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––––– 
Give a man a  

fish and you feed 
him for a day.  

Teach a man to  
fish and you feed 

him for a lifetime.  
–––––
Chinese proverb 

The International Thesaurus of Quotations

ed. Rhoda Thomas Tripp, p. 76, no. 3 (1970). 

WHY I CREATED THIS E-WORKBOOK

We all create businesses with passion and high hopes that success - 

no matter how we define it - will flow as a result of our hard  

work, talent, and commitment to win. In my case, I often quip  

that I went from desperate housewife to diva of publicity in nine 

life-altering steps. I launched my public relations and marketing 

communications agency in February 2001 when my son Kyle was 

just a toddler. My goal was to earn enough money to buy better 

groceries. Now, after following my own business-building and  

media-relations advice, I am too busy to cook!

Over time, my company has earned a reputation as a results-ori-

ented public relations and marketing communications agency that 

delivers quality results in an engaging, warm, and winning way. 

Not every growing company with a story to tell has the luxury to 

hire a public relations firm to help build brand, reputation, and 

sales, yet every winning company deserves to have its story told. 

That is why I created this e-workbook.    

The Get Ready - Get Known - Get Paid - E-Workbook intends to 

educate, equip, and inspire success-seeking business owners and 

professionals to harness the power of the media to their business-

building advantage. With this easy-to-use and resource-rich e-

workbook at hand, business owners and professionals with a strong 

“do-it-yourself ” bias can now make the most of their media relations 

efforts under their own power. As the New York Times once declared, 

“Good publicity lasts forever.” And the time to begin capturing 

those headlines is now.
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––––– 
There is only one thing 

in the world worse 
than being talked 

about, and that is not 
being talked about.”  

–––––
– Oscar Wilde

INTRODUCTION

Many business owners and professionals want their names and 

expertise celebrated in the media. You are probably one of those 

people. Even though your products and services are clearly superior, 

you might be disappointed that your competitors are featured more 

than you are. And, you might believe that if your most important 

audiences knew more about your products and/or services, a  

boatload of new customers would beat a path to your door. The 

good news is that when you finish working through the pages of 

this e-workbook, you’ll be better equipped to earn print ink and 

broadcast air for your own products and services.

It’s time to begin.
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WHAT’S YOUR STORY?  

1. What’s Your Temperature? Sizzlin’ or Fizzlin’? Ask Google.

Take the temperature to see if you are sizzlin’ or fizzlin.’ Visit www.Google.com to discover the current “buzz” about 

your name and your company. If the only thing that comes up is the 5K race you ran three years ago, you’ve got some 

work to do. Do you have a Website? Is it telling your story well? If not, consider the article to follow that shares the 21 

must-have Website elements, and start creating your Website today.

Action Steps:

What do you want to be known for?

What qualifies you?

What is special and different about the way you do business?

What do you want your Google search to reveal six months and one year from now?

One year later: What is the “buzz” today?
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21 MUST-HAVE WEBSITE ELEMENTS 

by Henry DeVries

Your Website should be the cornerstone 
of your client-seduction efforts. The site 
is your silent salesperson-the one with 
whom prospective clients visit before 
granting you permission to meet with 
them. 

A top priority for any firm that competes 
in the professional services or technology 
space is to create an easy-to-update Web-
site that demonstrates your competence. 
As the Internet matures, content is slowly 
becoming more important, but it’s amaz-
ing how many sites for such firms simply 
assert how great the company is, rather 
than helping prospective clients.

According to our best-practices research, 
the three most common client-seduction 
Website errors are: sites that are too busy; 
sites that feature little more than lengthy 
company histories and other informa-
tion important to the company itself; and 
worst of all, a site devoid of meaningful, 
useful, how-to information. Without  
how-to information, a Website is just 
a glorified electronic brochure. Client 
seduction is defined as the art of wooing 
and winning clients by giving away  
valuable information. 

From a best-practices standpoint, here 
are 21 must-have elements for a superior 
Website that begins the client seduction 
dance:

 1 A clear positioning statement. Tell prospective clients, in as few words 
as possible, what you do, whom you do it for, and what results you 
achieve. If you have a proprietary process or an extraordinary guaran-
tee, this is the time and place to mention it. 

 2 Free resources. The key to earning your prospective clients’ trust is to 
demonstrate that you know how to solve their problems in general. 
They will hire you to solve specific problems. With that key fact in 
mind, your Website should be filled with how-to articles, white 
papers, and special reports that give away valuable information. 

 3 Declare your specialization. The number-one attribute prospective 
clients hunt for is specialization, so put yours right up front. No 
successful small firm is “all things to all people”; figure out who you 
serve, and how, and put that information on the front page. Be sure 
also to describe the outcomes you achieve, such as decreased costs 
or increased revenues.

 4 Mission and philosophy. According to our focus groups, you should 
include a mission statement, but keep it short and meaningful.  
Clients say they don’t really care that much about mission statements, 
but if you can use one to further differentiate yourself, it’s a good 
idea to do so.

 5 Contact information. Don’t make your prospective clients work to 
find you. Put your phone number on every page. Make it easy for 
prospective clients to email you with requests for more information or 
a meeting. And definitely consolidate all of your contact information 
on one page, including address, fax numbers, and so on. 

 6 Map and driving directions. If prospects ever visit your location, then 
you must include a map and driving directions to your office. This will 
not only save you time, but is also another reason to have prospec-
tive clients poking around your Website.

 7 Email subscription link. Forrester Research studies show that convert-
ing prospects into clients via email is 20 times more cost-effective 
than using direct mail. Once you capture their email, why waste 
first-class postage? Offer prospective clients solid reasons for giving 
you permission to email them: free reports, studies, white papers, or 
notifications of key Website updates. And of course, state clearly that 
subscribers can easily opt out of your list whenever they want. 

 8 On-demand materials (PDF). What happens if a prospective client 
wants to tell someone else about you? The problem with a beautiful 
Website is that is usually doesn’t look so beautiful when the pages 
are printed. The way around this is to offer professionally designed 
PDFs, readable with the free Acrobat Reader. But don’t just offer a 
standard capabilities brochure; we recommend your menu has a  
how-to guide or tips brochure that includes capabilities information.

 9 Proprietary process. After specialization, clients look for a specific 
problem-solving process. You should create this process, name it, 
trademark it, and describe it with reverence on your Website.
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10 Seminar information. The best lead-generation topic you can employ 
is the seminar, briefing, workshop and/or round table discussion. 
Focus on the biggest problems that you solve for clients. Your Website 
should prominently list upcoming seminars (to promote attendance) 
and past seminars (to promote your reputation as an expert).

11 Privacy policy. In a confidential business? Then by all means have a 
clear privacy policy that states you will never share contact information 
with anyone else.

12 Legal disclaimer and copyright notice. For ideas on legal disclaimers, 
look in the front of any nonfiction, business-advice book published 
today. You will see language that says the publisher is not engaged 
in rendering legal, accounting, or other professional service and the 
information is for educational purposes. And protect your intellectual 
property - your site content and free resources - by taking advantage 
of de facto copyright laws. Post a standard copyright notice.

13 Focus-specific information. If you are a specialist in a certain indus-
try, like health care, then there’d better be health care information 
throughout the site (you don’t want to look like a poser).

14 News releases. The Internet is the number-one research tool for  
journalists today, so include news releases, fact sheets, firm back-
grounders, and longer executive biographies in one area.

15 Public speaking. List your upcoming and past speaking engagements 
with industry and civic groups. This promotes your reputation as an 
expert and will also help you garner invitations for future speaking 
engagements.

16 Job postings. Create positive, upbeat descriptions of the stars you  
attract to your firm.

17 Key employee bios. Keep these short-50 to 100 words. Longer bios 
belong in the news release section.

18 Client base. This can be tricky, but it’s important. If it is appropriate  
in your field to list marquee clients, by all means do so. If this is  
inappropriate, then describe the types of clients you work for in  
general terms (e.g., “A Fortune-500 Manufacturer of Paper and  
Consumer Products”).

19 Case studies. Our focus groups tell us most prospective clients aren’t 
particularly interested in case studies because they believe specific 
cases don’t apply to them and their own problems. A better approach 
is to take information out of a case study and turn it into a how-to 
article.

20 Referral mechanism. Your Web designer can easily include a feature 
that makes it easy for someone to refer your Website to a friend or 
associate.

21 Contact mechanism. The purpose of the Website is to let prospects 
check you out and then contact you. Have a device that makes it easy 
for them to do so.

This article is reprinted with permission by Henry 

DeVries. DeVries is a marketing coach and writer 

specializing in lead generation for professional-

service firms and technology-service companies. A 

UCSD Extension instructor since 1984, he is the 

author of Self Marketing Secrets and Client Seduc-

tion. Email questions to henry@newclientmarket-

ing.com. For additional tips and a free marketing 

plan workbook, visit the Website at www.newcli-

entmarketing.com. 
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WHAT’S YOUR CLAIM TO FAME?

Decide what you want to be known for, 

and craft an elevator speech. An elevator 

speech is a brief statement that clearly 

states who you serve, how you help, and 

why you, your products, and/or your ser-

vices are superior. Once you have crafted 

your elevator speech, set a goal to share 

that message over the Internet and to your 

most important audiences.

Action Steps:

What is your claim to fame?

What is special or different about the products and services you provide?

Who are your ideal customers?

What do your best customers say about your products, services, and overall  
approach to doing business?
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Use a well-tested, simple formula to write your elevator speech.

Geoffrey A. Moore, in Crossing the Chasm, uses the following tool to craft differentiation statements for service firms 

(especially high-tech companies). Fill in the blanks to help articulate your claim to fame in a concise and winning way:

For (target customer)        

who (statement of the need or opportunity)

our (product or service name)         

is a (product category)         

that (key benefit/compelling reason to buy)     

Unlike (primary competitive alternative)     

our product (statement of primary differentiation)     

Mark LeBlanc, in Growing Your Business!, suggests a simple, conversational (not marketing-speak) answer to the  
“What do you do?” question:

I/We work with (target customer)

who want (3-5 word outcome)

and (3-5 word outcome)         

Example:

We help winning companies tell their stories and build their brands through the power of public relations and  
marketing communications. Puget Sound companies hungry for “ink and air” can accomplish that in a winning  
way with our help.

Action Step:

What is your elevator speech? Write it here.
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WHAT ARE YOUR STORY HOOKS?

Brainstorm angles or “hooks” that show-

case why your story is timely, newsworthy, 

trend worthy, and/or relevant.

Reporters love to cover trends and shine a 

light on local companies that demonstrate 

those trends. A great hook compels the 

reporter to take interest.

Don’t make you or your company the star. 

Rather, share how you or your company’s 

products or services are an example of a 

growing trend, and showcase the local 

angle and relevance of that. Every story 

should have a hook to compel the  

reporter to take interest. What is yours?

Action Steps:

What is timely about your news?

What is relevant about your news?

What trend does your product or service help to highlight?

 

What is the bigger marketplace picture, and how does your offering fit in?
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KNOW THY MEDIA OUTLETS

Read, listen to, and watch the media that 
have the influence to spread your story 
far and wide. Paying attention to the 
people who report the news ultimately 
helps you craft winning story pitches and 
press releases that will compel them to 
pay attention to you or your story.

Which media are going to be on target 
for your story? Consider the audience, 
the reach, the editorial tone, and the 
credibility and overall image of each  
media outlet. Will national publicity 
serve your interests, or would local or 
regional publicity serve you better?

Prioritize your media outlets. Consider 
the media outlets that represent the 
biggest media “win” for your story. Aim 
high as you set your priorities. A media 
placement that reaches 500,000 subscrib-
ers with a genuine need for your product 
or service packs a more powerful punch 
than a media placement in a little-known 
publication with far fewer and less-
qualified subscribers. A placement in The 
Wall Street Journal will be persuasive for 
business owners and decision makers. A 
placement in People magazine will have a 
much different feel, audience, and result. 

Visit www.medialistsonline.com to 
quickly generate basic media contact lists. 
Going through the selection process on 
this site is also an excellent exercise in 
refining who you want to reach and how 
you want to reach them.

Action Step:

Brainstorm and list the publications, broadcast venues, and online 
sites that will be right for your story. 
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PREPARE YOUR MESSAGE

Write your press or news release, also 

called a media release. It is typically a 

one-page document covering “who, what, 

why, when, how, and where” information 

in a journalistic style, conveying the facts 

in the order of highest importance. A 

press release is often sent simultaneously 

to multiple media outlets so news breaks 

across different media at the same time.

When writing a release, lead with your 

hook to clarify why reporters should 

care about your news and why it mat-

ters. Always list a contact person and the 

best way to reach him or her by phone or 

email.

Think about whether your news  

warrants a press release. Visit  

www.publicityhound.com for 89  

reasons to issue a release. 

See the following pages for examples.

Action Steps:

Fill in the blanks about your story:

Your hook?

Who?

What? 

Why?

When?

How? 

 

Where?

Why should reporters care?
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FOR IMMEDIATE RELEASE

Contact: Hilary Whitman, 425-641-5214, hilary@nsjmktg .com

Affirmawraps™ Embrace Mother and Baby with Loving Affirmations,

and Each Order Brings Hope and Encouragement

to Women and Children Impacted by Domestic Violence

(Seattle, WA - March 1, 2006) - Gift givers looking for the perfect gift to honor mothers and celebrate new  

lives can order these warm and comforting fleece or cotton blankets with full hearts. One blanket for every ten 

ordered will offer hope and encouragement to women and children impacted by domestic violence, Affirmagy 

(www.affirmagy.com) Co-Founder Kristen Marie Schuerlein announced today. Affirmawraps are cozy, fleece or 

cotton blankets that celebrate big ideas such as motherhood, new beginnings, and so much more. Motherhood 

and Baby are just two in a line of 12 designs in bold colors, each imprinted with loving and powerful affirmations 

that celebrate Gratitude, Serenity, Love, Abundance, Creativity, Wholeness, and Joy.

A sampling of the affirmations that appear on the Motherhood and Baby blankets includes, “I am blessed to be a 

mother,” “Motherhood uplifts my world with light,” and “I am a unique expression of motherhood.” Newborns 

can be wrapped in comforting phrases like “The whole world welcomes my arrival,” “I sleep peacefully and with 

ease,” “I am loved,” “I am healthy, happy, and strong,” and more. These blankets - or Affirmawraps - are sized 

perfectly to wrap one person in comfort and joy and affordably priced from $19.99 for the 100% cotton baby 

blankets to $29.99 for the fleece blankets. Fleece blanket dimensions are 60” X 50.” Baby blanket dimensions are 

38” X 28.” 

To see the full product line, subscribe to the company’s e-newsletter, or order Affirmawraps for mothers across the 

nation and around the world, visit www.affirmagy.com or call 206-624-6018.

ABOUT AFFIRMAGY

Affirmagy opened its doors on Valentine’s Day 2005 with the intention to transform the world through the power 

of positive affirmations. Affirmagy’s mission is to design and create products that nurture the soul, awaken the 

spirit, and honor the wholeness of life. Visit www.affirmagy.com to see the complete product line and learn more 

about the company and its founders.

ABOUT THE EASTSIDE DOMESTIC VIOLENCE PROGRAM 

From humble beginnings in 1981, Eastside Domestic Violence Program (EDVP) has grown to become the largest 

provider of services for domestic violence victims in Washington State. A support group for battered women and 

two volunteer safe homes were the first services offered, followed a year later by a 24-hour crisis line. Today, in 

addition to the crisis line, EDVP operates two confidential shelters, offers additional safe housing in the commu-

nity, runs support groups for women and children, provides extensive community education and trainings, and 

advocates on behalf of victims. To learn more, visit www.edvp.org.
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Personnel Release Example:

 

FOR IMMEDIATE RELEASE

Contact: Hilary Whitman, 425-641-5214, hilary@nsjmktg .com 

Charter Bank Promotes Three Top Officers

(Bellevue, WA - February 1, 2006) - Charter Bank Chairman and CEO Keith Jackson announced today 
that Terry Peterson has been named president and chief operating officer. Rick Darrow has been pro-
moted to executive vice president and retains the title of chief financial officer, and Alan Fulp has been 
named executive vice president and senior real estate lending administrator. Keith Jackson continues in 
his role as chairman and chief executive officer.

“The hard work and expertise of this team have contributed to Charter Bank’s position as one of the fast-
est growing and highest performing community banks in Washington state to open within the last ten 
years,” said Jackson. “Since 1997, these fine individuals have applied time, talent, and skill to help Char-
ter achieve high performance and sustain an exceptional credit culture. These promotions recognize their 
role in shaping Charter’s success and acknowledge contributions still to come that will fuel the growth 
and success of our organization.”

Since the formation of Charter Bank in 1997, Peterson has served as executive vice president and chief 
lending officer. His banking career began at Rainier Bank more than 25 years ago. Peterson has deep 
experience in all areas of commercial banking and loan administration. 

Before joining Charter Bank in 1997 as senior vice president, Rick Darrow was senior vice president 
at Centennial Bank in Olympia, Washington. As a graduate of the University of Washington, Darrow 
brings more than 15 years of extensive experience in the financial services industry, including six years 
with Enterprise Bank in Bellevue and five years with University Savings Bank in Seattle. 

Alan Fulp also joined Charter Bank in 1997 and offers more than 20 years of banking experience. Fulp 
brings expertise in commercial, consumer, and real estate and construction lending to the Charter Bank 
team. Fulp is a graduate of Willamette University in Salem, OR, and a 1986 graduate of the Pacific 
Coast Banking School.

All three executives along with Mr. Jackson were founders of Charter Bank.

ABOUT CHARTER BANK

Charter Bank is a private bank for family-owned businesses and professionals located throughout Greater 
King County with offices in Bellevue, Redmond, Kent, and Downtown Seattle. At Charter Bank, clients 
enjoy friendly, professional, and detailed service from experienced account officers with local market 
knowledge. Clients also benefit from quick turnaround on important decisions and have access to online 
banking and other sophisticated treasury management products. Employees of Charter Bank are share-
holders and are committed to the financial success of the organization. For more information, visit  
www.charterbankwa.com.
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SHARE YOUR MESSAGE

Decide if you will send a press release or a pitch letter. While a re-

lease is often sent simultaneously to multiple media outlets, a pitch 

letter is typically targeted to a specific reporter. A pitch letter offers 

a few provocative, thoughtful, and engaging paragraphs that share 

your timely, relevant, and newsworthy story idea. It also explains 

why you or your company would be a quality source for editorial 

commentary or perspective. 

A pitch letter differs from a press release in that it is more conversa-

tional in tone and it is often personalized to the specific interests of 

the reporter with whom you are corresponding. No matter which 

approach you take, be prepared to offer timely access to the experts, 

deal makers, or decision makers to lend context and commentary 

to your current news.

See the following pages for pitch letter examples.
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Story Pitch to King County Journal Business Editor to Suggest Do-it-Yourself Investing Tips Article

Clayton,

I read in Sunday’s paper that the King County Journal has dropped one of its financial 
columnists. I am wondering if you need writers to fill in while you identify another 
regular columnist to take James Kovarik’s place. If that is the case or if you find that 
some of your regular columnists might be taking vacations as the holidays approach, 
I’d like to suggest a bylined article that my husband Steve Juetten would like to write. 
He is a registered financial planner and a good friend of Bill Schulteis. He has even 
been quoted within Bill’s column a few times prior. Juetten helps self-motivated clients 
manage their own portfolios. A brief summary of his suggested article appears below 
my signature. Let me know if you’d have interest in this timely topic.

“Are You Ready to Be a Do-it-Yourself Investor?”

By Steve Juetten, RFP, www.finpath.com 

Have you ever wondered if you could manage your own retirement assets, instead  
of letting a broker or financial advisor do it for you? There are five questions to ask 
yourself to see if you’re ready to take control of you retirement investments.

1. Are you tired of high-fees, feeling out of control and under-served by your present 
financial broker/advisor? 

2. Are you willing to take responsibility for your own investment decisions? 

3. Can you ignore the noise coming from the Wall Street crowd and want to learn a 
few basic principles of investing? 

4. Are you ready to tackle a transition from your “managed” account to a self-directed 
account? 

5. Will you stick with your approach even when your neighbors are bragging about 
their latest stock-market triumph?

If you answered “yes” to all of these questions, you’re ready to be a do-it-yourself  
investor. The rewards can be great and last for the rest of your life. 
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Story Pitch to Puget Sound Business Journal Small Business Bulletin Editor  
Ben Miller about Bellevue-Based Financial Planner and his New Book on Estate Planning 

Ben,

Tom Fowler, a Bellevue-based financial planner and owner of Fowler Financial 
Group has co-authored a book just released about values-based legacy planning 
called Beating the Midas Curse. This book describes the failure of traditional estate 
planning in addressing the needs of families across generations. It examines the 
role of “affluenza” - a destructive relationship with wealth - as a root cause of 
traditional planning collapse. It also provides detailed analysis of The Heritage 
Process as a tool for keeping families and their prosperity intact for years. More 
details about the book are attached. 

Business succession planning and wealth transfer continue to be huge issues for 
small businesses. Might you wish to interview the author to capture his perspec-
tive in your “Small Business Bulletin” column, especially during this holiday 
window? Certainly, many PSBJ readers are pondering what gifts to purchase for 
those who seem to have everything. This book might be one to add to the wish 
list to bring peace of mind to complex topics. Also, if you or one of your report-
ers have plans this season to offer gift suggestions with a local touch that might 
appeal to the business audience, this book might be a useful and appreciated item 
to include on that list.

Thank you for your consideration. If you’d like to read the book or interview  
the author, let me know! I’ll give you a call in a couple of days to follow up. 
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Kristen,

Happy Holidays. At this time of year, business news coverage can shift to the lighter, more magical and 
visual side of the news. That is why I am writing to you today. I am also bringing this story idea to you 
first in hopes that I can compel you to proceed with a photo-rich business feature that will be of inter-
est to retailers, shoppers, and readers alike.

We have prior talked about why Karan Dannenberg Clothier (in Belltown at First and Bell) is one of 
my favorite places to shop. I am hoping I can enlist your interest in stopping by the store as daylight 
fades to see the magic and wonder (and the magnificent merchandise) Dannenberg has on display.

Might you consider writing a story about the battle for the best of downtown retail window dressing 
this holiday season with Karan Dannenberg Clothier among the downtown retailers you interview or 
feature? The photo opportunities here and around town are certainly plentiful, and a story like this is 
certainly timely and relevant for the season that is now upon us.

Dannenberg says that her customers rave about the window displays. The mannequins are well dressed 
in holiday luxury, glamour, and merchandise worth celebrating. They are displayed on turntables that 
rotate 360 degrees at all times. The visual fantasy is really striking. I’ll attach a couple of digital images 
I snapped today during daylight hours, though the evening display is alive with the glistening of the 
lights against the darkness. It really is quite remarkable.

“I have people who ride the bus - including the window dressers from Nordstrom - comment about our 
windows,” Dannenberg reports. “The main guy told me the other day that I was the only one who had 
such fabulous windows in this entire area and how impressed he was with our windows. Some passers 
by at night stop to take pictures! One man walked by the other night and said ‘Ms. Dannenberg, your 
windows outdo Nordstrom this year.’” The owners of the Flying Fish restaurant next door rave about 
the windows and love having Dannenberg’s keen sense of style so close. The store attracts upscale,  
fashion-savvy shoppers that are a great boost for the restaurant’s business.

Dannenberg hired a duo from Fidalgo Home Store on 4th Avenue to create the window displays, infus-
ing her own keen sense of design into the collaborative effort. All this window dressing creates a won-
derful and inviting environment for holiday shoppers. Dannenberg reports that her team is wrapping 
tons of holiday gifts for husbands and significant others. The team is so busy they can hardly keep up. 
Dannenberg estimates that year-end sales will reach $1.3 million. This success is a credit to her passion 
for helping her customers look and feel their very best and the extreme personal attention she and her 
team pay to every customer.

Have I caught your interest? Please say “yes” and make Karan Dannenberg the happiest retailer in  
Belltown this holiday season. Thank you for your consideration.

Story Pitch to Seattle Post-Intelligencer Retail Reporter to Cover Seattle’s Best Holiday Windows 
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Story Pitch to Snohomish County Business Journal to Suggest a Recurring Column by  
Marketing Expert Bill Fritsch

I am pleased to present the credentials and story ideas of Hydrogen Advertising President Bill Fritsch as a  
potential marketing columnist for the Snohomish County Business Journal.

A 30-year ad industry veteran with deep Puget Sound roots and an exceptional reputation for integrity, perfor-
mance, and insight, Bill Fritsch is experienced in brand advertising, direct response marketing, and strategic 
planning. He began his career at Walt Disney where he helped to successfully launch the Disney Channel and 
the Disney home video businesses. In 1981 he moved to Seattle and joined ad agency Sharp Hartwig, where he 
developed the highly successful national PACE program for Airborne Express. He also marshaled OPM (“Other 
People’s Money”) to shatter Pacific Science Center attendance records for “China: 7000 Years of Discovery” 
(convincing Northwest Airlines to paint Seattle’s Monorail like a giant Chinese dragon, for example). In 1990, 
he co-founded Christiansen & Fritsch, and within eight years grew it into world-class $62 million (capitalized 
billings) Cf2GS, a full-service agency with offices in Seattle, Portland, and San Francisco. As president, Bill mar-
shaled agency efforts on behalf of category leadership brands including U.S. Bank, Royal Caribbean International, 
California State Automobile Association, HP, and WRQ. In 1998, Bill turned over the keys and the 88-person 
Cf2GS became Bozell Worldwide (now FCB Seattle). During his ten-year tenure at CF2GS, the agency was 
twice honored by Washington CEO magazine as one of the best companies to work for in Washington State. He 
was also named agency co-person of the year in 1997 by Media Inc. and The American Marketing Association. Bill 
is a regular columnist for Marketing, a Puget Sound area trade newspaper. Each month, Bill offers his perspectives 
and commentary via the “Fritsch on Advertising” column, which has become one of the most provocative and 
insightful features within this newspaper. Bill has also written columns for the Puget Sound Business Journal and 
Bizillion magazine and served as an expert resource to Washington CEO magazine. Hydrogen Advertising is also the 
agency of record for The Everett Clinic, one of the largest local employers in Snohomish County.

Here are three sample column ideas:

Doing Your Very Best With Your Advertising Investment

Doing advertising well is more challenging than ever before. There are literally thousands of ways to target con-
sumers and the choices can be confusing and hard to navigate. Done properly, advertising has a powerful impact 
on your top line and it leaves distinct marketplace impressions with your most important audiences. Done 
improperly, advertising can drain away valuable resources and make questionable contribution to a company’s 
success. Here are a few tips for doing the very best that you can with your advertising investment:

• Know your competitors.  
• Start every year by planning ahead.  
• Challenge every assumption.  
• Avoid the 1000 drops in 1000 buckets syndrome.  
• Put the right person in charge of your ad program. 

Always consider that advertising has two important aspects: driving short term results, and providing cumulative 
visibility for your company. Advertising when done well is the most powerful tool that a company has to dramati-
cally increase revenue. Take an active role in understanding if your company is doing it well.

Four Tips to Get Your Marketing Efforts Off to a Great Start This Year

Economic forecasts predict a robust year ahead for the Puget Sound region. But don’t depend on market growth 
alone to ensure that your current advertising budget will do the job for your organization in 2006. Now is 
the time to re-evaluate your marketing plans and determine how best to deploy your advertising budget. The 
media world is in turmoil. Not only are consumers getting better at avoiding commercial messages, they’re using 
Internet tools to gather information as well as make their preferences known to an enormous audience. Word 
of mouth is now one of the most powerful forces in marketing-and shrewd marketers are finding new ways to 
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harness it. If your marketing plan fails to take this media revolution into account, your chances of succeeding are 
reduced. This year, the best way to stay ahead of your competition is to begin with a serious re-evaluation of your 
marketing strategy. Here are four tips to get your marketing efforts off to a great start in 2006.

• Begin anew.  
• View this year as the beginning of a many year journey to success.  
• Focus on the few things that have the power to move your marketplace.  
• Think big. Spend small. 

So my advice is to review your 2006 plans, slaughter your sacred cows, focus your resources on programs that can 
energize your organization, and make your agency an active part of driving big ideas in cost-effective ways. Even 
small budgets pack a punch under these circumstances.

How to Find the Right Agency to Meet Your Needs

If companies used the same process to hire chief marketing officers that they use when selecting advertising agen-
cies, the wheels of commerce would grind to a halt. Imagine a CEO saying “We need a new marketing vice presi-
dent. Call purchasing.” This is happening in corporate America as the advertising business is seen as a commodity 
entrusted to the lowest possible bidder. Gone are the days when advertising agencies were selected on chemistry, 
powerful ideas, and personal insights that translate into industry defining work. Today, among the last consider-
ations are chemistry and quality of interaction between agency teams and client. Many clients are dictating price, 
service terms, and advertising strategy in a take-it-or-leave-it approach that leaves agencies scratching their heads. 
Those that are serious about retaining the “right fit” and “best firm for the job” agency to tackle their most pressing 
marketing challenges should develop a three tier process that:

1) Allows you to look at many agencies standard books. The more the merrier. You will be surprised by what you 
see and this will help you to develop a list of semi-finalists. And, by all means, don’t require submission of 100-page 
capabilities statements and financial details at this early stage. Chances are, the best agencies will decline participa-
tion, and that won’t serve the process of finding superior talent to get the job done.

2) Provides opportunities for semi-finalists to present their capabilities. This should be an open process, inviting 
each agency to interact as they see fit. This will tell you a lot about working with each. 

3) Narrows the field to no more than two or three of the most qualified firms. These are the firms that will invest 
their time, creativity, and resources into demonstrating that they are best for you. Part of the evaluation process 
should be to rate the way they gather information and how capable they are in gaining insight into your markets. 
Most of all, let the process be a bit messy. It will tell you a lot.

If clients and agencies alike would follow this process, we’d all be in better position to do the best work of our lives, 
and what could be better than that?

Kimberly, Bill Fritsch is a talented, proven writer, an insightful local expert, and someone who can add value and 
perspective to the pages of the Snohomish County Business Journal as a monthly marketing columnist. I hope you and 
Mr. Wolcott agree. 

Let me know if you would like to meet Bill Fritsch to discuss this outstanding editorial opportunity in greater 
detail.

Story Pitch to Snohomish County Business Journal to Suggest a Recurring Column by  
Marketing Expert Bill Fritsch (continued)
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Duo of Veteran Seattle Entrepreneurs Intend to Change the World  
and Help Eastside Victims of Domestic Violence One Affirmawrap at a Time

Dear Carole,

You and I have worked together a number of times to tell great stories in the pages of the Women’s 
Journal. I think the last time was to feature Greta Pass on the cover for her personal fitness business 
and how it was changing the shape of Eastside bodies one personal training session at a time. Today 
I am writing to tell you about a duo of local veteran Seattle entrepreneurs and their latest venture  
Affirmagy (www.affirmagy.com). The founders of this year-old company intend to help change the 
world through the power of positive affirmations and make life better for Eastside victims of domestic 
and child abuse. With every ten Affirmawraps sold, one is donated to the Eastside Domestic Violence 
Program (www.edvp.org).

Affirmawraps are personally sized fleece blankets that celebrate big ideas such as Abundance,  
Gratitude, Serenity, and Love. The idea is that if you wrap yourself up in the power of positive  
affirmations, you can encourage yourself to have more of that which you desire for yourself and  
others. Their Motherhood and Baby Blankets are perfect and quite affordable gifts to honor  
Mother’s Day and celebrate new arrivals. I’ll attach the wording that appears on the baby and  
abundance blankets so you can appreciate the impact these inspiring and very affordable gifts can 
have. The full line of Affirmawraps can be viewed at the Website at www.affirmagy.com.

Since the idea of intentional living is a trend gathering great speed with the momentum that Oprah 
Winfrey and others provide (witness the power of the “Live Your Best Life” idea Oprah continues to 
advance through her magazine and television talk show), I believe that the founders of Affirmagy have 
an idea and a product line that has great potential to travel far and wide. In fact, since the company 
opened for business on Valentine’s Day 2005, well over a thousand Affirmawraps have sold across the 
West Coast and from as far beyond as Monaco, Canada, and Australia simply as a result of word of 
mouth referrals and Web orders. Of course, spring is coming fast and furious, and that is also a timely 
opportunity to highlight local gift ideas to honor the moms and babies and special people in our lives.

Carole what would make me jump for joy would be to receive a return call or email expressing your 
interest in writing about this amazing local company, its founders, and its Eastside charitable partner. 
I hope you agree that their story has what it takes to be featured on the cover of the Women’s Journal. 
Can I compel you to take a closer look at the background materials attached and the press release 
below and make an affirmative decision to proceed? I greatly appreciate your consideration and look 
forward to talking more very soon.

Initial Story Pitch Requesting Affirmagy Cover Story
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Email your message to the reporters who cover your industry. You’ll know just the right people to connect with since 
you are making a practice of reading and watching the reporters who cover your business. Reporter email addresses 
typically follow each story, and they are also usually available online. That makes it easy to get in touch with them.

Research your target publications, identify reporters, their telephone numbers, and their email addresses here in order 
of media placement priority. Get the right names, address reporters by their names, and spell each one correctly. 

Action Step:

Reporter Publication Name Phone Number Email 

Who are the experts, deal makers, or decision makers?

What qualifies them to comment about this news, trend, or story? 

The best way to reach them for commentary or perspective?

List each person’s name, phone number, and email address.

Read the following article for more media relations tips.
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TIPS TO MAKE THE MOST OF YOUR MEDIA RELATIONS EFFORTS 

By Nancy S. Juetten

The value of your company’s brand and reputation can grow as a result of favorable media coverage captured over time. 
However, securing good coverage can prove challenging if you don’t know how to work with the media. To pack a 
punch into your media relations results, consider these tips.

If you want the media to take interest in your business success story, take interest in the media. Writers and editors 
want to be first with news and great stories. They review mounds of mail, email, and faxes each day. In addition, they 
scan competitive media and wire-service stories to select news to share. With all this competition, how can you make 
sure your story gets the attention it deserves? 

Monitor the media outlets that you think are right for your story. Read the stories written by reporters who cover your 
industry. Most important, take time to prepare concise, clear, and compelling pitches that show why your story is 
timely, newsworthy, and relevant. Have some fun, be creative in your approach, and give the reporters something they 
won’t find elsewhere. 

Many factors determine whether or not your story captures the coverage. These two questions top the list: 

• Does your story fit within the coverage area and editorial profile and plans of each particular media outlet?  
• What else is making news today? 

Local newspapers want local stories. National magazines cover broad trends. Customize your stories whenever possible 
to demonstrate your understanding of each media outlet. Make clear that you’ve been following the reporter’s coverage 
of a particular news event as a way to position your story as a great follow up. By demonstrating interest in the report-
er’s work, you increase the chances that you can establish rapport. Otherwise, your pitch may fall on deaf ears. 

Prepare a few thoughtful and engaging paragraphs that sell the “who, what, why, when, where, and how” behind your 
story. Share the information with the right reporter in the context of today’s news. Be prepared to offer timely access to 
the experts, deal makers, or decision makers to lend context and commentary to the news at hand. 

When interviews take place, make sure spokespeople are clear about the three key points they want the reporter to 
remember. Share comments in concise, credible, and quotable terms to help put the story in proper perspective. Avoid 
the dreaded “blah, blah, blah” quotes from top executives that add words without adding story impact. Say something 
memorable that differentiates your company’s story and leaves a lasting and favorable impression. 

One more thing - timing is everything. If it is a slow news day, anything is possible. If, however, today’s news is focused 
on a calamity, the results of a widely contested election, or the death of world leaders, news of lesser magnitude is likely 
to fall to the round file. 

When you demonstrate a pattern of delivering customized and compelling story pitches and timely access to decision 
makers, you’ll earn a reputation as a quality media source. This can pay dividends. You’ll likely get calls for your  
perspective the next time a relevant story breaks. 

Media momentum is a powerful thing. One day your story is told within the pages of the local business journal. The 
next, it can land on the pages of USA Today. Each media placement lends additional credibility to your story while 
reaching a new audience of potential customers and decision influencers. 
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Once you secure favorable media coverage, don’t stop there. Order article reprints to support your new business  
development efforts. Frame and display the coverage in your lobby or conference room. Spread the good news via 
email to your clients, referral partners and colleagues. Finally, post the story link to your Website. In doing so, you’ll 
expand the audience as you fan the flames of awareness with the credibility that editorial coverage provides. 

Remember, effective media relations demands skills in journalism and persuasion. If you lack the time or skills to  
dothe job right, hire an expert to do it for you. The most important thing is to tell your story well. At the end of the 
day, a good story will always stand on its own merit. 
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GET QUOTED IN THE MEDIA 

Share your biography with reporters who write about your industry. Summarize the three topics about which you can 
comment with impact, credibility, and insight, along with your qualifications. This positions you as an expert who can 
help them inform their readers or viewers.

Action Step:

What are your three areas of expertise?

1.

2.

3.

What are your qualifications (degrees, experience, etc.)?

1.

2.

3.

What is memorable or remarkable about your talent, skills, or experience?

1.

2.

3.

Impress the reporter. Mention your prestigious college degrees, decades of business advisory experience, and important 
brand-name companies on your client list. Include your track record of great results in a manner that makes editors 
and readers want to benefit from your sage wisdom and counsel. Read on for an article that goes into more detail 
about how to create a strong biography.
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TURN YOUR WEBSITE BIOGRAPHY INTO A BUSINESS-BUILDING BONANZA

By Nancy S. Juetten

If you own a professional services firm, a Web biography may be the single most powerful new business development 
tool you display in cyberspace-provided Web visitors can find it and are compelled to read it. 

Unfortunately, many firms reduce their bio writing to the level of boilerplate bland, missing a great opportunity to 
tell their stories in a compelling way that actually builds business among quality prospects. 

Unlike large, well-established corporations with decades of heritage and layers of bureaucracy to guide their approach 
to storytelling, you don’t have to hide your personality behind the corporate brand. You are your firm. Clients are 
buying you and your expertise. By all means, give them something to hold onto. Most important, share measurable 
results that you achieve for clients.

Clients want to make more money, sell more products and service, save money, engage quality clients, and possibly 
earn reputations as sought-after keynote speakers who command top dollar for their commentary. Use your bio to 
show how you make these results reality for your clients, and quality prospects will be motivated to beat a path to 
your door.

Yes, please impress with prestigious college degrees, decades of business advisory experience, and important brand-
name companies on your client list. Then, share your track record of great results in a manner that makes prospects 
want to reach out and take your hand to journey forward together. Clients want to work with people they trust, 
respect, and like. Never forget that.

Here is a stellar example of a compelling biography:

Lori Prokop, senior group publisher with Best Seller Publishing, is a 17-year profit-produc-
ing expert in the information and publishing empire field. She selects authors, speakers and 
experts who have a book, training system or business model. Lori takes those chosen people 
by the hand and shows them how to create entire information and publishing empires... 
resulting in best selling and celebrity status...and they own it. Lori has created, written,  
published and distributed best-selling books and audio programs for clients such as  
legendary business guru Ted Turner, master motivational speaker Mark Victor Hansen, 
Network Marketing Legend Dayle Maloney, and the business training program “Planning 
to Succeed” for the United States Small Business Administration. Unlike others who simply 
create ideas, Lori has a proven track record of taking action to produce massive results. 

Tell stories about your proudest career or life accomplishments. Demonstrate how your counsel helped clients exceed 
their wildest performance expectations. Share a quote that inspires you to do your best work. Reveal something about 
the passion you bring to each client relationship so people will want to meet you to continue the conversation.

And, don’t forget to share testimonials from clients who have benefited as a result of your wisdom, training, experi-
ence, and overall approach. When clients say they make more money after each conversation with you, don’t be afraid 
to put that in writing and post it on your Website. Then, you will be in a better position to win new business.
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Most importantly, display the biography and testimonials in 
prominent places on the Website so prospects won’t have to search 
for the information. The New Client Marketing Institute at www.
newclientmarketing.com says the bio page is the least visited page 
on Websites today. And it is no wonder, considering how boring 
most of them are.

Display a short bio of 50 to 100 words in the bio section that says 
something interesting that will make the professional memorable. 
Then put a longer version in the media room section of your  
Website.

For example, Henry DeVries, a marketing coach and writer  
specializing in lead generation for professional services firms and 
technology service companies (www.newclientmarketing.com),  
reveals that he once lost $13,000 in the last question of the TV 
game show Jeopardy. This fun fact helps readers remember him. 
Then his media room bio goes into greater detail about his best-
selling books on client seduction and self marketing secrets, his 
proven ability to generate millions of dollars in new business, and 
other important and inspiring details that demonstrate his ongoing 
pattern of delivering superior results for clients.

Being memorable is especially important in “me too” industries like 
financial services and banking, where the people make it possible to 
differentiate between companies with a similar mix of products and 
services. By all means, don’t be afraid to make yourself stand out. If 
you tell your story in an authentic, winning way, you may attract 
just the right blend of clients to perpetuate your firm’s success.

Your Website can be among the most powerful tools to bring qual-
ity prospects to the door of your professional services firm. Make 
the most of cyberspace by sharing your biographical information 
in a manner that is beyond boilerplate and fabulous on every score. 
This single act could be among the smartest new business moves 
you make this year.
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BECOME A PUBLISHED AUTHOR FAST

Write how-to articles in the local and trade press. How-to articles offer news the reader can use to run a better  
business or live a better life as a result of your expertise. They provide information in a factual, credible, engaging, yet 
non-promotional manner. How-to articles give you “published author” status that enhances your credibility and your 
lead-generation efforts. 

Identify timely, relevant, newsworthy, or trend worthy article topics. Editors and readers want information that is 
meaningful to them today. Think about the bigger trends and how your story fits in. Then present your ideas from 
that standpoint. Spotting trends gets easier the more you do it.

Target the right publications for your article pitch. If you and your ideal customers read the publication and the  
editorial content is a fit for your expertise, the publication is likely a good match for your message.

Source and study relevant editorial calendars for article placement opportunities. Editorial calendars indicate the top-
ics the publication plans to cover in the months ahead. Consider these plans and how your story can factor into these 
plans. Find editorial calendars in the online media kit sections of the publications that are highest on your priority list. 
You can also call each publication and ask.

Select the names and contact information for the appropriate editors for each publication just as you would when 

issuing a press release. Using the person’s exact name increases the odds of getting their attention much more than 
addressing your submission to “Editor.”

Be a heat-seeking missile for pain. When you’re thinking of potential article topics, brainstorm provocative titles that 
showcase your expertise and solve problems readers are eager to solve.

Lead with negative headlines for best results. “The Seven Deadly Cash-Management Sins Small-Business Owners 
Make and Strategies to Avoid Them” is more compelling than “Seven Winning Cash-Management Strategies.”

Be succinct and compelling. Grab editors’ attention with a provocative article title and a credibility-enhancing, yet brief 
biography that summarizes your qualifications. A great test for this is to imagine yourself on the receiving end of what 
you are sending. 

Beware of “blah, blah, blah” narrative. Keep the language crisp, meaningful, and void of jargon. Be clear how the 
information will inform or serve the readers or viewers.

Email targeted and customized article pitches to selected editors, just as you would a press release. Start with your top 
priority publication first. 

Follow up by phone within one week to ask for an assignment. For example, call the reporter and say something like: 
“I notice you’ve got a marketing/media special section coming up on July 15. I am calling today to find out if an article 
from the chief marketing officer of XYZ company about the latest trends in buzz marketing and what they mean to 
local businesses would be a fit for your editorial plans.”

Secure editor commitment. If the editor accepts your article idea, confirm the deadline and word-count specifications 
and agree to a suggested date of publication for your submission. These requests demonstrate professionalism.

Keep pitching until you “get to yes.” If the editor at your top-priority publication declines your idea, customize it to 
appeal to the editor for the next publication on your priority list. Continue this process until you secure an editor’s 
acceptance of your idea.
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Research the Internet and other credible sources for relevant information and quotes to support the article. Having 
the additional information strengthens your position as an expert.

Write the article. Do it all in one sitting or pieces at a time, whichever way works best for you. 

Email your finished narrative to the editor. Match the agreed word count, send the article on or before the deadline, 
and include a quality executive headshot. Doing this elevates you to the status of “a joy to work with” in the editor’s 
eyes. 

Make it easy for readers to get in touch with you. Be sure to include your name, phone number, email address, and 
Website address at the end of your article.

Once you’ve written and placed a few quality articles, ask the editor for a regular column. Craft five to ten short, 
snappy article ideas demonstrating your ability to sustain a quality column that serves readers well over time. Ask for a 
commitment. 

Monitor the media for placements and the response you enjoy as a result of your coverage. Watch as Website visits, 
phone calls, and email inquiries escalate.

Order professional article reprints from the publication. Call the circulation department to make your request. As an 
alternative, engage a graphic designer to create a print-on-demand (PDF) file that is branded to your company. Be 
sure you have the publication’s permission to duplicate the article.

Post the file in your online media room. This information merchandises your expertise forever. It also allows other  
editors and media producers to review your coverage at their 24/7 convenience.

Write a keep-in-touch letter or email to accompany your online story link. Share it with your prospects and referral 
sources to encourage new business conversations.

Perpetuate the process. When you demonstrate how well you serve the readers with quality story ideas and articles, 
you earn a reputation with editors as a quality source. You also earn credibility and the opportunity to share additional 
editorial contributions and ideas to bring your perspectives and stories to a much wider audience of potential custom-
ers and/or decision influencers.
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BRAINSTORM ARTICLE TOPICS

Demonstrate your competence by writing and giving away information that proves you know your stuff. You must 
have good content for everything in your lead-generation system, and you’ll need a few solid topics to get you going. 
These topics, or headlines, will become the basis for your seminars, articles, columns, speeches - everything you do.

Action Step:

Fill in the blanks in the spaces below to make gripping headlines for prospects that are focused like a laser beam on 
their frustrations, worries, and concerns. (If you start looking at magazine covers, you’ll recognize these “recipes.” 
They’re everywhere.)

Put a star next to 10 or 15 headlines that appeal to you; then go back and fill in the blanks.

A Quiz: Test Your  Smarts

Cash in on  Trends

Chasing the Right 

Cool Tools for 

Common Errors That Kill 

Part-Time Tactics for Full-Time 

Discover the 7 Essential Elements That Guarantee 

Finding the  That is Uniquely You

Good News For/About 

How to Bounce Back from 

How to Get Other People to 

How to Handle 

How to Make   Work for You

How to Turn  into  

Mastering the Art of 

No More 

Questions and Answers About 

Straight Talk from a  

The Great  Dilemma 

The Most Beginner-Friendly 

The Last Word on 
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The Amazing Solution for 

The Best and Worst Ideas for     

The Complete Guide to 

The Worst Mistakes You Can Make When 

Top 10 

Do’s and Don’ts 

What’s HOT and NOT in 

When Not to 

Your Must-Know Guide to  with Pizzazz!

 and Grow Rich

  on the Cheap

5 Ways to Get More from Your 

5 No-Fail Strategies for 

6 Secrets to Successful 

7 Ways to Keep Your  Dreams Alive

7 Ways to Avoid the Most Deadly  Mistakes

8 Ways to Avoid the Worst  Mistakes

9 Formulas for Fantastic 

10 User-Friendly Facts for 

10 Tips to Jumpstart Your 

11 Questions You Must Ask When You’re 

12 Tactics to Open Up 

13 Tips That Will Make a  Smile

10 Time-Tested Tips for Becoming a 

25 Quick  Tips to Use Now

Thanks to Joan Stewart, aka The Publicity Hound, for some of these headlines. (For more free publicity for your  
professional services business, sign up for “The Publicity Hound’s Tips of  the Week,” an electronic newsletter, at  
www.PublicityHound.com and receive free the handy checklist “89 Reasons to Send a News Release.”)

Copyright 2002 by Joan Stewart. For more publicity for your professional services business, sign up for “The Publicity Hound’s Tips of the Week,” a free electronic  
newsletter. Subscribe at www.PublicityHound.com and receive free the handy checklist “89 Reasons to Send a News Release.” Joan blogs at www.PublicityHound.net.
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PHOTOS PACK A POWERFUL  
PUBLICITY PUNCH

Consider if visuals will lend impact and 
credibility to your story. Then make sure 
you have quality photos or video to sup-
port your story. 

Put your best face forward. Since your 
image is on the line, sit for an execu-
tive photo that does the best that can be 
done with what you’ve got. Then, when 
reporters and editors see your photo, they 
won’t quip that you have a face for radio. 
A high-quality photo increases the likeli-
hood of including yours over those of 
lesser quality from other people.

Use a recent photo instead of one from 
five or ten years ago. An old photo can 
backfire when people meet you for the 
first time. If you are not truthful about 
your appearance, it can prompt someone 
to wonder what else you might fib about.

Keep in mind that hairstyles, hair col-
ors, and fashion trends change as time 
marches on. Get a new head shot if your 
reflection in the mirror today doesn’t 
match your photo.

Hire a professional photographer. Ask for 
quality digital JPEG or GIF images of at 
least 300 dots per inch (DPI).

Action Steps:

Schedule an appointment to have your executive head shot taken.

Date: 

Name of Photographer:

Address of Photographer: 

Assemble the other visuals will be most compelling to a TV  
assignment desk reporter, or specify in your press materials why 
your story is visual so their photographers can be compelled to 
shoot your story. Read on for more details.
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PUT YOUR BEST FACE FORWARD 

By Nancy S. Juetten

If a picture is worth a thousand words, what does your do-it-your-

self head shot say about you? 

Many small business owners take the do-it-yourself route when 

submitting head-shot photos for media use to save time and money 

or meet a pressing deadline. This can work well, provided they take 

care to capture a winning image. 

Other times, owners submit images for media use that don’t put 

their best faces forward. Maybe these mug shots would pass for a 

driver’s license or passport, but not for promotional use. As Erma 

Bombeck once quipped, “If you look like your passport photo, it’s 

time to go home.” Face it, just because you own a digital camera 

doesn’t mean you should use it for business. A poor portrait can 

reflect negatively on your personal brand and reputation.

Newspapers publish executive photos in their “briefcase” sections, 

and readers turn to them to learn who has been promoted or 

moved to new positions. Readers who seek new business prioritize 

their prospecting efforts based on these postings. They follow up to 

extend congratulations and invite new business conversations. 

In addition, many newspapers publish how-to columns from 

area experts offering tips readers can use to make smart business 

decisions. A quality head shot can turn a column into a credible, 

persuasive branding tool that can live on as a reprint long after the 

newspaper has faded.
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COMMON DO-IT-YOURSELF  
PHOTOGRAPHY MIS-STEPS

• Unflattering lighting

• A non-neutral background (plants  
that appear to be growing out of an 
executive’s head) 

• Poor wardrobe choices (bold patterns 
and dated clothing) 

• Too much blue eye shadow

• Dated or messy hairstyles

• Far more person showing than the  
standard head-and-shoulders view 

• Somber facial expressions 

• Submitting a photo from five or ten 
years ago. 

Henry Schulz, principal of Henry Schulz 

Photography, has photographed Miss 

Washington candidates for the past seven 

years, along with numerous local execu-

tives for a wide range of publications. 

Based on his years of photographing the 

bold and beautiful, the shy and retiring, 

and those growing older and wider, he 

offers these tips:

Personal Grooming: 

WOMEN   Pay special attention to hair and make-up. Apply more 
blush than usual to avoid appearing washed out.

MEN  Hair should be neatly styled and facial hair should be pre-
cisely trimmed. 

Clothing: Solid, medium- to dark-tone business attire works best. 
Faint pin stripes or subtle patterns are acceptable.

Background: A smooth, neutral-colored background works well. 
You should be situated at least three feet away from the background, 
and six feet away is preferable. This helps keep the background out 
of focus.

Posing: Turn away from the camera at approximately a 45-degree 
angle. Turn your head directly to the camera with the shoulders still 
facing away from the camera. The back should be arched slightly 
with your shoulders back.

Technique: Framing in the camera should be from the bottom of 
the breast pocket on a man’s jacket, or just above the “V” where 
the blazer meets when buttoned. Allow a few inches of background 
above the head. Always use your “on camera flash” to take the pic-
ture, whether in daylight or inside. Let the subject know when you 
snap the photo. Saying “cheese” or a similar phrase works because 
it tends to put a twinkle in the eye and a smile on the face of the 
person being photographed.

Cropping: Four-by-five-inch or five-by-seven-inch images are  
adequate for most uses. 

Digital Quality: Most newspapers and magazines prefer digital  
photos of at least 300 DPI.

Labeling: Label the images by first and last name and the date. 

If you insist on do-it-yourself photography, follow these tips. As an 
alternative, hire a professional photographer to capture a winning 
image. The investment of time and money is modest, yet the end 
result will put your best face forward so more folks than your own 
mother will notice.
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INTERVIEW TRAINING TIPS

Be available for interviews as much as possible. Yes, there are times when it just doesn’t work into your schedule. Make 
those the rare exceptions so the media keeps calling you. 

Decide on your three key points. Work these into your answers. You can’t be sure your key points will make the article 
when you state your messages only once.

Preparation pays off. Pull together the backup data you might need before the interview so you can deliver your  
comments in a professional, polished manner.

Be yourself. Speak with ease, as if you are chatting with a friend in your living room. This makes it possible for you 
to connect with the reporter and the broader audience for your story. When in doubt, engage a media skills trainer to 
help you practice before your interview while using a tape recorder or video camera. Hearing and seeing how you come 
across in a practice interview can help you identify ways to make sure you perform at your best when it really counts.

Stop, think, and speak. Be sure you understand what the reporter is asking you before you begin to answer.

Speak for yourself. If the reporter says, “Isn’t this really...,” beware. He is making a statement he hopes you will agree to.

Treat the reporter like a customer. Respect comes back to you, no matter the outcome of the interaction. 

Be friendly and engaging, rather than deferential or defensive. Remember to smile, even if you’re doing a radio  
interview. Monitor your own gestures, facial expressions, and body language. 

Stay focused. Pause often. Make your point and stop.

Take time to educate the reporter about your company or agency if necessary. It gives your information more exposure 
and helps guide the reporter.

Use complete names or words instead of acronyms. Speak plain English instead of jargon. Doing both invites readers 
or listeners in to what you are saying instead of excluding them from what could seem like a private “in” group.

Be quotable. Think in terms of attention-getting headlines and lead paragraphs when you are speaking. 

Speak in sound bites. These essential talking points are 10 to 20 seconds in length. Here are a few examples:

“Investing should be like watching paint dry. If you’re getting an adrenaline rush, you’re doing something wrong.”  
- Michael Dukes, Financial Advisor

“A computer on every desk.” - Microsoft Founder Bill Gates.

“Read my lips. No new taxes.” - President George H.W. Bush

Tell the truth. Avoid the words “no comment.” There are a number of ways to address a tough question short of raising 
that red flag. 

Realize there is no such thing as “off the record.” Everything and anything you say is on the record the moment it 
comes from you.
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Stick to your own story, and do it without defaming anyone. Your 

own truth is the easiest thing to remember. Unkind words can 

never be retrieved once they are shared with someone else.

Come clean when you don’t know the answer. Ask about the dead-

line, get a telephone number, and call the reporter with the correct 

information before the deadline.

Ask reporters if they have all the information they need. Restate 

your three key points as the interview winds down so those  

messages are remembered most.

Avoid the dreaded LAQ - “lame ass quote.” “I’m just so excited  

to bring my product to market,” “We’re pleased to have the  

opportunity to play the game,” and “I’m just happy to help the  

ball club” are LAQ examples. These statements might work for  

the movies, but they don’t offer much value to inform readers, 

listeners, or viewers.

Action Step:

List your three key points:

1. 

2. 

3. 
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MIND YOUR MANNERS

If you like the story, send a note of thanks 

and position yourself to be the first person 

that reporter thinks of to call when next 

reporting on your industry. It’s okay to 

send a reporter a small gift or premium 

item as a thank you. Keep in mind that it 

is a breech of journalistic ethics for report-

ers to accept gifts valued at more than $20.

Date story ran:

Date you mailed or emailed your thank you note:

Dear ______________:

Thank you for interviewing me for your story about 

_____________________________ that ran in to-

day’s name of media outlet here. I am thrilled to  

be included and delighted with the overall tone and 

message of your story. 

Please keep me on your list of experts to speak with 

the next time this story becomes important to you and 

your readers/viewers/listeners. As a quick reminder, the 

areas about which I can comment with credibility and 

insight include the following: (list the top three).

Thanks again.

Sincerely,

Your Name Here 

Your contact information 

Your Web address

Thank You Note Example
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CAPTURE MORE INK

Write a letter to the editor of your local 

business journal or daily newspaper. 

Comment on something related to your 
business, and sign it with your company 
name.

Email notices about new hires and  

promotions to the “people on the move” 

sections of the local and trade media. 

These are simple press releases announcing 
the name, company name, and position 
of a featured executive. Include a high-
quality, digital image of each one. Most 
newspapers publish the email addresses of 
the people responsible for these sections 
of the newspaper. That makes it easy for 
you to get in touch.

Email news of your company’s upcoming 

events to the “meeting notice” or  

“business calendar” sections of the local 

and trade media. These state the “what, 
who, where, when, why, and how” in a 
concise manner. Each publication has 
its own publishing cycle and deadline 
requirements. Investigate and honor those 
requirements.

Share meeting notices with the commu-

nity and local papers in your trading area, 

along with www.craigslist.org. They  
are set up to run the notices, and the 
exposure brings your message to a wider 
audience of potential event guests.

Upcoming Workshop: “How to Optimize Your Media 
Relations without Spending a Fortune”

Presented by Nancy S. Juetten of Nancy S. Juetten  
Marketing, Inc. 

When: April 7, 2007, 7 a.m. - 9 a.m.

Where: North Seattle Community College,  
North Star Dining Room

(Visit: www.learnatnorth.org/breakfast for driving  
directions.)

Cost: $15 in advance; $20 at the door

Registration: Call the Continuing Education Front Desk 
at NSCC at 206-527-3705 to register.

Are you responsible for making big things happen with 
little or no money? Do you feel overshadowed by com-
petitors that are featured often in the media, even when 
your products or services are clearly superior? If so, Nancy 
S. Juetten can share surefire ways to take your message far 
and wide, no matter how small your budget. 

Juetten started her marketing communications firm, 
Nancy S. Juetten Marketing, Inc. (www.nsjmktg.com) in 
2001. She and her lean and powerful team have helped 
some of Puget Sound’s most distinguished companies-
including ABODA, Cascade Bank, Hydrogen Advertis-
ing, TalkingRain Beverage Company, and others - employ 
the power of public relations to tell their stories, build 
their brands, and grow their businesses. Lorraine Howell, 
owner of Media Skills Training says: “Nancy Juetten is 
one of the best pitching artists in PR. If she were a base-
ball player, she’d be right up there with Randy Johnson or 
Roger Clemens.”

Juetten is a seasoned publicist and storyteller who will 
share a practical toolbox of PR strategies that business 
owners can use to capture ink and air to build visibility, 
enhance their reputation and credibility, influence poten-
tial clients, and increase sales. It is possible to  
fuel your business growth through the media without 
spending a fortune, and Juetten will show you how.

Seminar Meeting Notice Example
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HOW TO SPREAD YOUR GOOD NEWS.

Include the online article link in your ezine. An ezine is an elec-
tronic newsletter that offers news your readers (clients, prospects, or 
referral sources) can use to run a better business or live a better life 
through your area of expertise. It’s an easy way get the word out to 
an audience that already engages with your company and its news.

Frame the article and hang it in your lobby, retail window, building 

lobby, or executive conference room. People love reading about the 
company while they wait for an appointment, consider coming into 
the store, or wait for meetings to start.

Keep a notebook that archives all of your media coverage for  

future reference.

SPREAD YOUR GOOD NEWS

Use your newspaper clip to grow  

your credibility and influence in the  

marketplace. 

Send a keep-in-touch notice of your me-

dia coverage to clients, prospects, referral 

partners, and friends of your firm. This 

keeps you in touch with your network and 

gives you the additional value from the 

credibility that editorial coverage provides.

Action Step: 

Send a Keep-in-Touch Letter

Here is an example:

Dear (Friends, Colleagues, and Associates):

I am delighted to share the following online story 

link that showcases an important trend in (insert 

your industry here) and how my firm is making 

the most of it. It’s exciting to have our company’s 

success validated in the media, and I hope  

you enjoy reading more about what we are  

accomplishing here. If you have comments to 

share, I welcome them. If you know of others who 

can benefit from this information and our unique 

way of doing business, please pass it along.

Sincerely,

(Your Name Here)
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Use the article as a brochure. You can distribute it to prospective 
clients and other interested parties. The article acts as a third-party 
endorsement for your products and services. As a published author, 
you enjoy credibility that far exceeds the value that expensive and 
highly designed brochures provide.

Enclose a copy of the story with your direct mail. One more piece 
of relevant paper is worth any additional postage or duplication 
cost.

Post the coverage on your Website. Put it into your online media 
room and/or on your home page, depending on the importance of 
the coverage.

Ask recipients to spread the news and invite their quality referrals. 

Sometimes people need guidance about what you want them to do, 
no matter how obvious it may seem to you.

Fuel media momentum. One good media placement can lead to 
another. One day, your story is told within the pages of the local 
business journal. The next, it can land on the pages of USA Today. 
Each media placement lends additional credibility to your story 
while reaching a new audience of potential customers and decision 
influencers.

Email your articles to radio talk-show producers. Listen to the 
shows that are the right format and fit for your story. Identify the 
right producer by visiting the station’s Website or calling to ask for 
the producer who covers stories like yours. Then you can demon-
strate to the right people why your expertise can offer value for the 
listeners. Ask for a radio interview in that email.

Send your articles to program directors at clubs, associations, and 

professional organizations. Ask for speaking engagements to bring 
your message to an even wider audience of potential clients.

Bring article reprints to serve as handouts when you speak. Be 
sure you have the permission from the publication to duplicate the 
article. 

Post your articles to Websites such as www.articleteller.com,  

www.ezinearticles.com, and www.ideamarketers.com. Ezine 
publishers worldwide visit these sites daily to access quality content 
for their readers. Your articles help fan the flames of your expertise 
among their audiences and attract quality prospects to your Inter-
net front door. They also help your name come up more readily in 
the search engines.
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BECOME A QUOTED INDUSTRY  
EXPERT

Serve as an expert to reporters who 

write about your industry. Newspaper 
editors want to hear from experts who 
have timely, newsworthy, relevant, and 
trend-worthy ideas to share. Offer yourself 
as a quality, credible resource to the 
right people and ask for the opportunity 
to share your points of view. You’ll be 
surprised how effective this approach can 
be.

Prepare a biography that clarifies the 
areas on which you can comment with 
impact, credibility, and insight and your 
qualifications. Share it with the special 
section editors and beat reporters so 
they’ll know to call you next time.

When you earn a reputation as someone 
who can provide great content on time, 
on word count, and with keen focus on 
what each publication needs to serve its 
readers, you’ll find that your next article 
pitch will likely be met with a warm 
response. Try it, and you’ll see.

What are your three areas of exper-
tise?

1.

2.

3.

Why are you qualified to comment on these topics?

How will your comments serve the readers/viewers/listeners? 
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LAUNCH AN EZINE

Launch and sustain a quality ezine to stay in touch with interested potential clients. 

Realize that ezines are among the most effective lead-generation tactics for professional service firms. An ezine is  
an electronic newsletter that offers news your readers (clients, prospects, and referral sources) can use to run a better 
business or live a better life as a result of your expertise.

Connect with readers by name. Most people love being called by name, and most ezine software programs make it 
easy to customize your messages in this way. Take advantage of this option, and leave “Dear Colleague” or “Dear Cli-
ent” greetings to other less savvy marketers.

Demonstrate your expertise and value over time. The beauty of ezines is that prospects sign up to receive them 
through a form on the home or contact pages on your Website. In doing so, they declare their interest in what you 
have to offer, though they may not yet be ready to engage your services/products right now. When they are ready to 
get into action with your area of expertise, you’ll be among the first professionals they call. 

Tell. Don’t Sell. Lead with news and insights the reader can use. Leave just 20% of the content for a selling message 
about your products or services.

Share important research. Your findings will help your readers do business with more impact and efficiency. This will 
compel them to want to do business with you.

Extend a valuable offer that invites readers to respond. For example, stage a special event. Include yourself and other 
credible experts who can offer news and information from which your prospects can profit, and ask readers to RSVP. 
Or offer a white paper or special report. These encourage inquiries and dialogue about your products and services.

Issue your ezine regularly for best results. When in doubt, start with a quarterly effort. Then increase the frequency 
as you receive favorable reader feedback. It is far better to start with a quarterly communication and build to more 
frequent distribution than to announce a monthly ezine and suffer a credibility gap should your distribution plans 
change.

Keep your ezine short, sassy, and sizzling with quality content and active links. Think about how busy you are. Your 
readers are, too.

Give your ezine a professional look. It needs to reflect well on your professional brand and image.

Plan a full year of topics and a production schedule. Stick with them unless something so compelling comes up that 
you must share it with your readers right now.

Make it easy for new subscribers to opt in or out. Update the contact page on your Website with an ezine sign-up 
form so your network of potential clients can grow by accessing your Website.

Reduce the likelihood of unsubscribe requests. Do this by providing timely, newsworthy, and relevant information 
that solves readers’ pain.

Take heart. There will always be people who unsubscribe in spite of the high quality of your ezine.
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Distribute your ezine on Tuesday, Wednesday, or Thursday. Calculating the time can be a challenge when your list goes 
beyond your local area.

Watch how readers forward your information to others if your ezine service gives you that information. Your readers 
open up a larger universe of interested prospects for your products and/or services. 

Add value by the quality information you share. Your own brand and reputation will grow when you prove yourself to 
be a generous source of useful, insightful, time-saving, and resource-saving information.

Invite new subscribers. Register your ezine to sites such as www.ezinearticles.com. Here, ezine readers and publishers 
from coast to coast and worldwide can review a brief and compelling summary about your ezine and elect to opt in. 
Plus this helps your name and company name pop up more readily in the search engines.

Ask for permission. Ask prospects you meet at trade shows, networking events, and in the course of day-to-day business 
if they would like to receive your free ezine that offers news to help their businesses grow.



NANCY S. JUETTEN MARKETING • Get Ready. Get Known. Get Paid  E-Workbook

44

EZINE WORKSHEET:

• What valuable offers or information can you share?

• Set up an editorial calendar to highlight topics that are timely, newsworthy, useful, and relevant to your expertise and 
how you help others. Use the following grid to plan your ezine strategy for the next year.

MONTH CONTENT OFFER

January

February

March

April

May

June

July

August

September

October

November

December
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PROSPER BY WINNING

Show your passion for your work with every move you make. Passion is magnetic. It is the most valuable tool to  
attract quality clients, media attention, and other rewards to your growing, successful business. A great way to show 
your passion is by winning awards.

Enter award contests. Choose competitions that are well-supported by the media in your industry or community. 
Select legitimate and prestigious contests that reinforce your company’s core values, strategic initiatives, and marketing 
claims.

Do the application justice. Assign the task of creating award-worthy entries to someone who has the passion,  
storytelling ability, and time to do the job right. Last-minute efforts rarely deliver a winning result. 

Prove your points. Call out winning ways in easy-to-read bullets. Share anecdotes, customer and employee  
testimonials, and media coverage to prove why your company is -worthy of an award. Steer clear of hyperbole and 

“blah, blah, blah” commentary that takes up space and bores judges. 

Meet and address all the award criteria. This gives you a fighting chance to earn a place in the winner’s circle.  
Be sure to submit entries on time.

Pay attention to presentation. When given the choice to submit a hard copy or send a fax, go with the hard copy  
every time. Let your overall presentation quality catapult your story to the top of the stack above fuzzy faxes from 
other applicants.

Go in with the intent to win. Otherwise, sit out the competition and save your time and money until you can weigh in 
with a stellar effort.

Showcase your winning ways on your Website and via your marketing and media materials. Award winners often 
enjoy an edge over close, formidable competitors because buyers perceive that they try harder.

Make the most of your Website as a powerful tool. Pack your site full of useful information, free resources, and 
contact information. Include client testimonials and award wins that convey the value your products and services offer. 
Update the site often to keep the content fresh.

For more about how award wins can help build brand and sales, read the following article.
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AWARD WINS CAN HELP BUILD BRAND AND SALES. HERE’S HOW.

By Nancy S. Juetten

Companies seeking credibility, a leading edge over competition, favorable publicity, and a way to accelerate sales are 
gaining value from award contests that reinforce their core values, strategic initiatives, and marketing claims.

Just as travelers rely upon the star rating system to choose a hotel or a Zagat survey to choose a restaurant, buyers of 
any variety of products and services want to spend their money with winners-and they do.

In fact, a research study by Hendricks & Singhal of the University of Western Ontario and Georgia Institute of  
Technology, revealed more than 600 quality corporate award winners had 37% more sales growth and 44% higher 
stock-price return than their peers. 

Here are a few more benefits to justify your investment of time and effort in award competitions:

1. Get to “yes” faster. Winning prestigious award contests can help unknown, unproven, or emerging companies  
better compete for and win new business. Award wins make choosing a company less risky for buyers and potential 
employees. Here’s a testimonial: 

Dave Caple, president and CEO of ABODA (www.aboda.com), winner of a variety of Better 
Business Bureau, Eastside Business, and housing-industry honors including Company of the 
Year, said, “The biggest bang for the buck on the awards is the fact that they validate and help 
promote the strength and quality of our company in the regions and industries in which we 
do business.”

2. Demonstrate ethics through credible endorsements. If a prospect is evenly divided between quality companies,  
the company with the most stellar ethics as demonstrated by a Better Business Bureau award may have an advantage. 
As reports of corporate ethics violations become more commonplace, consumers are seeking out companies with  
track records of integrity. An award recognizing a business’ demonstrated ability to navigate the market without  
compromising integrity can help separate it from competitors. 

3. Support marketing claims. Winning gives advertising copywriters more to talk about so cash registers can ring. 
When JD Powers & Associates grants awards for customer satisfaction, consumers listen. T-Mobile has a pattern of 
winning these prestigious awards. Is it any wonder that their billboard offers three words that say it all: “Bling, bling, 
(and) bling.”?

Keith Jackson, CEO of Charter Bank (www.charterbankwa.com), winner of the 2004  
Eastside Business Award for Small Business of the Year, said, “Receiving an award definitely 
lends credibility to our message. Whether we’re recruiting employees, clients, or investors,  
being recognized for excellence by a third party supports our claims. It can also foster a sense 
of pride and accomplishment among our team members.”
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4. Pack a powerful punch through publicity. Favorable local, trade, or national publicity and word-of-mouth referrals 
often result from contest wins, filling the lead-generation pipeline. 

Chelsea Shipp, marketing manager for the Better Business Bureau of Western Washington 
(www.thebbb.org), says that report wins don’t affect the bottom line in a quantifiable way.  
Yet several BBB award winners have said that employee pride in the company goes up after 
winning an award. This can influence staff productivity and the quality of the service  
customers enjoy.

4. Tip new business to your favor. Just like Avis—the rental car company with a reputation for trying harder to  
beat Hertz out of the number-one position—award winners may be perceived as working with greater diligence to  
demonstrate their value. 

5. Compel judges to become your customers. Judges often visit award candidate’s businesses because they like what 
they read in award applications and want to experience the company’s services and products for themselves.

When you select, enter, and win prestigious, media-supported award contests to recognize your company’s winning 

ways, you can achieve similar results.
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TAKE YOUR SHOW ON THE ROAD

Host webinars or teleseminars to share your expertise with clients, 

prospects, and reporters. Visit www.audiostrategies.com or  

www.freeaudioconference.com to learn how.

FOR IMMEDIATE RELEASE

Contact: Nancy S. Juetten, 425-641-5214,  

nancy@nsjmktg.com 

AUGUST 16 MEETING NOTICE

(August 2, 2005 - Seattle, WA) - Acquisition Services Group, 

a mergers and acquisitions firm specializing in the sales of 

Pacific Northwest businesses for over 23 years, is holding 

a free audio conference titled “The 10 Worst Mistakes You 

Can Make When Selling Your Privately Owned Business.” 

The conference will be held August 16 from 11:30 a.m. to 

12:30 p.m. This conference will address a wide range of top-

ics including price, confidentiality, seller financing, tax issues, 

and more. Interested parties can email info@asgnorthwest.

com to request additional information or register online at 

www.asgnorthwest.com. 

Give presentations to groups and organizations that offer the best  

audience for your expertise. These can be free or low-cost seminars, 

classes, or demonstrations of your products/services. Invite reporters 

who cover your industry to attend. 

Prepare a speaker sheet that summarizes the topics about which you 

can comment with impact. See the following example.

Teleseminar Meeting Notice Example:
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NANCY’S POWERFUL PRESENTATIONS:

Take the Rock Star Status Reality 
Check to Find Out How Ready YOU are 
to Step into the Spotlight

Transform Your Boring Bio from 
Wallpaper to Wow to Attract 
Clients, Speaking Gigs, and 
Media Interviews Now

The Girlfriend’s Guide to Making a 
Living with Info Products: Real Life 
Versus the Fairy Tale

Nancy is the creator of Bye-Bye Boring Bio PLUS!

Prepare Your Story.  
Broadcast Your Brilliance. Prosper Now.

To see Nancy’s videos and listen to recent 
audio presentations, visit:

www.AuthenticVisibility.com/speaking/nancys-favorite-topics

NaNcy “Broadcast Your Brilliance” JuetteN
Get Known to Get Paid™ Mentor and Your Champion for Authentic Visibility

This electronic bundle 
of road-tested tools 
guides mission-driven 
experts to prepare and 
share their stories so 
they can attract clients, 
speaking gigs, and media 
interviews now.
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 � eWomenNetwork Success Series
 � Ladies Who Launch Global Conference 
 � Seattle Design Center
 � National Speakers Association 
 � Marketing with a Book Summit Hosted by Henry DeVries
 � Know-Like-Trust Event Hosted by Bill Baren Coaching
 � SpeakerMatch
 � ThinkBizNW
 � Constant Contact
 � Practice Pay Solutions

Nancy “Broadcast Your Brilliance” Juetten is 
a word wizard, workshop leader, and Bye-
Bye Boring Bio PLUS! creator on a quest 

to guide mission-driven experts to spell out their 
greatness and broadcast their brilliance through the 
power of storytelling and publicity.  Whether clients 
seek to attract clients, speaking gigs, or media attention, 
they learn to welcome those results by acting on Nancy’s 
road-tested and proven advice to tell stories all their own.  
Best of all, they broadcast their brilliance with confidence, 
readiness, and ease so the right people can celebrate, 
invest, and benefit. 
She has addressed worldwide audiences by teleseminar, 
webinar, and live to rave reviews and looks forward to having 
the opportunity to deliver her brand of WOW for your audience.

425-641-5214   |  nancy@AuthenticVisibility.com |  www.AuthenticVisibility.com

Her essential advice is, “It’s your story. Tell it well.”

Audience Members Rave
“After all these years of being in the National Speakers Association, 
seldom am I taken with a speaker. But tonight, I became a huge 
fan of Nancy Juetten from Seattle. This woman is amazing. 
Smart, funny, real. I learned a lot.”  — Mark LeBlanc, Author of 
“Growing Your Business” 

“Nancy’s presentation style is much like the brilliant bios she 
writes…enthusiastic, insightful and full of well presented 
information. You’ll walk away with great tips and 
strategies to quickly implement in Kicking your Boring 
Bio to the Curb!”   — Linda Snyder, Ladies Who Launch

Nancy travels from Seattle to bring her “Get Known to Get Paid™” message to appreciative audiences 
worldwide. She welcomes invitations to share her content via teleseminar and webinar to solopreneurs, coaches, 
and independent business professionals who are serious about stepping up, standing out and shining now.

Prepare Your Story.  Share Your Story.  
Prosper Now.

NaNcy JuetteN
Get Known to Get Paid™ Mentor and Your Champion for Authentic Visibility
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CHOOSE YOUR AUDIENCES CAREFULLY 

Choose organizations to pitch that are a fit for your expertise. Read the “meeting notice” and “business calendar”  
sections of your local papers or trade publications for ideas.

Do your homework. Visit each organization’s Website to learn more about their members and prior event program-
ming. Search the site to identify the program director so you can target your presentation pitch properly.

Share three timely and relevant presentation ideas with the program director. Do this whether you use the phone, 
email, or the U.S. mail. Be sure your ideas address members’ real business issues while making it clear why you can 
comment with impact, credibility, and insight.

Remember to ask for a presentation date. It’s one thing to make the pitch. It’s another to ask for a commitment. 

Seek audience feedback. Provide an evaluation sheet to each member of your audience at every presentation you make 
to learn how well you’re meeting the mark. Also use the evaluation form to invite audience members to share their 
interest in receiving your ezine, setting up an appointment to chat more about their needs, or engaging your services 
now or in the future. You might even choose to use their feedback as testimonials on your Website.

See the following sample form to guide your own evaluation-seeking efforts:
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PRESENTATION EVALUATION

HOW TO OPTIMIZE YOUR MEDIA RELATIONS WITHOUT SPENDING A FORTUNE

Nancy S. Juetten 

On a scale of 1 to 5, with 5 being “excellent” and 1 being “poor,” please rate presentation in the following areas. 

 Subject Matter Presentation Style and Quality Relevance of material for  
   my lead-generation needs

How to Optimize Media Relations  
without Spending a Fortune

1. My overall impression of the speaker (circle one):  Excellent Average  Poor

2. My overall impression of the seminar (circle one):  Excellent Average  Poor    

3. Based on your experience, will you recommend this speaker to others? Why or why not?

4. If you marked a “2” or less for any of the questions above, please explain:

5. Please share comments about this program that we can use in our promotions. Please share your name and company 

name to lend valuable credibility to your remarks. General comments or suggestions are also appreciated.

6. How, if at all, would you like us to follow up with you based on today’s presentation? Please provide your email ad-

dress to ensure our timely follow up: ____________________________

_______ I’d like the presentation notes from today’s talk.

_______ Put me on the email list to receive tips and newsletters. 

_______ I’d like to review Nancy’s menu of services as I evaluate my own future needs. 

_______ No, I have no interest.

Thank you for investing your valuable time to learn how to put the power of media relations to work for your growing 

business.
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CONCLUSION

With a consistent and winning approach toward your media  

relations program, you can generate an ongoing pattern of winning 

media coverage that:

• Establishes you as the go-to person in your field, 

• Invites speaking opportunities and invitations to meet with  
potential clients, 

• Helps beat a path of qualified prospects to your firm or its  
Internet front door. 

And you can achieve this without spending a fortune.

Maybe one year from now, when you “Google” your expertise, your 

name will show up as the top resource for commentary and insight. 

But you won’t get that mission accomplished unless you get into 

the media game today. And I hope you do because - as the New 

York Times once declared - good publicity lasts forever.
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425-641-5214  |  Nancy@AuthenticVisibility.com
Learn more and make YOUR best choice. Visit www.AuthenticVisibility.com

6 MONTHS OF PRIVATE 
1-ON-1 COACHING WITH 
NANCY JUETTEN

Prepare Your Story.  
    Broadcast Your Brilliance.  
         Prosper Now.

Nancy Juetten   |  www.AuthenticVisibility.com 

1

2

Bye-Bye Boring 
Bio PLUS!

Everything you need to prepare your story, 
broadcast your brilliance, and get known in 
one high-value, convenient, and affordable 
e-Bundle. Includes Bye-Bye Boring Bio, 147 
Powerful eTips to Boost Business and Profits 
with Publicity, and 5 engaging, success-
story-packed audio files to inspire you into 
purposeful action to invite visibility and 
prosperity for your business now.

Broadcast Your Brilliance
WEBINAR SERIES

with Nancy Juetten

3
Get Known to 

Get Paid™ PRIVATE
MENTORING PROGRAM

3-MONTH INTENSIVE
Transform your boring bio & speaker 
sheet into client and opportunity 
magnets.

Write press releases and story pitches 
that turn heads and attract attention.

Soak up expert feedback from the “hot 
seats” to achieve “story wow” now.

A mentoring program to 
put the power of business 
visibility and prosperity 
within your control with 
ongoing access to an expert.Apply today at 

www.authenticvisibility.com/
private-mentoring-program.
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USEFUL RESOURCES

Recommended Books to Advance Media-Relations and Entrepreneurial Success

Become A Recognized Authority In Your Field - In 60 Days Or Less
by Robert W. Bly 
(Alpha, 2002) 

Getting @ttention: Leading-Edge Lessons For Publicity and Marketing
by Susan Kohl 
(Butterworth Heinman, 2000)

May I Have Your Attention, Please: Build a Better Business by Telling Your True Story 
by Chris Hilicki 
(John Wiley & Sons, Inc ., 2005)

Getting Everything You Can Out of All You’ve Got: 21 Ways You Can Out-Think, Out-Perform,  
and Out-Earn the Competition 
by Jay Abraham 
(Truman Talley Books, 2000)

Give Your Elevator Speech a Lift!
by Lorraine Howell (www.mediaskillstraining.com) 
(Book Publishers Network, 2006)

It’s Not About the Horse-It’s About Overcoming Fear and Self-Doubt
by Wyatt Webb with Cindy Pearlman 
(Hay House, Inc . 2002)

Million Dollar Consulting: The Professional’s Guide To Growing A Practice 
by Alan Weiss 
(McGraw Hill, 1998)

Selling Your Services: Proven Strategies for Getting Clients to Hire You (or Your Firm) 
by Robert W. Bly 
(Henry Holt and Company, 1991)

The E-Myth Revisited: Why Most Small Businesses Don’t Work and What to Do About It
by Michael E. Gerber 
(HarperCollins, 1995)
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Monday Morning Salescoach: Solutions to 99% of the Toughest Selling Challenges You’ll Ever Face
by Jim Dunn and John Schumann 
(SalesCoach LLC, 2002)

The Power of Full Engagement: Managing Energy, Not Time, Is the Key to High Performance and  
Personal Renewal 
by Jim Loehr and Tony Schwartz 
(The Free Press, 2003)

The Success Principles(tm): How to Get from Where You Are to Where You Want to Be 
by Jack Canfield and Janet Switzer
(HarperCollins Publishers, Inc ., 2005)

True Professionalism: The Courage to Care About Your People, Your Clients and Your Career
by David H. Maister 
(Touchstone, 2000)
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OTHER USEFUL RESOURCES:

Media Query Services 

Help a Reporter Out - www.helpareporter.com (free)

PitchRate - www.pitchrate.com (free)

Reporter Connection - www.reporterconnection.com (free) 

PR Leads - www.PRLeads.com  (fee)

ProfNet - www.profnet.com  (fee)

Subscribe to FREE Ezines to Jump-Start Your PR 

Expertise

www.publicityinsider.com

www.getslightlyfamous.com 

www.prsecrets.com

www.publicityhound.com

NEWS RELEASE DISTRIBUTION RESOURCES:

**  www.bit.ly/NancysFavorite  **
www.i-newswire.com (free) 

www.theopenpress.com (free)

www.prlog.com (free)

www.24-7pressrelease.com (free)

www.free-press-release.com (free)

www.prfree.com (free)

www.businesswire.com (fee)

www.medialistsonline.com (fee)

www.PRweb.com (fee)

www.prnewswire.com (fee)

SITES THAT WELCOME ARTICLE SUBMISSIONS:

www.articleteller.com

www.ezinearticles.com

www.ideamarketers.com

AUDIO CONFERENCE RESOURCES:

www.audiostrategies.com

www.freeaudioconference.com

SITES TO HELP YOU GET KNOWN,  
SELL MORE PRODUCTS/SERVICES,  
AND ATTRACT MORE CLIENTS NOW:

www.actionplanmarketing.com 

www.getknownnow.com 

www.sitesell.com 

www.newclientmarketing.com 

TWO PROVEN EZINE RESOURCES TO HELP 
LAUNCH YOURS:

www.constantcontact.com

www.aweber.com
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ABOUT THE AUTHOR - NANCY S. JUETTEN

Nancy “Broadcast Your Brilliance” Juetten is a word wizard, workshop leader, and Bye-Bye Boring Bio PLUS! author 
on a quest to guide mission-driven experts to spell out their greatness and broadcast their brilliance through the power 
of storytelling and publicity.  Whether clients seek to attract clients, speaking gigs, or media attention, they learn to 
welcome those results by acting on Nancy’s road-tested and proven advice to tell stories all their own.  Best of all, they 
broadcast their brilliance with confidence, readiness, and ease so the right people can celebrate, invest, and benefit.  
Nancy doesn’t just dole out this advice. She walks her own talk.  In 2010, she was interviewed 50+ times by media in 
her own backyard and beyond in connection with the debut of her book — Bye-Bye Boring Bio PLUS! She was also 
recognized among the Top 100 Home-Based Businesses by StartUp Nation. In February of 2012, Nancy was named 
among the Top 100 Women in ECommerce by WE magazine.  She is well known for being the “go to” person for 
helping people transform their boring bios from wallpaper to wow to attract clients now.  Teaching the “Broadcast 
Your Brilliance Webinar Series” is her favorite way to add value for those serious about prospering in the spotlight.
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A MORE PERSONAL BIO:

Nancy transformed from “desperate housewife” to “PR and Storytelling Diva” by taking her own advice.  Since 2001, 
she has generously shared her tips, resources, workshops, and programs while working comfortably from her  Bellevue, 
Washington home office — often while wearing pajamas.  As disciplined about her work habits as she is about creating 
great results for clients and her own brand and reputation, she is most proud of her almost 25-year marriage to Steve 
Juetten and the good job they are doing so far raising their teenage son.   Both work from home offices and are at the 
ready to support both clients and family needs at a moment’s notice and without apology.  Their adorable Cockapoo 
puppy “Champ” adds some welcome and wonderful chaos to their lives.

 

NANCY’S PERSONALITY PROFILE — JUST FOR FUN:

Sassy Sound Bite to Guide 2012:

•  “Impossible things are happening every day.”  — The Fairy Godmother to Cinderella

High School Crowd

• I was the bookish, hard-working editor of my high school newspaper who did a lot more reporting about others 
than making news of my own.

Something Surprising…

• Sometimes, people who meet me in person for the first time after consulting with me by phone tell me it is a big 
surprise to see how tall I am. One person said that she had this idea in her head that I was five foot two.  She said, 

“Why didn’t you tell me you were the Jolly Green Giant?”  I stand just under six feet tall in my bare feet.

Biggest Indulgence

• Driving my grocery cart down the aisles at Whole Foods and putting amazing and delicious things into my basket 
without looking at the price — a rare pleasure!

Weirdest Habit

• Sometimes, I get so absorbed in my work that it is 3 p.m. and I haven’t yet had lunch.  That’s why this “self care” 
thing needs to be a higher priority in 2012.

Workplace Perk

• Going to work wearing my pajamas and getting to play with my puppy between assignments.
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IMPORTANT FINAL NOTE

Thank you for purchasing this workbook to enjoy its value.   

Did you know you can earn generous commissions for referred sales?  

If this idea resonates, join the affiliate program today.   

You can learn more about the rewards you can earn by visiting 

www.authenticvisibility.com/affiliate-program.   

Please get in touch to share your media triumphs at 

nancy@authenticvisibility.com.   

I look forward to hearing from you.   

Sincerely,

 

Nancy S. Juetten

(425) 641-5214 – nancy@authenticvisibility.com

© 2012 by Nancy S. Juetten Marketing, Inc. 

This is a work protected by federal copyright laws and no unauthorized copying, adaptation, distribution or display 
is permitted.



www.authenticvisibility.com

Finally, a toolkit to guide you to describe what you do in a 
way that excites you and attracts the attention of the clients 

you are here to serve!

  
Get Instant Access to Chapter 1 of Bye-Bye Boring Bio PLUS!

Send My Introduction to this #1 Marketplace Resource 
to Help Me Create a Bio that Opens Doors 

to $$$ and Opportunity.

Visit this link to gain access right now:
www.authenticvisibility.com/freegift   


