
What	do	journalists	and	editors	
really	want?	



The	anatomy	of	a	good	pitch	

•  It’s	a	story.	Oregon	beer	is	a	topic,	not	a	story.	
•  It’s	relevant.	Don’t	pitch	an	Oregon	companies	
trip	in	Bali	to	a	Travel	Oregon	editor.	

•  It’s	6mely.	Why	should	we	care?	Why	now?	
•  It’s	concise.	Write	small.	Say	more	with	less.	
•  It’s	friendly.	Focus	on	building	relaAonships.	



You	get	bonus	points	for:	

•  Localizing	a	na;onal	story	
•  Na;onalizing	a	local	story	
•  A	sense	of	mystery,	intrigue		
•  Being	on	the	cusp	of	a	breaking	trend		
•  Offering	surprising	angle	on	a	well-covered	
place	or	topic	

•  Sensi;ve	to	diversity		
•  Environmental	and	social	responsibility	



OK,	what	makes	a	travel	story?	



Inspira6on.	



Informa6on.	



7	types	of	travel	stories	
•  I6neraries/road	trips	(where	to	go	and	what	to	do)	
•  Roundups	(lists,	des;na;on	roundups,	thema;c	roundups)	
•  News	(opening,	expansion,	new	hire,	business	

development,	anniversaries,	awards,	etc.)	
•  Trends	(emerging	trend,	industry	development,	rankings,	

business	$	news,	etc.)	
•  Service	(“how	to”,	;ps	and	tricks,	FAQs,	etc.)	
•  Profiles	(a	notable	personality,	a	local’s	perspec;ve,	an	

ins;tu;on,	an	upstart,	a	stalwart,	etc.)	
•  Narra6ve	features	(first-person	stories,	inves;ga;ve	

repor;ng,	crea;ve	nonfic;on)	



I;neraries/road	trips	



Roundups/”lis;cles”	



News	and	trends	



Service/”how	to”	



Profiles	



Narra;ve	features	



Ask	yourself:	What’s	newsworthy	
and	special	about	my	region?	What’s	

different	here?	
	

Then	ask,	who	might	care?		
	



Think	in	story:	Which	type	of	travel	
story	do	you	have	material	for?	

	



Example	1	



Example	1	
•  Timely	hook:	Travel	Pendleton	launches	new	branding	
with	a	video,	“Pendleton	is	handmade	everyday”	—	
right	in	;me	for	the	Round-Up.	

•  Fresh	angle:	Pendleton	gets	a	lot	of	a\en;on	during	
the	Round-Up,	but	that	Western	spirit	lives	on	year-
round.	

•  Relevant	trend:	Localizes	a	na;onal	trend	of	focusing	
on	handcra]ed,	ar;san	goods.	But	in	this	case	it’s	not	
a	hipster	gimmick	—	it’s	Pendleton.	

•  Compelling	story:	Who	are	these	makers?	What	is	the	
story	of	their	cra]?	The	topic	inspires	curiosity	with	a	
cast	of	characters	to	profile.		



Example	2	



Example	2	
Story	Pitch:	Oregon	Theater	Guide	
	
Hey,	Jon,	
		
It	was	so	great	to	have	a	chance	to	chat	with	you	at	the	Governor’s	Conference	in	Pendleton!	I	found	it	
really	helpful	to	get	a	be\er	sense	of	the	type	of	stories	you’re	looking	for.	
	
I	have	an	idea	for	an	evergreen	story	about	the	theater	companies	that	are	helping	put	Oregon	on	the	
map.	I	envision	an	insider’s	guide	that	highlights	the	range	of	op;ons	available	for	visitors	on	pre\y	much	
on	any	day	of	the	year	—	from	large	organiza;ons	like	PCS	and	OSF,	to	mid-sized	and	fringe	companies	–	
using	a	fun,	behind-the-scenes	approach	with	;dbits	about	each	company.	
	
The	amazing	maker/crea6ve	community	is	such	a	huge	buzz	for	our	state	right	now,	but	no	one	is	
connec;ng	that	to	the	incredible	local	ar;stry	involved	in	crea;ng	theater	offerings	–	and	Oregon’s	
theater	scene	is	thriving	right	now,	with	shows	being	selected	for	New	York	produc;ons,	major	efforts	to	
support	new	play	development,	and	a	variety	of	fantas;c	produc;ons	running	year	round.	
			
I	can	help	your	writer	come	up	with	some	great	theater-specific	traveler	6ps	to	share	with	your	readers.	
	
Sincerely,		
	
Portland	Center	Stage	



Example	3	



Example	4	



Example	5	



7	;ps	for	pitching	
1.   Choose	a	target.	Read,	ask	travelers,	Google,	read	more.	
2.   Study	the	content:	Make	sure	your	pitch	is	relevant	to	their	

work	or	publica;on.	
3.   Check	the	rules.	Are	there	any	PR/news	;p	instruc;ons?	
4.   Define	your	story:	Don’t	generically	pitch	your	business,	

nonprofit,	community,	etc.	
5.   Sleep	on	it.	Be	inten;onal	and	strategic.	Randomly	sending	

poorly	considered	emails	won’t	do	the	trick.	
6.   Be	concise:	People	in	travel	media	are	not	on	one	endless	

vaca;on.	Help	‘em	out	by	gekng	to	the	point.	
7.   Follow	up.	It’s	possible	a	busy	editor	or	writer	missed	your	

first	email	—	remain	friendly,	professional	and	pa;ent.		



Most	importantly,	be	nice.		
One	of	the	best	ways	to	earn	media	
coverage	is	by	building	rela;onships.	



Thank	you.	
	

MEDIAmerica	


