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mechanical, photocopying, recording, scanning, or otherwise, except as permitted under Section 107 or
108 of the 1976 United States Copyright Act, without the prior written permission of the author.

Requests to the author should be addressed to me, Kawania Wooten, at
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Before you putch to the media, make sure that you and your business collateral are ready. Here is a checklist that you could
use to ensure that your business brand is ready for “prime time!”

1 DETERMINE YOUR TARGET AUDIENCE. Your audience (or your intended audience)

should match the audience of the publication.

1 CREATE A PUBLICATION “GOAL LIST.” Add this list to your business’ strategic plan

and make the submissions and pitches a part of your goals and task list.
1 CREATE A MEDIA CONTACT LIST. Update it annually.

] NOTE THE WEDDING SUBMISSION DEADLINES ON YOUR CALENDER. You

don’t want to miss the opportunity!
1 GET MEDIA ALERTS. This should include HARO and Source Bottle

1 GET PROFESSIONAL HEAD SHOTS TAKEN. They should be professional and fun, and

they should include different poses in a couple of outfits.

1 HAVE TWO BIOGRAPHIES READY. Make sure you have a biography available for
business media and a biography for creative media to use. Consider hiring a professional
copywriter to help you write your biographies.

| CREATE A MEDIA RESOURCE PAGE AND ADD IT TO YOUR WEB SITE. This web
page should include a description of your company, a high-resolution copy of your company
logo, your biography, two (2) different high-resolution professional photographs of you, and your
contact information.

] MAKE SURE YOUR WEB SITE HAS YOUR CONTACT INFORMATION READILY
AVAILABLE. While you are at it, make sure that your signature line has your contact
information readily available too.

[1 UPDATE YOUR “PHOTO RELEASE” CLAUSE ON YOUR WEDDING
CONTRACT. Make sure it allows you to submit weddings on the couple’s behalf.

] MAKE SURE YOUR BUSINESS SOCIAL MEDIA ACCOUNTS ARE PUBLIC. If

privacy is a concern, keep your personal accounts private.

1 NETWORK, NETWORK, NETWORK!! E: )
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Use this pitch chart to determine the best time to pitch your wedding, styled shoot or a relevant story to the media with the
highest likelihood of getting picked up.

JANUARY | FEBRUARY  MARCH | APRIL MAY JUNE |
Pitch to Pitch to Pitch to Pitch to Pitch to Pitch to
Web Sites and | Web Sites and | Web Sites and | Web Sites and | Web Sites and | Web Sites and
TV forapostin | TV forapost | TV forapost TV forapost | TV forapost | TV fora post

MARCH in APRIL in MAY in JUNE in JULY in AUGUST
Pitch to Pitch to Pitch to Pitch to Pitch to Pitch to
Regional and Regional and | Regional and Regional and Regional and | Regional and
National National National National National National
Publications Publications Publications Publications Publications Publications
for a post in for a post in for a post in for a post in for a post in for a post in

JUNE JULY AUGUST SEPTEMBER | OCTOBER | NOVEMBER
JULY AUGUST SEPTEMBER ‘ OCTOBER NOVEMBER DECEMBER ‘
Pitch to Pitch to Pitch to Pitch to Pitch to Pitch to
Web Sites and | Web Sites and | Web Sites and | Web Sites and | Web Sites and | Web Sites and
TV forapostin | TV forapost | TV forapost TV forapost | TV forapost | TV fora post
SEPTEMBER in in in in JANUARY in
OCTOBER | NOVEMBER | DECEMBER FEBRUARY
Pitch to Pitch to Pitch to Pitch to Pitch to Pitch to
Regional and Regional and | Regional and Regional and Regional and | Regional and
National National National National National National
Publications Publications Publications Publications Publications Publications
for a post in for a post in for a post in for a post in for a post in for a post in
DECEMBER JANUARY FEBRUARY MARCH APRIL MAY
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What are the stories or weddings or styled shoots that you can pitch to the media?

l.

2.

3.

What makes your business unique in the wedding industry (e.g., services, style, approach)?
What are the different angles you can offer in your pitch or submission? Do you solve a specific
problem/challenge for couples?

Write a one-sentence hook for your pitch.

l.

Which publications or media outlets align with your target clients? Where are you pitching your
wedding or styled shoot? Why? Who is the audience of these publications (e.g., luxury couples, budget-
conscious couples)?

4.

5.

6.

Describe how your story adds value to the publication and/or media outlet’s audience.




Who is the best contact at the publication? (Research the editor, photography editor and/or wedding
editor’s name or contributor)

How will you personalize your message for this contact? (If possible, mention a recent article or social
media post they wrote)

When will you send your initial pitch? (Set a specific date).

How will you follow up if you don’t get a response?

Tips for Success —

e Keep your email short and to the point. Editors receive hundreds of pitches daily.
e Use a compelling subject line that immediately grabs attention.

e Be professional and respectful in your tone.

e Always include your contact information at the end of your pitch.

e Track your pitches and follow-ups to stay organized.
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