10 Recession PR Tips
Shrinking news rooms mean reporters are busier than ever. That means for the PR pro and novice alike a dose of courtesy combined with a dash of common sense goes a long way when pitching your product, service or cause. 
Here are 10 tips to help keep your pitch on track:
1. When you pitch a story to a reporter be sure that (a) you have an actual expert to talk about the subject (that "expert" being someone OTHER than you) and (b) that the expert is available now -- not sometime after her plane lands, when she gets out of a meeting, tomorrow afternoon, next week... 
1. Sum up your pitch in the e-mail subject line. If there's not enough room in the subject line, you haven't figured out what the story is yet. 
1. Once and for all: Do NOT call to find out if a reporter received your press release. If they're interested, you'll know about it. 
1. Keep your pitch short. Even if you lost the battle when it came to including jargon-laden product descriptions or unnecessary executive quotes in the press release, that doesn't mean you have to copy and paste the entire press release into an email pitch. Cut the fat from the release or, better yet, write a fresh, creative pitch and provide just a link to the full release. 
1. Do your homework. Be sure the reporter you're targeting hasn't just covered the particular angle you plan to pitch. And, if they have, don't bug them with emails offering an expert for the next time they cover that same topic. Think of a new, better angle and pitch that instead. 
1. Don't take your client's word for it that a product or service you're about to announce is truly "new," "unique" or "cutting edge." Check out what the competition is doing to see what, if any, discriminators exist. If there aren't any, be honest about it. And instead consider pitching a trend story of which you could be a part. 
1. Forego these overused phrases: "Now, more than ever...," and "In today's tough economy/market/environment..." (Reporters get it already.) 
1. Keep it real by thinking like a "regular" person. If you weren't the PR person tasked with pitching X, Y or Z, would you buy into your pitch? What would you REALLY think if you read a story with the angle or topic you're suggesting? 
1. Do more homework. Read the reporter's recent articles and blog posts. Follow him or her on Twitter. Then use this insight to craft targeted pitches as opposed to one-size-fits-all email blasts. 
1. If you decide you must follow-up on a pitch you sent last week, be sure to include the original pitch in your email. In other words, don't expect reporters who receive hundreds of emails, phone calls and tweets a day to remember what your pitch was about. 
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