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Disclaimer:

This e-book/book has been written for
informational purposes only. Every effort has

been made to make this e-book/book as
complete, informative, up-to-date, and

accurate as possible.

The purpose of this e-book/book is to educate
and entertain readers. The author,

contributors, and the publisher do not warrant
that the information contained in this e-

book/book is fully complete and shall not be
responsible for any errors or omissions. 

The author, contributors, and publisher shall
have neither liability nor responsibility to any

person or entity with respect to any loss or
damage caused or alleged to be caused directly

or indirectly by this e-book/book.



Copyright: 

Copyright© by 2021 Kristin K. Marquet

All rights reserved.  This e-book/book or any
portion thereof may not be reproduced or used
in any manner whatsoever without the express
written permission of the author and publisher
except for the use of brief quotations in a book

review, interview, or article feature. 

Please contact Kristin Marquet at
Kristin@MarquetMedia.co for more

information on obtaining rights to use the
content in this e-book/book.

***



If you need more help or want to get actionable
design, marketing, social media, and publicity

tips, you can do so at FemFounder.co
and Marquet-Media.com. 

If you’re looking to hire a digital marketing,
publicity, branding, or website design partner,

visit www.Marquet.company for more
information.

Connect with Kristin, Marquet-Media.com, and
FemFounder.co teams on social media:

Twitter.com/KristinMarquet 
Instagram.com/FemFounder



Publicity 101:

Introduction



Publicity 101:

I wanted to take a little time to talk to you about
what publicity is and why your small business,

blog, or brand needs it to survive in today’s
saturated market.

Generally speaking, publicity is when a media
outlet reviews or writes about you, your

products, or your services without receiving any
financial compensation. The article is based on

information they obtain from you or your
publicist.

Now, I know what you’re thinking, “Isn’t that the
same thing as advertising?” No, not at all!

Publicity and advertising are very different.



Publicity 101:

With publicity, there’s no guarantee you will get
media coverage. You can’t control when or

where your messages will be published. 

With advertising, you can control the message,
placement, and timing. However, advertising

comes with a big cost that most small businesses
simply can’t afford. 

That's just one of the reasons why publicity is
usually the better option.



Publicity Benefits:

Here are some of the biggest benefits publicity
can bring:

• Unlike other forms of marketing, publicity is
generally free or low-cost (if you hire a

publicist).
• Publicity carries much more credibility than

advertising because it's essentially an
independent third-party endorsement. Almost

all people subconsciously assume that if an
objective source - such as a magazine or

newspaper - features your product or business,
it must be valuable and newsworthy. 

Consider this - if a new restaurant opened
nearby, would you be more likely to make a

reservation if you saw a television commercial,
or if you saw the restaurant featured in the New
York Times or Vogue because tons of celebrities

were dining there?



• Publicity generally reaches more audiences
than advertising does. Your story could be
picked up in national publications, which

would spread the word about you and your
business across the country.

• Unlike advertising, publicity can help
position you as a thought leader or expert in
your field (especially if you get on a national

radio show or a television show).

• Publicity can even help you attract
investors (if you’re looking for outside

funding to launch or grow your business).

Now that you have a better understanding of
exactly what publicity is and why your

business needs it, you've taken an important
first step!



Editorial Calendars:
  

Print and online media outlets publish editorial
calendars, which are designed to provide you

with a schedule of when stories will be
published.

You’ll be able to determine what topics are
covered each month, the deadlines for story

submissions, and how your product or service
will fit into a certain issue or story. 

You can do a Google search with “magazine
name + editorial calendar”.  For example, to find

Vogue's editorial calendar, search " Vogue +
editorial calendar". To find Fortune's editorial

calendar, search "Fortune + editorial calendar."  

Once you're on the website, you'll be able to
research both the digital and print versions. 



Sample Pitch Subject, Subheadline, and Lead for
Pitching Online Media

Subject Line: "Interview: Highly Successful
Entrepreneur & E-commerce Retailer On.."

Sub-headline: "How to Launch, Build, and Grow a
Successful Online Business in Today¹s Overly

Saturated Marketplace"

-- Entrepreneur provides a multi-step formula to
building a viable online business.



Subject Line 1: 

Sub-headline 1: 

Subject Line 2: 

Sub-headline 2: 

Subject Line 3: 

Sub-headline 3: 

Subject Line 4: 

Sub-headline 4:  

Subject Line 5: 

Sub-headline 5: 

Subject and Sub-headlines



Sample Pitch Letter

Greeting: Hi Emily,

Today, thousands of new businesses emerge
online daily.  However, according to recent

statistics, more than 90 percent of all online
businesses end in failure within the first 120 days.

Surely, most of those same entrepreneurs need
guidance as to how their businesses can become

successful.    
 

Meet successful (state)-based entrepreneur and
founder of the online store, (URL), (owner name). 

 knows why so many entrepreneurs and online
businesses fail. 



Quote: "As an entrepreneur, I¹ve noticed that
many online businesses fail because they

either lack true differentiation, they¹re not
really in touch with their customers, they fail

to communicate the value they bring to
market, and most commonly, there¹s no true

leadership,² says (owner name). 
 

"If online entrepreneurs differentiate
themselves, took the time to get to know their

markets, put together an effective strategic
plan, and assembled a strong leadership team,

then they would have a better chance of
survival."

 
In an interesting, timely, and informative

interview, (owner name) can discuss:
 



Benefit-Based Bullet Points
 

·      Strategic Planning and Finding the Right
Team: How anyone can launch and grow an

online business with the right strategic plan and
team

·      How to Develop Your Own Leadership Style:
Tips to being an effective leader regardless of the

size of your business
·      Finding the Right Audiences: Advice on how

to find the right customers  
·      Brand Differentiation: Tips to develop a

unique selling proposition to help set your online
business apart from the sea of online businesses

    ·       Problems that Prevent Long-Term Growth: ·
     Simple ways to overcome common obstacles

that most online entrepreneurs encounter
·      Achieving Success: Most importantly, the

steps needed to be successful in today¹s
overcrowded marketplace 



Call to Action: Please let me know if you might be
interested in interviewing (owner name).

 Signature: 
Kristin Marquet

 
Bio: (Owner name) currently lives in (city, state).

 A fashion entrepreneur by day, (owner name)
loves (hobby 1), (hobby 2), and (hobby 3).  He

holds a degree from (college).

Based in (city, state), (URL) is a fast-growing
online destination that offers the best in new tops
and handbags at affordable prices.  For the latest
fashions, sales, company promotions, and to stay

up-to-date, (URL).  Like us on Facebook.com.
 Follow us on Twitter.com and Instagram.com.  



Pitching Do's and Dont's 

•  Make sure you back up your claims with
statistics or other relevant data. 

•  Don't claim your brand is the biggest and best in
the world if you can't confirm it. 

•  Follow the media's timelines. Give them enough
lead time to consider your story because print

outlets generally work 3 to 6 months in advance,
while online, radio, and television are 1 to 6 weeks. 



 
Pitching Do's and Dont's 

 
 

•  Don't fill your pitch letter up with hyperbole.
 

• Do your homework when pitching. Know what
the editor you're pitching covers.  

 
•  Leave out words like "Revolutionary", "Leading",

"Innovative", etc. 
 

•  Never send a pitch that starts with "Dear Editor"
or "Hi". 

 



 Newsworthy pitch checklist

• Does your subject line contain 8 words or fewer?

• Did you include a sub-headline?   

• Did you spell the media contact’s name correctly?
  

• Did you include that samples or a demo are
available? 

•Did you include your bio and headshot?



 
 Newsworthy pitch checklist

 
• Is your pitch fewer than 500 words? 

 
• Did you include benefit-based bullet points?

 
• Did you make sure you not to send out mass

pitches? 
 

• Did you include a call to action? (i.e., would you be
interested in scheduling an interview or receiving

more information?.
 

•Did you embed images, not send them as
attachments? 

 



 
Publicity Plan:

 
Objectives: What do you plan to achieve in what

time frame? Be as specific as possible.  
 
 
 
 
 
 
 

Strategies: What strategies will you use in your
publicity? Will you only focus on media relations

or influencer and celebrity relations as well? 
 
 
 
 
 
 
 



Audiences: Who are your target audiences? Be as
specific as possible here. 



Messages: What messages do you want to
communicate with your target audiences? Limit

each audience to three messages. 

 



 
Tactics: How will you reach the media, influencers,

or celebrities? Will you contact them through
Instagram and Twitter, or email and telephone? 

 
*Remember, Twitter, Instagram, and email are the

best ways to contact the media, influencers, and
celebrities. 

 
 
 
 
 
 
 
 
 
 
 
 
 



 
Timeline: How long will your publicity plan be? Three

months? Six months? 12 months? 
 
 
 
 
 
 
 
 
 
 
 
 



 
Evaluation: How will you evaluate your progress? How

often will you evaluate?

Measurement:  How will you measure your progress?
What are the benchmarks? 



 Budget: How much money do you plan to allocate for
your publicity campaign? How will you measure the

overall return on investment? 



About the Author: 

Kristin Marquet has been a publicist and
business owner for more than 14 years. As the
owner and creative director of Marquet Media,
LLC, Kristin oversees the daily operations of
the business while executing client campaigns.
Throughout her career as a publicist, Kristin
has developed partnerships with leading
brands and entrepreneurs such as well-known
divorce coach, Jen Lawrence; celebrity chef,
Melissa Eboli; psychotherapist and
entrepreneur, Angela Ficken; and many more.
She and her clients have been featured in
Inc.com, Forbes.com, Fortune.com, Wall Street
Journal, Entrepreneur.com, and so many
more. 



With an academic background and advanced
studies in data science and analytics, English,
business, digital marketing, and public
relations, Kristin has attended Boston
University, New York University, and
Massachusetts Institute of Technology.  Kristin
is also a member of the Young Entrepreneur
Council. 

 
 


