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Why work with travel media?

Media Relations
• Core component of PR

• Share a story through a trusted third party

• Positive coverage generates:
• Awareness
• Credibility
• Goodwill
• Exposure of business, city/town, Maine overall
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We have their interest. Now what?
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Gauge needs and interests

Determine if they are the right fit



Gauge interests and needs
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Create a press/influencer questionnaire

• Determines interests and needs
• Outlines expected results
• Provides references





Determine if they are the right fit
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Does it make sense? 

• ROI
• Tone and style
• 3 Rs

Relevance 
Is the content the influencer 
shares relevant to your 
business/organization?

Reach 
Does the influencer reach an 
audience large enough to 
bring you value?

Resonance
Will your content be 
meaningful and relevant to 
the influencers’ audience?

Influence



What is your criteria?
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Do what works for YOU and YOUR BUSINESS
  

For press (on-staff for publication or freelancer):
• Does the writer have a confirmed assignment?
• Will the story be in print? Online?
• What is the publication’s circulation?
• Will the writer be using social media during or after their trip?
• Are the demographics of the publication a good fit for my 

business?
• Does the story tone and topic align with our brand and 

strategy?
• Will the writer capture and/or use photos or video?
• Can the writer provide examples of the other travel stories 

written within the last year?



What is your criteria?

Do what works for YOU and YOUR BUSINESS
  

For online/bloggers/influencers:
• What is the travel website or blog’s UVM (unique visitors/month)?
• Can the writer provide links to other travel stories written within the last year? Other brand 

partnership-related posts?
• Can the blogger provide a screen shot verification of website analytics information including UVM, 

page views, bounce rate and demographics? 
• Does the writer have a media kit with verification of reach?
• Is their audience relevant your business?
• Does the writer post quality content with proper grammar?
• Will they capture and/or use photos or video?
• Does the blog have a domain authority above 50?



What is your criteria?
For online/bloggers/influencers 
– social media considerations: 
• How many followers do they have?
• What are your minimums for 

Facebook, Instagram, etc.? 
• Does the influencer’s style and brand 

compliment your brand?
• Are their photos/videos high quality?
• Is there a high level of engagement? 

Is it real?
• Do the majority of the influencer’s 

posts focus on the 
destination/place/experience, rather 
than the influencer?



IF they are the right fit
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Get the most out of it. 

• Consider putting an agreement of deliverables in 
writing, especially digital influencers requesting 
payment  

• Discuss value-adds!  
• Will they provide a selection of the photos/videos they 

take while here?
• Will they create a Reel?
• Are they willing to do a “collaborator” post or Reel? 

• Discuss any key messaging and tagging 
requirements 

TIP:
Ask for high-resolution 
photos or video that you 
are granted with full, 
non-exclusive rights. 



Before they arrive
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Do your homework 

• Follow their social media channels
• Read a few previously published articles
• Alert your staff
• Have a press kit or fact sheet ready for 

their arrival



While they’re here 
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Be helpful, but let them do their thing! 
 
• Greet them!
• Lodging properties - let them settle in before a site visit
• Be helpful without hovering
• Share a business card with your contact info and social 

media handles
• Don’t offer a product or service you don’t offer every guest

• They need to experience a place the same way their 
readers/viewers would



After the visit
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Stay in touch 

• Thank them!
• Share articles/blogs and social media content on your 

social channels (be sure to tag them and/or their outlet!)
• Stay engaged with them for future opportunities 



Remember…

Keep the big picture in 
mind 

• Build relationships
• Create long-term 

results/opportunities 
• Journalists talk 
• “We all win!”



Tips for success
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When meeting a journalist:

• Know who they are
• Did you do your homework?

• Think like a journalist
What do they need to make 
their audience interested?

• Know your “hook”
• Make it short and sweet
• Treat journalists with TLC
• Be aware of specific 

needs



What works
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If you’re reaching out to media/influencers, here are 
things to think about. 

• What’s new
• Best deals
• Special events
• Exclusive or distinctive attractions, services, etc.
• Good human interest stories



What’s in it for you?



A food-focused influencer campaign with The Feedfeed

OBJECTIVES
• Increase awareness of Maine’s culinary scene to support the overall focus on 

food tourism 
• Partner with and highlight a range of Maine food and beverage businesses, 

including established, well-known food brands and smaller, under-the-radar 
noteworthy food locations 



A food-focused influencer campaign with The Feedfeed

CONTENT
• Feedfeed social content: trip recap video, Instagram Stories, recipe video
• Influencer social content

RESULTS
• 382K engagements and a total reach of 5.02MM 
• An outpouring of positive sentiment on social media 



• Join the PR Partners Program
• Connect and tag @VisitMaine
• Keep us posted on “what’s 

new”

Tourism@marshallpr.com

How you can 
participate



More about PR Partners
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• Provide accommodations, meals, passes, tours and 
other relevant amenities at a discount or  free of 
charge—no obligation!

• Your discounted or complimentary offering is an 
investment in marketing your property. 

• You are helping to generate visibility and valuable 
firsthand experience for your property/service. 

• We will pre-screen the journalists and help guide their 
coverage. 

• We will track coverage and provide resulting articles. 

motpartners.com/programs-services/pr-opportunities/

REMEMBER:
The goal is providing an 
authentic Maine experience. 
We can help shape the 
message but cannot control 
the outcome. 



Thank You!
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Questions? Need Help?

Whitney Raymond
wraymond@marshallpr.com
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