
Gaining publicity for your nonprofit begins with 
reaching out.

You use all sorts of platforms to tell your 
organization’s story – your website, emails to 
supporters, events, social media, maybe a blog. 
But if you want to amplify your message and cast 
a wider net, you need to reach out to the media. 

When you secure coverage from a local news 
organization, magazine, podcast or content site, 
it’s like placing a megaphone in your hands – the 
story about your nonprofit’s cause and the impact 
you’re making reaches a much wider audience. 

The most basic way to reach out is a media 
release, but that’s a pretty hit-or-miss approach. 
Remember, most news outlets receive dozens (if 
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not hundreds) of releases in the course of a week, 
and yours could easily get lost in their inboxes.

But an email that seeks to foster a relationship 
and gives hard-working journalists ideas for future 
stories can be priceless.

I’m very excited to share with you my step-by-step 
guide on crafting an email that will be help you 
foster relationships with those in the media. It’s 

not as difficult as you might think, I promise. 

Plus, the payback can be huge – greater 
awareness and added credibility that will inspire 
more people to support your cause. How does 
that sound? 

Follow my simple Publicity Guide and you’ll be 
connecting like a PR Pro! 

STEP 1
Do a little research. 

Figure out who you want to send your email to. If 
it’s a local publication or newscast, find out who’s 
on your “beat,” meaning the person responsible for 
coverage related to your topic. 
 
If it’s a bigger or more specialized outlet, 

determine the reporter, writer or editor who’s the 
best fit for you. Then check out their work and 
make notes of content that you like or found 
helpful.

STEP 2
Figure out what you can bring to the party. 

What is it that you can uniquely speak to that 
would inspire their audiences and make you a 
good resource for that reporter? Or what story can 
you suggest the reporter might want to write?

This helps define a more targeted and specific 
approach to your content that will pique the 
interest of the writer because it’s different. It’s part 
of the process of developing your pitch angle. 



STEP 3
Craft an AWESOME subject line. 

This is going to be key and will help you stand out 
from the numerous generic emails media outlet 
receive every day. In their fast-paced world, you 
need to make sure you get their attention. Here’s 
a few possible angles you can use to make sure 
your subject lines are irresistible:

Location, Location, Location: If you are 
pitching a reporter you know covers a certain 
area and your story is based there, make 
sure to mention it in your subject line. “ABC 
Charity CEO Addresses Homeless Concerns 
in Newtown” will signal that you’ve done your 
research and know they cover this area.   

Curiosity: This is a case of less is more. 
Hinting at something but then leaving out the 
critical detail will generate an urge to learn 
more. Examples might be: ”What we learned 
when THIS failed miserably” and “NBA 
Center Signs On to Support Local Nonprofit” 
are pretty much begging to be opened.

Urgency Angle: Probably the best way to 
do this is to use an embargo to announce 
something happening soon. A lot of 
journalist aren’t that crazy about embargoes 
but they do make for urgent subject lines. 
Including it in your subject line will signal that 
it’s a big announcement and they are getting 
a heads up, so just make sure your news is 
big enough to justify an embargo.

Referral: If someone in your network 
suggests a particular reporter or editor, make 
sure to note that in the subject line, i.e., “John 
Smith recommended I get in touch”

Straightforward: Being direct and 
straightforward is sometimes a good 
strategy too. Just be sure to be brief (6 to 10 
words) and get right to the point. 

Personal connect: Letting the correspondent 
know that you are familiar with their work 
is flattering and again, will raise curiosity. 
“Thoughts about your recent article on [XYZ]” 
or “Some feedback on your story – and a 
question” are good examples.

But here’s an important thing to remember, no 
matter what approach you use. The content in 
the email itself should match the body of your 
email. Don’t be misleading or attempt to try to 
be “click bait.” It will only create mistrust on the 
part of the person you are trying to develop a 
relationship with.



STEP 4
Strategically develop the body of your email 

Be friendly but get to the point quickly. You got 
them to open your email, now it’s about keeping 
their attention. No “deep dive” and quickly show 
how your organization’s story fits into their body of 
work.

Open with a personalized salutation with their 
name. No generics like “Dear Blogger” or “To 
Whom It May Concern.” The key is building an 
individual relationship and letting them know, 
right from the beginning, this is not a mass 
pitch.

Briefly give info about yourself and your 
organization and why you might be an 
interesting person to interview. Sell your 
unique outlook or insights to an interesting 
topic. Or alternatively, explain why the media 

release you’ve included would make a good 
feature for them to expand upon.

Remember where we said to make some 
notes about their work? You can build rapport 
in your email by referring to their content and 
showing that you understand their audience 
and area of focus. 

Provide some key information, possibly bullet 
points on what could be featured. 

Conclude with a defined call to action of what 
you would like them to do next.

Need some inspiration? Here’s an email publicity 
pitch example you can reference and model as 
you create your own. 

Hi John. Hope you are well.

I was very moved by your story on the Whitechurch Homeless Shelter in town and 
the way you captured the stories of its residents. 

My name is Joan Thorpe and I’m the CEO of Re-Connections, a 501-c-3 nonprofit 
located just down the road in Newtown. I’ve worked in nonprofits dedicated to 
homeless issues for more than 15 years. About five years ago, I decided to start 
my own organization, focused on a need I saw in our region – efforts to connect 
homeless men and women with their families. 

As you probably know from your research on the subject, homelessness has spiked 
in our region, increasing here by about 5 percent year over year. Studies show 
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that one of the most effective ways to fight this epidemic is re-establish familial 
relationships. 

Our volunteers reach out to those living on the streets and in shelters (like 
Whitechurch) and work closely with them to reach out to their families. This can be 
as simple as getting them access to a phone to call a loved one. It can also involve 
some intensive research to find long-lost family members. We also have several 
social workers on hand to help our clients– and their families – as they make the 
profound transition from homelessness.

When I read your story on Whitechurch, I thought our organization might make 
an interesting follow-up feature on additional services available for this vulnerable 
population. I’m sure some of our clients would be willing to talk with you about their 
stories. And I’m always available if you need a source well versed in these issues for 
other stories you are working on. 

Please let me know if you’d be interested in profiling our organization or if I can be of 
any assistance on your other stories. My contact information, including our website, 
is below.

Looking forward to hearing from you,
Joan

Joan Thorpe
CEO/Founder
Re-Connections
(555) 860-7145
Reconnections.org

There you go. A simple, easy to follow 
publicity pitch guide you can begin implementing as 
part of your nonprofits marketing strategy today. 

Ready to get started? You have a special story to 
tell and in a world that is constantly seeking new 
content, that story is valuable. It’s just a matter 
of finding the right media representative, making 
that connection to ensure your “pitch” results in a 
homerun for your organization!


