.  They hold all the cards, and are 

calling all the shots. 

You are there to be of service to them.  And when you understand 

that, and tailor your approach and style to achieve your desired goals, 

it can become a win/win situation.   

Your Action  

Watch, listen to and read the media presenters and personalities who 

are on the shows you are either targeting or would like to target.  Start 

to build a profile of what they will be like to be interviewed by. 
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Remember that media presenters are performers who have a specific 

job to do.  You are on the same side when it comes to creating, 

together, a great interview.  You have a part to play.  

 

 

 

 

 

 

 

 

 

 

 

 

 

Rehearsing 

In this sub-section, we explore two distinct and critical areas of 

rehearsal.  Media masters know the power of rehearsal.  Don‟t open 

your mouth and say one word to a journalist without rehearsing. Let‟s 

jump into the two strategies of rehearsal. 

 

 

Rehearsing 

14.  Rehearsing for content 
and body language 

15. Rehearsing mentally 
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Strategy #14: Rehearsing for content and 

body language  

In Strategy #12, we talked about what to expect from your media 

interview.  That is the beginning of rehearsal.  We‟re going to pick this 

up in more detail now. 

People who perform for a living – actors, singers, musicians, 

comedians, professional sports people – know the power of 

rehearsal.  They would no more step out onto the stage unrehearsed 

than they would fly to the moon.   

And neither should you.  This media appearance may be the most 

important thing to happen to your business for the entire month (or 

year) – it‟s worth rehearsing for. And even if it doesn‟t end up being 

the most important thing for your business, it‟s still worth taking the 

time to polish your performance so you deliver something you are 

proud of. 

 

What is rehearsal?   

Let‟s ask Wikipedia: 

 

 

 

 

Key words from that definition: 

 A previous event – it happens BEFORE the actual 

performance 

 Ensure – it makes sure 

 All details – not just the big brushstrokes, but the specifics 

 Adequately prepared – you‟re ready 

 Coordinated – it‟s more than one thing, there are many details 

to coordinate 

 Professional – you want to be poised and look/sound like you 

know what you‟re about 

 Presentation – This is a presentation, folks!  This is a 

performance.  You are “ON” whether you are ready for it or 

not. 

 

Why should you rehearse? 

The definition above really gives us that answer – to make sure you 

are fully prepared for the actual event when it comes.  

Rehearsal works because of the way the human brain works: 

 When you rehearse, you start creating new neural pathways.  

You start creating a new set of behaviours (which eventually 

will turn into habits, if practiced long and well enough). 

 When you rehearse, you are starting to form new memories.  

Memories you can draw on when the interview arrives. Like 

the pianist who has been practicing a new piece over and over 

again (for hours, days and weeks)  when they sit down to 

perform it, their fingers know where to go.   

A rehearsal is a previous event in music and theatre 

(and in other contexts) that is performed before the 

official public performance, as a form of practising, to 

ensure that all details of the performance are adequately 

prepared and coordinated for professional presentation. 

http://en.wikipedia.org/wiki/Music
http://en.wikipedia.org/wiki/Theatre
http://en.wikipedia.org/wiki/Performance
http://en.wikipedia.org/wiki/Practice_(learning_method)
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 Your brain will literally change shape  physiological changes 

occur in the brain when you rehearse. 

 Rehearsal decreases nerves on the day.  Why?  Because 

your body knows that you know how to do it –because you’ve 

been doing it (you‟ve been rehearsing).  So it will send less 

nervous-making chemicals to your brain when the interview 

begins. 

 Rehearsal builds confidence.  And confidence improves your 

performance on the day of the interview.  

 

How (and how long) should you rehearse? 

The more you value this media appearance, the more important the 

interview is, the more you will rehearse for it.  Public speakers will 

often rehearse 20 times the length of their presentation (so if their 

presentation is an hour long, they will spend 20 hours rehearsing it).   

You may not want to go that far, but you want to put in at least as 

much time rehearsing as the interview is going to be – that is the bare 

minimum to rehearse, and that is “just scraping by” rehearsal.   

For every television interview I did, I rehearsed it at least three times 

before a camera crew was ever in sight. 

I would suggest that you rehearse at least three times, perhaps as 

many as eight or nine times, before the interview.  Only then will you 

be truly prepared to get your message across in all the ways your 

message will be being picked up.  

What should you rehearse? 

If you are appearing on television, you need to rehearse not only what 

you say – your words/content – but your body language.  

Communication is far, far more than the words you use.  It is the way 

you look, the gestures you use, the way your body is positioned, and 

so on – all these things make up the message you are conveying.  

You need to rehearse them all.   

Your Action  

First commit to a certain number of rehearsals – refer to How (and 

how long) Should You Rehearse? (above) for guidelines on what you 

should be aiming for. 

Then rehearse for both content and body-language elements of the 

interview.   

Content rehearsal: Q&A  

 Prepare some ideal questions you think you might be asked, 

and practice answering them.  

 If you aren‟t sure what questions might be asked, either ask 

some friends to help you prepare some ideal questions.  

Practice answering them. 

 Come up with the questions you would like to be asked and to 

answer.  Even if you aren‟t asked these directly, there may be 

an opportunity to pop them into your interview. 

 Another way to identify ideal questions is to watch or listen to 

the show you are appearing on, or read a recent copy of the 
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newspaper or magazine and grab the questions from another 

interview.  Draw up some ideal questions from those sources, 

and practice answering them. 

 Practice getting your answers shorter and more succinct, and 

using the specific phrases you want to see included in the final 

story.  The media thinks in sound bites – short, snappy 

sentences that can be edited into a bigger story, or used as 

quotes in an interview.  Practice your key phrases until they 

can be considered sound bites.  These are the phrases you 

want to see edited INTO the story (not left on the cutting room 

floor), or quoted in the published article.   

 Rehearse out loud.  Not just in your head.  Out loud.  My cat 

knows the answers to more media questions than all the 

journalists who have interviewed me put together – that‟s 

because I have rehearsed those interviews out loud, over and 

over again.   

 Rehearse twice as much as you think you need to.  Then do 

one more.  And maybe one more after that.   

Content rehearsal: Key messages 

 What do you want to say?  What is your “big message”?  If the 

interview included only ONE key message from you, what 

would it be?  Brainstorm these until you come up with your 

key phrase – your one big important message.  You can have 

2–3 sub-messages as well. 

 What do you believe in, particularly as it relates to the 

segment you are being interviewed for?  Write these beliefs 

down (and refer back to Strategy #7) – these are great 

phrases to rehearse until you can deliver them fluidly and with 

conviction and emphasis.  Don‟t state an emphatically held 

belief timidly – you need to practice saying it out loud with 

conviction! 

 Write down key phrases you want to make sure you include – 

somewhere in the interview.  These key phrases are the 

essence of your message – the words you want to see 

included in the interview or quoted in the published article.  

Say them out loud to make sure they sound the way you want 

them to (the written word and the spoken word are often very 

different in terms of impact and persuasiveness).  Rehearse 

these key phrases until they are committed to memory, and 

you can call upon them at any time with ease. 

 Rehearse out loud.  Not just in your head.  Out loud.   

 Rehearse sitting down and standing up – you may find that 

you feel more comfortable one way or the other.  This is 

important info to have as you can accommodate your least 

preferred position if required (for instance if you deliver your 

message much better standing up and you know it‟s a sit-

down interview, you can prepare for that so your “sit-down” 

message is delivered with as much power and conviction as it 

does when you are standing). 

 Rehearse twice as much as you think you need to.  Then do 

one more.  And maybe one more after that.   

 

Body language/physical rehearsal – for 

television in particular  

I say this is for television in particular, but it sure helps with radio and 

print as well. 
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 You want your whole message to be congruent – for your 

words to match up with your body language. (We all 

remember the Bill Clinton television interview, where his 

message was violently incongruent.  And what did we all 

believe?  His body language, of course!) 

 Practice sitting the way you expect to during the interview.  If 

you‟re not sure of the best way to do this, try out a few 

postures.  Watch a lot of interviews and take note of the 

people who come across well and note their body language 

and posture (how they carry themselves).  Emulate them.   

 The more you practice how you will use your body, the more 

natural it will be on interview day.  It will seem unnatural and 

awkward when you first start rehearsing – that‟s the nature of 

rehearsal!  Do not be put off by feelings of self-consciousness 

or awkwardness when you first start to rehearse – know it is 

an expected part of the process, and that you will lose that 

awkward self-consciousness the more you practice. 

 Enroll a friend to help you.  Furnish them with your ideal 

questions and have them interview you, using as many real-

to-life elements as possible (the way you set up the chairs, 

their tone of voice and mannerisms, and so on).  Use eye 

contact and gestures when you respond to them – practice 

these and play around with various ways of using your hands.  

Do not treat this as a joke, although you may feel awkward 

and self-conscious together when you first do this dummy run.  

This is an important part of your preparation! 

 Rehearse on video, even if it means using the movie function 

on your digital camera or on your smart- or flip-phone.  There 

is nothing like seeing yourself on camera to notice key 

aspects of your body language and speech patterns.  You get 

a chance to correct any obvious mistakes, and rehearse again 

on film to see that those changes have stuck.  Priceless! 

Rehearsal is critical.  You cannot deliver a great performance without 

it.   

My notes about content and body language 

rehearsal: 
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Strategy #15: Rehearsing mentally 

Rehearsal is so important, we‟ve given it two strategies.  In Strategy 

#14 above, we explored physical rehearsal – rehearsing for questions 

and content, and body language and posture (how you hold your 

body).  That rehearsal is critical.  But it‟s not the only rehearsal you 

should do. 

The other rehearsal you should do is mental.  Rehearsal that 

engages your imagination, and form pictures in your minds eye.   

Peak performers – in sport, in entertainment, in politics, in business, 

in any endeavour – engage in mental preparation.  They run the race 

in their mind before they run it on the track.  They deliver the 

presentation in their head before they deliver it in front of the Board.   

Peak performers use tricks and techniques of the mind to put them in 

the right “head space.”  They psyche themselves into a great 

performance.   

Mental rehearsal also acts as a shield to protect you from nerves, and 

from people who might (inadvertently or deliberately) try to put you off 

your game.  Without mental rehearsal, you are vulnerable: vulnerable 

to peaks of adrenalin that disrupt your nervous system and disable 

your ability to perform at your best, vulnerable to passing comments 

from others which can undercut your confidence and derail your 

performance, vulnerable to delivering a less-than-stellar performance. 

Don‟t let that happen to you.  Protect yourself in advance by doing 

some mental rehearsal.  You‟ll thank yourself for it after the interview 

is over! 

Your Action  

This activity will seem simple – but don‟t let that fool you.  It is a 

powerful exercise that will stand you in good stead when the time of 

the interview rolls around. 

 Do this at least daily – that‟s the minimum you should be 

doing it.  Multiple times a day is better, although don‟t do it 

more than 5 or 6 times a day. 

 Allow around 5 minutes for this. 

 You can do this first thing in the morning, before you get up 

and the day crowds in on you.  We are often at our most open 

at that time of day  our minds are susceptible to the 

messages we give it.  Five minutes of mental rehearsal at this 

time is ideal. 

 Make sure you are uninterrupted.  If this means you go into a 

cubicle in the washroom, then do that.  If you want to sit 

outside under a tree, or on a rug, do that. You don‟t need any 

particular equipment or environment to do this, but you do 

need to make sure you will not be interrupted. 

 Really put yourself in the picture.  This really works if you do it 

wholeheartedly (and likewise, it‟s not very effective if you do it 

half-heartedly). 

 Make sure you know what the exercise is (I‟m about to tell it to 

you) because you‟ll be doing this exercise with your eyes 

closed. 

 Close your eyes and do the exercise.  For a full five minutes.   
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Here’s the exercise: 

In your mind‟s eye, form an image of this interview you‟re about to 

have.  Fill out that picture fully – put furniture in it, walls, pot plants, 

sofas, photos, people. Imagine the scene fully.  If it is for a 

television/studio interview, imagine the exact set you‟ll be on.  If it is 

for a radio interview on the phone, imagine yourself on the phone in 

the room you‟ll be in when the interview happens.   

Wherever the interview is going to be done, create an image of that 

scene in your mind.  With full living colour, and sounds, and smells.  

It‟s even more powerful if you make this image moving – if you create 

a mini-movie in your mind, full of the sights, sounds, colours, smells 

and feelings of your interview. 

Now place yourself in the picture.  Imagine yourself there.  You‟re 

doing the interview.  You‟re feeling great.  Wonderful, in fact! You are 

feeling confident, articulate, and in control.  You are in great rapport 

with the interviewer, who is responding positively to everything you 

say and do.  

Place yourself fully in the picture and notice the sights, the sounds, 

the smells, the feelings, the thoughts – everything!  Stay in this 

moment, and feel the positive feelings and think the positive thoughts, 

for a few minutes.   

Know that you can do this – you are doing it!  You are great at this.  

You are a media master.   

Repeat at least once a day, for at least the week before your media 

interview  

 

My additional notes about mental rehearsal: 
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Preparing  

In this sub-section, we explore the four (4) preparation strategies 

apart from rehearsal: preparing physically, preparing for nerves, 

managing yourself and preparing digitally.  Each is important! 

 

 

Strategy #16: Preparing physically  

So you‟re getting prepared and are rehearsed now.  Great!  You have 

your media plan and list of media to contact.  You are getting SO 

ready for this media appearance/interview!   

Now it‟s time to talk about physical preparation.  

What is physical preparation? 

It‟s the way you look and sound.  It‟s the clothes you wear, your hair 

and make-up, how you stand and sit and hold your body, your 

gestures and eye contact.  It‟s all those things – visual things. 

It‟s also the way your voice sounds.  The tone of it, the pitch, the pace 

at which you speak, particular vocal patterns, words you use.   

Why should I prepare physically? 

If you are appearing on television, the answer to that question should 

be self-evident. But let‟s cover a few things in the interest of 

thoroughness: 

 Television is a visual medium.  The way you look is very 

important.  Scratch that – the way you look is very, very, very, 

very important.  If in doubt, think of the number of unattractive 

or poorly presented people on television.  Compare with the 

number of attractive and excellently presented people on 

television.  Do we need to talk any more about how important 

the visual element is? 

Preparing 

16.  Preparing physically 

17. Preparing for nerves 

18. Managing yourself 

19.  Preparing digitally 
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 The way you look influences people‟s perceptions of you.  

This is not fair, I know, but it‟s true.  It is simply a factor of how 

the human brain works. So avoid this quirk of human nature at 

your peril.  There‟s even a name for it – it‟s called the “halo 

effect,” which, summed up, means that we assign all kinds of 

qualities and characteristics to a person based on their looks.  

If they are good-looking, we also assume they are intelligent, 

nice, and would be a great person to have dinner with.  They 

may be none of these things, but we perceive them as such. 

In short, how you look forms a huge part of what we think and 

feel about you. 

 If you look good, it‟s possible that you will be asked to appear 

more frequently, or at least again, for that media.  

 

Your Action  

The week, and no later than 2–3 days before your interview, get 

these things in order so that on the day, you‟ll be all set and you won‟t 

have to worry about them.  They‟ll be all ready to go. 

Clothes  

What you are wearing forms a large part of the visual picture.  You 

need to consider: 

 Colours.  There are certain camera-friendly colours, and most 

of these are in the blue range – mid-blue, teal blue, turquoise 

blue.  Nothing too light as the cameras will wash those colours 

out.  Nothing too dark unless paired with a contrasting colour 

(and then be aware if the colours will overwhelm YOU).  

Anything too bright can be painful to look at, such as neon 

orange or acid green.   

 Patterns.  In general, these are best avoided, especially if the 

pattern is overly detailed and fine.  Stripes in particular are 

difficult to look at on camera – they will “strobe,” meaning they 

look like they are moving, which strains the eye.  I have worn 

patterns on television – my signature animal print – but it was 

never an overwhelming or overly busy pattern.  

 Styles.  Ladies, be aware of anything too low-cut or tight or 

revealing  it can look vampy or can show off unwanted skin 

or bulges.  On the other end of the spectrum, avoid anything 

too loose and shapeless – you‟ll look like you‟re wearing dad‟s 

suit. Fitted, shaped jackets or tailoured shirts work very well.  

If you have great arms – toned and slim – consider going 

sleeveless; if your arms are not your best feature, wear a 

garment with sleeves.  It will be your top half that we‟ll see 

most, but consider what you‟re wearing on the bottom – smart, 

tailoured trousers in a plain block colour or a shaped and fitted 

plain skirt work well.  Remember you‟re having a microphone 

attached to whatever you‟re wearing on the top half.  

Gentlemen, in most cases a smart shirt with a collar works 

well, or a suit and tie. 

 Coordinate the style of your clothing with:  

o The style of the show.  The more casual the show, the 

more casual your outfit should be. 

o The style of the presenters.  If the presenters are 

young and hip, you might want to adjust your 

ensemble to slant in that direction. 
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o The message you want to get across. If you have a 

very serious message, such as child safety or breast 

cancer, a more formal outfit fits that message. 

o How you want to be perceived.  If you want to be 

perceived as an authority or an expert, a suit is your 

best bet.  If you want to be perceived as approachable 

and friendly, ditch the jacket but wear a smart shirt. 

 Accessories.  Be aware of anything that jingles and jangles – 

dangly earrings that draw the eye away from your face, 

dramatic necklaces that do the same, bracelets that make a 

noise every time you use your hands.  Other distractions 

include watches that beep on the hour (or at any time) and 

hair accessories that make you look weird, like something 

landed on your head or like you‟re auditioning for a school 

play. 

 Make sure everything you are wearing is well-pressed and 

laundered.  This sounds so obvious, but I once appeared on a 

story where the other person being interviewed looked like his 

shirt had not been ironed – not a good look!   

 Remember that you‟ll be wearing a microphone which will be 

clipped to your clothing, usually at chest level (best for sound 

quality).  Review what you were planning to wear from a 

microphone-appropriate perspective. 

My final recommendation when it comes to clothes is to put on the 

outfit you are considering wearing and take a photo.  Look at the 

photo on screen, and evaluate the outfit from a purely visual 

perspective. If you are happy with how you look and feel in it, that 

ensemble is a goer.   

If you aren‟t happy with it in any aspect, adjust the pieces that aren‟t 

working, then re-take and evaluate the photo.  Refine until you have a 

great outfit that makes you look and feel terrific.  This will be one less 

thing for you to worry about when the interview day arrives.  

Face: make up, hair and glasses 

This applies to men as well as women, although the 

recommendations do vary! 

 Check whether you need to come “camera-ready” or if the 

studio will be doing your make-up.  I did an interview in Seattle 

where they asked me to come camera-ready but they did a 

make-up touch up before I went on air, so it can be a 

combination of the two. 

 If they are doing your hair and make-up, go prepared to the 

studio with clear ideas on how you want your make-up done – 

they‟ll ask.  I normally say “fairly heavy” because otherwise it 

can be too soft/light and you look like you‟re wearing no make-

up in comparison to the presenters. 

 I always take my own make-up to the studio, even if they say 

they will be doing it.  That way I can make any adjustments to 

it if I want to. 

 The cameras will wash you out, so you need to wear make-

up, whether you are a man or a woman, to give your face 

some colour.   

 Your make-up needs to be much, much heavier for camera 

than you would wear for normal day make-up.  When doing 

my own make-up, I do a triple layer of foundation, and twice 

as much blush and eye make-up as I would wear even if 

delivering a presentation on stage.  Don‟t wear your normal 

day make-up for television, as it will barely even show on 

camera.  
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 Define your eyes and eyebrows with shadow, kohl and pencil.  

Your eyes are the communication centre of your face and we 

want to draw attention to them.  Eyebrows are often forgotten, 

but make sure they are defined as they form the top “frame” 

around your eyes.  Also note, gentlemen, whether your 

eyebrows are wild and unwieldy, giving the appearance of 

small horns sticking out at odd angles.  If they are, have 

someone attend to them (tidy them up) before the interview. 

 Define your mouth with a mid-to-dark shade.  Too pale 

lipstick, including nudes and glosses, will not show on camera, 

and you‟ll look “half done.” 

 Hair.  At a minimum it should be clean and styled.  How you 

normally do it is fine – it doesn‟t need to be “bigger” to work for 

television cameras. 

 While we‟re talking about the face, let‟s mention eye glasses.  

If you wear them all the time and they have an anti-glare film 

on them, you should feel free to wear them on camera.  If they 

are not anti-glare, then eye glasses can be a problem – they 

will reflect the light and we won‟t be able to see your eyes: 

we‟ll just see the lenses, flashing in the light. Since the face is 

the centre of communication, and the eyes are the focus, this 

is not good.  Consider having your eye glasses updated with 

an anti-glare film, or not wearing them for the few minutes of 

the interview if you can get away with it.  

Body language and posture 

We‟ve covered a lot about body language and posture in the 

strategies on rehearsal (especially Strategy #14), so you should feel 

comfortable when the moment arrives to carry your body and use 

gestures.   

A few extra points to keep in mind: 

 Don‟t sit bolt upright in your chair – you‟ll look stiff and 

uncomfortable. 

 Don‟t lean back or sprawl in your chair.  It will make your 

clothing bunch unattractively in the front and can make you 

look squat – square and heavy.  It can also make you look 

unnaturally nonchalant, like you really don‟t care that you‟re 

there giving this interview. Not very confidence-inspiring body 

language. 

 Lean forward slightly in your chair, with a nice easy straight 

back, shoulders gently square but not held tight or stiff. 

 Keep your hands relaxed and held loosely together in front of 

you.   

 Smile.  You would be surprised at what a huge difference this 

one small facial expression has.  Smile from the beginning of 

the interview to the end – you never know when the camera is 

going to be on you (they may cut away to pre-edited footage, 

or the camera will be on the presenter or other guests), and 

you want to make sure you have a smile on your dial every 

time you‟re on camera.   

 Facial expression.  Smiling is my biggest tip here, but 

sometimes the message is incongruent will a big happy smile, 

for example if you are talking about a very serious issue or 

life-threatening illness or extreme acts of weather and 

devastation.  In those cases, and others like them, a big smile 

is not appropriate.  But a pleasant, neutral facial expression is.  

Be aware of your resting facial position – it can be amazing to 

discover how we hold our faces when we aren‟t aware of 

them.  Don‟t scowl, where your eyebrows are knitted together 

and your mouth is turned down – you‟ll look angry or mean 

and unapproachable. 
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 Eye contact.  Maintain constant but “soft” eye contact with the 

interviewer.  By constant, I mean give them more eye contact 

than you normally would in a regular conversational setting.  

By “soft,” I mean don‟t give them penetrating or unflinching, 

unblinking eye contact  that comes off as being aggressive or 

intense.  

 Look at the interviewer or journalist – not at the camera.  

 If you ever do a live cross, where you are in a separate 

location from the interviewer, eye contact can be a tricky thing, 

as you have no one to give it to.  In fact, you have no one to 

give anything to, except a big black box that you look into.  In 

those circumstances, you just have to pretend you are looking 

at a real person, and keep either a lovely smile or a pleasant 

facial expression on your face until the live cross is over.  

Voice 

The way your voice sounds is very important.  People will notice the 

quality of your voice and will draw inferences about you based on 

your voice.  Keep these things in mind: 

 The tone of your voice.  Do you talk in a monotone?  

Monotonal voices are very hard to listen to for any length of 

time – they bore us.  Practice your key phrases and ideal 

questions by adding greater variety in your tone.   

 The pitch of your voice.  Voices pitched very high are harder 

to take seriously – think of The Chipmunks.  Women, in 

general, tend to pitch their voices higher than men.  You can 

change the pitch of your voice – it just takes practice. 

 Pace.  How fast do you speak? If it‟s very fast, we will have 

trouble keeping up with you, and you might jump across the 

top of words we need to hear.  Slow down.  If you speak too 

slowly, we‟ll wonder if you know what you‟re talking about or if 

you are attempting to locate the words as you go.  Practice 

speeding up the pace with which you speak. 

 Breathe.  Breathing is the engine that powers your voice.  You 

need to breathe deeply, from your diaphragm, to power your 

voice properly.  Shallow breathing will weaken the 

transmission of your voice and make your message sound 

timid or mild. 

 As part of your preparation, start to pay particularly close 

attention to the voices of the presenters and journalists you 

like.  How do their voices sound?  Start to model them, so that 

when the interview day arrives, your voice is in top form and 

you deliver not only what you want to say, but you deliver it 

how you want to say it. 

 

Physical preparation is key. Not only to the success of this one media 

appearance, but to all future media appearances.  If you are serious 

about becoming a media master, use the tool we all have at our 

disposal – the physical – and use it to your advantage.  
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Strategy #17: Preparing for nerves  

Nerves are normal.  Nerves signal that you have heighted adrenaline, 

which is to be expected. This is an out-of-the-ordinary situation! 

Nerves are often thought of as butterflies.  And our goal is not to kill 

off the butterflies but to have them fly in formation.   

In the next section (Phase 2: During Your Media Appearance), we‟ll 

talk more about handling nerves.  In this Strategy, we‟re talking about 

preparing for nerves.  This is more rehearsal, and we do it now so 

that on the day you will be able to handle your nerves like a pro. 

Your Action  

There are two ways you can prepare to handle nerves.   

Mental preparation 

The first thing to consider when preparing for nerves is what you are 

thinking about them.  You want to use your thoughts so they are 

serving you – not harming you.  So often we don‟t pay attention to our 

thoughts – we let them run riot.  And yet, with a simple shift in our 

thought patterns, we can experience something that otherwise would 

be a negative as a positive.   

Reframing is a technique you can use to think about a situation 

differently.  The situation hasn‟t changed – but the way you are 

looking at it has.  So instead of trying to change the situation, you 

change your thoughts about it instead. It‟s the quickest and easiest 

way to feel better about anything. 

Here‟s how you can use reframing when it comes to preparing for 

nerves: 

Whenever you think about the interview coming up, reframe nervous 

energy as being more about excitement or enthusiasm.  Whenever 

you feel a little charge of nerves, immediately do two things: 

 Recognise what is happening.  Say “Oh, feeling a jolt of 

nerves now, thinking about the interview coming up!” 

 Reframe the thoughts into something more positive.  “Oh, 

feeling some excitement about this interview coming up – 

great!” or “Okay, a jolt of enthusiasm about the interview has 

just shot through me – yay!” 

Even if you are not convinced this will work, try it.  What do you have 

to lose?  Nothing.  And you have, potentially, a lot to gain.  

Physical preparation 

Nerves manifest themselves physically, with symptoms like increased 

heart rate, sweaty palms or brow, agitated legs or feet, and rapid 

shallow breathing.  In preparing for nerves, you want to start changing 

these physical symptoms as soon as you notice them.  

Here‟s how you do it.   

Whenever you think about the interview coming up and experience 

physical symptoms related to nervous energy, immediately do two 

things: 
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 Recognise it is happening.  Notice your increased heart rate, 

sweaty palms or shallow breath. 

 Interrupt the pattern that goes from nerves to those physical 

symptoms by doing something differently.  Shake your hands 

rapidly, take five deep, slow cleansing breaths, jump up and 

down on the spot, roll your neck twice in each direction, 

stretch your arms above your head.  It almost doesn‟t matter 

what you do – just shake those nervous physical symptoms 

loose, pronto! 

Try this out – it could make a huge difference to how you handle 

nerves on the day of the interview.  

 

Strategy #18: Managing yourself 

Self-management is about controlling and directing your self-talk and 

your posture.  You need to start preparing now, like we did with 

nerves in the previous Strategy.  That way, when the day of the 

interview arrives, you will be prepared and ready to go.  You will be in 

full control of yourself – not its victim. 

Self-management is a term used by many peak performers – elite 

sportspeople, highly paid speakers, entertainers and actors, to name 

a few.  They know that they work in fields where much is outside the 

bounds of their control.  They cannot control the environment, other 

people (including journalists and the audience) or the weather.   

But they know equally well that there are some things they can 

control.  They can control themselves.  Specifically, when it comes to 

self-management, they can control two things.  Two things which, if 

directed consciously and well, can turn a media interview from just 

so-so to absolutely fabulous. 

What are those two things? 

Self-talk 

This is the first element of yourself that you want to manage.  Self-talk 

is exactly what it says – the things you say to yourself.  We all have 

self-talk, but most of us are unaware of it.   

Research indicates that we think up to 80,000 thoughts a day – most 

of which we are unconscious of – but when examined, they are often 

repetitive and negative.  What an appalling waste of a powerful tool! 
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Rather than let your thoughts run riot, or away from you, self-

management is about being conscious of your thoughts, and 

harnessing them so they are serving (not harming) you.   

 What phrases or words would be most helpful to you, when 

preparing for this media interview?   

 If you have trouble thinking of phrases or words you would say 

to yourself, imagine a wise, compassionate, experienced 

friend (this person may be real or imagined, or a composite of 

both) – what would this person say to you?  

 What phrases or words are going to help you get “into the 

zone” on interview day?   

 You might consider words and phrases such as the ones 

below.  Please note these are examples only – feel free to use 

them if you like – but I‟m going to encourage you to craft your 

own. 

o I have an important message that people need to hear. 

o I have an interesting story that others will be curious 

about. 

o I can help people, and the more people I can reach, 

the better. 

o I am articulate and expressive, and I get my message 

across with ease and grace. 

o Who I am is what they need. 

Posture 

Posture refers to the way you hold your body.  Many of us are utterly 

unaware of how we hold our bodies on a day-to-day basis.  We 

slump, we slouch, we sprawl, we sag.  Our posture is “collapsed” – 

making it hard to power our voices through good, deep breathing and 

sending a negative message to our brains. 

Your posture should be set to “resourceful.”  Not bolt upright, not held 

tightly or stiffly.  But held firm, with spine straight, shoulders relaxed 

yet square, head held on top of the spine (not jutting forward).   

Try this:  Imagine a thread of light running from the back of your 

ankles all the way up your legs, through your spine and neck and out 

the top of your head. This thread “holds” you – it keeps you fully 

upright and breathing deeply. 

There is an endless feedback loop between our posture – how we 

carry our bodies – and our self-talk.   

That‟s why self-management contains these two elements – they 

impact on one another.  It is not enough to simply think better-quality 

thoughts – your body must support those improved thoughts.  It is not 

enough to improve your posture  your self-talk must be congruent 

with it.  

If this is the first time you have heard about self-management, you 

may be anywhere from curious to skeptical about it.  I‟m going to 

encourage you to put any critical thoughts aside for now, and just try 

it.  Gather the evidence for yourself, take action, and see what 

difference it makes. 

After all, we are still in “preparation” mode.  You have time to 

determine the difference improved self-management will have on you 

before the media interview day arrives.  

Give it a try. 
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Your Actions  

Take some time right now to capture the key elements of your own 

self-management.  Specifically: 

 What self-talk messages do you want to be giving yourself – 

before and during the interview? 

 What posture do you want to be rehearsing and using on the 

day of the interview?  What mechanisms do you need to set 

up right now, to remind you of the desired posture you want to 

be practicing? 

Capture these things now: 

 

 

 

 

 

Strategy #19: Preparing digitally 

The final strategy in this section on Preparing for your Media 

Appearance is a practical one.  We need to factor in some digital 

preparation  specifically your website and social media. 

Your website 

Whether the media involved are going to publish your web details or 

not, you need to review your website with this media appearance in 

mind: 

 Is there anything you have been thinking about changing 

about your site, but putting off, that now would be a good time 

to change?   

o Colour/look/feel of your site – does it need to be 

updated or refreshed in some way? 

o Images and video – do you need more (or more up–to-

date) images and video?  

o Navigation/menu – does this need to be made easier 

and simpler? Do you need to add more items on? 

 If you have a blog, what blog piece will be up when the media 

appearance goes to air/is published? Is this the first one you 

want people to see? 

 Do you want to make a special offer for people who find you 

via the media appearance?  If so, how much lead time, and 

what ingredients, do you need to make that happen just in 

time? 

 What else about your website needs to be reviewed and 

added/removed/changed before your media appearance? 
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Social media 

There‟s no doubting the power and reach of social media.  The 

mighty triumvirate of social media, at the moment, are Facebook, 

Twitter and LinkedIn. I am not going to enter into a thorough 

exploration of these social media networks here.  I am, however, 

going to give you some practical suggestions on how you can use 

them as part of preparing for your media appearance: 

 Are you active enough in at least one of the “big three” 

(Facebook, Twitter and LinkedIn) to be able to use it to 

promote your media appearance? If you aren‟t active enough 

right now, what can you do between now and your media 

appearance to be more active?  Social media is at least a 

daily activity.  If you aren‟t in one of those on at least a daily 

basis, start doing that now with a view to continuing after your 

media appearance. 

 Who can you invite to help you spread the word about your 

media appearance?  Friends, followers and connections will 

often gladly help you spread the word – if you are already 

interacting with them.  Start thinking about who you can 

personally invite to help you get the word out. 

 As soon as the interview details are confirmed, start posting 

updates, tweeting, etc. about the upcoming event.  For 

instance, I will post in Facebook “5th interview for Today 

Tonight being filmed on Tuesday!”, and continue with updates 

until the big day arrives. 

 Continue communicating with friends, followers and 

connections on social media until the day of the media 

appearance arrives. You can make this interactive if you like – 

ask questions (“What would you like to hear me quoted as 

saying?”, for instance), run competitions and drop teasers 

(“Which high profile Network Nine journalist is interviewing me 

next week?”).  Keep it short and punchy and interesting – just 

like your media interview is going to be! 

 

Your Action  

Social Media: Review the points above.  What actions do you need 

to identify and start doing right now – today – when it comes to using 

social media to maximise your media appearance?  What daily, 

ongoing activities do you need to commit to keeping up with? 

 

 

 

 

Your Website: Consider the items above and create your website 

media plan.  What needs to be done, by when and by whom, in 

preparation for your media appearance? 
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The X Factor 

This final sub-section in Phase 1 has only one (1) strategy in it.  But 

it‟s critical.  Without this, your media career will be short-lived.   

 

Strategy #20:  Giving them what they want  

This is probably one of the most important of all the Preparation 

strategies. And yet it‟s something that no one will tell you about.  

This strategy is about identifying and delivering what the media really 

want.  But let‟s back up for just a moment and review what the media 

are about. 

The media are part of the entertainment industry.  Their primary 

purpose, no matter what else they purport to do, is to entertain.  If 

they don‟t entertain us, their sponsors pull out, their advertising 

dollars dry up, and they go out of business.  Even government-

sponsored and public television, to one degree or another, operate by 

these rules. 

The media is in the business of entertaining.  Of engaging.  Of 

provoking.  And most of all – of keeping us watching, listening and 

reading.   

As consumers of media, the choices are all ours.  We have so many 

choices of channels with options ranging from free-to-air to 

cable/satellite and live streaming.  With the flick of a button we can 

move on.  We can move away from them.  And they know it.  

It follows then that whatever they put on the air, or in print, must be 

entertaining, engaging, provocative, worthy of being watched, listened 

to and read. 

And this means you.  Strategy #6 is all about crafting your interesting 

story.  That‟s important, but this strategy takes that a step further. 

The X Factor 20.  Giving them 
what they want 
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This Strategy is about preparing for the performance that is your 

media interview so that you “knock it out of the park” and exceed all 

expectations.  This Strategy is about “talent.”   

Talent is a particular term used in the entertainment industry 

(remember that no matter where your story is going to appear or what 

it is about, it falls loosely under the term “entertainment”).  Talent is a 

term the media use to describe someone who works great on camera 

(or on radio, or in print).  It is a term used to describe someone who is 

interesting – fascinating, even.   

Someone who has talent is someone we want to watch and listen to. 

Talent refers to someone who does or says interesting things.  Talent 

is someone the media will want to use over and over again.  Talent is 

how you become a called-upon media commentator.   

Your Media Mastery journey will be very short if you‟re not considered 

as having talent. 

The good news is there are many ways to draw out your innate talent.  

I believe we all have talent, including talent in the media sense of the 

word.  We just need to tap into it, to access it and to bring it to the 

surface.  And more specifically, to bring it to the surface during the 

media interview. 

No good showing your talent to the dog or at a neighbourhood 

barbeque.  People might love you and think you‟re funny or 

interesting, which is lovely.  It just won‟t get you more media 

interviews. 

This is why we spend all that time preparing and rehearsing.  You 

need to be ready to be ON, and really ON, when the day of the media 

interview arrives.   

Which brings us to performance.   

 

Let’s talk about performance 

 Some people have a problem with the word performance.  They think 

it means you are going to be fake or pretend to be someone else.  

This is so wrong. 

The people who are most concerned about the word performance are 

people who have never performed anything.  Because the instant that 

you perform – whether it is a song in the local talent quest, an 

improvisation at theatre sports or a presentation at work – you know 

that performance is one of the most authentic, deep experiences 

available on this earth. 

Performance requires you to dig deep, to express the most real part 

of yourself, in the best possible way.   

Powerful performances require you to give of yourself.  Powerful 

performances that persuade can only be delivered by people who 

know who they are at a very deep level, and are able to express that.  

Performance is about mastery.  Powerful performers are able to put 

aside the false protestations of modesty, the crushing self-doubt and 

self-criticism, and the hovering self-consciousness that ruins their 

delivery.   

Powerful performers don‟t always feel powerful – their confidence can 

wax and wane. But here‟s the thing: when they are performing, they 

understand the commitment they have made to be their best.  In that 
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moment, they do not allow for any self-doubt or self-consciousness.  

The inner critic is nowhere to be found in that moment.  

That‟s what I have to say about performance.  If you need to do some 

reframing around performance, I encourage you to do it. 

Because if you are going to be a media master, you must grasp this 

concept – it is about performance.  Masterful, standing-in-your-power 

performance. 

 

Are you interesting? 

What the media want are people to interview who are interesting. 

That‟s it, in a nutshell.   

If you are capable of delivering an interesting and polished 

performance, every time you are interviewed, you will attract media to 

you like bees to honey.  

I remember a television producer saying to me, after an interview, 

“You‟re good talent – we‟ll use you again.”  I wasn‟t sure what he 

meant, and I was fairly sceptical that they would contact me again.   

Good talent means that you show up well on camera.  You look good, 

you sound good, you speak well, and you‟re interesting.  That‟s what 

the media are looking for. 

And if you‟re wondering, the answer is YES, that television producer 

did use me again in other stories – many times.  He was true to his 

word – he told me they saw me as great talent, a talent they wanted 

to make use of.  I was happy to oblige. 

Who’s interesting? 

One way to gather data on what makes for an interesting interviewee 

is to watch interviews and take quality notes about what you‟re 

observing.  

 

Your Action  

Over the next 7–10 days, watch more interviews than you normally 

do: 

 Keep a pen and notepad by your side. For every interview you 

watch, filter what you are seeing, listening to and reading 

through the lens of “interesting.” 

 Observe the interviewee – give every interviewee a score out 

of 10.  A score of 1 indicates they are dead boring, and 10 

means they are fascinating.   

 Work out why you gave them the score you did.  For 

interviewees who scored 5 or under (the duller ones) – what 

made them dull and uninteresting?  For interviewees who 

scored 6 or over (the more interesting ones) – what made 

them so interesting?  What are they saying that makes them 

interesting? How are they saying it?  What else are they doing 

that makes them interesting? 

 Ask friends to tell you who makes for a great interviewee, and 

why.  Ask them about the most fascinating interview they‟ve 

ever seen, and what made that person so fascinating.  If they 

cite someone who was interesting for a negative reason (such 

as Bill Clinton and his mismatched messages!), ask them to 
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tell you about someone who was interesting for a positive 

reason.   

 What elements of “interestingness” can you model and 

emulate?  

How can I be more interesting when I am 

interviewed? 

Spend some time now to capture the words to describe how you can 

be more interesting when you are interviewed.  This is no time for 

self-consciousness or false modesty.  If you feel that way, then the 

only thing I can suggest to you is that you abandon the idea of being 

interviewed by the media altogether – it will extract too high a price 

from you! 

But if you are prepared to give it your all, then either in the space 

below or on a fresh sheet of paper, strip away your self-

consciousness and be really honest. 

How can you be more interesting when you are interviewed? 
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Phase 1 Checklist 

Here is your checklist for Phase 1 of your Media Mastery journey.  

You will be prepared and primed for media success when you do 

each of these: 

Devise your media strategy 

 Create your overarching media strategy 

 Develop your media plan 

Get familiar with the media landscape 

 Consume a lot of media 

 Identify the right media to contact 

 Notice what‟s going on 

Collect the raw ingredients 

 Craft your interesting story 

 Claim your expertise 

 Prepare your killer press release 

Lay the groundwork for action 

 Follow up 

 Get the important information 

Manage your media expectations 

 Know what to expect from interviews 

 Appreciate media presenters and personalities 

Rehearse 

 Rehearse for content and body language 

 Rehearse mentally 

Prepare 

 Prepare physically 

 Prepare for nerves 

 Manage yourself 

 Prepare digitally 

The X Factor 

 Give them what they want 

If you can check off all of these 20 secrets and strategies as items 

you have actioned as part of your preparation, you will be well on 

your way to true media mastery!  
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What‟s Next? 

This Workbook has been separated into two parts to make it easier to 

download, print and use.   

Please make sure that you download Part 2! 

Part 2 picks up the Media Mastery story in Phase 2: During Your 

Media Interview. It then goes on to Phase 3: After Your Media 

Interview, we also give you a few Bonus Strategy.  And we finish with 

a Conclusion and some words about the author (me!). 

 

 


