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Media strategy

A media strategy is a plan of action for securing maximum media coverage. It enables you to think through exactly what you want to say about your product – and what you don’t want the media to focus on. It identifies the audience you want to reach, which media they read/listen to/watch and what techniques you’re going to use to get into those media outlets.

CAKE consultants have many years experience in writing media strategies that are full of creative ideas and the right stories to attract journalists. It is a core skill in public relations that can only be finely tuned by experience. But you can also have a go at writing your own.

Your media strategy should contain:

Introduction 

WHAT is the present situation? A history of your organisation up to the present day, with plenty of statistics and facts.
Aims and objectives

WHAT do you want to achieve? For example increased sales, new clients in a particular market, or just a raised general awareness. 
Target audience

WHO do you want to reach? Try and break this down into very specific groups, for example working mothers aged between 25 and 45. 
Strengths and weaknesses
WHAT are your business’s unique qualities and strengths? What threats are there from competitors, what possible negatives might the media uncover about you?
Key messages

WHICH are the important things to get across? Try and identify the five essential things you need to say about your company, in no more than a short sentence each. Make sure every press release incorporates these messages and remember them during interviews.
Target media

WHERE are the media which this audience listen to/watch/read? The more specific your target audience, the easier it is to identify what media they enjoy. CAKE has access to numerous lists of thousands of media outlets, as well as our own closely guarded contacts. 
Techniques

HOW will you do it? Press releases, photocalls, free gifts, features in magazines, letters in newspapers…..the list of possibilities is a long one.
Timetable

WHEN will you do it? Even if there are no set dates for events or launches, set yourself goals and deadlines as a good discipline.
Evaluation

WHY do you know if it has worked? Ask new clients where they heard about you and keep a file of press cuttings.
