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Pitch Letter Sample

For a Bylined Article

The following pitch was actually sent to numerous publications in various industries, resulting in requests from about 10 publications for bylined articles. A couple of those articles, demonstrating varying lengths and styles to suit different publication types, follow the pitch.

The topic relates to an article about a new type of PR firm. Publication of these articles resulted in many inquiries to the agency about their professional services. Although most professional service firms consider their pitches proprietary, PayPerClip has provided permission for this reprint and encourages your use as a proven model.

Hello Julia. Over the past ten years, the successful players in most industries have been those who restructured their business models to meet the changing demands of their markets. Every industry, that is, except public relations.

Would you be interested in an exclusive "inside look" bylined article regarding:

- why retainer based PR does not work for many of today's companies

- how pay-for-placement PR works

- when businesses should stick with the retainer model

- tips for determining if "pay as you go" PR is appropriate for you

- client benefits and client risks

- keys to working successfully with this type of PR firm

- how to budget for a "pay as you go" PR program

The article is written by 15-year PR veteran, Christine Pillsbury (bio below), EVP of PayPerClip, one of the first and the leading pay-for-results PR firms for small businesses, corporations and associations.

Would you be interested in this bylined article? We can edit to your desired length - from 500-2000 words. The article is not promotional and does not mention our company name. Thanks.

Best,

Somer

~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~

Somer Stephenson

Stephenson Group

908.439.3660 phone

908.439.3268 fax

sstephenson@stephensongroup.com
~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~

BIO - CHRISTINE PILLSBURY

Serving Fortune 100, INC 500 and small and mid-sized companies, Christine

Pillsbury has more than 20 years of experience in various aspects of public

relations, including development of PR campaigns, strategic media relations,

publicity, public speaking, marketing communications, community relations,

grassroots political involvement, event planning, materials production, and

PR advertising.

Chris is also a group process facilitator with experience facilitating

strategic planning sessions, annual goal-setting meetings, and community

group discussions. Her education includes a Bachelor of Arts degree in

Political Science/Public Administration from California Polytechnic State

University (Cal Poly). She has worked in the government, non-profit, and

corporate sectors and has been an instructor of Public Relations in the Cal

Poly, San Luis Obispo Journalism Department.

In addition to her role on the executive leadership team at PayPerClip and

Stephenson Group, Chris represents the companies at the podium for a range

of industry training, trend and vision presentations--from keynote speeches

to public relations seminars, conference panels and workshops. Her speaking

experience spans the political and business arenas, and she has conducted

public relations training seminars for not-for-profit organizations,

business conferences and individual audiences.

 Bylined Article Sample 1
Title: New No-Risk Way to Get Media Coverage for Your Small Business

Author: Christine Pillsbury, Executive Vice President, PayPerClip
Publication: Opportunity World/Money ‘N Profits
Length: 299 words

Submitted: June 23, 2005

New No-Risk Way to Get Media Coverage for Your Small Business
Getting media coverage is one of the most cost-effective lead generators for businesses of all sizes. The credibility it brings to small businesses cannot be achieved with the limited advertising budgets available to most small companies.

However, most PR firms require high minimum retainers and long time commitments that make them inaccessible to all but the most well-capitalized small businesses.

For small companies whose #1 public relations priority is generating publicity (media coverage), a new option has become available in the past year.

Pay-for-placement PR does just what it says—instead of paying for a PR firm’s time and hoping for placements, you pay for the placements they obtain for you.

Core elements of the model include:

· Pay for results, not for the agency’s time

· No upfront fees

· No time commitment

· Guaranteed satisfaction with the story

· Pre-set pricing and the option to say no to an opportunity

· Ability to specialize by media type

CoolWire Research recently surveyed 48 clients of one pay-for-placement PR firm and found that the new model is actually expanding the market to provide services to companies who had never been able to access PR previously. In fact, 73.8% of these clients did not conduct PR prior to choosing their pay-for-placement provider. One recent trend is for traditional PR agencies themselves to use pay-for-placement firms to transparently obtain more media placements for their clients.

The new pay-for-placement PR model addresses the increasing demand of all modern marketplaces to cherry-pick products and services. Don’t assume PR services are out of your reach. If you’re able to spend as little as $2000 per month, pay-for-placement PR is a no-risk way to find out what media visibility can do for your company.

Bylined Article Sample 2
Title: Pay-for-Placement PR: The What, Why and How of No-Risk, Pay-for-Results Media Coverage

Author: Christine Pillsbury, Executive Vice President, PayPerClip
Publication: Product Management Today
Length: 1627 words

Submitted: July 7, 2005

Pay-for-Placement PR:

The What, Why and How of No-Risk, Pay-for-Results Media Coverage
Over the past ten years, the successful players in most industries have been those who restructured their business models to meet the changing demands of their markets. Many pharmaceutical manufacturers, for example, have shifted their major marketing focus from individual doctors, who had been wined and dined by drug company representatives for the past 30 years, to big, powerful buying groups such as health maintenance organizations (HMOs) and pharmacy benefits managers (PBMs). Multi-tiered pricing has emerged to target different markets, from HMOs and PBMs to the uninsured to Medicaid recipients. Even low-tech businesses like trucking have transformed themselves into sophisticated logistics providers who manage comprehensive inventory control and distribution functions on the customer’s behalf.  

In addition to redefining their value propositions in radically different ways, firms in most industries have also restructured their pricing, compensation and incentive strategies to align pay with performance. Given the advanced performance measurement and profitability analyses that have become available over the past dozen years, these firms have been able to identify the real drivers of their profits. Consequently, they have instituted new practices designed to reward those key individuals and business units that are actually producing results.  

It seems like every industry in the contemporary marketplace has undergone a radical restructuring, both in the ways that business actually gets conducted and in the ways that performance gets rewarded. Every industry, that is, except public relations.

Most public relations firms today operate according to a business model that would have seemed perfectly comfortable to the gray flannel suits of the 1950s. No matter that repeated waves of mergers, acquisitions, and divestitures have disrupted the networks of personal ties and personal trust that once drove the industry; firms continue to propose agreements that mandate unvarying monthly retainers in return for a broad slate of poorly-defined services, regardless of the actual benefits delivered in any period. Rates may be negotiable, but the basic delivery model is not. PR firms sell hours, not outcomes.  

This “trust us” value proposition still works well for clients who want a broad and diverse range of services to supplement their own in-house capacities across a broad range of evolving marketing and PR programs. And it is probably the ideal arrangement for firms who seek to outsource the entire public relations function in order to focus all in-house resources on their most critical core competencies.  

Properly-structured retainer contracts will always provide high value for these clients. But the retainer contract can no longer serve as the only alternative. For many of today’s clients, who have just spent the past several years struggling to survive a prolonged economic slump, it’s manifestly inappropriate. At many large corporations, cost-conscious CEOs simply refuse to let marketing managers sign any form of retainer agreement, no matter how well-structured. For some, the retainer contract is simply no longer a topic for discussion.  

Media Relations: The Critical PR Function

Media placements have proven their value over the past 10 years, both in their own ability to generate awareness and leads, and in their critical credibility-providing role that makes every other component of the marketing mix work better. Yet effective media relations is the one public relations capability that clients are most likely to lack in-house, principally because the it has become such a sophisticated and specialized activity.

Today, effective media relations requires a deep knowledge of each editor’s and each publication’s specific needs and preferences, and a proven track record of delivering appropriate and newsworthy material on deadline. Furthermore, the successful media relations outfit must be able to deliver the goods across an increasingly diverse range of print, broadcast and online media. Some pharmaceutical products must target mass media venues like broadcast networks and metropolitan dailies. Others, who sell to businesses and health care providers, must target specialized professional and industry trade publications.

What these companies have desperately wanted is a media relations provider that will give them the publicity they want in exactly those venues that reach and influence their particular customers. That’s why public relations firms need to start offering pay-for-performance options.

Enter: Pay-For-Placement PR

Like many major innovations, the pay-for-performance service is based on a simple concept: namely, that the most effective way to get what you pay for is to pay only for what you get. Usually, a pay-on-delivery operation charges a set fee for each element of coverage clients receive. Fees are based on the depth of coverage and the circulation or audience rating of the venue in which the coverage appears. Features cost more than individual mentions, and hits in major dailies or national news media cost more than coverage in the neighborhood newsletter.  

This pay-for-performance option is completely client driven. Clients specify in advance the message to be delivered, the target media, and the type of coverage they are willing to pay for. They pay only for the results they actually receive, at fixed and predictable prices.  

It really is that simple, and anyone can play. Clients can vary from large corporations to small businesses, private individuals, associations and other not-for-profit organizations, and even PR or marketing agencies. 

The great advantage of the pay-for-performance model is that clients can tailor PR services to their exact needs and available budgets. A corporation might want a time-limited effort to secure coverage for a newly-appointed CEO in major newspapers and national business journals. Alternatively, a company might want an ongoing campaign in leading pharma industry trades to secure coverage for a new drug or to gain visibility with potential pharma and biotech partners. A large drug manufacturer may want to market a popular prescription drug directly to consumers through major national dailies, or a biotech start-up venture might want a brief campaign directed at the investment press to announce the award of an important patent or a commitment from a prestigious investor. In each of these examples, the client designates the message, the target media, and the desired forms of coverage, at no risk, and the pay-for-performance service can give them exactly what they want.  

Budgeting is simple, too. Establish how much you can spend, then identify and prioritize the media types you want to target. Your pay-for-placement PR firm will then focus that budget on your most desired media targets and bring you opportunities that you can either accept or reject. If you like and want more of what you’re getting, you can increase your budget. You maintain complete control.

Enables Corporations to Outsource PR Without Financial Risk

The marketing departments of all types of health care corporations represent a growing class of clients for pay-for-performance PR services. Many of these firms, especially smaller ones serving local markets, will not have the expertise or established relationships required to conduct effective media relations campaigns at the national scale. Even very large firms may lack the domain knowledge necessary to get their clients extensive coverage in some very specialized industry trades. Regardless or size or needs, the pay-for-performance provider may represent a welcome alternative to developing costly in-house capabilities.

Client Benefits

For clients, pay-for-performance is an option that is long overdue. They get to construct a media relations program tailored to their exact needs and priced according to their approved budgets. It’s simple and easy to do. Basic online agreements take only a few minutes to complete and submit. No RFPs to produce, no lengthy negotiations, no protracted selection cycles. No more wasted time. No more wasted money. 

But remember, pay-for-placement firms’ mandate is publicity, and only publicity. Don’t expect the proposals, plans, strategy, counseling, reports, meetings, etc. that you would pay for in a full-service firm. And don’t ever think a pay-for-placement firm will guarantee placement; they will simply promise that unless you get the stories/air time you want in the types of outlets you target, you will not pay.

Based on the results seen among early adopters, clients are eager to explore this alternative model for delivering public relations services. They should be, since they have much to gain and nothing at all to lose. By offering clients the pay-for-performance choice, we in the PR industry are making it easy for new types of clients to test the waters and see just how much an effective media relations program can do for them. We’re also encouraging disillusioned clients to try the PR strategy again.   

Some of these clients will find that they actually prefer the retainer model, working closely with a trusted agency that intimately understands their aims and business environment. Most will probably find that both the retainer model and the pay-for-performance option can work well for them, at different times and for different business objectives.

No matter which way they decide to go, the pay-for-performance option will be good for clients and good for the public relations industry, which has been clinging to its single business model too long. The addition of results-based pricing and pay-for-performance services will give the pharmaceutical industry the choices, results and immediate ROI feedback they really need.

SIDEBAR:

Tips for determining if "pay as you go" PR is appropriate for you or your clients:
· Do you have your messaging established?

· Do you know your target markets?

· Do you have your overall strategy in place, or do you need extensive counsel, planning and meetings?

· Is publicity your primary need?

· Do you have some familiarity with PR?

· Could you use some additional short-term bandwidth to help with product launches, extended staff leaves-of-absence, etc.

· Do you need expertise and contacts in a particular media type such as broadcast or national business press, or in a particular vertical industry?

· Do company policy or finances prohibit you from committing to a monthly retainer or a contract with extended time requirements?
Sample Patient Collaboration Request
Dear [Name],
As an ongoing part of my mission to maintain and improve the health of residents in our community, I occasionally write articles for local publications and participate in media interviews for news stories about health care issues. 

As part of these activities, I have received several requests for names of patients who would be willing to be interviewed about their experiences. Of course, I would never divulge any information about you to anyone. However, if you are willing to be involved in this process, it would be of great benefit to others in our community who may be provided with knowledge, hope and encouragement from hearing about your experiences.

The following types of activities are possible choices for your involvement:

· Agree to be interviewed by a reporter for stories about [fill in with a topic, for example your specialty such as chiropractic, or a specific condition such as arthritis, etc.]. You would be given information ahead of time about the topic of the story and are never obligated to be interviewed for any particular story.

· Allow me to quote you in an article I write for publication. You would have the chance to review and approve the information, change it, or delete it entirely before it was sent to the editor.

· Share your story as part of my presentation at a community seminar, which I occasionally host on different health topics.

If you are interested in learning more about what any of these activities would entail, please call or email my assistant, [name, with phone number and email address in parentheses], and tell her you would like more information about participating in public relations activities. She will answer any questions you have and I will follow-up with you about any questions she cannot answer. Otherwise, please sign and date the bottom of this letter if you are interested in proceeding.

Thank you in advance for considering these activities. They are not for everyone, but if you are so inclined, they provide a great opportunity to provide a valuable service to our local community.

Best regards,

Dr. [name]

I am interested in participating in public relations activities. Please contact me:

[  ]
now

[  ]
when specific opportunities arise

Name (print)
Date

Signature
Last date seen by Dr. [name]

Topics I am most comfortable talking about
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