
How to Create Newsworthy Content and Get the 
Attention of Publishers



Press releases have their place...

● New product
● New features

But what about when it’s business as usual?

● New acquisitions
● Other company updates



How Content Builds Brand Rapport with Press
TECHBUSINESSFINANCE LIFESTYLETRAVELHEALTH



The content marketing + digital PR strategy

 Content Marketing.  Digital PR.     

Creating new studies, 
reports, surveys, etc. 

that are related to your 
industry

Pitching this newsworthy 
content at writers at 

respectable publications



Why?

Brand Awareness

Brand Authority

+

Top-Tier Links

+



It’s the “link-worthy” content in our overall strategy



With great content + pitching, you get:

“The survey and findings are great. 
If you do more of these, please put 
me on a list. Fascinating.”

“I would love to collaborate on future 
projects!”

“The article is performing insanely well all 
over the place, tens of thousands of 
pageviews per  day and tons of social shares.”

“This is SO interesting!”

“Thanks so much for sending 
this research through. It is right 
up my street and so 
interesting.”

“Now that’s a f***ing graphic.”

“This is fascinating. Could your 
client provide a quote to go 
along with my story? 

“The Porch study has a ton of 
great information, so thank you 
for sending my way!”

"This story earned over 100K clicks 
in the last three days! Thnx, as 
always!” 



And you build authority and links as a result!



When you invest in it, this happens...

Client #1 (finance vertical)



When you invest in it, this happens...

Client #2 (home vertical)



When you invest in it, this happens...

Client #3 (health vertical)



Creating

Newsworthy Content



Step 1: Define your objective.

Do you need...

● A higher quality, more diverse backlink portfolio?
● Greater general brand awareness?
● More brand awareness within certain audiences?
● Increased trust/authority in your space?
● Steady growth in your organic traffic?



Step 2: List your topics and internal data sources.

Ask yourself...

● What are our primary topic areas? 
● What is our core branding?
● What information do we have that I find interesting?
● What information have we shared that has gotten the most 

engagement?
● What insights can be gleaned by analyzing all of our customer data?
● Do I have access to an audience I can survey and whose opinions others 

would find interesting and valuable?



Step 3: Consider all “tangential” subtopics.

“Tangential Content”

Content that is not tied 
to your core product or 

service offering.



Topical Tangential

slightly 
more authority

slightly 
more links

Step 3: Consider all “tangential” subtopics.



Step 3: Consider all “tangential” subtopics.

Home

● Family
● Outdoors
● Cooking
● Living arrangements
● Relationships

● Traditions
● Parenting

● Food
Home
Repair



Step 4: Explore why people care about these topics.

Keywords Everywhere 
plugin

Buzzsumo’s
Question

Analyzer tool 
Answer the Public

Ask:

● What are my “dream publications” talking about? What are 
people commenting on?

● What are people asking across the Web?



Step 5: Tap into the emotional components.

By Fractl via



Step 6: Identify data sources.

Surveys Social

Google 
Trends

Internal 
Data APIs

Gov. 
Sources

Lab 
Testing



Let’s look at an example!

real campaign



Why it works

❏ It’s tangential enough to be of interest to 
most people (while still relevant to the 
brand)

❏ The pride (or hatred) people feel re:work and 
the emotional components of income can 
be tapped into

❏ It uses data to contribute to an overall story 
about work and education



And its impressive media coverage...



Promoting

Newsworthy Content



About

47%
of respondents
said they received 
>10 pitches per day.

The competition can be fierce.

Source: 2019 Fractl Survey of 500 publishers



But there’s hope!

Pitch quality still tends to be pretty low.

Source: 2019 Fractl Survey of 500 publishers



Top-level process

Build a 
pitch list

Pitch for exclusive 
coverage

Pitch for all other 
coverage

Collect and report 
on the results



Step 1: Identify your target publishers/writers.

● If you’re primarily link building, do they have a high 
domain authority? Do they use dofollow links?

● If you’re primarily seeking engagement and 
awareness, do their stories get a lot of traction? 
Check BuzzSumo.

● If you’re trying to reach a certain audience, do you 
know if they read this publication? Check SparkToro 
or survey your subscribers.

https://app.buzzsumo.com/
https://sparktoro.com/


Step 1: Identify your target publishers/writers.

● How often do they publish stories?
● What is their exact niche?
● Do they talk about external studies/surveys?
● Do they incorporate graphics, videos, 

interactives?



Step 1, Part 2: Research even more.

Journalists’ biggest 
pet peeve when 
receiving pitches.

Source: 2019 Fractl Survey of 500 publishers



Step 2: Learn how to write awesome headlines.

Source: 2019 Fractl Survey of 500 publishers



Step 3: PERSONALIZE.

Source: 2019 Fractl Survey of 500 publishers



Step 4: Get to the point.

Source: 2019 Fractl Survey of 500 publishers



Let’s look at those headlines again...



Step 5: Master the art of the follow-up.

Source: 2019 Fractl Survey of 500 publishers



Step 6: Report on the results.

● Basic tracking
● Set up a Google Alert for your brand name
● Perform weekly or monthly searches in BuzzSumo 

to see if a publisher mentioned your brand

● Reporting
● Pull all of your coverage and links into a sheet
● Create columns for criteria like the domain authority 

of the site, the link type (dofollow, nofollow, etc.), 
social shares, etc.



Bonus! Great tools to use

Help you identify someone’s 
email address

Helps you identify the 
effectiveness of your pitches

https://chrome.google.com/webstore/detail/hunter-find-email-address/hgmhmanijnjhaffoampdlllchpolkdnj?hl=en
https://www.mailtag.io/
https://rocketreach.co/
https://www.streak.com/


Thank you!

 Amanda Milligan.
Marketing Director
Fractl
amanda@frac.tl
Twitter: @millanda


