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Using the Wire to Generate Attention:
Business Communications in a Changing Market

How to reach customers, media
individual & institutional investors,
analysts, and the rest of the world.

The basics of  using the Òw ireÓ to ef fect ively
communicate w ith your various audiences.
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 Getting Noticed: How to Use the Wire
to Put Your Company on the Map

I want to get noticed, but I Õm a small company, how do I start?

What is my message?

What can I do to stand out from Òthe clutterÓ

Who am I trying to reach? (audiences)

What is the most effective way of reaching them?

LetÕs consider a success storyÉ

 

 

 

How  t o  At t r act  t h e Med ia 
To  You r  Bu sin ess Lau n ch   

By EDWARD SEGAL  

When Tom Evslin, former head of AT&T's WorldNet Internet service, started an 
Internet-telephony company in 1997, he couldn't afford advertising. Working 
from their New Jersey home, he and his wife sent news releases via Business 
Wire, a fee-based news-release distribution service. "We literally launched [the 
company] through a series of press releases," says Mary Evslin, its vice president 
of marketing. 

In the weeks that followed, news coverage about the start-up included more than 
a dozen articles in such publications as Business Week, the New York Times, Red Herring, Barron's and Fortune. The 
stories led to new business leads, as companies around the world contacted Mr. Evslin about his services. 

His company, ITXC Corp., continued to rely exclusively on news releases and public-relations activities to promote 
itself until 1999, when it added print and banner advertising. The Princeton, N.J., company is now a leader in 
wholesaling Internet telephony. Its customers include 14 of the top 15 U.S.-based international long-distance providers, 
most European carriers and many government-owned telephone companies. 

Issuing a news release can be one of the most cost-effective ways to get word out about a new company. If properly 
prepared, that one release can lead to news coverage that can help put your company on the map. 

But journalists throw away as much as 99% of the news releases they receive, according to a study conducted by PR 
Week, an industry publication. Why? Because the announcements don't fit their needs, don't include worthwhile 
information or are poorly written. How can you ensure your announcement will make the news and not the circular 
file? 

Writing a News Release 

While preparing effective releases isn't brain surgery, neither is it second nature to most entrepreneurs. 

The main thing to keep in mind is that information in the news release must be "newsworthy." 

"It must be timely, relevant and important," says Beth LaBreche, president of LeBreche Murray Public Relations, an 
agency in Minneapolis. "Does the information impact a community, industry, customers, employees or investors? If so, 
put it into the news release." 

Understand how the news media works and what it needs to prepare stories. This is the hardest thing to explain to a 
hot-shot entrepreneur who expects to be on the cover of Time magazine because he thinks "no one else is doing what 
he does," says Scott White, president of BizCom Associates, a public-relations firm in Dallas. 

 
 

I N  THI S STORY  

DI D YOU KNOW ...  

- Tips For Writing an Effective 
News Release 
 
- About Edward Segal 
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How Do You Generate Attention?

! Understand your various audiences
! Who are your audiences?

! Investors Ð Public Ð Venture Cap firms
! Customers Ð Industry partners?
! Media Ð GenÕl , Industry trade
! Others (Regulatory Bodies, etc)

! What  are they interested in?
! Are they all interested in the same type of information?
! What other information is competing for their attention?

! Where do these audiences gather their information?
! Traditional Media (Newspapers, Broadcast News)
! Trade Media (BusinessWeek, GEN, BioWorld)
! Internet sites (Yahoo!, Google, FDANews.com)
! Closed Network (wire services, LANÕs, subscription databases)
! Directly (blast fax or e-mail)

Understanding the mediaÉ
! Look at your story from their point of view.
! Which of my audiences do they serve?
! How do they differ?

! General Media: daily deadlines, news, business or feature
interest, tight ÔspaceÕ constraints, broad-LOCAL interests

! Trade Media: looser time constraints, focus is on your
industry, more receptive to product news, promotions, etc.

! Online Media: 24 hour a day deadlines, no space
constraints, 6000 online news sites vs 1500 daily
newspapers, stories are visually driven (include photo).
There are both ÒdatabaseÓ (YAHOO!) and editorial (WSJ
Online) type sites.
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Multi-platform wire reaches all your audiences

1. TRADI TI ONAL MEDI A:  The wire can deliver your news directly to the editorial systems of
Newspapers and Broadcast media (Radio, TV, Cable).  By delivering your news via wire,
journalists doing key word searches on your industry, or on industry ÒbuzzÓ words, will find your
press release.

2. DI SCLOSURE:  Every domestic wire release through Business Wire meets the SEC disclosure
and Reg FD requirements.  (DJ, Reuters, Bloomberg, AP, WSJ, IBD, USAToday etc.)

3. Wall St reet  Ð Business Wire transmits your news to the Wall St. community; Analysts (Biotech
and Healcare analysts through BioWire 2k), Institutional Investors, Mutual Fund Managers, Trust
Officers, buy and sell side analysts, Brokerage firms and financial professionals nationwide.

4. Trade Media Ð Business Wire reaches thousands of industry specific news outlets.  Choose from
1000+  media outlets pertinent to your company or your announcement. (BioWire 2k includes
exclusive distribution to leading Pharm, Biotech, Genetics, GovÕt/Clinical trials, health/hospital
journalists and media.  Exclusive distribution agreement with Genetic Engineering News and
Liebert Publishing assures you of direct, targeted delivery to key industry journalists).

5. The I nt ernet  Ð Business Wire delivers your full text release to more Internet, online and
database sites than any other service.  Your news reaches virtually every top Internet site,
Business Wire populat es THOUSANDS of  I nt ernet , online & dat abase sit es.

The wire can handle delivery, what about content?

! The key to getting Òpick-upÓ Ð make sure itÕs newsworthy.
! The more self promotional your release, the less interesting it is to

the general media.
! Put your announcement in interesting context.  A pen that pumps

ink to the ball point isnÕt interesting.  A pen that writes in outer
space, in zero ÒgÓ, thatÕs interesting.  Same pen, different context.

! Increase interest in your release by tieing it to current events.
! I f your product or your news has an interesting visual element,

use a photo to help carry your story.  Internet news sites in
paticular are hungry for good text with visuals.

! ÒTrendÓ pieces, surveyÕs and industry statÕs help carry your news.
! Biotech has a head start based on public and media interest
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The Process

! Step 1É
! Use the wire to electronically and simultaneously transmit

your news to thousands of outlets; general media, industry
specific media, financial community, internet and databases.

! Step 2É
! Develop a short list of key contacts, niche industry media, that

you maintain contact with via fax or e-mail

! Step 3É
! Maintain a priority list of key contacts that you call directly

with pertinent story ideas.  Work to develop and maintain
personal relationships with the media on this list.

! Follow UpÉ
! Follow up with whatÕs requested in a professional and timely

manner.  Once a decision is made Ð respect it and move on.

Putting it all together
! Understand your various audiences gather news differently
! Recognize the Internet is becoming the most powerful means of

news delivery, overtaking traditional media
! Multi-platform delivery can reach your audiences by the means

they prefer
! Allow the information you want delivered to be carried within a

story of more general interest (context)
! Use photoÕs or other visuals (charts, video, etc) to help carry

your story
! Please feel free to contact me for additional information.

! George Mucci
Business Wire
800-999-1178
george.mucci@businesswire.com


