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Your product is unique and so is your public 
relations and marketing messaging. Nobody 
else says things quite the way you do. So if 
what you say is unique, why isn’t the way you 
say it?

These days, most consumer PR campaigns 
reach the same media outlets in the same 
geographic locations, tapping the same 
reporters who cover the same beats. And with 
so much emphasis on new social media 
channels and content delivery mechanisms, 
it’s easy for public relations and marketing 
professionals to overlook some valuable 
traditional media opportunities that have 
been around for decades. These opportunities 
can even help amplify your messages on social 
media platforms and buttress search engine 
optimization efforts.
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Typical consumer PR campaigns target major national 
media and major urban media, and then jump from 
geographic-based targeting to demographic-based 
targeting to reach special interest publications, trade media 
and social media communities. These campaigns are 
missing out on a major opportunity – local media 
outlets in suburban and rural markets. These outlets 
reach more than 100 million consumers across the country. 
This can represent the equivalent of securing placements in 
dozens of USA Todays or several CNN.coms.
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Local community media are both geographic and topical, both horizontal 
and vertical within their markets. And they are thirsting for content. But 
most reporters and editors who work at these outlets never get pitched 
by PR professionals working on major consumer campaigns.

This is a major missed opportunity to reach millions and millions of 
American families nationwide.

Smart PR and marketing professionals recognize this untapped 
opportunity. But many erroneously think that pitching local media will be 
too time consuming or costly, or they don’t fully understand the value 
these outlets can deliver. 

In the pages that follow, you will learn:

• Why local media should not be ignored

• Who can be reached via local outlets

• How to integrate more local coverage into your 

existing PR plans 
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Go back in time to May 2, 2009. It was a temperate day in Omaha, 
Nebraska, but over at the Qwest Center arena the sky was falling. It 
was there, at the Berkshire Hathaway annual shareholders meeting, 
that billionaire investor and Berkshire CEO Warren Buffet made his 
fateful proclamation about the death of the newspaper industry. 

“Most newspapers in the U.S. we would not buy at any price. Twenty 
to forty years ago, they were essential to customers and 
advertisers...but they’ve lost their essential nature – essentiality has 
eroded,” opined the contrarian investor alternatively dubbed the 
“Wizard of Wall Street” and the “Oracle of Omaha.”

“Erosion accelerated dramatically, and it won’t end based on 
anything on the horizon,” continued Buffet, who had owned the 
Buffalo News since 1977. “We do not see anything to reverse it. They 
are essential to advertisers only as long as they’re essential to 
readers.”

Buffet’s longtime business partner and vice chairman of Berkshire 
Hathaway, Charlie Munger, then declared, “It’s a national tragedy for 
newspapers to die off.”

Jump ahead to 2015 and Buffet and Munger had gone on a multi-
year newspaper buying spree that had seen them scoop up local 
community newspaper properties by the dozens, bringing their 
holdings to 71 newspapers, including the Omaha World-Herald, 
Richmond-Times Dispatch, Winston-Salem Journal, Tulsa World and 
others.

Warren Buffet’s About-Face Spotlights 

Local Media’s Continued Influence
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In a March 2013 letter, after purchasing 28 dailies in 15 months, 
Buffett explained the error of his thinking when he first broadly 
lambasted newspapers: “If you want to know what’s going on in 
your town – whether the news is about the mayor or taxes or high 
school football – there is no substitute for a local newspaper that is 
doing its job,” he wrote in a letter to shareholders.

“Wherever there is a pervasive sense of community, a paper that 
serves the special informational needs of that community will 
remain indispensable to a significant portion of its residents... 
Charlie and I believe that papers delivering comprehensive and 
reliable information to tightly-bound communities and having a 
sensible Internet strategy will remain viable for a long time,” Buffett 
wrote.

Why the Turnaround?

The key to Buffet’s about-face was realizing that, especially in 
“tightly-bound” communities, most local community media outlets 
are relatively unchallenged and have somewhat insulated revenue 
streams and assets. And when it comes to most cities and towns, 
newspapers are hyperlocal in a way that radio or TV stations aren’t –
in most instances enjoying a virtual lock on hyperlocal advertisers 
and readers in their communities. They are in great positions to lead 
the way in providing local information online that their communities 
want and need.
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Local newspapers, radio stations and TV stations all have their places in 
the media landscape, each with its own distinct differences that impact 
the way they cover news and issues – and the way they reach out to 
advertisers and respond to public relations pitches and messages. Most 
importantly, the audience numbers for local media continue to be 
staggering, even in a world of increased new media options and more 
devices on which to consume news, information and entertainment.

Local Media’s Secret Weapon: 

Hyperlocal, Undivided Attention

Newspapers are Hyperlocal

There are more than 10,000 daily, weekly and community newspapers 
across the country. Most community papers cover a town, or at most a 
couple of towns. Moreover, most have little to no real competition, 
especially when compared with major urban dailies. They usually are 
the only game in town to learn about the local mayoral race, follow the 
high school sports team or learn when the next church social or 
pancake breakfast is being held. Put simply: community dailies and 
weeklies dominate hyperlocal news.

And they dominate hyperlocal display advertising. The local drycleaner 
or greasy spoon wants to run ads that reach local customers, not those 
who live one or two towns over. This is also true of classified 
advertising, especially when you take into consideration that most local 
municipalities legislate that local businesses and government agencies 
must publish public and legal notices in a newspaper of general 
circulation.
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Local newspapers aren’t just geographic. There are more than 1,000 
special interest newspapers in towns and counties throughout the 
country, focusing on such topics as healthy living, home and garden, kids 
and parenting, women, senior living, religion, shopping and others. Often 
published by local community newspapers, these papers are distributed 
via the same channels as local general interest community papers.

Radio Wins in Drive Time

When you get into your car each morning and evening, screens lose. 
You’re not looking at your smartphone or tablet or watching TV, and 
your local newspaper is safely tucked away. This is the continued key to 
radio’s ratings and advertising success. Luckily for PR professionals, 
there are more than 14,700 terrestrial radio stations nationwide that all 
have public interest obligations under federal law requiring them to 
“serve the public interest, convenience and necessity” in exchange for 
free use of the public airwaves. 
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No matter their format, radio stations need to air information of use to 
their listeners. During their key drive time dayparts, most local radio 
stations are usually hard at work cross-promoting their websites and 
many even tout relationships with local print newspapers. And while 
Internet radio continues to grow, along with new satellite options, 
terrestrial radio still dominates the market and the key time periods.

Local TV Stations are Expanding News Dayparts

There are 1,780 local TV stations in the U.S. and they need content. With 
68% of all TV stations producing their own news, according to the 2015 
State of the News Media report from the Pew Research Center, they 
need an influx of stories to cover. And while local stations traditionally 
showcased news shows in early morning, early evening and post-prime 
time late night timeslots, they now are expanding news programming 
into very early morning slots, Pew researchers note. 

New 4:30 am news shows are launching on stations across the country 
and some stations are also pushing into 4:00 am slots. All of this 
translates into greater opportunities for people with news to share. And 
unlike entertainment programming, news doesn’t typically get time-
shifted onto viewers’ DVRs for viewing at a later date.
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LOCAL BY THE NUMBERS: How Many Are You Reaching? 

Local Media Are Untapped by 

Traditional Campaigns

The opportunities are abundant and obvious. There are over 25,000 
local media outlets nationwide, so why limit the scope of PR campaigns 
and miss so many potential customers?

Most local journalists aren’t inundated with pitches. And their bosses 
are even hungrier, as many community dailies and weeklies are 
crunched for resources and actively looking for great content.

These days, you don’t have to go it alone. There are more resources 
than ever before available to PR and marketing professionals to 
communicate directly with local journalists – from new services 
from Cision to press release wire services to third-party editorial 
creation and distribution services like StatePoint Media that guarantee 
you placements and readership in thousands of local media outlets.
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“The general demographics of newspaper readers remain consistent,” write 
the researchers at the Pew Research center in their annual 2015 “State of 
the News Media” report. “The most likely to read newspapers are those with 
more education or more income...”

And when it comes to local community newspapers, as opposed to the top 
dailies, these papers tend to skew more suburban and rural, with a high 
concentration of heads of households and a slightly higher concentration of 
women versus men. The importance of this audience is obvious to anybody 
with a consumer-facing brand to market. And stories about family & 
parenting; healthy living; food & entertaining; home & garden; pets; 
education; kids; and even small business, are of great interest to the 
readership of local community papers and to the editors that run them.

In a word: Families. The main consumers of local 

community media are families – moms and dads 

who are faced with thousands  of opportunities 

to buy consumer goods and services each year. 

It’s all about reaching heads of households.

Community Newspapers Reach Heads of Households
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Interestingly, newspaper readership is surprisingly popular among 
younger audiences, due in large part to greater availability on digital and 
mobile platforms which continue to proliferate. Digital newspaper 
readership is growing among all ages, especially Millennials. 

Among those ages 18-24:

Among those ages 25-34:

84%
of women 

80%  
of  men 

AND

92%  
of women 

87%  
of men 

AND

Among those ages 18-24, 84% 
of women read newspapers 
digitally and 80% of men. 
These numbers climb among 
millennials ages 25-34, with 
92% of women and 87% of 
men reading newspapers 
digitally, according to data 
issued by the Newspaper 
Association of America (NAA) in 
2015

And here, too, the numbers 
skew toward those with higher 
incomes, as two-thirds of 
Millennials with household 
incomes of $100,000 and up 
read newspaper content each 
week.
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Overall, more than 170 million adult unique users read digital newspapers 
monthly, with 8 in 10 Americans reading a newspaper digitally each month, 
according to the NAA. By comparison, the largest-ever Super Bowl audience 
in the U.S., Super Bowl XLIX in 2015, drew an average audience of 114.4 
million viewers, peaking at 120.8 million viewers in its final minutes.

Digital Newspaper Readership in 

the U.S. is Strong
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If you want broad reach and frequency, radio continues to 
dominate, reaching nearly 223 million adult listeners weekly, 
according to a 2015 Nielsen Total Audience Report. Television is 
a close second, with over 209 million adult viewers. This 
translates to a whopping 93% and 87% of all the adults in the 
U.S., respectively.

And the audience tunes in consistently and constantly. When 
Pew researchers analyzed Nielsen Media Research data in 2015, 
they found that 91% of Americans ages 12 and older had 
listened to local terrestrial radio stations during the week prior 
to the survey.

Radio & TV: Continued Broad Appeal
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When you look at specific dayparts for TV – morning news, mid-
day news, early evening news and late night news – local 
community stations are hard at work reaching heads of 
households and cross-promoting their online offerings to 
continue to hit them throughout the rest of the day when they are 
not in front of the TV screen.

And just what are all these people listening to? Country music is 
tops, with news/talk/information radio stations second on the 
list. And there are more than 1,900 such news and information 
stations across the country – most of which are not on the 
receiving end of the typical PR campaign.
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Put all the Search Engine Optimization jargon aside. It doesn’t 
matter if you know what the terms “citation” or “domain 
authority” or “credibility score” mean. One thing is crystal clear: 
Getting your brand mentioned in local media can help when it 
comes to search engines and local customers in the markets you 
are trying to reach.

Without getting technical, it’s easy to understand why this is true. 
Search engines like Google and Bing rank media outlets 
differently in their internal algorithms, affording them greater 
credibility than commercial websites or personal websites. And 
when it comes to people searching for things locally, the search 
engines tend to place a higher emphasis on local websites than 
those hundreds or thousands of miles away from the searcher.

What does this all mean for brands and those marketing and 
promoting them? Getting your brand mentioned and linked to on 
the pages of local media websites can help get your products and 
services in front of your target audience in these markets.

Remember, when it comes to PR, SEO isn’t only about getting 
your website to rank higher in Google, it’s also about getting your 
brand showcased in the actual content that comes up when 
consumers search for things and click on the results. And just as 
you don’t want to ignore local media audiences across the 
country, you also want to do your best to reach local searchers 
nationwide – and local media can help you accomplish this.

LOCAL SEO MATTERS



© 2015 StatePoint Media 21

Middle & Upper-Middle Class 

Families & Homeowners

Local community media outlets are particularly effective at 
reaching middle to upper-middle class families and 
homeowners that live in suburban and rural communities 
across the country – i.e. Middle America. A valuable 
demographic any way you slice it. And local media are taking 
their content and programming and moving their 
information onto new devices along with their audiences.
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Do what you always do. Just add to it!

For starters, continue to target all those national news outlets, bigger 
urban dailies, online news giants, the major morning news shows and 
bigger syndicated radio programs. Keep on reaching out to national 
special interest publications and the national trade outlets that matter 
to your brand. And continue to beat every social media drum to keep 
your brand’s thunder rolling among consumers on a grassroots level.

Local community media, meanwhile, can be a great supplement to add 
to your results by expanding your pitch list.

How to Incorporate Local Pitches into Your Current Strategy

If you are going it alone you are not going to have the bandwidth to 
personally pitch hundreds and hundreds of hyperlocal community 
media outlets in addition to the ones you already are calling and 
emailing. In today’s demanding, fast-paced environment, that’s not 
an efficient use of your team’s time.
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How can you tap local media 

opportunities without 

overhauling your strategy? 

Here’s how to supplement what you’re already doing:

This is neither costly, nor time consuming – it simply necessitates a 
bit of smart list management to pick outlets to add to your lists. And 
don’t forget to add local specialty publications, such as Parenting, 
Home & Garden, or Women’s magazines that are issued by local 
community newspapers in print and online. You can find these in 
the same databases you use to locate the bigger national outlets.

Broaden the scope of your current outreach to 
include more local outlets: If you use a PR service 
like Cision or Vocus for list management and to deliver 
your pitches to journalists, you can simply choose to 
broaden the scope of your lists to go beyond the top 
dailies and top outlets you pitch through the system 
with automated emails. 
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Choose a small set of local publications to pursue in-
depth: Fine tune your broader pitch lists by cherry-picking a 
few key hyperlocal markets for one-to-one outreach. These 
could include your brand’s hometown or key target product 
markets, for example. Remember, in many instances the 
phone is your best bet because – unlike the top dailies –
most reporters and editors at local community dailies and 
weeklies aren’t as overwhelmed with public relations pitches.

Tap local PR to garner local placements fast and first: 
Working on a new campaign? Lay down some local press 
hits to drive initial coverage and show your key 
constituents placements right away. This gives you the 
time and cover to go after some bigger national hits and 
even the freedom to dig dry holes.

Enlist a content marketing and distribution service to 
syndicate pre-crafted sponsored content to local 
media: These services add to what you already are doing 
with your public relations campaigns by crafting, 
distributing and tracking content. While you pitch national 
outlets and key industry outlets, a content creation and 
distribution service can provide extra coverage on a local 
level. Just be sure to select a service that targets local 
media on a national basis, which will help you reach more 
of your target audience in more unique markets.
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A commonly repeated saying in the halls of business development 
offices at major telecommunications and media companies is that “it 
takes just as much time to do a large deal as it does to do a small one.” 
So, too, can it sometimes be just as difficult to convince a reporter to 
cover you for a local community publication as for a major national 
one.

With so many varying local outlets and markets to choose from, you 
may feel overwhelmed about the best way to go about it, especially 
when you are crunched for time. Luckily, certain strategies can help 
you maximize your efforts for those one-to-one pitches that you 
choose to make on the local level.

Tips for Pitching Local Media

Tailor Your Pitch

Community newspapers, just like their national counterparts, run 
content that appeals to their target demographic. So do your research 
and discover who that audience is before approaching a media outlet. 
A pitch, tailored any degree, is always more likely to catch the eye of an 
editor – even at the local level. This requires some legwork, but it will 
be worth the effort.
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Find Timely Hooks

Your overall media plan should take into consideration whether there are 
any timely hooks you can use to help you sell your story. Certain hooks –
such as New Year’s Resolutions or 4th of July barbecues – are perennial 
news items and their timing is obviously uniform across markets. The 
timing for other news hooks – such as back-to-school shopping or 
mitigating natural disaster threats to one’s home – can vary regionally. In 
any case, these hooks should not generally come as a surprise to you. Plan 
your pitch well in advance so you don’t miss these key opportunities. 
Consider that many publications have long lead times.

Multiply Your Efforts

Some smaller media outlets are part of a larger regional network that 
share resources and run overlapping content. Consider approaching a 
syndicated writer or broadcast host whose coverage of your topic will be 
seen or heard in more than one place. Your one pitch could translate to 
several media placements.

Think Geography

What may seem perfectly appropriate to a Florida paper may be of little 
use to an Alaskan readership. Avoid a monolithic approach to your 
outreach, which could get your pitch tossed in the trash. Always take 
geography into consideration.
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Prioritize Key Publications

Earning any given smaller media placement can sometimes require the 
same amount of work as a larger placement. Be strategic in your outreach 
efforts so every success matters more. Consider personally pitching local 
outlets in the same hometown as your brand or those in the town from 
which your CEO hails, for a hometown hero angle. Prioritize those key 
markets in which a product may be launching first or which may be 
especially receptive to it.

Get Personal

You’re far less likely to get the runaround at the news desk of a 
community newspaper that is thirsting for content than you would at a 
national newspaper inundated by pitches. So take advantage of this fact 
and where appropriate try the old-fashioned, personalized approach of 
picking up the phone. The journalist in question may ask you to only 
contact him or her by email in the future. Don’t take it personally. Just 
remember to be courteous, polite, immediately engaging and most 
importantly, respectful of his or her time.

Reach More Editors with Your Content

When a one-on-one pitch can't be done, reaching editors through a 
content creation and distribution service can help. Such content typically 
offers readers timely and helpful “news they can use” while spotlighting 
your offerings. These best catch the attention of local-level editors who 
need stories that provide tangible information their readers can use in 
their daily lives. 
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Consider Small Outlet Realities

Unlike their big city counterparts, journalists at many local community 
media outlets have to wear more than one hat. Many weekly newspaper 
editors also are “on press” one day a week – most often Wednesdays – to 
supervise the actual printing of their newspapers. And many radio 
journalists pull double-duty as on-air hosts during key dayparts (such as 
drive time), while also serving as news director or station manager. Know 
these realities before you lob in a call and jump off the phone quickly if the 
target in question is occupied and wearing his or her other hat. 

Get Special

Remember to ask about special interest publications in your pitches to 
local newspapers, as almost all community newspapers publish special 
sections (e.g. Back to School, Spring Home & Garden, Holiday Guides, 
etc.). Many also have specialty sister publications like local Healthy Living, 
or Home & Garden specialty magazines. Oftentimes the same journalists 
are either assigned to both or sit a stone’s throw away from the person in 
charge of these specialty publications.
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With today’s increased focus on new technologies to directly 
reach influencers and consumers, local media outreach 
continues to be an effective way to garner thousands of media 
placements reaching a huge cumulative audience. 

Local media placements grab a community’s attention and 
reach a valuable demographic. By integrating more local 
outreach into your existing media plans, you’ll be on your way 
to building or expanding your brand through quality media 
placements in smaller, local publications nationwide. 
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StatePoint Media is a leading content marketing service specializing in 
editorial placement of feature stories, infographics and listicles in 
thousands of local media outlets across the country.

StatePoint Media clients are positioned as thought leaders in front of a 
valuable demographic — middle to upper-middle class families living in 
suburban and rural communities. Our editorial philosophy centers on 
service journalism – providing families with tangible information they can 
turn into action.

Learn how our content creation and distribution service can help your 
brand tap the local media market and reach your key audiences.

info@statepointmedia.com

1-800-397-1077

https://www.facebook.com/StatePointMedia/
https://www.facebook.com/StatePointMedia/
https://twitter.com/StatePointMedia
https://twitter.com/StatePointMedia
https://www.linkedin.com/company/statepoint-media
https://www.linkedin.com/company/statepoint-media
mailto:info@statepointmedia.com
http://statepointmedia.com/media-coverage/?utm_source=content&utm_medium=embeddedlink&utm_campaign=localebook
http://statepointmedia.com/media-coverage/?utm_source=content&utm_medium=embeddedlink&utm_campaign=localebook

