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15 Minutes of Fame 
- Using the media to help sales

As entrepreneurs we often have limited budgets available for advertising. Therefore any 
free media coverage,where there will be exposure to new customers and partners,is very 
valuable. But what can we do to get the media to take an interest in our startup? 

!

It is actually much easier to get media coverage than most 
entrepreneurs imagine. Every day, journalists must find new 
stories, and they can only write about the stories they have 
heard about. By creating relationships with journalists and 
understanding the themes that interest their readers, we can 
generate stories that qualify for media coverage. Getting 
space in print or on-air is priceless as advertising. Media 
exposure is actually also a better way to be presented to 
potential customers than traditional advertising, because it 
is far more credible and interesting than an advertisement 
that the company itself has produced.  

Not all news is interesting, however, so to get media 
attention, we must create good stories about our company 
and our products or services. So, how do we do it? 

Many Stories to Choose From 

The first step towards media coverage is to find out what the 
story or coverage should be about. There are many different 
types of coverage one can consider, as shown in the table on 
the following page. The first story type is about people. This 
may, for example, be portraits or news about special 
situations that we, as  entrepreneurs have been in. Everyday 
there are examples of such stories in the media, and there is 
always a need for more.   

Another type of story, as seen in the media every day, are 
stories about events – for example conferences, product 
launches or other special arrangements – which will attract 

many people. This may be mentioned under ”upcoming 
events” or it may be a story reporting on the event or 
inspired by the event – such as follow-up stories.  
If we cannot generate interest in our personalities as 
entrepreneurs – or are not interested in personal publicity – 
an alternative is to get our opinions talked about. This may 
be in the form of contributing to debates, writing letters to 
publications, or leaving comments on blogs, forums, etc. We 
will, however seem much more reliable if we get ourselves 
seen as  ”today’s expert” and be invited by the media to 
comment on events, surveys or news about other companies. 
Comments about product news provide a different type of 
story that often finds it way into the media, but which may 
be more difficult to achieve for our company. As  
entrepreneurs, we feel of course that it is extremely 
interesting that we have made an updated version (2.0) of 
our product, but the media must be convinced that this story 
is newsworthy before they will broadcast it to their audience. 

The same goes for news of new customers or large orders 
the company has received. It is only interesting to the media 
if there is a good angle:  a good headline, something that 
would sell magazines. 

A Good Story 

When reporters and editors evaluate and select and angle a 
story, they do so according to  fixed criteria for what makes a 
good story. Some of these traditional news criteria are 
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illustrated in the model ”Headlines that sell.” The model 
shows that a story can make headlines if it is sensational, 
topical and significant, is something the reader can identify 
with or contains a conflict.  

Sensation is obviously news that stimulates great 
enthusiasm or excitement, such as scandalous revelations, 
controversial products, revolutionary end products, or news 
involving celebrities. However, sensations probably don’t 
happen that often in our own companies, so just having an 
element of surprise - something unexpected - might do the 
trick. 

Topical requires that the story is about something 
happening right here and now, or in the very recent past or 
very near future. It can be 
press release about an event 
happening today,  but it may 
also be that our story 
provides something that is 
topical and currently relevant 
to what people are talking about – for example that our 
product or service is a solution to a problem that is already 
on the agenda in the media and in society generally.  

The significant criterion  is easily satisfied if the story has 
relevance to a community – for example affecting a large 
group of people in the region, in an industry or a particular 
group. The more people’s lives are affected by the story, the 
better it is. The story will also be significant if, for example it 
addresses a situation that many companies have in common. 

Identification is achieved if the reader can relate to the 
story, so the story feels relevant, e.g. if it is concerned with 
something that the reader knows from his everyday life, or 
has even experienced.  

Finally, a story is immediately better – seen from the 
reporter’s eyes – if it contains conflict. There must be an 
element of drama that captures the reader’s interest and 
excites curiosity. Conflict for a story can be found in us and 
our  company (something which is or has been a great 
challenge), or it may be about the external business 
challenges such as the presence of some large powerful 
competitors in our industry and the progress we  have made 
against all odds. 

Emotional barriers 

The very fact that there must be a conflict – or anything 
controversial – in a story for it to be appealing to the media 
can be an emotional barrier for some entrepreneurs. We may 
be nervous about being misquoted, or that the story will end 
up showing the company in a bad light – journalists do not 
always choose to write about the nuances and focus on the 
angles of the story that we think are the best or most 
interesting. It may help to agree with the journalist that we 
get to read through the article for any factual errors prior to 
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“Every day, journalists must find new stories, and they 
can only write about the stories they have heard about.”

Media Attention: Finding stories that can make headlines in the media 

© 2005-2016 GrowthWheel International Inc. and David Madié 

TIMELINESS

IDENTIFICATION

SENSATION

CONFLICT

MATERIAL SIGNIFICANCE

NEWS • HEADLINES

Stories about something 
unexpected or unusual

Stories about conflicts between 
people and/or interests.

Stories that are important for many people and 
have great social impact

Stories which allow for 
people to identify with the 
presented story

Stories about events in the 
recent past or immediate future

“In the future, all people will be famous for 
15 minutes” - Andy Warhol

Licensed to Mark Johnson, Whitewater University Technology Park. Downloaded January 17, 2017.



COMMUNICATION & PR

publication. Otherwise we have to accept that our story will 
be told the way the  journalist sees it.  

The emotional barrier that holds back most 
entrepreneurs is the idea that the media  will just not be 
interested in writing about our company. But the media 
market is huge and with the right angle to the right media, it 
is not hard to get free publicity.  

Lots of Media 

Opportunities for media to be contacted are many and 
include both print media, broadcast media and online 
media.  

Print media includes many more options than just major 
newspapers. From industry specific print media to local 
weekly newspapers, magazines and trade  and professional 
journals that are relevant to our field, there are thousands of 
print outlets for our story. 

Broadcasting includes both TV and radio, national and 
local channels. Most entrepreneurs dream of hearing praise 
over the radio or on national TV. However, as an 
entrepreneurs we should not focus our PR on the major 
national newspapers and TV news – they are very choosy, 
and it can be difficult to get our story broadcast there. It is 
therefore a good idea to focus on regional and local media. 

There is less competition to get in, which increases the 
chance of coverage considerably – local media has a large 
audience, and the story will reach potential customers, 
partners and others right in our neighborhood.  

Online media includes everything from news media 
websites to social media like blogs, podcasts, Facebook, 
MySpace, Twitter and YouTube, just to name a few. Online, 
we even have the opportunity to create our own media outlet 
and attract our own audience.  

To get media coverage, however, we need more than a 
good story and the right media outlet – we also need to be in 
contact with the right journalist who will present the story in 
the right way. 

Help Journalists 

Most journalists have limited time to access, research and 
produce their stories. Therefore, they often have to prioritize 
and slant stories according to the newsworthiness and the 
difficulty in obtaining the story. As entrepreneurs we can 
influence things  in our favor by serving the stories to 
journalists pre-packaged and ready to go.  
       It is a good idea to find out which journalists work with 
stories in our industry – and then target communication to 
him or her. If we cannot find the name of the journalist on 
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TYPE OF PUBLICITY
OPPORTUNITIES FOR MEDIA 

COVERAGE 
EXAMPLE

PUBLICITY OF PEOPLE

Portrait • To make up for an interview about your business, yourself or both, which gives readers 
the opportunity to identify you. 

Anniversary • You or the company turns around, giving rise to give a perspective on the past 10 years of 
development and its .

Award Ceremoni • You win the award one entrepreneur’s prize and are honored with a mention.

PUBLICITY OF OPINIONS

Opinions • Do you provide an opinion on a topical issue in which your opinions are relevant. .

Commentary • You comment on the news about other companies, events, or studies. 

Response Letters • You write a latter on the business side of a professional topic related to the company. 

PUBLICITY OF EVENTS 

Events • To implement an event in the form of a seminar, a reception or a charity event, and the 
media writes about it before, during and / or after 

Conferences and Seminars • To participate in a conference and may participate as a speaker or provide a perspective 
on the topic under discussion. 

Accounts • To publish your financial statements together with an opinion on a surprising 
development.

Inaugurations and Movements • To start a new business, a new department, moving to new premises or inaugurates a 
new production hall or store. 

PUBLICITY OF PRODUCT 
NEWS

New Discoveries • To publish a new invention or a different concept that is relevant to readers.

New Versions of Products • To launch a new and updated version of your product or concept. 

Publications and Releases • To publish a publication or report which the media provides an extract from or review of. 

PUBLICITY OF NEW 
CUSTOMERS

New Discoveries • News on enterprise customers.

Significant Orders • You publish a received order that will have your industry’s attention.

Cooperation agreements and 
alliances

• You enter into a cooperation or alliance with another company that has the media 
interest.

Emerging Markets • You move into a new market, which is unusual for a company in your industry. 

New Suppliers • To work with a supplier from an exotic or unusual location.
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the media website, we can call the main number and ask the 
front desk who writes about the area in question. Once we 
know who we should specifically approach, we can send our 
material – for example press releases – directly to this 
reporter.  

When we write a press release and any follow-up mail to 
the journalist, we are increasing our chances of coverage 
significantly, if we consider the news criteria in the material. 
It is up to us to convince the journalist that our story is 
interesting to many recipients. If we also attach good, high 
resolution pictures and highlight the selected quotations in 
the text, we make it even easier for the journalist. The less 
research and writing the journalist has to do, the better. 

It is also a good idea to follow up a press release with a 
phone call a few days later. Here we can ask whether the 
journalist has received the material and has had the 
opportunity to look at it and also offer to reinforce the story 
with more information. Once we have established a 
relationship with the journalist, we should maintain contact 
– send an e-mail or call once in a while. Journalists are an 
important part of our professional networks, and we can 
also become an important part of theirs. 

15 Minutes is Not Enough 

All startups have a good story to tell. We just have to find 
out exactly what the story is. Therefore, there is some truth 
in Andy Warhol’s prediction that ”in the future we will all 
be famous for 15 minutes.” It is possible for all startups to 
get media attention, and get a moment’s attention. Also in 
the national media.  

But, unfortunately ”15 minutes” – or a single headline - is 
not enough to achieve what we as a company want: to be 

exposed to entirely new customer groups, to maintain 
existing customers’ awareness, to position ourselves in 
relation to competitors, or even to get customers to respond 
to references and call in orders. In order to fully achieve 
these goals, our presence in the media needs to be regular 
and consistent. Ideally, the story about the company will 
turn into a serial that the journalists write about again and 
again. Another ideal situation is for us to get expert status in 
the industry, so that journalists themselves call us when 
something new is happening in the industry.  

We can work closely with PR and spend a lot of time on 
creating good relationships with journalists and writing 
terrific press releases, but ultimately the best strategy for 
press coverage is  simply to be interesting. If the products we 
develop, the events we organize, or the opinions we have are 
interesting, innovative and relevant enough, we will not have 
trouble getting into the media. When those are present, the 
journalists will go for the story all by themselves and give us 
the media coverage that can help get to boost sales. 
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Suggestions for the next step 

• Decide the purpose for the media attention. 
• Select the story type you will tell, and the appropriate 

media outlet. 
• Make contact with a journalist and research the 

interests of their readers.
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