Free Publicity Twelve Months a Year
Seminar with Joan Stewart

Gary: There are very few people in the publishing world—as everybody knows, I’m sure—who show the generosity, the expertise, and the energy that support us publishers to the highest extent, and Joan is definitely one of those people. Publicity expert Joan Stewart is also known as “The Publicity Hound.” She’s a coach and a mentor who works with business owners and authors, just like you all. Most of you are authors who want to use free publicity from traditional and social media. She teaches you how to establish your credibility, enhance your reputation, position yourself as an expert, and sell more products and services. She’s worked with thousands of CEOs, nonprofit executives, authors, speakers and experts who needed to tell their story to the world. She has helped her clients pitch themselves to the media to get on Good Morning America and onto the front page of the Wall Street Journal. She’s the author of four e-books on publicity and is quoted in more than sixty books on marketing, public relations, and small business. She lives in Port Washington, Wisconsin. And how is your dog Bogey getting along these days?
Joan: It’s funny you should ask. She is on the couch asleep, and I was going to tell everyone that if they happen to hear her bark, it’s because she happens to really like the particular tip I’m talking about.

Gary: Okay, Joan, thank you very much. Let’s take it away, Joan, We’re just waiting to hear from you because we know how great you are.

Joan: Thanks, Gary. Hi, everybody! It’s great to be here. I love working with authors. Tonight is going to be sort of like a bobsled run for all of you. Anybody who’s heard me present knows that I’m really loaded with content. If you can’t keep up with me, don’t worry about it because I am going to give you the slides as well as the recording so you can have my slides. But I’m going to make you all at the end put up your right paw and solemnly swear that you will not share any of these with people who are not in the association or with anybody online. I really don’t want to find these slides online. 

Let’s go right into the presentation. I’m going to talk about the secrets of getting free publicity twelve months a year plus. I think I have about eighty ideas to help you. They’re all sprinkled throughout the twelve months of the year. 

So let’s start out with who am I? Why should you listen to me? You should listen to me because I know the inside secrets and the rules of the game. And when you’re dealing with traditional media, there is definitely a set of rules that you need to follow. The problem is the media don’t tell you the rules. I know the rules, and I’m going to share them with you tonight. 

Also, I’ve coached thousands of CEOs, authors, speakers, experts, and business owners on topics like PR, book promotion, Internet marketing, and how to have their businesses shown to the world. If you go to Google right now and search for “free publicity,” I would be astonished if I didn’t show up on page 1 of Google. You may even find two or three listings for me on page 1 of Google for the keyword phrase “free publicity.”
If you do it right, and if you follow the tips that I’m sharing with you tonight, here’s what can happen. Here’s what publicity can do for you: You’re going to sell more books, because more publicity means—it’s almost like the media is giving you its stamp of approval. You’re also going to be viewed as an expert in your topic, and I think this is really important as well. A lot of authors fall down. The only thing they want to promote is their book. And what a lot of authors don’t understand, and this goes for you fiction authors too, is you should be promoting your expertise in your topic. I’d much rather have you promote yourself before you promote your books. 
It will help you rise above the competition. Everybody is an author today. There’s an author under every rock. The vast majority of them are not going to be doing what I’m sharing with you tonight. So if you do even a small fraction of this, you’ll be way better off than your competitors.

Publicity makes you more credible. And it’s cheaper than paid advertising! I don’t know how many of you have taken a look at the ad rates in maybe some of the magazines you want to get into. I can’t even remember the last time I bought a magazine ad, ’cause I can’t afford them. So I’m always going after the free publicity. Publicity also builds your company’s profile. One of the best things about it is that it snowballs. Publicity’s almost like a snowball rolling downhill. It keeps getting bigger and bigger and bigger and bigger and bigger, and the reason is—and this may be something that you do not know, but it’s one of those little rules—is that media people steal each other’s stories. They steal each other’s story ideas. The local radio station in your town does not have its own news department with reporters that go out and find the news. You know where they get their news from? They get it from your local daily paper, and sometimes the weekly paper. Where does the daily paper get it from? It gets it from the weeklies. So the media are always using each other’s stories. 
So let’s talk about a couple of places where you can get publicity. We’ll start with traditional media. And I have to say that twenty, almost twenty years ago when I first got into this, when I quit the newspaper business after two very long decades working as a reporter and editor, and I started teaching people how to get publicity, the only things that were out there really, were traditional media. I mean, social media hadn’t come along yet. The Internet was just starting to pick up steam. 

And so the only places where you could get publicity back then, and still now, are in newspapers, magazines—and magazines would include industry publications, they include your alumni magazine, they include consumer magazines, any magazines that are read by your ideal readers. Also television, and that includes cable shows, that includes local TV, it includes public television. Many of you have public television stations in your communities and a lot of those love authors. Also radio. There are local radio stations in every town. Many of these DJs and talk show hosts have airtime to fill every single day. If they can get compelling guests on, people who are not going to be constantly promoting their books but are going to be offering really good story angles that tie into their book, they will love you.
Okay, some other places to get publicity, and these are fairly new, and these weren’t around twenty years ago: electronic newsletters. There are a lot of electronic newsletters that are put out, that are very topic-specific. And a lot of those e-zine editors, and I’m one of them, have very loyal readers. I’ve got about five thousand people who subscribe to my newsletter, my e-mail tips twice a week. You can just do a search online for e-mail newsletters on whatever your topic happens to be. Also, podcasts. The world of podcasting is like its own universe. I will be very honest with you. One of the biggest mistakes I have made in my business in the almost two decades I’ve been in business, is not having started a podcast a long time ago when podcasting first started coming on to the scene, I want to guess maybe seven years ago. It has grown tremendously. And podcasters have their own radio shows that people can access through iTunes. Many of them have audiences, topics that are very narrow. And their listeners are very loyal. So think about pitching podcasters who tie in to your topic. Okay? So those are just some of the ways to get publicity.

Let’s talk about what news is, anyway, because a lot of people, especially authors, are confused about this. You’re going to be very disheartened when I tell you this. Don’t pitch your book as the news. News is what happens, that’s different. I think that it falls into three specific areas. 
· News is what happens that’s interesting. 

· News is, it could be tips that you’re offering that tie in to the topic of your book that could be very helpful. And several of you coming into the line told me what your books are about, and I’m going to work some of you in to the presentation when I go down the month-by-month bobsled run of the various story ideas that you can use all twelve months of the year. I’m going to work about a half a dozen of you into that list.

· News is also entertaining.

So you have to have something that’s interesting, something that’s helpful, or something that’s entertaining. And you never want to pitch your book, ever, ever. That’s a huge turnoff. You want to pitch your expertise in a specific topic. You want to pitch an interesting book hook or an angle. 
I had an item in my newsletter today, as a matter of fact, about a woman. She is a, I can’t think of the name of it, what she does. She teaches women how to dress nicely, how to do their hair and makeup and clothes and all that. And she wrote a book on that. And she didn’t pitch her book topic at all. She pitched, “How to Dress Skinny” so that you look skinny when you—she’s an image consultant, that’s what she does. I couldn’t think of the word. She pitched a story on how to dress skinny. And when she also pitched, “Let’s Take a Look at Your Closet: The Good, the Bad, and the Ugly.” What woman wouldn’t want to listen to a radio show with those two things mentioned. Okay? She never mentioned the title of her book, but the DJ knew she was an author, and the book gives you credibility. But the book isn’t the news. So you have to find an angle or an interesting hook to tie in to, and I’m going to go over some of these shortly.

Let’s talk about some other things that news is. It’s solutions to problems that are out there, and several of you said you were writing books about how to relieve stress, how to meet your goals. We know that this is a very stress-filled world. We also happen to know that a lot of people procrastinate, and that’s a reason they don’t meet their goals. So you can come, if your expertise is the solution to a big problem out there, you can get publicity for yourself. 
News is also the local angle to a national story. A couple weeks ago, the World Health Organization came out with a study that said prepackaged meat, when you eat too much of that it can give you cancer. That was a huge story that everybody was talking about. If you happened to be the local angle to that and you can work in something local, maybe you’re a cookbook author. You can pitch your local TV station with some local restaurants that have gotten away from even serving red meat because it’s just not healthy and it’s not what people are going after. You can tie that in, maybe, at some point, to your cookbook. Maybe you wrote a vegan cookbook. That World Health Organization study would have been perfect—piggyback onto trends that you’re seeing out there. Trends in industry, trends in culture, trends in entertainment, any trends that you can tie in to. Cell phones, right now, mobile phones. Our lives are wrapped up in our phones for most of us. Any kind of a tie in: technology, mobile phones or tablets, is great. 

Also, piggybacking on to holidays, and not only the major holidays, like Christmas, Easter, Thanksgiving, and Halloween, but the thousands and thousands of obscure holidays, like Hug Your Grandkids Day and Sky Awareness Week and Love Your Lawyer Day—which I’m going to talk about; it’s on November 5. 
News is taking a stand on a controversial issue. There are a lot of controversial issues out there right now: Abortion, gun control, letting refugees into the United States, and state by state, some of the states are not letting them in and some are welcoming them. There are many controversial topics, and if your book can tie in to one of them, and if you’re an expert on that topic, you can probably deliver a fairly good program. 

How you’re using technology—how are some of you using technology to write and publish your books? The whole publishing landscape has changed in the last ten years and there are a LOT of the things authors can do right now. My goodness, you can have an e-book up on Kindle and written in just a couple of days because of the technology that’s out there. And if you have a great technology story to share about how technology’s helped you as an author, that could be very interesting. Because there are more authors now than there ever were before. 
Also, news is alliances and partnerships that you have formed, either maybe with local companies, with local businesses, perhaps with other authors to create a product or to write a book.
News is polls and surveys. Think about taking a poll or taking a survey. And it doesn’t have to be a scientific survey or a scientific poll at all. Contests. There are some really fun contests out there. I think a great way to get publicity is to piggyback onto or tie in to the first day of winter, spring, summer, or fall. Those are called evergreen stories and I can tell you, after having worked in a newsroom for twenty-two years, reporters despise having to do first day of summer stories, first day of fall stories. But they’re evergreen. We always had to do ’em. I hated having to pound the pavement looking for people to talk to, to tie in to the first day of spring. And a couple of you on the line, because I know what books you wrote, you can do that, once you start to hear my ideas. 

I also think the weather is a great tie in. Weather happens 365 days a year. If you can’t get on your local TV news, maybe you can get the local meteorologist to mention you if there’s some kind of a tie in. The tie in doesn’t necessarily even have to be with your book. It can be just with you.

Also, don’t overlook letters to the editor and opinion columns in print publications, and remember too that a lot, most of, your print publications are now also online. Even though their letters to the editor page might only be a half a page or one full page, they will often write or print more letters online than they have space for in the physical paper. So if there’s a publication that you want to get into and there’s a print publication, go online to see if there’s an online version. I bet there is.
Also: the story behind why you’re writing a book. There are so many of you who have fascinating stories about how your book came to be. What was the traumatic event in your life, or the breakthrough event in your life, that led to you writing your book? Many authors don’t view those as interesting stories that they can tell, but remember, the world loves stories and the world loves storytellers. 

Okay. I want to talk about a couple of myths and a couple of secrets with publicity. I’m going to talk about the biggest myth about publicity, and I want to put this one to bed right now. The myth is, spraying and praying works. Spraying and praying is when you take an idea for a story and you spray that idea out there, to three hundred websites, magazines, newspapers, radio stations, TV stations, podcasters, bloggers, all those people! And you think to yourself, “Well, if I only get a 1 percent rate of return, I’ll get in three of those publications, or in TV, I’ll get three media hits, if I only get 1 percent of return.” 
Here’s the problem: Today’s media audiences are really fragmented. There’s a TV show for whatever floats your boat. There are special interest magazines that go only to people who eat vegan, or only to woodworkers, only to baby boomer woodworkers. That’s why you can’t take the same story idea and pitch it all over the landscape. I call that spraying and praying. You’re spraying it out there and then you’re praying that somebody calls. And it never works. I would much rather see you just pick a couple media outlets or a couple people to pitch it. And that’s publicity secret number one: you want to pitch fewer media outlets, not more of them. And your goal, before you pitch anybody, is to make every journalist or blogger or podcaster whom you pitch say to themselves, “Wow! That idea is perfect for our audience! They would love this idea! It’s perfect.” 

That story that the image consultant pitched on how to dress skinny—the radio show that she pitched it to, their demographics are women thirty-five to forty-five. It was perfect. And the only way you can know that is, you must do your homework and your research before you pitch. 

That’s publicity secret number two. If you want to pitch a magazine with an interesting story, or—and I tell authors to do this too, and this is one case where your book is, in fact, the news. 
There are a lot of magazines that have new product sections in their magazines. They have new products for whatever the magazine happens to be about. If your book is a new product, and if the book would tie in perfectly with the magazine, you can send a press release to the magazine along with a digital cover or a link to the digital cover at your website of your book. Your book might be featured in the new product section. I’ve had editors say to me, “Boy, we get a lot of press releases but we don’t have enough photos to feature along with the news.”
If you’re pitching a radio show, don’t pitch unless you’ve listened to the podcast or the show to get a good feel for whether or not your content would be a good match. 
And I know what you’re probably thinking: “Man, this is a lot of work! I was just hoping that she would tell us that we could send out 300 press releases.” No, that’s not what you want to do. This is a lot of work. All of the things that I’m telling you to do are way harder than writing and publishing the book you just finished. This is why so many books don’t get publicity. Because by the time the books are written and they’re published, the authors are exhausted. They just want to lay back and just watch the book sales roll in. And it doesn’t happen because the whole book industry is so competitive.

If you are pitching a blogger or a website, read the blog before you pitch. Look at the website before you pitch. Pay attention to what they cover. 
Publicity secret number three: So far, I’ve been talking about pretty much the traditional media, like newspapers, magazines, TV, and radio, as well as, quote-unquote, the new media. And the new media includes bloggers, podcasters, newsletter editors. There’s another media outlet, a whole group of media outlets out there, too. And that is you.
You have the power to build your own media empire. How do you do that? You can have your own TV station with short videos on YouTube. You can have your own radio station online, or you can have your own podcast. You can have your own electronic magazine or your own newsletter; that can be your own media outlet. 

I have my own YouTube channel, I have my electronic magazine, my twice-a-week e-mail tips, and I’m going to be starting a podcast pretty soon. That’s my media empire. In addition to that, I pin on Pinterest, and I’m on LinkedIn and some of the other social media sites. 

You don’t have to do it all, if you only want to pick one or two of these and do them really well. Some of you may have a beautiful voice for radio, in which case you may want to start a podcast. Some of you may dig doing video, and so for you, YouTube would be perfect. And I want you to know that if nobody out there will cover you and your book, go cover it yourself. 

Start building an e-mail list. And this is where a vast majority of authors are making a huge mistake. You’re leaving so much money on the table by not building a list of e-mails of people who will let you market to them. And the reason most of you aren’t doing it—I know what the reason is because this is what authors tell me all the time: “I hate spam! I don’t want people to view this—I don’t want to bother people. I don’t want to spam them.” Well, you’re not going to spam. If you do it right, you’re not going to be spamming. You are going to be sharing interesting information about your book. You can share with people on your e-mail list the journey of writing your book.

There are a couple of authors who do this and it’s fascinating. It’s wonderful to share with your ready-made audience what’s happening. Are you stuck? There’s one author who was looking for names for his—he’s a sci-fi author, and he was looking for names for his sci-fi characters. He was running out of names. He had a whole series of books. So he had this fun contest where he threw it out to the people in his Facebook group and on his e-mail list. “If you want to have one of my characters named after you, just let me know and I’ll be happy to name one of my characters after you!”
There was actually a Catholic priest who followed this author’s sci-fi novels. The Catholic priest submitted his name, and sure enough, the author named the chaplain in his next sci-fi novel after this Catholic priest. Now stop and think about this for a second. What do you think is the advantage of that—of naming characters after real live people, if you’re an author? Think about that for a second. What would be the advantage? Why go to all that trouble? Why not just make up the names? Do you think those thirty people [you named your characters after] are going to go on Facebook and talk about your book? Of course they are! They are going to promote you. 

So that’s one of the ways, one of the many advantages, of building an e-mail list. I want to show you what I’m talking about. The best way to build an e-mail list is to give away something really valuable for free, that people in your audience want. I want to demonstrate to you how this works. 
I have a e-mail cheat sheet that I give away to authors, and it’s called “10 Profitable Ways to Use Email to Create Superfans Who Help You Sell Books.” You just go over to this page (and I’m going to give you the URL in a second) and you click there for instant access to it. You give me your name and your e-mail address, and you go on to my e-mail list. You’ll get your cheat sheet right away. You’ll be able to download it; it’s just one page. It gives you all these examples of the various things that you can write about if you start an e-mail newsletter; if you do a weekly e-mail tip. And then you go onto my e-mail list and you’ll also get my e-mail tips twice a week. I do a lot for authors. You’ll get a—it’s a real short newsletter; you’ll get it on Tuesday afternoon and Saturday morning. And if you don’t like the newsletter you can simply unsubscribe from it. You can keep the cheat sheet. But I want to show you how this works. 
After you get the cheat sheet, it’s going to kick off a series of four follow-up messages. I’m not going to go into them, but pay attention to the questions I’m asking you in the follow-up messages after you get your cheat sheet. Here’s the URL to grab your cheat sheet. Don’t do this now; wait until after the call. You want to go to tinyurl.com/authorcheatsheet. Get the cheat sheet and you’ll see how to start doing this. 

Okay, I’ve got eighty-two story ideas for twelve months of the year, but Gary, this would be a good place to stop and take questions about anything I’ve talked about so far. 
Gary: Okay. Well, we have from the e-mail questions and folks, if you want to send in some more you can certainly do that right now. We’re not going to unmute you right now but the e-mail questions can certainly come in in an orderly fashion. One of our folks has been told by a lot of people that PR is dead. I’m assuming what that means is that traditional press releases don’t work as well as they used to. But can you address that question? She wants me to ask you to address that question.

Joan: Yeah, well, that’s a good question. I don’t know where they heard that. I think that the person that told them that, what that person really means is crappy PR is dead. Spray and pray PR is dead. You don’t take three hundred press releases and send them out anymore. That doesn’t work. The old way of doing things—that was not a good idea to begin with, even twenty years ago. PR absolutely does work. There are big companies paying millions of dollars per year to PR firms to get their message out there. PR has changed drastically. It’s no longer just pitching TV, radio, newspapers, and magazines. It’s all about being active on social media as well. And creating those media outlets I just told you about. You can have your own radio show as a podcaster. You can have your own TV show on YouTube. You can have your own little magazine, via e-mail tips every week.

Gary: Thank you for that. Another question that’s popped up has to do with something you just said about using a real person for a name. Does that apply to fiction?

Joan: It was fiction. Yes, it was fiction. I’m assuming that the author probably got the release forms and all that stuff. This was a self-published author so he didn’t have to hassle with a publishing company, but I’m sure that he did all that stuff behind the scenes to make sure he didn’t get into trouble or anything. But he got the permission forms. But think about how powerful that is.
Gary: So as long as you have the legal considerations handled, it’s a great idea. That’s all the questions I have at the moment that have come in to me. Sharon, do you have any?

Sharon: Nope. Keep going, Joan.

Gary: Joan, you are asking more questions than they have questions for. 

Joan: All right. Let’s come on into the bobsled. Fasten your seatbelts because I’m going to go through these eighty-five ideas really quickly. When we get to the end, you’ll be able to ask questions. I don’t want you to ask, “Can you please repeat what you said for January? I didn’t have a chance to write it down.” We’re not going to do that. You’re going to get all the slides, okay? So don’t worry about taking notes. You just want to sit back and listen? That’s fine. Or, what you might want to do is jot down the ideas that you think might be a good tie-in with your particular book. Okay?

All right. Let’s start with January. We’re going to start in January. We’re going to end in December. In the month of January, TV especially loves stories about how to lose weight, stop smoking, and get healthy. One of you had a book on goals that you wrote; January would be the perfect month for you. For one of these, if you want to make a commitment to lose weight, stop smoking, and get healthy, what are some tips that you have on how people can help meet their goals? Remember, a lot of these are New Year’s Resolutions, so that would be terrific for you. 

Also, Super Bowl parties are really big in January. When is the Super Bowl this year? Is it in February? They keep making it later and later. But there are stories in January leading up to the Super Bowl, so any tie-ins that you can do. Also, Super Bowl alternatives. Not everybody likes the Super Bowl. On Super Bowl Sunday, there are a lot of people looking for other things to do. 

Keeping pets safe in the winter is a wonderful January story. So is winter driving safety. Another one is predictions. Around the end of December you start to see stories appearing, they’re all over the place, and now that I’ve told you about it, you’re going to start to notice a bunch of them. People are predicting things that are going to happen in 2016 in their industry. You’ll have some financial advisors predicting things that are going to happen with the economy and the interest rates. You may have car dealers predicting things that are going to happen with car sales once the interest rates maybe start to creep back up again. Realtors are going to start making predictions. Is there something you can predict? And you’ll start to see these at the end of December, but they also appear in the month of January. 
Okay, let me see if I’ve got anything down here for those of you who told me about your books. Somebody wrote a book called Simple Spreadsheets for Hard Decisions. January would be a great month for you to pitch that to get your spreadsheet ready to go for the new year. That would be great. Get yourself all organized. To get your office organized, any office organization stuff, that’s great. 
February. Valentine’s Day. Now there’s a lot of competition for publicity around Valentine’s Day. So you need to have a story that’s really different. Also, February’s a great month for how to save on heating bills. It’s also a super month for shaking the winter blues. So many people in February are depressed, and if you have written a book that ties into this, about avoiding depression or how to get yourself motivated during one of the darkest months of the year, February would be a good time to pitch it. How to avoid the flu is still on everybody’s mind in February. So is winter maintenance tips for cars. 
February is also African American History Month, so if any of you have books, fiction especially, that has an African American theme to it—great month to pitch it. It’s also National Snack Food Month, so any of you nutritionists, maybe who’ve written cookbooks, great tie-in to tell people to do maybe a little comparison about what eating junk food will mean versus if you—I make kale chips for myself. I love kale chips. And they’re so healthy. The problem is they don’t fill you up very much. But you could really have a fun time with that one. 
Notice, I’m talking about a lot of days, weeks, and months of the year. I’m going to stop here and tell you that there’s a big directory called Chase’s Calendar of Events. It’s about as big as a medium sized phone directory, and you can find it in most libraries as well. Chase’s is filled with these days, weeks, or months of the year. I actually did a webinar a couple of weeks ago on how to create your own holiday and get it into Chase’s. So you can go to your library and pick Chase’s off the shelf. You can tie into other people’s holidays. You don’t have to have your own. 

So let’s go on to March. March is American Red Cross Month. Maybe there’s a tie in there. How to get ready for gardening. I’m a gardener, and boy, by March, we are aching to get our fingers into the soil. Gardening, by the way, is a huge stress reducer. Maybe an organizational expert can talk about how to go clean your shed out in March to get it all organized so you’re ready to go so you can start planting at the end of May.
March is also Small Press Month, for all you Indie authors and publishers. A great time to talk about the business of writing and publishing. This is the month to do it. Then we’ve got St. Patrick’s Day, and if you happen to be an addictions experts, I would tie in to drunken driving, drunken driving problems, or how to keep safe, things like that that tie in to St. Patrick’s Day. Also, anything green goes. I’ve heard a TV producer tell me that they’ve had pizza shots that will make green pizzas on St. Patrick’s Day. And the TV stations love to go out and take film and video of the green pizzas because, you know, it’s really visual and stuff, so anything green is a good tie in. Do you have a product that’s green? Maybe you do.

Also, in March, TV especially loves stories about plastic surgery, because in March, a lot of women are thinking that it’s going to be time pretty soon to go look for a bathing suit. And that cannot be a lot of fun if you’ve packed on the pounds over the wintertime. So any plastic surgery stories that you can tie in, TV especially loves because it’s really visual.
Okay, April. One of you wrote a book called Get Your Mind Out of the Clutter, and April [is the] month to tie in to spring cleaning. And you may say, “Well, my book’s not about spring cleaning.” Well, that’s okay. Spring cleaning for your head; spring cleaning for your mind. Use the spring cleaning theme: clean up your house, clean up your workplace, clean up your credit, clean your teeth regularly, clean clean clean clean. Use the clean tie-in to your book.

April 15 is the tax-filing deadline, and here’s a clever trick I have found people get publicity from: accountants are always up until midnight that night. They’re working feverishly weeks before. I saw a company once send, they paid for I believe, either they cooked and hand-delivered [food] to one of their local accounting offices, and before they did that, they called the TV station. So if you can get maybe a couple of your author friends together in your community, that might be fun. Do a handmade lunch of soup and sandwiches and call the TV station beforehand and just hand-deliver it to one or more of the local accounting offices. That’s such a fun little story! And TV loves that stuff because it’s sort of schmaltzy, you know, but then it’s really visual and everybody’s happy and everybody’s smiling and it’s related to food. 
April 22 is Take Our Kids to Work Day. It used to be Take Our Daughters to Work Day and they have since changed it to Take Our Kids to Work Day. So if you are perhaps a nonfiction author that talks about the workplace, that would be a great time to offer tips for companies or for your own kids. If you’re taking your kids to work with you, here are some things that we recommend that you share with them about the workday. Don’t only share the good stuff. Share the things that talk about what makes your job so difficult because maybe your kids really need to know that. 
Month of May: stay away from pitching TV during the month of May, and the reason is because Sweeps Week is during the month of May. Television is really busy with their big investigations, their, quote-unquote, Investigative Stories, which really aren’t that investigative. They’re usually pretty dumb. But they spend a lot of time and they have to make sure their ratings are really high, so don’t pitch during May. 

But you can pitch other media outlets. People—young women especially—are starting to think “prom time.” Anything that’s prom-related. People are starting to gear up for the summer. Anything related to outdoor toys and gadgets for the summer. Safety toys for the summer. Gas prices! Everybody’s got their eyes on gas prices in May because they’re planning vacations. Maybe you can tie a story in to either the rising gas prices or, in this case, gas prices, at least here in Wisconsin, have been dropping like crazy, and they’re sort of like a roller coaster. So any tie-in would be really helpful. 

Mother’s Day is in May. If any of you have your kids involved in the writing of your book, and I have a client who wrote a book actually with her son, who’s a doctor. They wrote a children’s picture book. That’s one of the stories that she’s pitching—how she and her son wrote the book together. That’s sort of like the story behind the story. Tie it in to Mother’s Day. 

In June, June 22 is Bring Your Dog to Work Day. Might hold some possibilities for you. June is also the first day of summer. Remember that dreaded first day of summer I told you I hated to have to write stories about? There was nothing, no assignment was worse, on the face of the earth, than having to write a story about the first day of winter, spring, summer, or fall. It was just ghastly. We’d all groan. So see if there’s a summer tie-in. 
For those of you, if you’ve got a book that’s great chick lit and it would make a wonderful beach read, beach read lists are really big among bloggers. You can pitch a blogger and maybe compile a list of beach reads that you think that blogger might like. Put your book on the list and offer it to a blogger. Because a lot of these women bloggers are writing about fiction books that make wonderful reads while you’re laying on the beach in the middle of July. 

How to stay safe on vacation: that’s a great story for June. So is anything related to tanning and skin-care tips because people are going to be out in the sun. Summer car maintenance. Also, June is Father’s Day. If any of you are Dads, you might be writing a book with your son; you might be involved with your son’s interesting hobby; you may work with your son at the same company. 

You might say, “Well how does this tie in to my book?” Well, it may not directly, but if they cover you, you have a chance to slip into the story the chance that you’ve written a book. Okay?

Take a look at those gas prices again. How are you being affected by high gas prices? Are book sales being affected by high gas prices? I don’t know the answer to that because I don’t have print books, but there may be some print-book-related issues in terms of costs and things and shipping and—how are books affected by increases in postal rates? There you go. There’s a tie-in. 
Also in June—somebody gave me their book explanation and I thought, “How am I going to work that in?” but I have the perfect tie-in. One of our authors listening to this wrote a book on yeast infections and how men and women can keep from getting them, mostly in the summertime. Because I said to her, “Is there a certain month that they get them mostly?” and she said mostly in the summer when they sit around in wet bathing suits. I think that’s a great story. 

Now whether or not TV would want it, that’s a little bit iffy. I don’t know. Go ahead and pitch it and see what they say. You never know. It’s real different. I don’t ever remember seeing a story on yeast infections on television, but I didn’t know that men get them either, so that’s interesting. And I think she said that kids do too. So that’s sort of the health safety tie-in that’s unusual enough that TV might go for it. So you ought to be promoting your expertise. Then they will probably slip in the fact—and you can tell them—that you wrote a book on yeast infections and you’ll be happy to share tips from the book. I’d be surprised if you didn’t get on TV because that’s such a good tie in.

Okay, where am I? I am in the month of July. July 4, red, white, and blue. Anything red, white, and blue to promote patriotism. Here’s one: how to calm pets during fireworks? Anything that’s back-to-school related starts to appear in July. If you have written a book about aches and pains and back problems, talk about how kids can avoid getting backaches from those heavy backpacks. Bullying is still a really big issue. The cost of school supplies is still a big issue. 

Take a look at the super hot, hot weather in many states, 100-degree temperatures and above. Anytime you can tie in to the weather, with either fun stories or serious stories or how to stay safe tips, you could get some decent publicity.
Also, the month of July—this is important for any of you who want to get into magazines for their Christmas editions; you might have a book that would make a perfect Christmas gift—you need to be pitching in July to get in the December issue. Consumer magazines especially, print magazines have very long lead times and they work several months ahead of time. 

August: summer-safety first-aid tips. How the weather affects your sales. Here’s a good one—because remember, people are starting to think back to school—back to school driving tips, school safety and security, how to save on school supplies. 

Here’s a good one for anybody who’s an expert in cyber security—how kids can stay safe online. Also, TV loves stories on fashionable backpacks. That’s almost a made-for-television story. 

What about Labor Day? Somebody on the line told me that they wrote a book called Labor in the Free World. You ought to be pitching that in August to tie in to Labor Day, which I believe is like the first week of September or something. And I don’t know what the book is about, but if you can excerpt tips from the book, or maybe if it’s fiction, you can talk about what labor is like in the world that you’ve created inside that book. Tie it in to Labor Day and see if they go for it.

Remember that there is such a thing called “slow news days.” Every newsperson has a slow news day. I had many in my career and they are hell. They are hellish. A slow news day is a day when you have nothing but garbage to put on page 1 of the newspaper and you’re almost embarrassed to print up the newspaper because there’s nothing going on. And so you never know when your story that’s sort of on the fence as to whether or not it’s good or not—they may grab it on a slow news day. But if you pitch even a good story idea on a day when all hell has broken out in the Middle East, or heaven forbid there’s another horrible kind of an attack in another country, like what happened in Paris or here in our country, even the best story in the world that you’re pitching may never see the light of day because of that big breaking news event. 
Okay, month of September. Controversial labor issues. Any labor issues that tie in to Labor Day, like big pensions for public employees—that’s a big controversial topic. Also, employee recruitment and retention. Anybody who’s written books for the workplace, Labor Day is a great day to talk about how to find and keep really good employees. I’ve seen a story done in September of CEOs who switch jobs with their employees. There’ll be an employee who is CEO for the day. Now a lot of you don’t work in corporate but if you did that would be a good story for you. 
Have a chili cook-off and invite the media. Any of you cookbook authors, September’s the time to do that. That could be a really fun event. Sponsor a chili cook-off at a local company. Maybe you could have all kinds of fun with this. Also remember that September is the first day of autumn. There are goofy sleep patterns that we have to get used to; there are also tips for cooler weather. 
There’s somebody who wrote a legal drama book. September might be a great month for you, because all the new shows, the TV shows, are coming out in September. If there are any new legal dramas that are being introduced, there might be a tie-in there for you as well. 
October: Make a Difference Day is—I’m not quite sure exactly when it is. I think it’s the first Saturday of October. And it’s where people all over the country are doing good things in their community to make a difference. They’re working at homeless shelters, they’re cutting the grass for elderly people who can’t mow their own lawns and weed their own gardens. They’re painting houses and cleaning up litter and doing all kinds of great things. So maybe you can get a group of people together and somehow tie it in to your book on Make a Difference Day. 
Also: What to do with one extra hour of sleep. Now, this year we turned our clocks back in November so you’ll have to double-check to see when that is, but what are your recommendations on what people can do with one extra hour of time when they turn their clocks back? Can they volunteer? What are some things they can do? Maybe you can tie it in to your book. 

October is also Consumer Information Month, so anybody who has tips that will help consumers, your tips would be welcome during October. During October, anything Halloween-related is huge. I have seen people get publicity on TV by doing something as simple as carving the call letters of their local TV station into a pumpkin. I kid you not. TV stations would love this story. If you told them that you’re having a pumpkin carving contest for people in your neighborhood, and you want to see who can carve the TV station’s call letters the best on a pumpkin, I can virtually guarantee you they will be out there with their TV cameras. That’s sort of a fun story. How about alternatives to candy? Any of you who’ve written health books, that’d be a good one. 

In November, what we are thankful for: anything with a thankful theme. November is also National Novel Writing Month, and somebody listening to this has a historical novel that takes place in 1915 and ties into World War II. Also, that anniversary that you told me about, whatever it is, I can’t remember what you told me it was—was it the sinking of a boat or something? That happened on May 7, 1915. May would be a great month for you to tie in your book to whatever that historical event was that happened back in 1915.
You really have to sit down, especially you fiction writers. A lot of this stuff sounds like it’s geared only for nonfiction. You have to look through your book and just go chapter by chapter and start writing down topics that tie into a lot, to just anything, and then go back to my list here and see if you can match up your topics with the things that are on my list. 

Here’s a good one for veterans. November 11 is Veterans Day. November 5 is Love Your Lawyer Day. That actually got publicity on the front page of the Wall Street Journal, oddly enough, this year. And any tie-ins with lawyers are great. Hunting season starts in November. Anything related to hunting. November is also Nonfiction Writing Month. So you nonfiction writers, talk about the story behind the writing of your book. And what struggles are there with writing nonfiction? Everybody thinks writing nonfiction is a lot easier than writing fiction. Maybe not. What are some things that you have to pay close attention to? Because remember, everybody is an author today, or everybody wants to be an author. And if you have advice for nonfiction writers, that could be great. 
How about safety tips for shopping on Black Friday, the day after Thanksgiving? How about the hot technology gadgets for gifts this year? That’s a great story in November. 
And that takes us to the month of December. It’s a great month to pitch television. It’s a great month to pitch, period. So make a mental note that you want to be pitching stories in December. Stop and think why that might be. Why do you think it’s a great opportunity? Think about that for a second. The reason is because a lot of other people aren’t. They’re busy shopping, they’re busy cooking, they’re busy planning parties, planning for the holidays. They’re wrapping gifts. Pitching stories is the last thing on their mind. So there’s less competition in December. The other reason is because a lot of people take vacations in December at media outlets, because it’s sort of a slower month, and they’re desperate for stories. So pitch during December.

How about unusual products and services that would make great gifts for Christmas? How about the top ten books of the year? It would be the Top Ten fill-in-the-blank Books of the Year. If you’re a mystery writer, how about the top ten mystery books of the year, and guess what? Your mystery book just happens to be on the list. That would be a good one to pitch to bloggers. 

Hot tech gadgets for gifts. Any unusual holiday parties or unusual holiday traditions. Pets and the holidays. Pets have a really tough time with all the chaos that goes on during the holidays. What about employees who work on Christmas Day? Do any of you work on Christmas Day? I see newspapers do a lot of stories on people who work on Christmas Day, for those of you who have day jobs. 

And that’s all I’ve got. Oh, one last thing: I want to tell you a couple of things. The last one is about press releases, because that came up earlier. Press releases will seldom get you a really big story. They will seldom get you that big story that you’re going after. You need a really good pitch. So why do we write press releases? Well, we write them because we can post them right at our website, and if we’re pitching a story to a TV station or a blogger or a newspaper reporter, we can link to the press release in that e-mail pitch, and if they’re curious about the story, they can click on that e-mail link and go over to your website and read the press release for all the details. 
Okay, I’ll take questions and then I’ll do a short close. 

Gary: Okay, now’s the time for people to e-mail me. We’ll probably be unmuting people in a little while at the very, very end. Generally—I know you’ve answered the question “How far in advance should we pitch Christmas?” Generally, how far in advance would most months need to be pitched?

Joan: Okay, let me back up and clarify that. You want to pitch Christmas stories in July to magazines. You can pitch Christmas stories the day before Christmas, to get on Christmas Day, to your local TV station. Local TV sometimes only needs a couple days’ notice. Again, it depends on how many other stories you’re competing with. If you can give media outlets several weeks’ notice, that’s great. But if you’re trying to get into magazines, you have got to be pitching three to four months ahead of time. Sometimes five months. If you’re pitching your local newspaper, it all depends what you’re pitching. The more notice you can give them, the better off you’ll be. 
Gary: Okay. Excellent answer.
Joan: Gary, I should tell you that if any of you have questions that you think of after we hang up, or if the author who has the involved question, if you want to e-mail that to me tonight, I’ll be happy to answer it for you. You can e-mail it to me at jstewart@publicityhound.com or just go to my website, publicityhound.com. My e-mail address is right down there at the bottom. 

Gary: Very good. This particular question comes from a person who really is quite a resource herself. This may be something that everybody is going to want to hear. Brenda Avadian, here we go.
Brenda: Thank you very much, Gary. And Joan, Port Washington—there’s a nice fish-fry place there but you sound like a vegan with your examples.

Joan: No! Are you kidding? I was at that nice fish-fry place last Saturday. 

Brenda: It’s so good; I miss it. Anyway, my question is on your tip number three. Your secret tip number three talks about us becoming our own media entities. I have been a media entity for a number of years, with a monthly newsletter and a blog for seventeen years, and what I’m finding is some of your peers, some of the credible ones that are seen as experts, will pitch me. But they don’t follow your advice of being familiar with the blog and know what to pitch about or the language, and so on. On my website I actually offer guidelines, but they do that spray and pray. So my question to you is this: I want to be polite and reply to everybody, especially some of your peers whom we all know. But when time is tight I find myself getting annoyed. So what advice do you have?
Joan: Everybody is spraying and praying. The way that I do it—this is a nice way to do it—I don’t do a very good job of showing people this at my blog. I need to get this out on the front page of where my blog is. If you e-mail me I will send this to you or you can just go to my website, publicityhound.com. There’s a little search box in the upper right hand corner. Just type in “How to pitch me” or “how to pitch an idea,” or if you can’t find it, e-mail me. I have an entire page at my website that explains to people how to pitch me. Like number one: read the blog before you pitch me. Number two: don’t just suggest one idea. Suggest three ideas. Give me a choice that I can choose from. I may tell you that I like all three ideas. And then on and on; I have a list—it’s a long list of eight or ten tips. 
So when somebody pitches me and it’s a bad pitch, or if it’s way off-base and the topic doesn’t fit, I just do a quick reply: “Sorry, this is not a good fit for my blog.” But if they pitch me and it’s a crummy pitch but I like the idea, I’ll hit reply and I’ll say, “The idea sounds interesting. Please read the list of tips on how to pitch me.” That’s all I say. And if they want to take the time to read it and do it right, often they will come back with a nice pitch that goes into more detail and it’s exactly what I’m looking for. That’s how you handle that. 

Gary: Okay, we did get another question via e-mail: Is there any particular time to pitch humor?

Joan: Always! Always. People love humor. They absolutely love humor. As a matter of fact, tonight—I had this in my newsletter today—Tom Antion was doing a humor presentation for speakers on how to inject humor into your presentations, and it was just absolutely fabulous. I’m sure it’s still going on, so as soon as we’re done here I’m going to hop back on the line and see what Tom has to say about humor.
Pitch humor all the time. Let me tell you when not to pitch it. You want to stay away from terrible, horrible events like the Paris bombings. That’s not the time to pitch anything that’s funny. But, you know, like after 9/11, there were people who were even wondering, Do I bother pitching? You know, what do we do? There was a lot of anxiety and confusion after 9/11. I remember people asking me three weeks later, is it okay if we pitch stories to the media? You just sort of have to play it by ear, but if there’s anything major that’s bad, really bad, that’s going on in the world, that’s not the time to pitch humor. Otherwise, go for it. 
Gary: Excellent.

Audience: Could you please, Joan, repeat what you were saying at the very end about linking your press release and making that an available link, or something like that?

Joan: Yes. You want to take the press release for your book—so when you launch your book you have a press release—and if you launched your book three years ago and you don’t have a press release yet, there’s no reason why you can’t write one now. I mean, who cares? Put the press release on its own page someplace on your website. The ideal place to put it is under a button that says something like “For the Media” or “Media Room” or “Sally in the Media” or something like that. Then when people click on that it takes them to a page that has other links on it. You can have a separate link for each press release. I also think it’s a good idea to have several photos of you right there, at your website, that bloggers or reporters or editors or whomever can come and use. Let them know that your photos are available there. 

Gary: Any other questions?

Joan: Okay, I have just a very short close. I want to let you know that there are a couple of ways that you can stay in touch with me. If you go to tinyurl.com/authorcheatsheet you’ll get that Cheat Sheet I told you about on e-mail marketing, and you’ll automatically get my e-mail tips every Tuesday and every Saturday. You could also read my blog that is at my website. You can subscribe to the blog, and when you go over to my site, you’ll also see I have a service available called “Rent My Brain.” I do a lot of consulting with authors over the phone. They might want to buy an hour or half an hour of my time to help brainstorm story angles or to help them with whatever it is that they need help with. That’s right on the home page. 
Also, I want to give you access to these slides. The slides I read from are in the cloud right now and you’re going to be able to download them. So I will give you the link where the slides are located. It’s tinyurl.com/85storyideas. 
And then I just thought of something that I should have given you. It just popped into my head right now. On Thursday of this week at four o’clock Eastern time, I’m offering a free webinar with Wayne Kelly. Wayne is a disc jockey in Canada; he’s also a media trainer. We’re going to talk about book hooks that authors can use to pitch stories to radio shows. If you want to get on radio shows in your community, he’s going to talk all about some authors who have pitched him successfully and have gotten on his show. He’s the one that gave me the idea about the image consultant—ka-ching—how to dress skinny. He got that pitch and he loved it and he had her on his show. So if you’re interested in it, you can go—actually, it’s right on the home page of my website at publicityhound.com. You’ll see it’s over on the right-hand side on the little calendar. Click on that link and you can go sign up for the webinar. And it is free. You pay nothing for it. It’ll give you lots of great examples and ideas on how to come up with great book hooks for radio.
Gary: I want to add that Joan has these webinars very often, and they’re always just as stocked with information as you heard tonight. Joan, we want to thank you very much for the wonderful information, the generosity, and the support. I want to thank everybody out there for being very polite, because we are all unmuted right now. 

Joan: Thank you for your wonderful questions as well. Great questions!

Gary: If we are at an end, again I want to thank everybody, especially Joan. I want to thank you—you always deliver and then some!
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