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Curriculum – Document 7: influencers

“How to contact journalists, influencers and advocates” 
[bookmark: _GoBack]
Before you start to contact anyone, you have to know which objectives you have, because it depends on these objectives which person you should contact.
If you want to promote a social / political issue or raise awareness of a specific topic, which is relevant for a wide community, then journalists are the group which you are looking for. If you want to promote a product (for example a new eLearning tool you've developed), you can also contact a blogger who writes about eLearning.
And if you want to reach a specific target group that communicates through social media in particular, it can help to have influencers and advocates on your side to promote learning offers or topics. Advocates, who represent an important organization and/or expert discourse could also be your right choice if you want to promote a specific topic (or a specific discourse). So first of all: Choose the right kind of cooperation partners to reach your objective. When you’ve done this, you could think about how to organize the contact with journalists or influencers and advocates. 

How to contact journalists
Learn about responsibilities and the medium
Before any new contact is made with a journalist or other media persons, it is advisable to find out what the journalist is responsible for. This can be done in several ways: via journalist databases and/or with a look at the website of the medium. You could also call the editorial office and find out about the responsibilities, expertise and when the journalists are available. It can also be useful to search for the topic in the search engines to become aware of potentially interested journalists. Another method is to google the name of another (better-known) expert of your topic. So you come across articles from journalists who are experts in writing about your subject. 
So answer this two questions before contacting the media: Is there a department of the media I’m looking for which is responsible for my field? Is there a media maker who has already dealt with this topic before? 

Contact journalists with the right timing
Most journalists have little time and have to work on a tight deadline. So you should write/call the journalists at the right time. It is therefore advisable to know about production times, editorial conferences and editorial deadlines. When first contacting a journalist you should also ask how and when he/she would like to be contacted. Find out, when they would need the information and messages that you would like them to spread. 

How to contact journalists
Most editors prefer e-mail correspondence because a conversation often tears them out of work or interferes with a meeting. In the first e-mail the editor should not be flooded with your material. She/he wouldn’t read it and emails with too much attachment often end up in the spam folder. 

Keep it short
Write a unique message for each journalist. The e-mail should be clearly structured. No long sentences or long texts. Tell him/her, what your story is. Get to the point quickly and give a clear subject line in the email. Very important: Flattering is not very helpful. Let your message speak for itself.

Tell your story
Tell the journalist why, specifically, your story is relevant for the readers. And ask yourself why the journalist should write about it now. Is there a current event or a specific theme issue that the story could be linked to? What value are you bringing in? 

Clarify your expertise and present yourself in your niche
Show what your expertise (or the expertise of the people you are representing) is. If you say that you are an adult educator, the journalist does not know in what topic you have expertise in. Make it more specific and tell about your activities, e.g. that you work in literacy education and that you’re an expert in German as a foreign language.

Follow up but don’t stalk
If the media people haven’t answered your mail you might follow up with another e-mail or even a phone call. But wait a few days and just follow up once. Anyone who wants to be regularly informed about the reports on their own field could also set up a Google Alert or subscribe your newsletter. So they are regularly informed about all publications in the specified topic and you can react if it’s necessary.

Be a newsjacker but don’t spam
If something relevant happens in your subject area, then you might immediately offer yourself as an expert. This could be a current event, a new policy paper or law or other current happenings.
Offer your knowledge. But: quality matters. The quality of the information, the high level of novelty and a good story are important. With a very high frequency of press releases it can happen that individual press releases end up in the bin. 

Update your contact list regularly
Journalists and responsibilities for certain issues change. So you have to update your contact list regularly. Take a look at the medium's website, call the editorial office or search for updates on journalist databases.

How to contact influencers/advocates
Find the right persons
Influencers in the world of Web 2.0 are people with high social media activity, that stand for a certain issue or field of expertise. Advocates are experts who often work in NGOs of public institutions that deal with the area of their occupation, e.g. literacy. 

To find the right influencers for your subject, there are several tools that can help, such as Tweetreach. The tool helps to find out about the top contributors to a topic and about the most widely shared tweets. Another popular tool is Twingly. It is a blog search engine which finds blogs for any keyword. Twingly searches over 12 million blogs in 30 languages and sorts them by influencer rank. For Austria and Germany the Website Bloggerei.de might be important. It lists the top 100 ranking German blogs sorted by visitors and it is updated every 10 minutes. 
Advocates may be very active in social media too, but very often it is better to check public institutions, NGOs etc. for their representatives and whether they are dealing with advocacy for a certain target group or agenda of public interest like e.g. literacy. Besides audience media advocates might also use speeches, trainings, congresses, various kinds of publications as well as lobbying to get their message across. So take a look at websites of important organizations in your field and check the media – which media depends on your subject. For subjects with objectives on a European level, ckeck European media. For objectives on a regional level, look for regional organizations and media as well. You could also take a look at the program of important conferences in your field and see, which persons present keynotes on this conference to find an important advocate.
There are certain relevant criteria which help you to find the right influencer or advocate for your objective:
· The person should have an expert status on the specific subject and should be seen by others as an expert. 
· The influencer / advocate should be active in different media channels and public audiences
· The influencer / advocate has to reach your target group. The relevant contacts count.
· The interactions are an important indicator of the link between the influencer and his / her community. So it is important that her/his content generates comments, likes and retweets and are shared. 

Become visible and contact the influencer/advocate

It’s important to build relationships with influencers and advocates even before you need them. For example, leave comments and share their content. Use the advocates words and publications, e.g. as quotes. When you’ve decided to contact them, then choose a way of communication. Concerning influencers, there are different opinions on which way you should contact them. Some say that an email is still the best way. Others say that you should contact him/her via the medium through which the influencers act (like blogs or Twitter). You just have to try it out and then you can directly ask which way would be best for the people themselves. If there are no reactions on your message, you could choose a different channel for a follow-up message.

Highlight the benefits 

Most things that apply to the contact with journalists are also valid here: keep it short and describe your offer. It is very important that you describe the benefit for the influencer / advocate himself/herself. What’s the benefit for him/her, in case he/she accepts your offer? So think about what this benefit could be – maybe you could distribute or promote her/his content or make an interview with him/her and publish it on your website. 

Sources and further information
In Englisch
Publicize.co: How to contact Journalists, online:
https://publicize.co/beginners-guide-to-pr/chapter-3-how-to-contact-reporters/
Fastcompany: How to Get A Journalist To Read Your Pitch, online: https://www.fastcompany.com/40462467/how-to-pitch-journalists-and-actually-get-somewhere
Tweetreach, online: 
https://tweetreach.com/ 
Twingly, online: 
https://www.twingly.com/ 

In German
Blog von Sandra Holze, online: 
https://sandraholze.com/journalisten-kontaktieren/
InterviewPartner: Kontakt zu Journalisten – 5 Tipps, die Sie unbedingt beachten sollten, online: https://www.interviewpartner.org/blog/kontakt-zu-journalisten-x-tipps-die-sie-unbedingt-beachten-sollten/
Internetszene.at: 7 Tipps für den kontakt mit Journalisten, online: http://www.internetszene.at/2012/12/11/7-tipps-fur-den-kontakt-mit-journalisten 
PR Spionin: 10 goldene Regeln für gut gepflegte Journalistenkontakte, online: https://www.prspionin.at/10-goldene-regeln-fuer-gut-gepflegte-journalistenkontakte/ 
Bloggerei.de, online: 
https://www.bloggerei.de/ 
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