
12 Strategies PR’s Best Are Using Right Now



In an industry where it’s our job to spread the 
word, we’re not so great at sharing amongst 
ourselves. Sure, we love a good networking 
soiree, but when was the last time an industry 
heavyweight let you peek into their strategy 
playbook?

This resource is for PRs who feel like they’re 
plugging away in isolation and wish they could 
sit down for a coffee with those who are killing 
it. Not to steal their style, but to learn what’s 
really working in the industry today, with the 
goal of helping the whole industry to  position 
ourselves as deserving a seat at the boardroom 
table.

Claire Deane 
 
Head of Marketing and Content, Flaunter

Want to know what strategies PR’s best are using  
right now to generate real results? 

WELL, WE ASKED THEM.
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1.0  
Building Your Agency’s Intellectual Property 
Shane Allison, Public Address



Building Your Agency’s Intellectual Property

Forward thinking agencies are starting to really break ground on the issue of 
intellectual property (IP). Public Relations agencies have always been viewed 
as ‘IP-light’ professional services businesses, but this disregards the true 
value of the accumulated knowledge and expertise that resides inside every 
agency. The problem is, that most of this IP is in the accumulated knowledge 
of staff members, and typically walks out the door if this staff member leaves.

To overcome this IP-drain, agencies are starting to invest in technologies 
like new business pipelines, custom CRMs and project management tools, 
that captures more IP and retains this for the long term benefit of the 
agency. Some of this IP is relationship based - keeping track of prospects, 
client relationships and some of this data is process based - how to pitch a 
particular journalist effectively or build an effective influencer campaign.

An easy way to get started on the path to creating more IP for your agency 
is to think of all of the data that flows around your agency - who’s pitching 
whom, who’s prospecting for clients, who’s managing that key client 
relationship - and then think about how you can capture this data effectively. 
If you’re capturing this data effectively, it becomes accessible to the rest of 
the agency, so that in the future you can go back in time to find out how to 
pitch to a particular journalist based on how a previous staff member pitched 
to that journalist, or access that key exchange between them and a new 
business prospect.

The best part of this is that most of the tools above that you use to capture 
this IP offer automation and workflow improvement, which can help to reduce 
the cost of winning new business and servicing existing accounts. Ultimately, 
capturing this IP makes your business more valuable to prospective clients 
and existing clients, but can also lead to higher revenue multipliers if you’re 
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looking to sell your agency in the future as you’re able to leverage this IP to 
form part of the business’ valuation. 

About Shane Allison

Shane Allison is the founder of Public Address, the media relationship 
management platform that helps agencies across the world secure more 
coverage for their clients through leveraging the power of Ai and Machine 
Learning to more effectively pitch to the media.

Prior to founding Public Address, Shane was the Client Services Director 
at Sefiani Communications and has been recognised as an Innovator 25 by 
ProVoke Media, Agency Talent of the year by Mumbrella and a top 100 future 
leader by the Australian Financial Review.the ones that are most effective. 
High level PR pros test and play with these new tools – using them personally 
makes you more qualified to advise on them from a professional point of view.

w. publicaddress.ai
l. linkedin.com/in/shaneallison
e. shane@publicaddress.ai
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2.0  
Placing Personal Connection at the Forefront of 
Communications Strategies 
Jake Halpin, GLOSS COMMUNICATIONS



Placing Personal Connection at the Forefront of 
Communications Strategies

“The interesting thing about the Covid-19 pandemic is it has, ironically at 
the same time, brought us closer together in some ways yet isolated us 
from others in more ways than one. Fundamentally, when you consider 
what it is that we do as communications and marketing professionals – it 
is about connecting with people. Whether those connections are in-person, 
digital, virtual, written, spoken, heard or experienced, the fact remains that 
connection is perhaps our most foundational objective and purpose.

In order to develop and implement effective strategies, you should always 
start from the point of: how does this connect with the intended audience? 
If you start there and work backwards, your strategy will build itself, and you 
will be able to determine immediately whether the methodologies you are 
considering will work towards achieving this objective.  

From there, you can apply this same thinking to every step of the journey. If 
your objective is to earn media coverage for your brand or product, how are 
you connecting with the journalist you want to cover the story? Is there a way 
you can make the outreach more personalised or more relevant to what they 
are experiencing in this moment? If your objective was to garner community 
engagement via social media, what topics are your followers interested in 
right now? By reviewing your insights and analytics to determine where your 
followers live, how old they are and what times they are active online, what 
can you deduce about their concerns and interests? Why not ask? Perhaps 
you could encourage community feedback by directly asking these types 
of questions to your audience and use this to tailor your content strategy 
accordingly.
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If you adopt a connection-first communications strategy, you can be confident 
that your brand will be at the forefront of your audiences’ minds when it 
comes time to make their next purchasing decision, as well as recommend 
your brand to their friends and peers.”

Utilising Data without Letting Data Utilise You

“As the number and proliferation of digital media channels and points of 
data continues to grow, we must be careful to not let data take the wheel 
and influence the way we do our jobs as communications and marketing 
professionals. There is little doubt that data is an invaluable and seemingly 
inexhaustible tool in enabling us to make better, more strategic decisions, but 
it can also be a double-edged sword that can lead us down the path of making 
decisions that are not rooted in gut instinct and knowledge of human emotion, 
feeling and experience.

The World Economic Forum predicts that by 2025, 463 exabytes of data will 
be produced each day (that’s roughly the equivalent of 200 million movies 
a day). For marketers, navigating this ever-growing amount of data can be 
debilitating. A report by market intelligence firm IDC found that 68% of any 
given company’s data is unutilised and largely wasted – left to simply exist 
without ever being analysed or interpreted.

How often have we analysed a set of data and utilised the insights to make a 
decision or develop a strategy, without understanding what exactly it is we are 
trying to achieve or affect? The process should start in reverse. What problem 
is your company facing, or what opportunity is it that you think your business 
can capitalise on? Once you have this in mind, then consider what data you 
have that you can better help you understand this problem or opportunity, 
including how much it could impact your business or your client’s objectives.

By interrogating your data, starting from a place with a clear goal or vision 
in mind, you can make smarter, better decisions about how you can utilise 
data to your advantage and not let it lead you astray. Investing now in 
effective data analysis, data storage and data visualisation tools will help 
you immeasurably in the long-run in being able to make data work for you. 
Fundamentally though, remember that data is just one tool you should be 
utilising to make your decisions. Never forget or underestimate what your own 
instincts are telling you about a business problem or opportunity – more often 
than not, you will be able to guess the answer and use data to support you.”

About GLOSS COMMUNICATIONS 

GLOSS COMMUNICATIONS represents a fresh and modern way of thinking 
about strategic communications – putting storytelling at the heart of 
everything we do. With a wide range of expertise which combines digital 
know-how with offline experience, we translate a brand’s narrative through 
an omnichannel approach to create long-term brand equity and achieve 
commercial success. We pride ourselves on taking a highly strategic and 
considered approach, with agility and flexibility to meet the ever-changing 
demands of the modern world.

w. glosscomms.com
l. linkedin.com/company/glosscomms
i. @glosscomms
e. hello@glosscomms.com
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3.0
Content as Entertainment - Not Just News
Kate Keane, Kate & Co PR



Content as entertainment, not just news.

Brands who entertain their audiences via content they produce will continue 
to succeed in creating loyal brand followers (and ultimately sales) as we 
navigate a post Covid world where “connection” will become even more 
important to consumers than ever before.

Connection to family, connection to friends, our environment, feeling 
connected to our workplace, our colleagues and our community - not just 
physical connection, which we all of course crave, but emotional connection. 
Having spent so much time in lockdown, people will naturally want more from 
the influencers they follow and the brands they support, they want to feel 
good about themselves, they want to be entertained and in doing so connect.

Remember Idaho man, Nathan Apodaca (better known on TikTok as 
@420doggface208), singing Fleetwood Mac whilst long boarding to work 
and sipping on a bottle of Ocean Spray cranberry juice after his truck broke 
down?? Nathan received millions of views, his TikTok clip went viral and 
there were recreations from Courtney Cox, Jimmy Fallon and Mick Fleetwood 
himself. And, although not a stunt pulled off by the brand itself, Ocean Spray 
jumped on board, having their CEO recreate the clip, quickly buying a new 
truck for Nathan and sending him and his fiancé on a trip to Spain, and 
consumers ate. it. up. Supermarkets sold out of Ocean Spray products and the 
company received accolades and undoubtedly huge growth.

Content as entertainment; an exciting way to gain respect and connectedness 
- everything consumers in our world desire right now. For PR and social 
teams alike, we need to consider this approach as a key part of the overall PR 
strategy now and in the future.

About Kate & Co PR

Kate & Co. PR is a national leading, independent public relations and 
events agency. Our team has extensive experience servicing national and 
international brands in the fashion, lifestyle, retail, consumer, hospitality, 
travel and beauty sectors, servicing clients such as Lexus Australia, Coles 
Supermarkets, Spring and Autumn Racing Carnivals (for ATC) and Melbourne 
Fashion Week. 

The team consists of some of Australia’s most highly regarded and passionate 
communications professionals, armed with unrivalled industry contacts. 
Staying ahead of the game in an ever-evolving media landscape, Kate & Co. 
PR is renowned for delivering exceptional, results-driven campaigns. Be it 
media relations, influencer engagement, consumer activations, events or 
social media management, Kate & Co. PR has it covered. 
 
w. kateco.com.au
i. @katecopr
f. @KateCoPR
e. kate@kateco.com.au
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4.0
The Winning Recipe for Influencer Marketing 
Free Folk Agency



The Winning Recipe for Influencer Marketing.

The pandemic has had a profound impact on the media landscape in Australia 
and with so many publications being forced to close and editorial resources 
being stripped back beyond belief, PRs have turned to influencer marketing 
to fill the void. But influencer marketing only works when it is done well, by 
experts who specialise in influencer marketing, and when there is a dedicated 
strategy at the core. 
 
So what’s the winning recipe in influencer marketing right now? Nano 
influencers. Nano influencers (500 to 3,000 followers) are often overlooked 
because they don’t have the overwhelming reach of micro, macro and top-
tier talent. But what they lack in organic reach, they make up for with their 
highly-engaged audience who is ready and willing to take action, because 
their audience is largely their friends, family and personal connections. Nano 
influencers are cost-effective to work with, they don’t have as many active 
partnerships so their feeds aren’t a billboard of sponsored content, and 
they are more open to amplification across channels, so you can boost their 
content with ad spend or repurpose it. They’re also (arguably) more flexible 
and accommodating, and just as good, if not better, at creating high-quality, 
engaging social content than their peers who may have a larger following. And 
genuinely, they are so keen to impress, to collaborate, and to do a good job, 
and the brands who invest in nano influencers are going to be the ones who 
win at influencer marketing in 2021. 
 
 

About Free Folk Agency
 
Free Folk Agency is a boutique agency with an integrative and creative 
approach to influencer marketing, PR and social media. We’re a team of 
influencer marketing experts, with in-house marketing and communications 
specialists at our fingertips to amplify creative, create impact for our clients 
and deliver best-in-class work. 

w. freefolkagency.com
i. @freefolkagency  
e. teagan@freefolkagency.com 
e. grace@freefolkagency.com
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5.0
Why PRs need to Consider Podcasting
ID Collective
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Why PRs Need to Consider Podcasting.

With more than 5.6 million people listening to podcasts daily, we’re seeing 
big brands such as Mecca and Nike investing money into podcasting, and we 
believe this is a great strategy for brands to tap into. By creating a podcast, 
you can showcase the various personalities of your brand, and offering 
educational and inspirational insights to listeners. Known as an intimate 
and trusted medium, podcasts allow you to tell your brand story, and build a 
community and connection with target audiences. Not only is it convenient 
for users to enjoy, podcasts are easily accessible as the audio clips are 
available on various digital audio platforms and devices, and can be listened 
to anywhere, at any time.

As well as the opportunity for brands to create their own podcasts, there is 
also an untapped opportunity for PR exposure on podcasts nationally, and 
internationally. Whether it’s to secure an interview with your client or start a 
conversation around a new trend that your client is leading, there are many 
opportunities that can reach a large, targeted audience of listeners. We know 
podcasts aren’t going anywhere – they’re the new blogs! Smart PRs will 
recognise this and look for the opportunities where others may not.

About iD Collective

iD Collective is a results-driven and solution-focused creative 
communications agency, working as an extension of your team. We immerse 
ourselves in your brand, with a core purpose to evolve and amplify! With 
a footprint in Melbourne, Sydney, Perth and Auckland, iD offers a range of 
support including PR, Social Media content and amplification, Showroom, 
Graphic Design, Photography + Videography, Brand Activation + Events, 
Influencer Collaborations, In-House Studio, Creative Ideation and Brand 
Marketing Services. 

w. idcollective.com.au
f. @idcollective
l. linkedin.com/company/id-collective-pty-ltd
i.@idcollective
e. talktous@idcollective.com.au
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Considering B2B Publications as Part of your PR Strategy 
Plann



Considering B2B Publications As Part of Your PR Strategy.

In our current landscape where many traditional publications are sadly closing 
their doors, it’s crucial that PR professionals broaden their horizons. B2B 
publishing is a huge, untapped space. At Plann, our blog — which focuses on 
educating and empowering our users with social media knowledge — attracts 
over 500,000 readers per month. Many blogs associated with businesses can 
easily go neck and neck with the reach of traditional publishers, and their 
busy editors are crying out for great content. 

Two-thirds of our marketing team come from a traditional journalism 
background, and we apply the same approaches to storytelling with Plann’s 
blog content as we would a feature article. Data and a compelling angle are 
key — what is something new we can share with our users about marketing, 
social media, or business? Has your client recently uncovered new insights 
or trends around digital wellbeing, or how a certain audience group is using 
social media? 

PRs shouldn’t hesitate to add B2B publications to their pitch list — but, as 
with anything, a targeted approach is everything. Social media makes it 
easy to research the editor and brand ahead of time and to tailor your pitch 
accordingly. In the B2B space, being aware of competitors becomes even 
more important — for example, Commonwealth Bank’s blog likely isn’t going 
to publish new data from Westpac! Consider a multimedia approach, too — is 
there a data infographic, or beautiful images that you can supply with your 
pitch to make that editor’s job easier?

Case studies are another strong addition to the PR’s toolkit. Does your 
client have an extraordinary story of transformation from someone who has 
used their product or service? Sharing their story can be a great way to tap 
into that human interest element and pique editors/journalists’ interest. 
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We regularly share the inspiring story of our founder Christy Laurence 
both internally and externally (for example, guest blogs or podcast 
appearances). 

She started Plann out of necessity, when a severe injury left her unable 
to do anything but create art, and she needed a social media scheduler 
to grow her art business. We also hold monthly educational webinars for 
Plann users, which serves as a great way to unearth compelling user case 
studies.

About Plann

Plann is a powerful social media scheduling app used by 2M+ of the 
world’s best brands. Available on iOS, Android and desktop, it features 
scheduling, strategy, and analytics tools. Start scheduling your beautiful 
and strategic feed today. 

i. @plannthat



7.0
Do It Yourself PR
Odette Barry, Odette & Co. PR



Do It Yourself PR

What’s working? DIY PR. More and more journalists tell me that they’re quite 
happy to hear directly from businesses without the support of a publicist. 
While I believe PRs play an important role for brands who have the budget 
to spend, for startups who don’t have the $3-$5k to comfortably spend 
each month (for a minimum of three months) this is very welcome news. 
This presents a great opportunity for PR agencies to diversify their service 
offering and provide PR education to clients who may have previously been 
on retainer. Upskilling and educating will keep the clients close to the agency 
through Covid, but also make them even better clients in the future when they 
can return to full fee-paying retainers.

While it boggles the mind that we still need to talk about it, the next big thing 
in my mind is that the whole industry will (and needs to) truly slow down 
and be more intentional and purposeful with PR. This means educating our 
clients that we cannot secure coverage where it doesn’t make sense, and it 
also means committing to fewer media KPIs if the story doesn’t warrant it. 
The tide of change is here where publicists won’t be chasing down poorly 
thought-through story concepts but instead will work with their clients to find 
truly meaningful and impactful stories to pitch to the media. This means going 
deeper in our work, it means pushing back on clients who have products that 
simply are not worthy of PR headlines and hopefully sending fewer garbage 
pitches to journalists that bin and block the sender.

We have moved into an era of thoughtful and hyper-personalised pitching 
(read: social media stalking). Journalists are inundated with plenty of 
great (and terrible) pitches and gifts that are tailored to their audience 
and perfectly aligned but unfortunately, these pitches are often lost 
amongst hundreds of even better pitches, or more often, by closer trusted 
relationships. Many journalists are incredibly active on social media sharing 
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the ins and outs of their personal and professional lives, so opportunity 
lies with those that are keenly attuned to the social media footprint of the 
journalists they pitch to. This means many hours of trawling but it also means 
that there will be no mistakes or misfires when it comes to sending products 
or pitches.

About Odette Barry

Odette Barry is a storyteller who loves nothing more than helping businesses 
share their stories through traditional media. She is a publicist, PR mentor and 
founder of Odette & Co - a micro PR agency based out of Byron Bay.
Odette is a headline-winning PR mentor, who designed and teaches the 
popular Hack Your Own PR program, an intimate program designed for small 
business owners because she knows that every business has a story to tell.

w. odetteandco.com.au
i. @odetteandco
l. linkedin.com/in/odette-barry-3730b223/
p. podcasts.apple.com/au/podcast/hack-your-own-pr/id1503118547
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Collaborations are More than Competitions
Jess Ruhfus, Collabosaurus
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Collaborations are More than Competitions.

Lots of brands overdo it with competitions and giveaways because it’s the 
easy ‘go-to’ for collabs. The best brand collaboration campaigns shift up their 
type and execution to add value to and engage their respective audiences. 
Make sure to consider content partnerships, longer term team-ups, events 
and experiential, limited edition product collabs or ‘bundled’ products. Don’t 
be afraid to be different!

Watch Jess’ full interview with Flaunter here. 

About Jess Ruhfus

Collabosaurus was founded by Jessica Ruhfus, whose passion for creative 
brand experiences & marketing moved her from a background in fashion PR 
& SME education, to launching Collabosaurus. She believes that business 
collaborations are necessary to build a modern business, gain exposure in new 
locations & reach audiences in an authentic way. Whether it be for product 
partnerships, social media or event collaborations, Jess built Collabosaurus 
as a way to source and create growth opportunities in any industry. Jess 
regularly keynotes at events, including Vogue Codes, PauseFest, Microsoft, 
ADMA, General Assembly & the Apple Store. She also hosts both of the 
Collabosaurus podcast channels: This is how we do it & Stop, Collaborate & 
Listen.

w. collabosaurus.com
i. @collabosaurus
f. @collabosaurus

https://www.flaunter.com/blog/jessica-ruhfus-on-how-prs-should-be-pitching-collaborations/
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How NAC is Using Influencer Marketing

What’s one successful PR strategy you are using at the moment at NAC?
We’re doing a lot of work with influencers, both paid and gifting. Many 
agencies have pivoted to influencer marketing, particularly since much 
of Australia is in lockdown. All of our brands, luxury, premium or more 
commercial seem to want to work more extensively with influencers.

What makes a good influencer collaboration?
We always start with a thorough understanding of the brand’s objective - it’s 
like looking at a campaign backwards. If this is the result you’re looking for, 
this is what you need to achieve that, whether it be through influencers (who 
aren’t always content creators) or content creators. Brands need to be really 
clear on what their objectives are.

We like working with content creators specifically because they do literally 
that - create content. They can put their voice into visuals, giving brands 
assets that are not campaign content. A really great content creator will give 
their perspective, providing another POV for a brand, which naturally feels 
more organic and engaging. We’ve seen a lot of success with that.

We also work with influencers who aren’t about driving sales. Their posts are 
aspirational and about building a brand. We carefully select the influencers we 
work with based on the end result the client is looking for.

Should brands try to work with as many influencers as possible?
There’s been a big shift away from the spray and pray approach. Brands that 
go for a “fewer, deeper” approach in everything they do tend to be more 
successful. We look for influencers who can tell a story, who bring more value 
and more authenticity. 

How does the “fewer, deeper” approach apply to agencies?

It means not being all things to everyone. In our early days at NAC, I would 
take on things that weren’t in my remit, and it rarely worked out. These days, 
it’s important to know what you’re good at and what your key strengths 
are as a professional but also as an agency. For NAC, we see ourselves as 
an extension of their existing team, meaning we have a very collaborative 
approach that we find generates the best results.

Read Nikki’s full interview here. 

About NAC Media Group

Founded in 1999, NAC Media Group is a full-service strategic communications 
agency based in Sydney, Australia, offering an integrated mix of media 
relations, brand management, strategic planning and implementation, digital 
media strategy, event creation and execution. Established by Founder & CEO 
Nikki Andrews, NAC Media Group works with a diverse mix of the world’s 
leading luxury brands and a new generation of exciting talent in the fashion, 
beauty, retail, arts and lifestyle industries.

w. nacmedia-group.com
i. @nacmediagroup
l. au.linkedin.com/company/nacmediagroup
e. reception@nacmedia-group.com

https://www.flaunter.com/blog/nac-media-group-nikki-andrews/
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We Need More Storytellers.

I’ve been working in PR for over 15 years between London and Sydney, 
and love the industry. I find joy working from behind the scenes to help 
articulate, communicate, and bring an idea or idealogy to life through genuine 
collaboration between client insights, creatives, and publishers. 

There have been so many positive changes in the PR industry, and having 
watched the evolution of the industry over the years, it is apparent, there is a 
lack of agency in the diversification of the workplace. 

Whilst it’s incredible to see different communities represented in retail & 
consumer-facing campaigns currently, I feel that the industry’s surface-
level efforts to make the change, need to be looked at at a deeper level. 
Representation shouldn’t be tokenistic, it needs to exist in the workplace just 
as much as it appears in advertising. 

It’s no secret, to get into the PR industry, it is about doing the hard yards, long 
hours, internships, work experience, and also through network. To get ahead, 
those networks come from privilege, not always talent. This is most likely 
an obstacle for those who don’t fit into the ‘status quo’ of what a publicist 
should be/look like, or who they know, resulting in a narrow pool of talent to 
hire. From behind the scenes, we need better representation from inclusive 
backgrounds, hire or collaborate with them as consultants. If we’re all fishing 
from the same pond, we’re all going to get the same outcome. Only by shifting 
the paradigm through embracing inclusivity do we truly get long-term change, 
breakthrough thinking, and innovation. 

We are as good as the media we work with. A robust media landscape is 
important, therefore supporting authentic & new titles offering different 
perspectives like POCC Mag, Syrup (R.I.P) and InPrint is a no-brainer. I 
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encourage my team to support emerging media titles, as they would look at what our 
clients have to offer with renewed vigour and at times, hold us to higher standards. 
We’ve all witnessed the rise and fall of brilliant titles that didn’t have our support. A 
homogenous media landscape spells a slow death for our industry. 

As communication leaders, we have the responsibility to relook at how we are serving 
different communities as well as our industry as a whole. We need to be part of the 
bigger dialogue and hold ourselves and our clients accountable, we need to expose 
them to alternative titles, talents, creatives, and celebrities to expand their scope. 

As a woman of Chinese heritage, it means everything to me to know that my output, my 
work, and my vision are contributing to pushing forward for change, and progress. I can 
only imagine it would be the same for those who have their own story to share. As an 
industry, I hope for us to be more open, invite inclusive people that matter to us, to our 
society, that inspire, to work with us. We need them to share their stories too. 

About Rose Marie Pengelly

Rose Marie Pengelly is a communications expert with over 15 years of experience 
working in fashion, lifestyle, and hospitality. She is the General Manager of creative PR 
agency ARC. She was always interested in storytelling, visuals, culture, music, fashion, 
and brands. She is a big believer in the power of storytelling through PR, to shift culture 
and unify thinking.

w. arcfactory.com.au 
i. @arcfactory 
e. rpengelly@arcfactory.com.au



11.0
Editors Don’t Want Your Freebies.
Alyx Gorman, The Guardian



30

Editors Don’t Want Your Freebies.

F: What do you think the larger impact is of excessive gifting?

AG: There are environmental impacts of course, although given how few 
companies are responsible for the majority of waste in the world, I think we 
have bigger fish to fry there. 

To me, the equally, if not more, pressing impact is the way gifting breaks trust. 
If an audience think the people they read, watch or follow are just in it for the 
freebies, that is not the basis of a healthy or credible relationship. The basis of 
a healthy relationship is communication, transparency and mutual respect. 

Think of it this way: you’re at a dinner party, and one person is listening 
intently to you, asking thoughtful follow-up questions, then sharing their own 
well-informed opinion. Another person has just joined an MLM and is trying to 
sell you protein shakes. 

Who do you want to sit next to? 

Read Alyx’s full interview here. 

About Alyx Gorman
Alyx has worked in fashion and lifestyle journalism since 2008 at Fairfax, 
Elle Magazine, the Saturday Paper and most recently Time Out Magazine in 
Sydney, New York and London, where she was the global head of social media 
for the group.

i. @alyxgorman 

https://www.flaunter.com/blog/why-editors-dont-want-freebies-4-ways-get-more-strategic-with-your-outreach/
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How to Pitch To An International Media Outlet

There’s no magic bullet. It’s part art, part science, but one thing we all need, 
regardless of which country we’re sitting in, is a great hook. International 
brands need that connection to Australia. I’ve lost count of the times when I’ve 
been approached by brands that aren’t stocked here, and what’s the point? 
You need to have that hook, whether it’s a new store opening, Australian (or 
international) shipping, local celebrity fans.

As with all pitches, this seems really basic, but sometimes it’s good to have 
that reminder. Your pitch needs to be tailored. My publication is for the 
business community and I’ve lost count of the times where I’ve had a pitch 
that’s for a $3 makeup brush, or something that’s just not for us. It’s a waste of 
time to pitch those things to us because we’re just never going to run them. 
Having a local guide who really understands the media space in each country 
you’re pitching in is vital. 

A great example of a brand that’s done this well is Everlane. They ship to 
Australia, but they aren’t an Australian brand. There’s not really a strong 
Australian connection, however when I spoke to the founder when they 
first started shipping to Australia, he talked about the fact that Australians 
were clamoring on social media to have Australian shipping. There was an 
Australian angle that he could speak to. He also understood the appeal of 
the easy, relaxed basics they offer and why they would suit the Australian 
audience. Understanding who the Australian or international customer is, 
what do they want and how can we provide that is essential.

In terms of having on-the-ground PR representation, it’s not so important for 
me as an editor, but that’s specific to my publication. I’m not sourcing samples, 
so the main thing for me is the time difference. If I’m dealing with someone 
in London, and I’m emailing them on a Monday morning, I know that I’m not 
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going to hear back until Tuesday afternoon. Which is sometimes okay, but 
more often than not is really anxiety inducing. I wish people would understand 
the time difference in Australia more.

About Lauren Sams

Lauren Sams is one of Australia’s leading fashion commentators, covering 
everything from the international haute couture shows to Australian design 
start-ups. She has written for Cosmopolitan, ELLE, Marie claire, Sunday Style 
and Daily Life and is currently the fashion editor of prestigious Australian 
publication, the Australian Financial Review’s Life & Leisure supplement and 
the AFR Magazine.

i. @laurenssams
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End lesson. 
Want more (or to sign up for your free trial?) 
Head to flaunter.com

http://flaunter.com

