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INTRODUCTION
Media exposure can rapidly grow interest in you and your firm 
and reinforce your clients’ confidence in your service.  Your cred-
ibility can skyrocket as a journalist’s loyal readers, viewers, and 
followers read or listen to your perspective.

Sounds exciting, right?  

When you contribute your expertise to a journalist’s story in  
service of their audience, you gain:

 Implied endorsement of your expert status, bolstering        
 your image
  
 Expanded reach and exposure to the right people
  
 Improved search engine results from appearing in a  
 news source.

Plus, you can leverage Media Partners’ brands on your web site 
and in your biography with an “as featured in” callout.   

Once you’re helpful and willing to talk with a journalist or direct 
them to a better contact, you become “reliable source” and can 
expect repeat calls.  Over time you
create a true partnership with the media.  

1Get started with these 5 strategies!
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1Campaign to Find Media 
Partners

Identify 5-10 journalists

Pro Tip:  Go Local First!

Do Your Homework:  Know about what topics 
journalists write or report

Introduce yourself in a brief email

who contribute to media outlets with the same  
target client you want to reach. Reach out 
systematically to build awareness and begin to  
create trust.

The allure of the major media brands often keeps financial  
advisors from looking in their own backyard where it can be  
easier to gain exposure.  Local journalists want to be as relevant 
as possible for their look their readers, viewers, and followers, so 
they want to interview professionals in the area.   
Make yourself known!

Follow them on Twitter 

Comment on their blogs, articles or videos 
for 2-4 weeks before reaching out

Provide 3 specific areas where you can be a 
resource.
Tailor to their specific BEAT.  Do not be generic! 



3

Seek Out News Stories 
Where You Can Add Value2
Journalists often need assistance to find a  
credible source, so they reach out to trusted  
organizations like trade groups and associations.

Sign up for HARO  http://www.helpareporter.com/
Every day you receive notificaitons of jounralists 
seeking sources for a braod range of subject  
matter.  This is the perfect place to find  
opportunities in niche publications that  
reach your target audience. 

Leverage this benefit from your memberships.  
NAPFA, The Garrett Planning Network, XY  
Planning Network, and the FPA all provide  
Media Requests for financial advisors.  

Do not dismiss industry publications (e.g. In-
vestment News, Journal of Financial  
Planning).  When you are quoted in these 
outlets you reinforce your credibility.

 - Respond briefly, on topic, and on time in   
the manner the journal requests
 - Reply with a referral if you cannot help
 but have good source
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Craft and Announce 
Newsworthy Events3

You do not have to wait for a story to  
materialize to gain exposure.  You can pitch your 
own ideas and/or announce newsworthy events 
that are happening within your firm with a press 
release that you distribute.

Pro Tip:  Create compelling infographics that you 
could share with journalists to convey your message 
quickly.   Journalists often see more potential in your 
story when you share quality visuals that they could 
include in their article or broadcast.

For an example of how to write a press release visit  
http://service.prweb.com/how-it-works/create/.

The easiest way to gain online news exposure 
is to use a news release service like PRWeb.
com (fees range ~$159-$369).  This service will 
distribute your release to bloggers, journalists,  
search engines and host your release on their 
site.  You can also reach out to specific media 
outlets or journalists and send the press  
release.



4 Respect the Story
When a journalist does reach out 
to interview you:
Schedule a later time to talk.  Ask for 15 minutes to 
collect your thoughts.  This shows respect for their 
time and their story.   
 
Support their story, not your agenda. Think in terms 
of sound bites, but do not force fit what your key 
messages where they don’t belong.  
 
Share your opinion. Journalists want a point of view 
(especially if it’s contradictory to the premise of their  
story.) Don’t be afraid to speak up! 
 
Make their story even better. Connect the  
journalist to relevant resources that would enrich 
the story.  (Note:  this is a perfect place to highlight a 
content or referral partner whom you know is an  
expert on the subject matter). 
 
Say, “Thank you.”  Small words of gratitude go a long 
way, especially with journalists who have to battle 
for exposure in a crowded digital industry.
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5 Spread the News
When the story airs or is  
published, amplify its impact and 
help out the journalists by  
spreading the news!

Promote the article with a link through all of 
your social media outlets.   

Share the article with your prospect and client 
mailing list.  Write a few sentences for context 
and include a link to the story.  You’ll share  
valuable information and reinforce your expert 
status at the same time! 

Add a link to the story on your web site along 
with the publication’s logo (with permission). 

When you follow these strategies you stand 
out among financial advisors as a partner the 
journalist can count on.  The next time this  
media partner needs a financial advisor source, 
who do you think he or she will call?  
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