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Let’s get the bio thing out of the way …   

From being chased by riot police to advising a high-profile whistleblower, Katrina Fox 

proudly helps rebels with causes to make a positive difference to others and by default, 

themselves, by sharing their stories in the media. 

As a journalist, since 1997 she’s provided platforms for 

social changemakers – who include full or part-time 

activists, conscious entrepreneurs and ethical leaders in 

the business and corporate sector – to speak out, tell it 

how it is and inspire change. 

As a media coach and trainer, she teaches people from 

these groups how to get positive media coverage that is 

profitable – on all levels. 

Along with teaching practical techniques and strategies 

on the best ways to get media coverage, she also helps 

clients to install effective and empowering thinking 

patterns and behaviours to boost their confidence when being interviewed by reporters. 

Over the past 15 years Katrina has worked on staff as a senior reporter, features writer, sub-

editor and editor, and as a freelancer on a broad range of print and online media in the UK, 

US and Australia. 

Her work has appeared in consumer titles including The Sydney Morning Herald, the 

ABC’s The Drum, News Limited’s The Punch, YEN, Mindfood and Slimming & Health 
among many others. She’s also written for specialist and niche publications in HR, social 

housing, building and construction, property, interior design, urban regeneration, unions and 

advertising and media. 

Her opinion columns and features cover gender politics; sex, gender and sexuality diversity; 

animal advocacy and personal development. 

She is the founder and editorial director of The Scavenger an online alternative media 

magazine for social change makers, and associate editor of Ethical Futures: Conversations 

That Matter, a digital magazine for senior executives. 

Katrina is the co-author and editor of several books on topics as diverse as sex and gender 

identity, hypnosis and self-help. She loves yoga, doesn’t do beige and has a penchant for 

glitter balls. 
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First things first … 

WHY BE IN THE MEDIA? 

Benefits 

 It’s affordable! In fact, it’s FREE publicity. There’s no marketing budget required, no 

spending thousands or hundreds of thousands on ads. 

 

 Credibility – it gives you third-party credibility and endorsement, unlike an ad. 

 

 Regular coverage means you become the ‘go to’ expert in your industry. This can lead 

to lucrative opportunities such as paid speaking gigs and joint ventures. Your products 

and services become synonymous with your field of expertise, leading to more clients, 

leads and sales. 

 

 You can reach a range of different types of people or ‘markets’. 

 

 You can get in front of a lot of people, fast and for free. Media gets you ‘out there’ 

much faster than social media. 

 

 The media shapes society and cultural thinking – you want to be part of that.  

 

 The more media coverage you get, the more you get. Journalists consume other media 

so when they see your name come up, they’re more likely to feature you.
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WHAT IS ‘THE MEDIA’? 

The media landscape has changed dramatically over the past few years. This is good 

news for you as a socially conscious business owner, entrepreneur and social change 

maker. There are now far more opportunities for you to be featured in a huge 

range of different media. Below are some examples: 

Newspapers 

- Local 

- State  

- National  

 

Magazines 

- Mainstream women’s 

- Mainstream men’s 

- Special interest magazines (gardening, cooking, eco/green etc) 

 

Niche publications for specific communities 

- Gay/queer 

- Ethnic groups eg Jewish newspaper 

- Vegetarian/vegan  

 

Trade/industry publications 

- Union magazines 

- Magazines or journals for non-profit sector 

- Magazines or journals for industry sectors 

 

Business magazines 

- Forbes 

- BRW 

 

Student newspapers and publications 

- Some universities have more than one 
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Online portals 

- New Matilda 

- Crikey 

- The Scavenger 

- Alternet 

 

Blogs 

- Industry-specific blogs 

- Small business blogs or sites such as Flying Solo 

- Women in business  

 

Radio 

- Local 

- State 

- National 

- Community 

- Student 

- Specialist eg gay/queer 

- Business 

- Personal development 

- Alternative/independent 

- Blogtalk Radio 

- Podcasts (online and via iTunes) 

 

TV 

- Local 

- State 

- National 

- Community 

- Vlogs 

- Web TV  

 

News wires  

- Associated Press 

- Australian Associated Press (AAP) 
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Social media 

- Facebook 

- Twitter 

- Pinterest 

- Linkedin 

- Youtube (and other video channels eg Vimeo, Daily Motion) 

- Instagram 

- Google + 

 

 

 

 

 

 

 

http://www.katrinafox.com/


www.katrinafox.com 
 

Ok, so here are the 

10 Essential Things You MUST Do 

Before Approaching the Media to Get 

Free Publicity 
There are several steps you need to take before you even start writing and sending off a press 

release and pitch to journalists. 

1. Be clear about WHY you want to be in the media 

What’s your aim? 

Are you looking for more clients, sales or leads?  

To gain credibility and be perceived as the leader in your sector?  

 

Don’t under-estimate the importance of specificity. It will help you get a lot more media 

coverage by targeting different types of media with the right angles and stories. 

 

2. Who do you want to target right now? Be specific. 

It’s tempting to want to go for ‘everyone’ but when you try to appeal to everyone you often 

end up appealing to no one. You can have more than one ‘target market’ but you need to have 

different stories for each so they feel like you’re speaking to them.  

 

3. Build your media list 

Research and create a list of 10 media outlets to target initially who you think would be 

receptive to your core message. 

Where to find lists of media: 

- Margaret Gee’s Australian Media Guide  http://www.connectweb.com.au/media-

guide.aspx  

- Australian Writers’ Marketplace  

http://www.qwc.asn.au/connect/merchandise/books/current-edition-australian-writers-

marketplace/  

- Writers’ Market (US) http://www.writersmarket.com/  

- Writers’ and Artists’ Yearbook (UK) http://www.writersandartists.co.uk/  
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http://dir.yahoo.com/news_and_media/  

http://www.onlinenewspapers.com/australi.htm  

 

Get familiar with the media outlets you want to be featured in! Read, watch, listen. 

What do their audience CARE about? 

 

 

4. Find out who to contact 

Magazines and newspapers have different sections. Do certain reporters cover your industry 

or field? Do they have a pet section? Finance? Small business? Personal development? 

If you send pitches and press releases to the wrong journalist at a publication constantly 

you’ll get a reputation for it and then when you do send something that’s in line with what 

they cover they are likely to bin it because in the past you’ve sent irrelevant material. 

To find out who to pitch to: Call the media outlet. For large publications the receptionist will 

generally give you the information you need or they will put you through to the particular 

section eg newsroom, features desk where an editorial assistant will usually give you the 

information. 

http://www.katrinafox.com/
http://dir.yahoo.com/news_and_media/
http://www.onlinenewspapers.com/australi.htm


www.katrinafox.com 
 

With mainstream radio and TV companies, ask to speak to the producer of the show you want 

to be on. If the receptionist doesn’t know who that its, ask to be put through to the 

programming department and someone in that department should be able to find out the 

producer’s name and contact details. 

5. Get to know the journalist’s interests and style 

Check out individual journalists’ social media profiles: Facebook, Twitter, Pinterest, Linked 

in, Google Plus, Youtube. See what they’re posting about and what they’re interested in.  

 

6. Think like a journalist 

This one is super important: think like a journalist NOT like a business owner or 

entrepreneur!  

Journalists are in the business of running stories that have value for their audience. It’s NOT 

about you or your business or even a cause you’re passionate about – it’s about delivering 

value to their readers, viewers or listeners. Help them do this and you’ll become a media star. 

 

7. Make sure your systems are in place 

Are you prepared with your systems eg website for an influx of traffic? Is your shopping cart 

if you have one robust enough to cope with a lot of new visitors and potential sales? 

If you know you’re going to be featured in mainstream media and are likely to get a mass of 

traffic to your site or a lot of phone calls, depending on what your call to action is, let your 

internet service provider and hosting company know (some hosting companies assume you 

are being hacked if your traffic jumps sharply and quickly and may shut down your site 

especially if it’s hosted on a joint server). 

If your phone number is going to be featured in the media, make sure you have enough staff 

available to answer the phone (or make sure you’re available!) 

8. Create an online media room including a press kit 

An online media room on your website offers journalists the opportunity to research your 

organisation or group before calling you; they may not call you and just run stuff from your 

site. You get publicity while you sleep! 

Include a complete media kit that’s downloadable in one package eg as a PDF and as separate 

pages on your site. Your media kit should include:  

 

 Your business or company’s background information  

 Your biography and bios of key people/staff (depending on the size of your business) 
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 Facts about the topic your business specialises in  

 Press releases  

 Evergreen stories (story ideas that can be used anytime)  

 Additional contact details  

 

Ensure your online media releases have hyperlinks to all the relevant areas of your website.  

Offer printable versions of your press releases. You can make them PDF files (read with 

Adobe Acrobat Reader), but remember that the media may want to run your press release in 

their publication as is so you need to have a way for them to have a format they can copy and 

paste so a Word document is a good option. 

 

9. Come up with GREAT HOOKS 

I mentioned earlier that journalists want stories – NOT adverts. They’re not interested in 

promoting you or your business or book unless there is something of value in it for their 

audience. Look beyond the obvious when looking for an ‘angle’ or ‘hook’.  

Here a few hooks to get you started with brainstorming ideas:  

 How to articles/tips: 10 easy ways to ……… 

 

 A 'reveals/exposes' press broadcast. Example: Scam artists are preying on 

technologically challenged old folk. 

 

 Tap into special days and holidays eg Valentine’s Day, National Cupcake Day.  

 

 Tie in story with TV show or movie. 

 

 Give out awards 

 

 A 'predicts/forecasts' story. Predict a future trend in your industry. 

 

10.  Respond to journalists’ callouts 

Check out SourceBottle in Australia (www.sourcebottle.com.au)  or HARO (Help a Reporter 

Out) in the US (www.helpareporter.com) to get an idea of what kinds of topics are trending 

and popular and what stories journalists are working on right now and are looking for sources 

to comment.  
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ASK ME ANYTHING… 

about becoming a media star, creating successful PR 

campaigns, marketing that doesn’t suck and storytelling, 

and I’ll aim to answer it in a blog post, podcast or on 

Katrina Fox TV.  

Email me at info@katrinafox.com  

……………………………………………....... 

Join my community of socially conscious business 

owners, entrepreneurs and change makers at: 

www.katrinafox.com 
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