
Working with the Media 
Presented by Monica Poling

PR & Media Manager, AIANTA



Understanding

Media/Public Relations



Media relations, or publicity, is a 
powerful tool for influencing and 

changing behavior. 

It provides critical, third-party 
endorsement for a product, service, 

issue or organization. 

--PR Quick Start

Media Relations



German Travel Trade



Media Relations



(some) Types of Media
P
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t • Newspaper: 
Daily

• Newspaper: 
Local

• Magazine 
(Consumer)

• Magazine 
(Trade)

• Newsletters
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st • Network 
Television

• Cable 
Television

• Radio
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r • Wire 

Service(s)

• Online News 
Sites

• Blogs

• Review Sites 
(TripAdvisor, 
etc.)

• Social Media



Types of Media

Earned 
Media

Newspapers

Magazines

Television

Radio

Digital



Earned media (or free media) 
refers to publicity gained 

without payment.

“Earned media is the most 
trusted and credible form of 

content for a brand or 
organization”

Earned Media



Search Results



Earned Media



The Media Landscape
In 80 Years



Media is Changing Rapidly

1940

1980

2020



Media (Then)



Media (Now)



Media (Always)

What You
Want

What They
Want

Success



Telling a 
Good Story



Journalism is 
“storytelling with a purpose.”

Creating a good story means finding and 
verifying important or interesting 

information and then presenting it in a way 
that engages the audience. 

--The Elements of Journalism

Journalism



A Good Story
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Relevant

Appeals to a wide audience

Human interest

Topical/timely

Trusted source(s)

Superlatives (first, best, only)

Strong images

Good quotes



A Good Story

Relevant

 Appeals to a wide audience

 Human interest

 Topical/timely

 Trusted source(s)

 Superlatives (first, best, only)

 Strong images

 Good quotes



Relevant

Pitch: Traverse 

Alaska has 

introduced its 

2019 Intimate 

Iditarod 

Experience.



Relevant

Pitch to…?

 Jane Smith, Crime Reporter, KOB-TV News

 Janeen Christoff, Editor-in-Chief, TravelPulse.com 

 Renee Brinks, Contributing Editor, Travel Weekly

 John Lewis, Features Editor, Islands Magazine



Relevant



Relevant

 Renee Brinks, Contributing Editor, Travel 

Weekly

 Covers Alaska for Travel Weekly

 Jane Smith, Crime Reporter, KOB-TV News

 Let’s hope Iditarod is not crime news

 Janeen Christoff, Editor-in-Chief, TravelPulse.com

 A possible pitch, but the Editor-in-Chief doesn’t 

usually do much writing

 John Lewis, Features Editor, Islands Magazine

 Islands Magazine mostly covers tropical islands.



Relevant

 News must be relevant to the 

journalist pitched

 Must also be relevant to your 

target audience



Relevant

Arizona Target Demographics

 Adventure Travelers

 Heritage Travelers

 Wellness Travel

 Culinary Travel

Arizona Top International Markets

 Mexico

 Canada



Relevant??



Most Relevant



Relevant

(some) Video Games Set in Arizona

 American Truck Simulator

 Call of Duty: Advanced Warfare

 Cars 

 Harley-Davidson: Race Across America

 Tiger Woods PGA Tour 14

 Wasteland 2



A Good Story

 Relevant

Appeals to a Wide Audience

 Human interest

 Topical/timely

 Trusted source(s)

 Superlatives (first, best, only)

 Strong images

 Good quotes



Appeals to a Wide Audience

Pitch: 

Mia Taylor

Contributing Editor

TravelPulse.com



Appeals to a Wide Audience

• AIANTA Launches New Website

• Air Canada Revamps its Business Class Service

• Why You Should Never Use a Travel Agent

• Native American Restaurant Emphasizes Farm-to-Table 

Cuisine



Appeals to a Wide Audience

• Native American Restaurant Emphasizes Farm-to-Table 

Cuisine

• Farm-to-table is kind of 2015, but still appeals to a wide 

audience

• Air Canada Revamps its Business Class Service

• Might appeal to some, but mostly relevant in Canada

• AIANTA Launches New Website

• Website launches pretty much appeal to no one. 

• Why You Should Never Use a Travel Agent

• Might appeal to a wide audience, but trade magazines 

only cover stories that favor travel agents.



A Good Story

 Relevant

 Appeals to a Wide Audience

 Human interest

Topical/Timely

 Trusted source(s)

 Superlatives (first, best, only)

 Strong images

 Good quotes



Topical/Timely

Pitch: 

On February 9, 

2019, which would 

be the best story 

to pitch?



Topical/Timely

• Plan Early for Your Holiday Travels with a New 

Snowboarding Package by G Adventures

• Celebrate Valentine’s Day with an All-Inclusive Trip 

to Sedona

• Pueblo Harvest Café Served Up 10,000 Slices of 

Oven-Fired Pizza in 2018

• Heavy Snowfall Could Lead to Record Wildflower 

Season in Monument Valley Says Floral Expert



Topical/Timely

• Heavy Snowfall Could Lead to Record Wildflower Season 

in Monument Valley Says Expert Florist

• Wide audience appeal, topical, includes expert opinion

• Pueblo Harvest Café Served Up 10,000 Slices of Oven-Fired 

Pizza in 2018

• February 9 is National Pizza Day, so some online outlets 

may want this; it’s still better to give a few days notice.

• Celebrate Valentine’s Day with an All-Inclusive Trip to Sedona

• February 9 is generally too late for Valentine’s Day feature 

stories. Even online writers usually want at least a week.

• Plan Early for Your Holiday Travels with a New Package by G 

Adventures

• Too early for holiday coverage (unless the tour operator is 

offering an early-bird booking discount)



Advance Notice

• Breaking News

• Immediate

• Feature Stories

• Depends on outlet

• Magazines up to three or four months

• Online at least a week or two



Topical/Timely

Newsjacking

Newsjacking is the art and science of 

injecting your ideas into a breaking news 

story so you and your ideas get noticed.



Newsjacking



Newsjacking



Newsjacking

• December 22, 2018: Federal Government 

Shutdown

• December 31, 2018: National Parks Suffer…



Newsjacking



Topical/Timely

Use Google Trends to 

track what’s trending.

http://trends.google.com



Google Trends



Google Trends



A Good Story

 Relevant

 Appeals to a Wide Audience

 Human interest

 Topical/timely

 Trusted source(s)

 Superlatives (first, best, only)

Strong images

 Good quotes



Strong Images

• Nearly all media/social 

media stories are 

accompanied by an 

image

• Native Americans are not 

well represented in stock 

image sites

• If you don’t provide a 

photo, you are stuck with 

what the media chooses



The 
Pitch



Reaching the Media

 Press Releases/Media Advisories

 Email individually

 Mass email/mail merge/email distribution services

 Newswire services

 Social Media

 Twitter remains a favored source for journalists

 Pitch

 Email or call directly

 Media Events

 Press conferences

 Tradeshows

 Fam trips



Are Press Releases Dead?

 53 percent of journalist (U.S.) and 41 percent (outside the 

U.S.) don’t use press releases to find new story ideas.

 29 percent (U.S.) and 36 percent (non-U.S.) “somewhat” rely 

on press releases

 16 percent (globally) use press releases but would prefer a 

different format.



Are Press Releases Dead?

 The press release lets you tell your story

 You can’t control what a writer produces, but your press release 

can act as backup if they get it wrong 

 It helps reporters fact check

 Be sure to Include important/relevant data and quotes from 

executives

 Helps with SEO and Google indexing 

 Carefully placed links in your press releases can help Google 

find relevant pages on your site, which can help with SEO. 

 Distributing a press release with a newswire service can help 

extend that reach.



Using Social Media

 34 percent use social media platforms as their first news 

source.

 37 percent expect to spend more time on Twitter and 

Instagram this year. 27 percent of reporters said that Twitter 

is their primary news source.

 70 percent said that the way Facebook and Twitter rank 

news sources isn’t helpful to their work.



Using Social Media



Perfecting the Pitch

 52 percent (U.S.) and 45 percent (non-U.S.) consider 

relationships with PR pros and agencies “mutually 

beneficial, but not quite a partnership.”

 More than 41 percent think about a story’s potential for 

social media sharing when considering if they should write 

about it.



Perfecting the Pitch
 Write a compelling subject line

 Don’t be boring

 Keep your pitches short

 Most journalists prefer two-three sentence pitches with a link back 
to a source for more information (such as a press release)

 Keep your pitches personal/don’t mass pitch

 Avoid the “spray and pray”

 Read the journalist’s work; see if it is relevant to your story

 Remember to include a Call to Action and your contact info

 If you need more information or I can provide additional sources…

 Include your email/phone number at the bottom of the pitch so it’s 
easy to find

 Follow up

 But don’t be annoying



Media Events

 Press conferences

 Tradeshows

 Media Marketplaces

 Fam trips



Media Marketplace



Media Fam Trips

…when our journalists, tour operators and travel 

agents experience a destination first-hand, they 

are able to better relay information to their 

readers and clients. Since their jobs involve 

dispersing information to large numbers of 

people, this is a valuable tool. 

--Arizona Office of Tourism



Updating Your 
Media List



Form Partnerships

 State Tourism Offices

 Convention & Visitors Bureaus

 Chambers of Commerce

 Tour Operators

 Other Local Organizations

 AIANTA



AIANTA Members in the News



Search Other Tribes

 Follow them on Social Media

 Check Out Their Newsrooms

 Google their News Coverage

 Set up Google Alerts



Other Ideas

 Follow News Sites (RSS Feeds, Social Media Sites)

 Partner 

 Stay Active on Social Media

 Always Include the Travel Trade Media in Your Searches



Stay Active on Social Media



Stay Active on Social Media



Target Travel Trades

 Travel Weekly

 Travel Pulse

 TravelAge West

 Recommend

 Jax Fax

 Travel Insider



Target Travel Trades



Vet Journalists—Muckrack.com



Working with  
International Media



Overseas Media
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Top Overseas Markets to Indian Country 2016



International Media

• Understand Your Market

• Attend Tradeshows/Events

• Target Travel Trade Media

• Translate Your Media 

Releases/Pitches



Canada Market

• In 2017, Canada delivered the largest 

inbound travel market to the US with 20.2 

million visitors. 

• Canadians made 31 million overnight trips 

in 2016; 61% were to the US. 

• The provinces of Ontario, British Columbia, 

and Quebec account for the largest share 

of visitors to the United States. 



Canadians Look For…

• Cross-border Shopping

• Sightseeing

• Experiential Tourism

• Culinary Tourism

• Cultural Tourism

• Sports Tourism

• Adventure Travel

• Meetings, Incentives, Conferences and 

Events Travel (MICE)



Mexico Market

• In 2016, 18.7 million Mexicans traveled to 

the US

• Mexicans make up 24.8 percent of the total 

of foreign arrivals to the US. 

• Travel to the US decreased 7.5 percent in 

2017 (over 2016). 

• Mexico remains the second-largest source 

of international travelers to the US. 

• By 2022, the Mexico market is expected to 

reach 19.8 million visitors.



Mexico Market

• Wholesale operators continue to be an 

important distribution channel in Mexico.

• The younger population is starting to buy 

more travel packages on the internet. 

• Travelers often have the option to pay for 

their travel to the United States by debit or 

credit card in fixed installments with no 

interest.



Mexico Market

• Top destinations for Mexico are 

• California

• Nevada

• Texas

• Florida

• New York

• Then New Mexico, Colorado, Illinois and 

Georgia.



Mexicans Look For…

• Mexicans enjoy destinations that offer 

• Shopping

• Gaming

• Entertainment

• Amusement parks

• A cosmopolitan environment. 

• Natural parks and other outdoor 

destinations are typically not popular 

among Mexicans

• Skiing is an exception. 

• Mexicans visit resorts in Colorado, New 

Mexico, and Utah to ski. 



U.K. Market

• Top four U.S. states visited

• Florida

• New York

• California

• Nevada  

• Activities

• Shopping 

• Sightseeing

• National Parks

• Fine Dining

• Guided Tours



U.K. Market

• Often repeat visitors

• Opportunity for destinations beyond 

traditional gateways.  

• The National Park Service centennial 

(2016) still generates interest in the UK

• Culinary tourism

• Authenticity (seeing the ‘real’ America)

Cultural tourism, musical heritage, small 

towns and historical sites are also of 

interest.



German Market

• 82 million people

• 6 weeks vacation per year on average

• World’s greatest travelers per capita

• Experienced travelers

• Low unemployment (3.3% in Nov. 2018)

• Competition from other destinations



German Travelers Look For…

• Shopping

• National Parks

• Cultural Tourism

• Native Americans

• Outdoor Activities

• Fine Dining



FVW--German Travel Trade



Italian Market

• 62.1 million

• Online booking is becoming more complex and 

more popular. 

• Travelers average age is between 35 and 54.

• Seniors represent an emerging segment

• Mainly from urban areas with medium-high 
social/cultural profile

• Decision making is in the hands of women



Italian Travelers are Looking For…

• Active & cultural trips

• Prefer organized tours with Italian 
speaking guides

• Last-minute bookers



China Market

• In 2015, nearly 2.6 million Chinese 

travelers visited the US

• 5 million visitors from China by 2020

• The average age of Chinese travelers to the 

U.S. is mid-thirties

• Average travel party size is 1.8 people

• Travelers visit an average of 1.8 states

• The median length of trip is seven to 

fourteen days. 



China Market—Top Activities

• Shopping 87%

• Sightseeing 81%

• Fine Dining 51%

• National Parks/Monuments 45%

• Art Gallery/Museum 42%

• Small towns/Countryside 41%

• Amusement/Theme Park 36%

• Historical locations 30%

• Cultural/Ethnic Heritage Sites 24%



 Showcase USA-Italy

 Exclusive press event with AIANTA; pre-scheduled 

meetings; networking opportunities 

 ITB Berlin

 Pre-scheduled meetings; Brand USA Media Breakfast; on-

the-spot interviews; virtual marketplace 

 World Travel Market (UK)

 Media events; pre-scheduled meetings 

 U.S. Travel Association’s IPW 

 Media Marketplace

Opportunities with AIANTA



Thank You


