
Andrew: This session is about how to get your startup featured in publications like 
TechCrunch. It is led by Conrad Egusa. He is the founder of Publicize, a company that's 
changing the way startups approach PR. I'll help facilitate. My name is Andrew Warner. 
I'm the founder of Mixergy, where proven entrepreneurs like Conrad teach. Conrad, 
thanks for being here.

Conrad: Thank you so much for having me.

Andrew: Thanks for coming back, I should say. Conrad, the problem that we're helping 
people solve is one that was experienced by this company, Shirley.

Conrad: Yes.

Andrew: What's the issue that Shirley had? Is is called "Shirley"? On their site it says 
"Shirley." On Kickstarter it says "Shirley Box."

Conrad: Yeah, I think "Shirley" is just for short.

Andrew: Okay.

Conrad: I think the issue that the company was facing is they were hitting this turning 
point. They were about to launch this Kickstarter campaign and it was critical to the 
company, to the point where, "Hey, if this Kickstarter campaign doesn't work out, is this 
an initiative that the founders should continue pursuing?"

Because of a number of the PR efforts, the company was able to exceed its Kickstarter 
expectations. It ended up raising a little over $150,000.

Andrew: So they were counting on Kickstarter as a new way of getting funding, almost 
like a last-ditch effort and to get anyone to contribute to Kickstarter. These guys did not 
have a big mailing list of potential customers. They did not have a huge following of 
people who were reading their blog. What they needed to do was reach out to people 
who did have that kind of following. Right?

Conrad: Absolutely.

Andrew: Okay, and these were your clients? You helped them do it?

Conrad: Yes.

Andrew: Okay, and one of the ways that you helped them do it was by getting a post -- 



there it is -- on TechCrunch. Here it is. What did TechCrunch write about? Why was 
TechCrunch interested?

Conrad: Yeah, I think sites like TechCrunch, and VentureBeat, I believe Gigaom, as 
well, covered this story, I think the biggest thing is we look to make the story much 
larger than it really is in a lot of ways. With Shirley Box, they were introducing 
essentially a new way to sync a lot of files. We essentially looked to introduce that they 
were bringing a new paradigm to the table for this specific industry.

Andrew: Okay. All right, and as a result of that article that I just showed a moment ago, 
which is right here - let's zoom in one more time - they did hit their goal and exceeded it, 
actually almost more than twice what they were aiming for. So the company is up and 
running, and I see then that they are active.

That's what you want to show us how to do, to understand how to use publicity so that 
we can do it ourselves and get in publications like TechCrunch. In this case it was 
TechCrunch, but throw off some names of publications that you've helped 
entrepreneurs get into.

Conrad: Really, any of the top 100 largest publications, anywhere from The New York 
Times, to The Guardian, to The Financial Times, to sites like TechCrunch. One of the 
things that's important is what I'm about to explain is applicable to any vertical, it's not 
just to tech sites like VentureBeat and TechCrunch.

Andrew: Okay. All right. So the first step to doing it is actually finding a story. You used 
to write for VentureBeat. Right?

Conrad: Yes.

Andrew: When you did write for a very popular blog, VentureBeat, what are some of the 
mistakes that you saw entrepreneurs make when they were pitching what they thought 
was their story?

Conrad: Yeah. I think the biggest thing is that the media, and journalists, they're looking 
to cover essentially meaningful story lines. What happened a lot of times is people 
would reach out to the media without the story line.

I remember a specific case. I was walking around New York City and a friend ran into 
me. He said, "Conrad, I know you're writing at VentureBeat. Can you write about my 
company?" I said, "Sure, what do you have to announce?" He said, "Oh, we don't have 
anything to announce." I said, "If you don't have anything to announce, then there's no 



story. There's nothing I can write about."

Andrew: So they can't just say, "Look, I've had this company for a while. It's a good 
company, good product. All we need is some press, and if we get that, then people will 
actually start to come to it and use it." That's not enough? That we've been around for a 
while and we have something good?

Conrad: No. It needs some type of action.

Andrew: We have to announce something.

Conrad: Exactly. There has to be action. Something has to have happened.

Andrew: Give me some examples of what announcements you mean.

Conrad: The most prominent, the most common would be something like a product 
launch, maybe a funding announcement. So it could be an angel round or a VC. It could 
be a milestone, so maybe your mobile app reaches 100,000 downloads. It could be an 
acquisition as well, kind of across the board. It could even be something smaller. Maybe 
your company hosts a hackathon.

Andrew: I'm going to show an example of that.

Conrad: And we'll make that really newsworthy.

Andrew: You know what? I hit 1,000 interviews a little while back. Did I miss a big 
opportunity to get some press by saying I hit my thousandth interview? Is that the kind 
of story that you're looking for?

Conrad: Yeah, I think that is a perfect one. I think one of the things that's important is 
that ideally an entrepreneur can map out the next six months of these meaningful 
announcements. Some are obviously going to be stronger.

Let's say, Andrew, you raise a million in funding, or whatever it is. I don't think, but 
hypothetically, so for that, that's a big announcement. You should aim to get that on, 
let's say, The New York Times and The Wall Street Journal. But let's say, hypothetically, 
it's a smaller amount spin, like 1,000 interviews. Maybe you'll only try to get that on a 
smaller site, maybe on Gigaom, or whatever it may be. So you can have different 
expectations for different announcements. What's most important is that these are really 
good opportunities across the board that you should push for.



Andrew: What's another everyday event that many entrepreneurs wouldn't realize is 
announcement-worthy?

Conrad: I think there are a lot of smaller things you could do to make announcements 
seem larger than they are. As an example, let's say a company does a redesign of their 
website. Well, nobody really cares about a redesign of a site, unless maybe you're a 
Facebook. But for smaller startups, but if you launch, maybe instead of announcing a 
redesign, you announce a next-generation platform, that suddenly sounds like a much 
bigger announcement. So there are things you could do to make these announcements 
seem much larger than they might actually be.

Andrew: All right, and we're going to see an example of how you did that in a moment 
with Lingua.ly, one of your clients. But one of the things that you also advise your clients 
is to not lump multiple announcements into one, what they think is a giant 
announcement. Even if events happen at the same time, keep them as two discrete, 
different announcements, or more.

For example, here is one of your clients, bop.fm. In fact, before I show them, bob.fm, 
what was the mistake they were going to make?

Conrad: The big thing was, and this happens to actually a lot of my common era, 
modern tech start clients as well, is when they are about to make an announcement, go 
to the media, to TechCrunch, they announce let's say a company or a product launch, 
and at the same time, they announce let's say $1.5 million in funding, whatever it may 
be. Usually if you see those articles that say, "TechCrunch" [inaudible 00:07:25], the 
primary article is about the new product launch, and at the very end they say, "This 
company is also announcing they raised $1.5 million in funding." By doing that, they're 
not optimizing press coverage.

The best thing they should do is actually divide it into two announcements, let's say two 
to three months apart. By doing that they can essentially double the amount of PR 
coverage that they would have gotten otherwise.

Andrew: Okay, so here's how you help them. They did do a redesign? There it is.

Conrad: In this case, they . . .

Andrew: Oh, excuse me, a relaunch.

Conrad: Yeah, it was a relaunch, yep, and they got on TechCrunch.



Andrew: That's the TechCrunch article, and then, a few months later, they got . . . here, 
I'll zoom out.

Conrad: Yep, it was Business Insider, Wall Street Journal.

Andrew: About their funding.

Conrad: Exactly.

Andrew: Got it. And otherwise, I could see an entrepreneur saying, "I'm going to bring it 
together. We have a brand new platform, and it's backed by all this funding, and now 
we're ready to get some press." For them, they could have . . . you were saying that the 
funding came around the same time as this launch, and you had to explain, "Let's 
separate into two different things."

Conrad: Yeah, absolutely. One of the things to keep in mind, specifically for funding, a 
lot of entrepreneurs think that if they raise funding on August 1st, they have to 
announce it in August. As long as the information isn't public, online, they can really 
announce it a few months later.

Andrew: Okay. All right, so if we're going to relaunch our site, and also launch a mobile 
app, we might want to separate that into two different events.

Conrad: Absolutely. That's a perfect example.

Andrew: All right. Then, now that we've found our story, you don't want us to just tell the 
story. You say, "Lead with the vision." That's the example of Lingua.ly that I was 
bringing up a moment ago. In fact, we have their press release.

Before you even talk about what you did here, or why this makes so much sense, what 
did you do here? I know we'll give people a copy of this so they can read it on their own, 
but I just want to show a quick screen grab of it.

Conrad: What happened, when I first spoke to the founder, essentially they had created 
this Google Chrome extension to help people better translate words online. What I 
talked to them about is, "What's the bigger vision of the company?"

The best way, I think, to ask yourself this question, is for most entrepreneurs when 
they're let's say in the gym, or they're about to go to bed, and they're day-dreaming 
about their company and how in three years it's going to be a hundred-plus-person 
business, and growing and taking over the world, what do you see then? Describe that. 



Lead with that larger vision.

In this case, with Lingua.ly, the larger vision wasn't about a Google Chrome extension. It 
was about changing the way languages are learned online.

Andrew: Yeah, I do see that. I kind of wish, actually, that you would have said it the 
other way, here. When we were going over these notes you were saying, "Well, look, 
these guys are going to change the way language is learned online, and they also have 
these degrees from whatever school." What school was it?

Conrad: Yeah, it was Stanford.

Andrew: Stanford. "So they didn't recognize that that was valuable, so we made sure to 
include that in there. We made sure to talk about how they're going to disrupt this $60 
billion industry," etc. And I said, "Interesting. What did you do there?"

You said, "Well you have to understand, all they had was a Chrome plugin, and we 
added the jazz to that story, and we made sure that people understood that they went to 
Stanford. We made sure that people understood that this was part of a bigger 
movement to change the world." Frankly just, period, to change the world by helping 
people learn languages.

Conrad: Yeah, and speaking at the very beginning with social proof, when I was 
speaking to the founders, at the very end of the call they said, "Oh, I don't know if we 
should even add this in the press release, but we have our PhDs from Stanford." I said, 
"How could you not have told me this before? We're not only going to include it. We 
have to lead with that," because when you first read that, even in the first line, I think 
there's a certain connotation. It stands out, the fact that this is a Stanford PhD.

It's really important, I think, that entrepreneurs identify one or two things about 
themselves, that they can lead with in the story. If I was going to email The New York 
Times about an announcement of mine, I would say, "I'm a former VentureBeat writer." 
That would kind of stand out, so people would read further.

Andrew: Interesting. What are some other characteristics, or experiences that are 
worthy of including in a press release or in an email?

Conrad: Yeah, I think a couple of things. One is any prior companies that you've worked 
for, so maybe you're a former engineer at Facebook, or Google, etc. Maybe it's a 
university you've attended; maybe it's an award. If you were [inaudible 00:12:03] with an 
Ernst & Young Entrepreneur of the Year, that's huge, the fact that you can present that.



A lot of entrepreneurs talk to me and they say, "We don't have anything like that." It's 
important to then think, "What are one to two things that are kind of different about 
yourself, that separate?"

It's really funny. There are a lot of, let's say, 16-year-old entrepreneurs who say, "Hey, 
it's not worth me writing TechCrunch, because who cares about a 16-year-old." I say, 
"That's really interesting. There are very few 16-year-old entrepreneurs that get featured 
on these sites!" On the same note, there are older entrepreneurs who might be over 60 
years old, who don't even bother, when that is a key component to the story.

Andrew: I can see, and they probably don't even bother because they think, "No one is 
writing about people like me." You're saying, "The fact that people aren't writing about 
people like you means that that's an interesting story."

Conrad: Exactly.

Andrew: So any awards, any degrees might help out, working for major companies. So 
Microsoft engineer leaves to found this other thing, that's worthy of including. And any 
personal characteristics that are different, so age might be one. What's another one 
that's a personal characteristic?

Conrad: I would say anything that really makes you stand out as an entrepreneur. I think 
a mistake that a lot of people make is that they will email a journalist and say, "Hi, my 
name is John. I'm a bootstrap entrepreneur." Well, there are 50 million other bootstrap 
entrepreneurs! It's not really unique. But any specific characteristic that, hey, if I'm in a 
room with 100 other people, it's very unlikely that these other people also have that 
characteristic, I think it's worth including.

Andrew: I noticed that I do that myself too, in Mixergy interviews, that if there's someone 
that I want to make more interesting, I look for parts of their past. Maybe you used to be 
in the military and worked with fighter jets somehow. I'll talk about that. Maybe it's the 
fact that he used to be a professor.

Conrad: Exactly.

Andrew: I'll say, "How did a former professor launch a company that . . ." whatever. That 
kind of stuff really does help.

Conrad: Yeah! It could even be something that's potentially seen as "negative." To say, 
"This person is now a successful entrepreneur, but he used to be homeless," as an 



example. That's very unusual and that makes him stand out to the media.

Andrew: Interesting. So if we don't have anything going for us, we might want to just go 
and live on the streets for a week, so we can get that streak read and be the former 
homeless entrepreneur. Do you encourage your clients to do stuff like that? To maybe 
go and do stunts, like, "Go live on the streets for a week, just so I can sell you as a 
former homeless entrepreneur"?

Conrad: I don't. And I think it's important that everything I explain, I don't want people to 
look at is as, hey, this person is trying to manipulate the media in any way. I think it's 
really about optimizing and just understanding, "What are the media actually looking for 
and how can I position my story to make it as easy as possible for a reporter to write 
about it?"

Andrew: I kind of want the manipulation of the media. Maybe you can come back and 
teach that?

Conrad: No, well, it's really important though because - and a lot of what we'll talk about 
as well - so many writers today are paid per article. If you can, when you first contact a 
journalist, usually they can tell, at least I used to be able to tell, "Is this article going to 
take me 30 minutes to write? Is it going to take me five hours to write?" If you can 
present everything a certain way to reduce the amount of friction, you're going to be 
much more likely to get a lot of media coverage.

Andrew: All right. Back to the Big Board, and the next big topic to talk about is crafting 
that convincing email. So now you've found your story. You understand that you want to 
lead with the vision, and you found your bigger vision, something beyond the fact that 
you're selling a plugin, or beyond the fact that you've got another mobile app. Now it's 
time to actually write that email to send out to a reporter.

Actually before we get to what you recommend, what shouldn't we do? What are some 
mistakes that are easy for us to avoid?

Conrad: I always joke with a lot of journalist friends of mine that the three words that 
journalists hate the most are "For Immediate Release." It's so common. I still get a lot of 
emails every day.

Andrew: Why? What's the problem with "For Immediate Release"?

Conrad: It's in capital letters. "FOR IMMEDIATE RELEASE." Just as a press release. 
It's not personalized at all. My thought, "It doesn't matter if this was a huge Apple 



announcement, I'm just going to remove it because it almost looks like spam. As 
opposed to if someone said, "Hi, I'm Conrad. I'm an alumni of the university that you 
attended, and I wanted to reach out to you with an exclusive."

I'm going to read that email. Even if I decide to decline the article, I'm going to go 
through and spend more time on it.

Andrew: So something that's personally connected to the person, to the . . .

Conrad: Absolutely. And that's as easy as just including the person's name. I mean, you 
would be surprised at how rarely that's done.

Andrew: I'm doing the search in my inbox to see did I get any recent ones that just say 
"For Immediate Release"? So someone will actually just email and say "For Immediate 
Release" in the subject?

Conrad: Yep, yep.

Andrew: I don't really get a lot of press releases, thankfully. I do have some here that I 
can . . . well, it's kind of a pain to show, unfortunately. I have some, not that many. But it 
says in the headline, "For Immediate Release: LA Fashion Week Recap." "For 
Immediate Release: Brazilian Bikinis at Fashion Week." "For Immediate Release: Man 
Eats Dog in a Five . . ." Oh, never mind, that one is actually making a joke of that whole 
thing!

All right. So find something that's personal to start off with. That's what you would start 
off an email to a VentureBeat writer with? You would say, "Hey, we both went to college 
together?"

Conrad: Yeah.

Andrew: Or, "We both went to the same college"?

Conrad: It could be as simple as searching the journalist on LinkedIn and seeing, "Hey, 
this journalist attended UConn. I didn't attend there, but several of my friends did." Then 
the email saying, "I've always been a lifelong UConn fan. And congrats."

Andrew: That's it. Who gives a rip!??! I say "rip." Who really gives a rat's ass?

Conrad: The thing is, when you're contacting these journalists, one of the things you 
have to fight against is almost -- I'm going to mispronounce it -- but basically being 



anonymous. You want to show that this is a human behind it. Writing something like that 
is surprisingly rarely done.

Andrew: I see.

Conrad: And you can build a relationship and connection through that.

Andrew: I see, so even if I don't care that you care that I went to NYU, it's flattering that 
you checked it out. It shows that you really did some work and this isn't just another 
email that was sent by a machine.

Conrad: Absolutely. And something else you could do with the media is say, "I saw that 
you recently covered this trend, and this article obviously has to do with that trend, 
which is why I'm sending it to you."

Andrew: Okay.

Conrad: Just that small bit of effort.

Andrew: Something that's a personal touch, or a personal connection to what they've 
said, or a story that they've written that's similar to what you're about to talk about. We 
start off with that.

Conrad: Exactly.

Andrew: What else do we want to include?

Conrad: Then you want to lead, similar to the press release, with the greater mission of 
the company, and a lot of social proof as well, to say . . . probably one of the biggest 
fears that a journalist has is that they're going to write about a company that is going to 
turn about to be fake, especially actually with Kickstarter campaigns, or any fundraising.

One of the best ways you can fight against that is to say, "Hi, my name is Conrad 
Egusa, LinkedIn or Twitter." Like, "I'm a real person. You can see that I have this 
reputation, and it's not something that's going to be a fake announcement," something 
like that. Anything you can add to include is really important.

Andrew: Let them know you're a real person. Then at what point do you say what the 
actual product is?

Conrad: Usually in the first line, the first paragraph, which usually consists of two or 



three lines, I talk about myself, and in the second paragraph I would talk about what the 
announcement is.

Andrew: Oh, first paragraph about yourself and your connection; second paragraph is 
what the announcement is.

Conrad: Exactly.

Andrew: So it might be, "Hey, Andrew, I've got a lot of friends who also went to NYU like 
you did." What's the next sentence?

Conrad: I would probably say something . . . you know, this reminds me. I just emailed 
Frederic from TechCrunch. He attended UConn.

Andrew: Okay.

Conrad: I would say something like, "Hi, Frederic. My name is Conrad Egusa, LinkedIn," 
link to it. "I didn't attend UConn but I've been a lifelong fan. I saw you attended the 
university. I'm writing to offer you an exclusive for this specific announcement." Then the 
second paragraph would say, "This company . . ." the big story about it, and maybe two 
or three lines explaining the specifics of it, summing it up saying that I really appreciate 
their time.

I like to say, "I completely understand if you aren't unable to respond, but I have 
attached additional information in this press release, and I would love to follow up if you 
may be interested."

Andrew: What's a good subject line for it?

Conrad: I would say something like, "Hi, Frederic. This is Conrad Egusa (former 
VentureBeat writer) in regards to an exclusive."

Andrew: That's a subject line?

Conrad: Yes.

Andrew: Your name in regards to an exclusive.

Conrad: Yeah. Oh actually, I would say, "In regards to an exclusive," and then for the 
specific company. I might say something like, "In regards to an exclusive for a Y 
Combinator company." Something that kind of stands out about that.



Andrew: In the subject line, are you putting your name in again even though it's in the 
"To" line?

Conrad: I'm sorry. Yes, I would say, "Hi, Frederic."

Andrew: In the subject line?

Conrad: Yes, yes.

Andrew: You would say, "Hi, Frederic" in the subject line?

Conrad: Yep, absolutely, just to make sure, especially with a lot of these journalists who 
might get a thousand emails every day. Just the fact that we're including their name, to 
say like, "This isn't an email sent out to 5,000 people."

Andrew: It sounds like you're writing the whole message in the subject line. "Hi, 
Frederic." What else do you say in there?

Conrad: Someone could say for example, "Hi, Frederic. Exclusive for a Y Combinator 
startup."

Andrew: I see.

Conrad: Something like that.

Andrew: So it's not, "Hi, Frederic. I'm a former VentureBeat writer. Here's an exclusive 
with a Y Combinator company". It's not that elaborate. It's just, "Hi, Frederic. Exclusive Y 
Combinator company".

Conrad: Yeah, I think it depends. I want to make sure to add at least one piece of social 
proof, so if there isn't any social proof that I can use for the company, then I would use it 
for myself, which is, "a former VentureBeat writer," which would make them pick up.

Andrew: I see.

Conrad: I hope that makes sense. It kind of depends. If it's just an exclusive for a Y 
Combinator company that would stand on its own, I don't have to mention anything 
about myself, because it really wouldn't matter.

Andrew: Boy, that VentureBeat writing is really going a long way for you. How long did 



you write for VentureBeat?

Conrad: Let me see. I wrote for them, I guess in total I think it was about four months 
that I was writing about two to three articles a day.

Andrew: I see, so it is a lot of articles.

Conrad: Yeah, I think now, there are so many different things that you could use for 
social proof. Now I'm a guest writer, for example, for The Next Web, just as a 
contributing author. There are so many different things.

Andrew: I was just going to say, it is so much easier to be a guest writer somewhere, 
and then you get to say, "I'm a guest writer for, or a writer, or I write for, or I've written 
for," whatever the publication is.

Conrad: Yeah. I would say just that I feel very differently as a writer than I do as a guest 
writer. Because a writer, where you're in a newsroom everyday, essentially kind of 
tapped in with this and speaking to reporters every day. As opposed to guest writing, 
where maybe you submit an article every two or three weeks.

Andrew: I see.

Conrad: But there are many different things. You could say something like, "Hi, my 
name is Conrad Egusa. I'm a Y Combinator alumni." I'm actually not, but as an 
example, but I'm a founder and student mentor. Or "I'm a Stanford graduate." There are 
a lot of these different things that will pique people's attention.

Andrew: All right. You mentioned "exclusive" a couple of times. Let's talk about that.

Conrad: Yeah.

Andrew: That's one of the things that you tell entrepreneurs to do, to give one 
publication an exclusive.

Conrad: Yeah. When you think about it as an entrepreneur, you're going to face this 
conundrum with the media, which is that the TechCrunch covers are launched on 
Monday. You email The Next Web the following week. They're probably not going to 
want to cover the story because it's already been written about.

You basically have two options. You can create an embargo, or you can offer an 
exclusive. With an embargo, you email 20 publications on Monday and say, "We're 



about to launch on Thursday at 12 p.m. Do you want to cover the story? If you would 
like to, you have to agree to cover it at that time."

Ideally, multiple publications will cover the story and you get a lot of press coverage. No 
one essentially will break the story, because everyone is writing about it at the same 
time. I think the downside of that is potentially there won't be any journalists that cover 
the story, and then you essentially miss this great opportunity.

The other option is with an exclusive. You essentially email let's say the largest sites, 
TechCruncher or Wall Street Journal, and say, "Would you like the exclusive, the first 
right to publish this story?" The reason why it's important is that most journalists that are 
looking to break stories, the strongest publications are the ones that in general have 
access to the most stories. In general I recommend an exclusive for anything smaller 
than a seed announcement, a seed round of funding.

Andrew: For anything smaller than seed.

Conrad: Exactly. Let's say, in particular if you are a first-time entrepreneur that is about 
to launch a mobile app, and you don't have a ton of experience. If you set an embargo 
and you don't have any kind of social proof, anything to stand on, I wouldn't recommend 
it. It's very likely that no one is going to cover that story.

As opposed to if you email VentureBeat and say, "Would you like the exclusive, first 
right to cover this story?" It's a way to break through a lot of the noise very quickly.

Andrew: Right, you did that for this company, Lucky Penny.

Conrad: Yep.

Andrew: All you did was you said to TechCrunch, "I'm going to give you the exclusive to 
cover their launch"?

Conrad: Yep.

Andrew: That's what got it.

Conrad: Yeah. One of the things too is when refer in coverage and end up getting 
picked up as well by VentureBeat and these other publications. But basically we 
guaranteed to a certain extent that this startup would be featured on some very 
meaningful publications.



Andrew: All right. So let's go back to the Big Board here. The next big idea is to further 
coverage, as you said a moment ago. So now we've got our story. We've got the vision 
that we're leading with. We're crafting a convincing email. We're giving one person, or 
one publication, an exclusive. Things are starting to go well. We've got a little bit of 
coverage.

You're saying, "Don't stop there. Further your coverage." How do you do that?

Conrad: I think the biggest thing to remember is that some publications are more time-
sensitive than others. As an example, particularly with tech publications, every day it's 
almost like yesterday's news is very old. So with a site like Lucky Penny, we knew right 
away, right when that TachCrunch article comes online, we have to email all their tech 
publications within a 24-hour period to see if they want to cover that story as well.

Immediately after, we targeted more general publications. For example, Time magazine, 
BBC, sites that have a broader audience. And at the very end, you can target industry 
verticals. An example with Lucky Penny, we might target music publications, who might 
not care that a week earlier, TechCrunch covered this launch. They're just looking for 
basically interesting announcements.

Andrew: How did you guys do it here? Let me show, this is some of your own coverage. 
Right?

Conrad: Yeah.

Andrew: How did you guys do it? Walk me through the logic behind it.

Conrad: Yeah, ESPACIO is a co-working space. It kind of summarizes everything for 
what I'm explaining. The story that we initially announced wasn't about a co-working 
space. It's not that interesting. We made it much bigger, which is to turn the city of 
Medellin into the Silicon Valley of Latin America.

We got that as an exclusive, Anthony Ha covered it on our launch day. Immediately 
after, we furthered it with more general publications, so then we got it on the BBC. Then 
we specifically targeted publications that focus on Colombia, kind of more industry 
verticals. We had Colombia Reports, most of the national media in Colombia covered it 
as well.

Keeping in mind that any start up can apply this as well to their own company. Let's say 
you have a mobile health app and you're targeting TechCrunch. There are also all these 
publications that cover health and fitness. They might be interested in covering it as 



well, so keep that in the back of people's heads.

Andrew: Walk me through what you mean by this process. Start off with where, and how 
do you proceed.

Conrad: Okay. With ESPACIO, I reached out about 10 days ahead of time to Anthony at 
TechCrunch, who covered the story. Immediately after, when the article came online, 
we actually had the launch party and it came on as the launch party was happening. I 
went home and was emailing BBC and these other sites, general publications.

About 48 hours later, then I said, "Okay, I've already contacted these general sites. 
What are some industry verticals?" In this case, the vertical is publications that cover 
Colombia. That's when I emailed sites like Colombia Reports, sites that specifically 
covered Medellin as well, which is where we launched. They were much less time-
sensitive, so there were sites that covered us a week to two weeks after. Just the nature 
of the publications meant that they were less time-sensitive.

Andrew: Okay. All right. Back to the Big Board for the final point that we'll talk about 
today, which is to repeat the process at every opportunity. How often do you say that we 
should be going back to the media?

Conrad: I think ideally people should aim for every 10 to 12 weeks for media 
announcements. I think one of the mistakes a lot of founders I speak with make is you'll 
speak to a founder and they'll say, "In the beginning of 2012 we raised $1.5 million in 
funding and we got on TechCrunch and VentureBeat. Now it's the end of 2014 and we 
just raised another round. We want to get on these sites again."

There was basically a period of, let's say, two-plus years where they didn't promote any 
of their announcements, and I think because they're doing that, they are not optimizing 
their PR coverage. There are so many different announcements, whether it's a mobile 
app, these milestones, where it's worth contacting the media to try to get their 
companies out there.

Andrew: Here's one way. Is this a client of yours? Fordham University?

Conrad: Our client is Fordham University startup incubator. It's called the Fordham 
Foundry.

Andrew: I see, and so that's part of Fordham University, and they hired you guys to do 
PR for them.



Conrad: Exactly, exactly.

Andrew: Wow, I would have thought that Fordham would have their own, internal PR 
department.

Conrad: I think they likely do. I think that there is a lot of flexibility that the incubator has 
as well. This was an example.

Andrew: Yeah, let's take a look at that. The article was about how an "Evernote-Backed 
Hackathon Brings More Tech Activity to the Bronx."

Conrad: They're looking for some PR coverage and they were hosting a hackathon. 
When you think about it, hundreds of hackathons are held every single week.

Andrew: Everybody seems to be having a hackathon. People will do a conference and 
then as an afterthought almost, say, "And we'll also through in a hackathon. Come on 
over and develop something here." Yeah, it's not a big piece of news.

Conrad: Exactly. But by following this process we were able to get into Wired magazine. 
Even more, there are a lot of publications, for example, Gigaom, I think it was New York 
Daily News, Crain's New York.

Andrew: All covered it?

Conrad: Half a dozen, so Wired was the largest one that covered it, but these 
publications wrote back and they said, "Hey, we haven't had enough notice, so we're 
going to have to pass." Because in this case, we actually emailed a little over 24 hours 
ahead of time. We didn't have a lot of heads notice. But they were like, "But please keep 
us updated, because we are really interested in covering that [inaudible 00:32:09]."

Andrew: How do you get anybody, let alone Wired, interested in a hackathon, in 
something frankly as ordinary and as everyday as a hackathon?

Conrad: I think two things. The first was we tied it into a much bigger story, which is that 
we didn't just focus on Fordham University startup incubator. We focus it on the Bronx, 
which is where Fordham is based. The story was about this startup community growing 
and all the initiatives involved in that.

The second thing is that we did try to tie in a lot of social proof. For example, Evernote's 
CEO, Phil Libin, is from the Bronx. He was very active in donating support and money 
as well to the event, so we did try to tie in social proof as well.



Andrew: I see, and so nobody cares about a hackathon, but people do care about 
Evernote. And they do care about how a small community that doesn't really have any 
tech startup roots, like the Bronx, would suddenly be embracing it. That's what you 
used.

Conrad: Absolutely.

Andrew: All right.

Conrad: Exactly.

Andrew: Your company is called, here, let me actually bring up the site. It's Publicize. I 
clicked throughout the conversation, because I like the way you're doing things. But I 
think, "What if I just don't want to do them? What if I don't want to do it myself?" So I 
went to Overview. These are your prices?

Conrad: Yep.

Andrew: What do I get if I pay $100? I see here I get an hour or press release.

Conrad: Yeah.

Andrew: But what I'm wondering is results. What kind of results can somebody who 
spends $100 a month, or $400 a month expect?

Conrad: Yeah, I would say 95%-plus of our clients use the the $399 service. Essentially 
the idea is that traditional PR firms charge about $10,000 a month, six-month retainers. 
Most people can't afford $60,000. With all this, can we introduce a solution that was 
closer to $400 and it follows a very specific process?

The first week, we create all the PR material, the press release, etc. Second week, the 
client reviews. Third and fourth weeks, we secure an exclusive in a leading publication. 
Then every week we do different things to further coverage. And we're actually 
completely transparent, so people see, we actually list out each of the journalists we're 
going to contact. We list out the emails and the press release, so a client will see 
exactly what we're going to send.

The results. One example, we had a client who paid $5,000 for the other PR firm but 
didn't have any results. The first month he was with us, we got him on The Wall Street 
Journal, second month, Forbes.



Andrew: You will help us come up with a story? Just writing the press release you could 
get somebody on oDesk to do fairly easily, right? But finding that story is a lot harder. Is 
that what you guys will do?

Conrad: Yeah. I think a lot of what we do with finding the story is the conversation 
where we propose ideas like, "Have you guys had, or are you guys planning on doing 
any of the above dozen-plus things?" Usually the founder will say, "We actually did do 
that, maybe two months ago, but we didn't announce it," or, "We do have this upcoming 
announcement that we're planning on making."

Andrew: All right, and so you will help them uncover the announcements that they might 
not have considered otherwise, and then take it all from there.

Conrad: Mm-hmm.

Andrew: All right, the company as I said earlier is Publicize. Website, Publicize.co. 
Thank you so much for doing this session with me.

Conrad: Andrew, thank you so much for having me.

Andrew: You bet. Thank you all for being a part of it. Bye, everyone.


