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Once upon a time there were two grumpy old men  jai=lEER s e lil e

working out of a ‘down on its luck’ 1960’s style ;
factory on the wrong side of town who invented N lﬁ;”!
a brilliant, tiny, micro-electronic device whiclolked | ‘~ : j‘ Paﬁ;"*"‘“ A
people’s back pain. Sadly, no one knew about this A r |
ingenious product until one day something extrawdi ; 1' i i ‘.

(O &
happened. e W

A top rating current affairs TV show heard abowiitistory and featured them on
the program.

The television story was aired on a Friday nighioteel.5 million viewers.

Before the story finished the phones went into daelin —literally!

In the next37 hours sales of the $69.95 PainEze Plus nettezr $200,000!

The telephones kept ringing for weeks and monthkesSipped ove$1,000,000n
three months - all because of one story.

The elderly gents became media ‘darlings’.

| discovered the grumpy old men and ‘pitched’ tlstary to the media. They liked
it. The rest is history. This can be your stdrigat’'s the POWER of publicity



What exactly is Publicity?

Publicity or ‘editorial’ is when the media — newgesas, magazines, radio,
television or the Internet feature you in a starynterview. It isGOLD
because it ge@n OBJECTIVE viewpoint out about your product, people or
serviceFREE in an array of medi& can translate that ‘interest’ into
MASSIVE SALES.

With advertising you pay; publicity SREE — you don’t pay for the space, and
because it is aobjective report on what you are doing, it is very powerful

because someone else is blowing your own truhtpegn objective article or

interview about what you do.
So, how does it work?

Although getting the media to do stories or intews on you, your product or
service ISFREE, securing publicity means searching for the ralevaedia
outlets and contacemndcreating the Media Release and the all-important
HEADLINE for your approach.

You can use a media release, letter, email or evartelephone call to a
reporter, producer or journalist. There’s a fornmiolat. I've identified 8 steps t

help you become your own publicist.

My SECRET 8 STEP formula

The FIRST STEP of creating ‘FREE’ Publicity & Skyrocketing Sales.




STEP 1:Make a listof what is outstanding, different or newsworthyab
your people, product or service. Use some lataraking. Aim for 5 or 6

interesting elements about what you do.
Now, | want to share something with you that theamiy of people overlook.

When the media are looking for ‘stories’ they withnt to get the ‘bones’ of

the story;

That means thezho, what, when, how and why They want ‘colour’ and

interest and topicality of what you do and if thare interesting people with

whom you work or use your servic&JT, BUT, BUT....

If you can use theM.U.S.I.C formula on your story, you have a much

better chance of attracting the media.
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Examine the elements of your story and isolate tha&bove elements

Let’s go back to the grumpy old men’s PainEze plus.



Here are some of the points of difference we ideffitd

| approached Australia’s top rating TV current affgorogram, Today
Tonight about their story. THd EDIA. | also selected other media
whose ‘market’ matched the PainEze plus end users.

It was unusual for two 80 year olds to run a comyganoducing space
age technologyUNUSUAL. They were grumpy old men, both with
interesting.

The unusual device worked by sending micro eleatroressages to the
brain which blocked the pain. The PainEze, plus thasmallest on the
market. It had many unusual features

It really worked and dramatically reduced pain inuanber of people
who had lived with extreme pain for years. Sormthese people were
famous, like an Olympian; others were ordinary falkch as a mother
of three who endured 13 back operations and haérrmen pian free
until she used a PainEze plus. She was happyktalalut it on
television.SUCCESS

One of the men invented a number of newsworthy yrctso-like the
first fibreglass surfboard and pop up caravan. Brdrs late 70’s he
was still inventing and leading a full life NSPIRING

The elderly gentlemen worked out of a shabby obtioilyy and had many
‘roadblocks’ across their path to succesSHALLENGING

Now think about aeadline to capture the media’s attention. Here’s what

worked with the PainEze plus



MEDIA RELEASE

Melbourne March 2003

Grumpy 78 year olds proving a dynamic business duo with
their space age, pain free invention

Jim Lamers and Trevor Andrews have over one hundred combined years of experience in
their respective fields — Jim as a pioneering electro physiotherapist and Trevor as an
electronic engineer/ multinational marketer.

Approaching eighty years of age, the two self confessed ‘grumpy’ old men have been working
together for the past fifteen years on Jim’s vast range of electronic physiotherapy machines,
in particular his latest invention — the PainEze plus, a thumb sized device using space age
digital technology for the relief of spinal, nerve, muscle and arthritic pain.

While most of their contemporaries are on the bowling greens, Jim, Trevor and a youthful
team, organise the manufacturing, distribution and marketing of PainEze plus at the Bio
Electronics manufacturing complex at Essendon (Melbourne), a drop punt from Windy Hill
Aussie Rules Football Ground, where Jim applied his physio’ expertise to the legendary full
forward, John Coleman.

The two septuagenarians disagree on a range of issues (hence the grumpiness) but Jim and
Trevor are committed to reducing the population’s reliance on the use of drugs for pain relief —
especially for seniors. Trevor Andrews cites recent research that shows over 50% of
Australians over the age of 60 are taking at least five prescribed drugs plus two over the
counter drugs, regularly.

The PainEze plus device works through Electronic Body Stimulation (EBS), which transmits
harmless micro pulses to block pain and induce the release of endorphins which reduce pain
and promote a feeling of well-being. By repeated use of the PainEze plus, the body unlearns
the feeling of pain.

Jim Lamer’s PainEze plus offers a drug free solution to the management of pain. He says, “I
want every Australian household to have a PainEze plus device in their medicine cabinets —
for any sort of muscular or skeletal pain. Our over dependence on drugs is a great cost
financially and physically to the community.”

Trevor and Jim have collected many testimonials from nurses, athletes (including Ron Clarke
and his wife), arthritic sufferers and so on, extolling the great relief they obtain through using
Jim’s space age pain management technology. Clients drive for hours to personally thank Jim
for their relief.

Jim and Trevor recently launched PainEze plus in the US and have Europe in their sights.
Australian’s have been very responsive to the drug-free electronic pain management solution.

“It's the first of many applications for this EBS technology. We've got a lot more work to do,”
says the indefatigable Jim. “Give me a break”, says Trevor Andrews, his 78-year-old
colleague, “I'm looking forward to retirement someday! I've earnt it working with you!”

For an interview with Jim Lamers and Trevor Andrews, contact
Brian James.

Ph: 03 9 572 2856 or Mb: 0410 414 770. Images am@ailable
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Ok, so what's stopping you?

Start writing at least 6 angles or points usingthe.S.1.C formula about what

you do which would make an interesting story faders, listeners or viewers.

Start with what media you think your target manketches, reads or listens to

and then go through the rest of the formula.

Using the Power or Publicity MORE TIPS

STEP 2:Who's the marketor your product or service? Find out what that

market (or audience) is likely to read, hear orchand target the relevant

outlets. Remember regional media as well as mefitapand national media.

STEP 3:List the publicationsradio and television programs aimed at this

market and determine which sections/programs coellshterested in a story on
your new product. These lists are available otk or through agencies like
aapmedianet, Media Monitors and Margaret Gee. Thiyelp you target and

distribute to the correct media for your producservice.

STEP 4:Build a contactist (database) of relevant journalists / reparter

producers that you have observed in your local enddiotice what they like to

cover or speak about in articles or on radio/TVgpams.

STEP 5:Using your list from#1, formulatea newsy, interesting media release

beginning with dKiller Headline’ which emphasises the uniqueness of the

product/service or individual. Include a separdtees (more detailed) or a

paragraph on the background to its developmenbatioé developer.
Media Releas€Angles’
Look for an_‘angle’to your story. Try and link it to something togica

Send an accompanying photograph, product or breckitier as a hard copy

or electronically or simply mention that an imagerimeo footage is available.

Aim for concise paragraphs; double spaced lined . @yrare preferable, (some
of my most successful media releases however, hese over two pages long,

single spaced)!



There a range of lengths of media releases. Thesbesess is had with one
page releases. Though my clients have also engyeckss with half page and

two page releases, wislhort headlines antbng headlines.
Short Media Release exampliat Coop

Pat's a remarkable woman who received nationabigte, radio and print
coverage with the releasadlots of speaking engagements as a result of this
relatively short media release.

MEDIA RELEASE
Melbourne, April, 16th, 1999

Pat Coop ~ a new career at 73!
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If you would like an interview witliPat Coop please contact
Brian James:

Mb 0410 414 770

Ph:03 9 572 2856

Em: bjpr@bigpond.net.au




Now below is an example of a long media releask wibng headlindt
worked a treat and generated massive local, amoha&imedia exposure, and
importantly, massive SALES.

In many ways it breaks the rules on length (thedle@aand body copy)

and it's not double spaced, but RO WER of the STORY attracted the

media’s attention.

MEDIA RELEASE
Melbourne, February 2003

He invented the first Aussie stubby holder, pop up
caravan, fibreglass surfboard, and mobile electronic
physiotherapy unit. Now, at 78, working 70 hours a week,
he’s come up with a tiny, ingenious digital device, which is
taking Australian’s pain away.

Jim Lamers can’'t help himself. Trained as a physiotherafist the war, his
inventive mind and lateral instincts have seen him look at a naiuge of ‘problems’
as opportunities; like designing a ‘pop up’ caravan or a more rolsgkass-coated
foam surfboard or the ubiquitous stubby holder, and now an affordableeiegiain

relief device small enough to bring pain relief to milli@igpeople.

His compact factory at Essendon (in Melbourne) - a Mattheyd_Hrop punt from
Windy Hill - assembles Jim’s thumb size PainEze Plustreleic devices for pain
sufferers around the world. It's the culmination of a deddatareer of helping
people reduce pain without drugs and improving their quality of life.

Forty years ago, Jim Lamers had one of the busiest physiotliepaadices in

Melbourne. He treated football legend John Coleman and other playete a
Essendon Football Club for five years, and was the head Physiogtei@pihe

Melbourne 1956 Olympics. He later joined Footscray as their pimgsiapist.

To keep up with demand for his services Jim sent patients homenvaliile
electronic pain relieving machines that he developed. He foungbatents often
healed faster than with the traditional manipulative ther&pyce then, Jim’s quest
has been to develop an inexpensive miniature electronic dewicegodrug free pain
relief on a huge scale.

Along the way his devices have become smaller and smaller.

With the help of digital technology and his own design genius, Jsrabhieved his
goal of creating the miniature (18gms) PainEze Plus. The emdtsle pain to be ‘self
managed’ and can be used anywhere, anytime.

In a stroke of brilliance, by using code changes to the micro clemsalim is able to
create more than twenty additional therapy applications faddkizes. Some of these
will be available later this year.

The septuagenarian inventor, together with Trevor Andrews,duallg passionate
77-year-old marketing director, believes PainEze plus represenexcellent drug
free alternative to pain.



“Our society has such a drug dependency - especially for achgsaensd It makes
the pharmaceutical companies rich but side effects leave mdiwduals in poor
health. We want to use PainEze plus to improve the qualipeaple’s lives without
drugs.”

And in case people believe electronic pain therapy is relgtnew, it has a long and
colourful history dating back thousands of years ago when ‘eleetis’'were used to
cure an array of ills.

Using similar technology to the bionic ear and pacemaker, JinetsaRainEze plus
device emits micro pulses through electrodes to adhesives padd plathe pained
area. The micro pulses are then converted to impulses, which sssagas to the
brain and block the pain. They also cause endorphins, the body’s nphimal
relieving chemical, to be released. PainEze plus also pesmbkaling by
electronically stimulating the cells around the affecteda

Former world champion and Olympic runner, Ron Clarke uses PainEzerplas
feet. After the kilometres his tendons have endured and lieé me now gets, Ron
raves about Jim Lamers’ device, so much so that he purctaséat tis friends. His
wife Helen can now walk without pain and swelling after a majoe kieeonstruction
after using PainEze plus for an hour each night.

Testimonials like this give Jim a tremendous sense of ach&wve but he has another
achievement - of a different nature, which he’s keen to underdakan 8 year old he
travelled from Melbourne to Perth in a T Model Ford. He now d@aess to an
identical T Model, and wants to retrace his tyre marks adtas Nullarbor, mid this
year. It certainly won'’t be as painful as it was 70 gesgo!

See PainEze plus atww.ezistim.comandwww.biostimtherapy.com

Images are available

For an interview with Jim Lamers or for more infaton contact
Brian James

Ph: 03 9 572 2856 or Mb: 0410 414 770, :Exqpr@bigpond.net.au

Killer Headlines

Whether brief or long, start your release with #dl4¢ headline. Sometimes,
however a simple factual announcement of a newyatool service may do the

trick, but journalists are always looking for sohiag a little different.

| prefer long headlines that capture attentioniacthde maybe 3 or 4 ‘hot’
elements; but, as you saw with Pat Coop’s reldhsee’s a place for punchy

headlines too. Remember that the body copy shwad more ‘hot’ elements.

The challenge is to use your brilliant release wghkiller headline, to grab
the attention of the journalist reading through 266+ releases that come their

way during a day.



CASE STUDY
Electric Height Adjustable Desks

I’m currently working with a company that
manufactures an innovative range of activDesks
that are electrically height adjustable.
The goal is to raise the public’s awareness ofittie
known desks. (Incidentally the company has invest
over $200,000 in advertising with very little resul
| want to discover ‘angles’ which | can includetire ‘story’ | pitch to the
media which don't just talk about how good the disskut take a wider view.
| try to find out everything about the desk (feasiand benefits) the people
behind it, what sort of clients use it and so on.
Here’s a list of things I've found.
The desks are ergononmaad cater for those people (and it really is
everybody who sits at a desk) who like tleibility of sitting or

standing at their desks.

There are many health issues that are associatedtanding and
sitting at work, in particular RSI and a plethofdbad back, neck

injuries. For our body’s sake we should sit anddtat work.

Workplace injuries account for billions of dollarsAustralia every year

and it's getting worse.

The desks have an interesting shape, like a cresuaon. Part of the

story now becomes how the desk shape was inspjrétebmooth

Users of the Activ Desks include a lawyer with @ p@ck who has
three desks (at home and at his offices); the fipgat section of the
Police Force have a special in built feature girtdesks which speeds

their finger-print identification process up andassback and neck pain.

So, my friends there are stories within storieswedaven’t even touched on
the interesting inventor of the desks - a Pass@Ratish designer with a bad

back injured on a rowing trip in Europe.



Now, with all these angldswill create half a dozen media releasad direct

them to a range of medal interested in different elements of the stery

design, workplace health, individual storf&dectric desk saves lawyer’'s

career”, ‘Innovative workplace de sign helping police catobo&s quicker™

I’'m always looking for something that will attraitte media’s attention

especially headline.

Here’s part of the coverage thetivDeskreceived BUT, thereally
interestingthing is that this one article (below) leddeer $400,000n
sales. That's rightDNE article.

Angles within Angles for the Media; it's not alwaysabout the prime story

you want to get across first

You want to get publicity for your product, but ymay have to use a lateral
approach to look at angles other than the main Binat requires looking for

other elements to the story, for instance, renownianational pianisflan

Kogosowski after 30 years abroad was restarting his cane@ustralia.




Alan’s led an extremely colourful life and has avi@VD Chopin, A Life to

Rememberwhich he wants to get publicity for. He doesn'védhe budget to
do any marketing except PR. (Traditionally, a méargecampaign for an artist
might cost between $60,000 and $300,000).

Low Profile

However Alan’s name hasn’t been mentioned for yeaen though he has
enjoyed a high profile overseas and was a childigyoand famous as a

youngster nationally and internationally

It wasn’'t going to be enough to say ‘he’s back hadas anew DVD on

Chopin.



Revealing other angles

So, when | was questioning him about his life anehes, people and places,
concerts, etc, | discovered some interesting aspettich | developed into a
story pitched to the media where the DVD got a mentbut it wasn’t the main
thrust.

The aim was to get his name out there and get pesapling, “| remember that

guy on television when he....’

| found Alan had many elements that we could pitcthe media through

media releases.

Memorable Meeting of the Hands after 30 years
We found out that at 20 he was involved in a catleeratening car
accident.
His hand was saved by a leading surgeon.

We thought the media would be interested so weAgot and his
surgeon Frank Ham together for a reunion. It resxbivational
radio/print and TV coverage, Alan’s name starteddb‘out there’. He
received invitations to perform; other media cotdgddim for

interviews and so on.

Below is the media release that got the ball rgllin



MEDIA RELEASE contact Brian James
Friday, January 14 0410 414 770

Memorable Meeting of the Hands after 30 years

Just over 30 years ago the renowned Melbourne@kasigeon Mr Frank Ham saved the
career of a young international concert pianisnXMagosowski after a horrific car accident.
The two will meet for the first time in thirty-twgears on Monday January"1#t 12.30pm at

the Bosari restaurant, corner Gratton and Lygoee&trCarlton.

Alan, who grew up in Caulfield, was a prodigy whaatbeen living and performing overseas
since he was sixteen years of age.

In the early seventies, on a brief visit to Mellbairthe then twenty one year old was driving
his father along Dandenong Road when a speedinigjtdaim. Alan’s car rolled eight times

with the pianist’s hand caught in the car windowl amashed each time the car rolled.

Apparently Alan’s hand was the size of a baseballegand his promising career flashed
before his eyes.
Mr Ham was called, but unavailable to operate Mi@rity-four hours. It was one of the worst

injuries the eminent surgeon had seen.

Remarkably, not only was Alan’s hand (and caresrgd, but it became stronger and more
flexible than before, with Alan returning to thencert stages of Europe and the US. (During
his convalescence he was still able to performhamel works with the MSO!).

Mr Ham (now in his late seventies) recently retjr&thn recently returned to Melbourne after

three decades enjoying a successful career abmwas keen to meet with Mr Ham.

Both men are excited about shaking hands and raegexdquaintances over lunch at Bosari’s
(corner Gratton and Lygon Streets Carlton) on Mgndanuary 1% at 12.30pm.

Alan Kogosowski is considered a world authority@mopin and one of the finest Australian
pianists ever. Frank Ham pioneered many of thenscoctive surgery techniques at the
Royal Melbourne Hospital, particularly with crarfaeial work on children and remains a part

time consultant.

Alan recently completed a four and a half hour DVD - Chopihijfé to Remember,
5000 copies of which have been ‘gifted’ to US schools by the Jotamebdohnson
Foundation. Alan is hoping for Australian benefactors to ‘dii¢ DVD to Australian
and Chinese schools.
The DVD is currently being broadcast on American televisiansix part series.
Alan’s DVD includes his appearances on the Ed Sullivan TV Shsva 14 year old)
and vision of his concerts and appearances with royaltyl pid¢torial bio’ and so on.
www.kogosowski.com

~ ENDS ~~
For more information, contact Brian James on 03 9 B2 2856 or
0410 414 770. Em bjpr@bigpond.net.au




Pianist has keys to RSI
As part of finding out about Alan, he revealed thatwas also an expert on

Repetitive Strain Injuries (RSI) prevention.

Now, that’s why it is important for you, dear reader and publiségker to
write down everything you can about what you do, what you've doue, y
story, how you came to be involved in your business, the lggeafits of what

you do etc, etc.
Believe me, it's a worthwhile exercise.
If you feel uncomfortable about it, ask someone else to inteyaew

Yes, you do have an interesting story, it may not seem igwiyou, but it

will be to others, providing it's presented in the right way.
Back to Alan and RSI.

| found out who the reporter was at the Age (Melbe) covering health/work

related issues and sent a media release.
He called with those 9 magic words, ‘we would ltkedo a story on Alan,”

Their story created HUGE INTEREST from companiadjviduals and
government organisations interested in Alan’s etgerlt also led to the

production of a ‘mouse glove’ to prevent RSI ard\éD on RSI prevention.
The article mentioned Alan’s DVD again.

Such was the reaction that a RSI DVD is now in pobidn because of the

great response
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Are you getting the picture?
One more angle with Alan:

We looked at what he was doing and discoveredtbatas presenting master

classes for gifted young performers.

He told me he had discovered another piano prodigg.Sunrise TV program
(Seven Network) flew Alan and the boy Naveh upydr&y and he was seen
by 100,000's.

Now, and here’s something that didn’t happen; drteée conditions of Alan
appearing was to have his DVD mentioned. The intrers forgot and Alan
ran out of time to mention it. However people gosée another media

appearance of Alan. His name was getting out there.



July, 2005
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Melbourne. The next great Australian pianist could be a pint sizedngkinine year
old Melbourne boy, Naveh Dvir-ovadia, according to Alan Kogosaovikki

internationally renowned concert pianist (and former child prodigy).

Alan was presenting a Master Class at Bialy Collegevhi@rn) during the week to
some of Australia’s brightest young pianists, and was leicpess at young

Naveh’s piano prowess at such an early age.

“I couldn’t believe my eyes or ears. He was playing areexgly difficult piece as if
he had been playing for thirty years, and what's more lep&gorming it and
playing with such joy. | have given hundreds of master cdass®ind the world and

never found someone so talented, so young” he said.

Already Naveh has been a guest artist with the MelbowngBony Orchestra as
well as other Melbourne orchestras.
Naveh, who at nine years of age is already in year TatikEollege (Hawthorn), is

highly articulate with a good sense of humour.

He has been taught by Nehama Patkin who specialisescinitig gifted children.
Naveh’s parents moved to Melbourne from Israel where his f@hgmwas a

choreographer.

Alan Kogosowski has returned to Melbourne to live after thyietgrs abroad.

As a child prodigy he won Australia’s premier TV talent cant8sowcase) and
appeared on the US ‘Ed Sullivan Show’ as a fourteen yeabeidre embarking on a
professional career at 16. (www.kogosowski.com)

He has recently launched a new D\@hopin A Life to Remember

HHAHEND SHAH#H#

For interviews contact Brian James
on 03 9 572 2856 or 0410 414 770 EMiggbigpond.net.au



How a $500,000 sales opportunity was created

Naaman Mohan is a young trader in raw materials — espettiallextremely valuable
vanilla beans from Papua New Guinea. After reading theegiokew food
distribution company contacted Naaman and placed on going oodenswards of
$500,000 over the next two years.

Folks, this kid is one ‘out of the box’. He had his first busimegsimary school and

became a champion teenage locksmith, salesman, tradedewaed dealer etc.
He actually knew his story was a good one, but no one had heardtabout

| sat down with Naaman; he told me his story, | emahésidutline to respected
feature writer Neil Kearney who interviewed Naaman anateva feature in

Melbourne’s Herald Sun. Here’s the email | sent Neil.
Dear Neil,

| found this young fellow who is amazing. Here’s an outline of praesof the things
he’s done.

Spice Boy

At 22, Naaman Mohan is Australia’s King of Vanilla Beans, importing huge
guantities of the precious pod from inhospitable Papua New Guinea andiegport
throughout the world. He also imports saffron from Spain and Iran and is &bout

export Aussie Virgin Olive QOil to Japan and Wine to China by diméainer load.

A natural ‘trader’ from boyhood, at 19 Naaman trekked to the wild&¥@ifvak
province in PNG (three plane trips, a half day four-wheel dijiveney followed by a
three hour walk) set up a sign (in Pidgin) outside the hotel ‘hugtioi§ to buy

vanilla beans from the local farmers.

Buying them direct like this meant the young entrepreneuimgltad seven levels of

buyers and could give the farmers a better deal.

Last year, Naaman Mohan (he’s from Melbourne’s Western Suburbsmwiitisia
background, despite the name) contributed over $250,000 into the lowd@hge from

where he buys the vanilla beans from over 2000 farmers.

Part of the reason why the farmers deal with him and not the natibnals or
‘cowboys’, is that he puts back into the community by helpibgitd schools and a

hospital.



The local community honoured him earlier this year with a ‘sings;5a rare treat

for a white fellow! (see the photo below)

Naaman sees opportunity everywhere and most recently sourced aronsupply of
Australian Olive Oil for Japan and wine (we're talking tonnies)China; he’s also

developing a range of gourmet spices for the fine food sector trefas

He has some astute observations about conducting business with China and th

benefits of joint ventures and doing business with a social conecienc

Naaman is a very genuine, articulate and passionate young fellow wbogéssan
inspiration to all entrepreneurs. Naturally it hasn't all been plaading and his first
venture into vanilla beans was a failure (though not his fault) ansl red some hair

rasing experiences in ‘lawless’ PNG.

Interestingly, in the early days he took along one of his fathHgends to meetings
with the multi nationals as a ‘stand in’ CEO, because hdlielf wouldn’t have

believed that the ‘young kid’ in front of them ran the company!

Naaman'’s the full bottle on the history of the spices he dealswell. Vanilla Beans
for instance, have a very romantic story and involve an increditleunt of
nurturing in the farming process, something Naaman has taught manyRi{lGe
farmers. China is getting the taste for the humble, but expehsan ($200-$330 per
kilo) as it is also a proven aphrodisiac.

He’s a young mover and shaker
Cheers

Brian James

03 9 572 2856

0410 414 770

He has plenty of pics of his trips to PNG.



Here are other headlines that enjoyed great success
“Teenage Aussie racer hits the Big Time in the US”
“Service Guru says Australian service ‘on the nbse’
“New ‘pocket rocket’ device blocks pain without drugs”
Renowned Classical Pianist has keys to RSI ‘epidemi
How one black jellybean, four seconds on a menu,\s words in a
shop and three hundred Chinese teenagers led to laethroughs in
customer service.
Australian service ‘on the nose’ says CustomeriSer@uru
Stress diffuser Consultant develops ‘inner retreatfor corporate
employees.
“How a former 15 year old Midnight Rubbish Collectmd truant from
the ‘wrong side of the tracks’ became a city collmcat 19 and an
entrepreneur, professional speaker, author anchdoamther young
hopefuls at 21.”
Is Bill Clinton the best communicator in the world? Australian
expert reveals keys to success
Sam Paton, helping winery investors move from #tkinto the black
Bright’ idea helps veteran inventor aim for big sucess in the

smallest room in the house



Targeting your Release & the 60 second response
AAP Medianet (www aapmedianet.com.au)

It's free to join but you pay for having your reseadistributed electronically to
fax, email or newswire to any media outlet in AaB&. You can pin point a
geographical area, the media, the timeslot, sedfi@paper, program, the
financial media, politicians and so (ammedia release to every talkback radio

station in the country could generate betw&én- 100 interviews

Your release is downloaded in milliseconds throagP Medianet, then wait
for the telephone calls! I've had responses infeas 60 seconds once my

release is released via AAP Medianet

Media Monitors

They will distribute your media release whereveu yant it released or you
can purchase their media directory which is updatéck a year, for around

$260. See www.mediamonitors.com.au

Margaret Gee’s Australian Media Guide (www.mediaguide.com.au)

With this guide you pay an annual membership (addgB00) and then select
from comprehensive media lists the names and codédails of every media
person in Australia. Want the new product newsewifibr the Biloela Bugle or
the producer of the Alan Jones Radio program? TadidGuide will supply
the names and contact details and then you sinmpéyl efax or mail the release

yourself.
OZMEDIA

www.ozmedia.com

This is a local media release distribution servim, it also offers many other

services. Certainly worth a look, and great petphork with too.

There are many US and UK Internet PR ‘agenciestiwhiill distribution a

media release FREE or for as little as $79.

Seewww.prweb.com



Snail Mail

Hey, sometimes it pays to mail your release taost, o increase the chances of

someone noticing it!

CASE STUDY

Here’s a letter | wrote, rather than a media redeathought it was a more
personal approach for a human-interest story.rtifled the journalist because

of the nature of his articles (workplace stories).

The result was a feature article that generatedemnelous interest.

Dear Glenn,
| came across an extraordinary woman who runs eesstul employment agency for

cleaners, but it'®i0 ordinary agency:.

Firstly, Wendy Crawford suffers debilitating illnessand can only work for a few hours
each day. She came into the business through Bbahd when they lived icountry

Victoria. He died suddenly and she moved to tigy to continue the business that flourished.

Throughcircumstance Wendy became interested in finding cleaning wiorkhose with a
disability as well as those without. A few of her corpordients agreed to take on these

people for just a few hours a day or week.

The result that these people becameellent workers but also felt theilife had purpose
because they were doing something of value anthgegaid.

Wendy isdedicatedto her people and companies are getting the hiea@figiving people
purpose as well and are very happy with the sernitge a win win situation - for everyone.
Wendy would be happy to share her story with yeaders.

Cheers

Brian James
Communication Services
0395722856 Mb 0410414 770

STEP 6:1f mailing your releasanclude with the media releaadorief

personal letteto the journalist or program producer etc, sugggsie

audience/reader etc may be interested in your rex@ldpment.
Mailing, with a distinctive, hand-addressed envelapd real stamp, increases

the chance of your release being read.



Pick Up the ‘Phone

STEP 7:Follow up with a telephone calb ascertain whether the release was
received and whether there is any interest in gtany. NB, some journalists

resent this, but it is legitimate to discover i tfelease has been received.
Thanks

STEP 8:When you receive editorial exposure send a thamkngteto the

journalist/produce/presenter. Keep them abreaahpiew developments or
write if you have enjoyed something they have entor spoken about. Aim to

be remembered.

If you see, hear or read an item that impresseswaote to the person and
mention how much you enjoyed it. It's worth estabing relationships with

the media, and sometimes they might ask you foorg!'s
And finally....

The competition for editorial exposure is intertsg, space and airtime has to
be filled —so why not some publicity about you, ypwduct or service?

Always look for the point of difference or ‘anglahd remember the ‘killer’
The two most popular fonts are Times New Roman/emal.

It is preferable to keep releases to one page,ldm@gaced, but not always.
You can test headlines, fonts, spacing and so on.

Always include contact details, a website, make saou have high

resolution photographs of you, or your businessroduct.
If you have a video, make mention of that on tHease.
You can include a logo. Have someone quoted imelease, for instance

Julie Bishop was motivated by her son’s illndshought what can | do to

help Barry and the many other sufferers, so | ineéra...”

So, | wish you every success with your endeavougeting media exposure.

Someone has to get it. It may as well be you, iug them something to talk
about. Give them a story. And if you need guidacoatact me.



About Brian James

Brian James had5 years Experience& Exceptional Resultsin the Media,
PR/Publicity and in Business - nationally and internationallyich gives him The
Edgewhen it comes to emngeof COMMUNICATION SERVICES.

When you want your Product, People or Services tcmetragen the medigfor all
the right reasons!) Brian has tkey Contactsacross Radio/TV/Print Medi& the

creativeknow howto write ‘KILLER’ media release Headlines and Body Caopy t
ensure coverage txactly the audiencer marketyou need to attract.
Some of his releases have earned cliemger ONE MILLION DOLLARS through

media coverage the space oflays and weekss

|
Brian’s launched successful careers, made companies laak gremoted authors,
consultants, entrepreneurs, speakers, musicians, Athletefpmers, scientists, stress
relievers, engineers, you name it. He’s even negotiatedchatienal management

contacts for some of his clients. Now the Media come to hirst@ores!

$ % &'( )
If you are about to face the Media Brian will coach youite g highly professional

performance & importantly to gethe message you want to get across

He’s worked with AFL stars, professional speakers, racanglgvers, entrepreneurs
and Australia’s top CEO's.
Similarly, Brian’sProvenPublic Speaking approach and coaching has transformed

gibbering novices into seasoned professional presenters iy shaet time.

(%)
Brian consults to companies who want to ensure that wheviéde comes
knocking, that they are ‘on the spot’ ready with tight strategy combined with
confident and competent peopléo handleany situationwhere the media demands

comment.
Brian has developed a range of packages to help you on yguo\attracting media

coverage for your product or service.

PO Box 538, Malvern 3144 Australia Ph: 61395000 059 Em:
www.brianjames.com.au




