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Are you having trouble getting news about your 
organization placed in the media? If so, you’re 
probably committing the Number One Mistake of 
those seeking news coverage.

WHAT IS THE NUMBER ONE MISTAKE?

If you’re like most who are failing to get coverage, your 
biggest mistake isn’t the quality of your news, the story’s 
timing, or the skill of the spokesperson being interviewed. 
The Number One Mistake is to overlook the needs of editors.
Editors are the gatekeepers between you and the millions 
of people you can reach through them. They decide:

•  if a story is trendy or newsy enough to grab people’s 
interest

•  what priority to give the story
•  the amount of time or space to devote to it
•  how to ensure it reflects the truth.

From the standpoint of editors, their publications, TV shows, 
radio spots, or online communications don’t exist to “give 
you coverage.” They don’t exist so you can share your story 
and gain support. They exist to inform and entertain their 
own audiences.
So, the primary part of the equation is your approach to these 
editors. It’s not about bending them to your will. Rather, it’s 
about tailoring a story and angle about your organization, 
event, service, or product that will appeal to their audiences. 
Moreover, it can’t sound like an infomercial. Anything 
that’s too commercial will earn the response, “Buy an ad.”
Here are some suggestions on how to shape that angle:
If you want to get in the magazine, read the magazine. 
If you want to get on the TV show, watch the show.
If you’re hoping a newspaper, magazine, show, podcast, 
or other communication channel will feature you, you’d 
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Get Your Story into the News
For further advice on getting your story into the news, 
check out these articles at NonprofitWorld.org:

How to Get Quoted in the Press (Vol. 25, No. 4)

Let the World Know: Make Your Cause News (Vol. 15, 
No. 1)

You Have a Story to Tell (Vol. 25, No. 1)

When the News Isn’t Great (Vol. 34, No. 1)

How to Publicize Your Organization on a Small 
Budget (Vol. 31, No. 1)

Boosting Visibility (Vol. 27, No. 2)

“Chances are you could piggyback 
on the headlines.”

“Are you committing the 
Number One Mistake of those 

seeking news coverage?”
better know what they’re featuring. Once you understand 
the types of things they like to cover, it will be easier to see 
how you could fit in.
Decide if you’re actually newsworthy.
If your organization is connected to a topic area that’s getting 
a lot of buzz lately, chances are you could piggyback on the 
headlines. Can you offer solutions to make life easier for 
people? Has your organization beaten the odds or overcome 
adversity? Do you have an inspirational story regarding how 
someone prevailed over misfortune? Media outlets love to 
feature those kinds of angles, because they’re universal and 
appeal to everyone.

SELECT THE RIGHT TOOL TO GET 
COVERAGE.

When you have something to communicate to the media, 
use the right tool for the job. Issue a news release only when 
there’s something “newsy” to communicate. Sometimes a 
simple e-mail to an editor with three sentences describing 
the story angle is enough. Sometimes a pitch letter is what’s 
required. 
Remember, you don’t want to waste the time of the editors 
you’re contacting. Give them as much information as they 
need to decide if you’re newsworthy, and that’s it. They won’t 
read a four-page release, so don’t write the organizational 
manifesto. You can be sure they’ll cast it aside.
Ask yourself, “Would I be interested in this story?”
Be objective. If you were reading a publication and saw a 
story like the one you’re pitching, would you take the time 
to read it? If you heard a TV promo for an upcoming spot, 
would you stay around to watch it? If you can imagine the 
headline or teaser about your story in your head and then 
hear yourself thinking “Who cares?” in response to it, 
chances are you need to come up with another idea.

STORM THE GATE

If you want to get into the news, then you need to think like 
the editors who control that gate. The better you can help 
them serve their audiences, the more they’ll want to help 
you spread your story.    
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•  Mitigate Cyber Risks with the Right Security 
Controls

• How to Use Gossip as a Productivity Tool

• PSAs Are Not “Announcements”

•  Let’s Take the Mystery Out of Training 
Millennials

•  Why Clutter Hurts Your Leadership & What 
You Can Do About It

•  A Path to Stronger Programs, Greater 
Engagement, and Less Burnout?

•  Do You Need a Translator? Make Sure People 
Understand Your Message

•  Rest Your Weary Fingers – Voice Activation Is 
Coming to A CRM Near You

•  The Perfect Gift for a Major Donor

•  Three Vital Questions for Your Board

•  Is Your Nonprofit Compliant with State 
Registration & Audit Rules?

•  Making Much of Little: Turning Untapped 
Assets into Gold 
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