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PRAISE FOR


GAINING THE PUBLICITY EDGE


“Marsha Friedman has given the entrepreneur an edge to understand publicity. How the public perceives you is paramount when it comes to success. I highly recommend this book for everyone who wants to succeed.”


—Earl L. Mindell, RPh, MH, PhD


author of sixty-three health-oriented books, including international best-selling The New Vitamin Bible, with sales of over 11 million copies


“Nobody does it better! Gaining the Publicity Edge: An Entrepreneur’s Guide to Growing Your Brand Through National Media Coverage by Marsha Friedman is a down-to-earth guide and model for success in business.


Gaining the Publicity Edge provides entrepreneurs with a step-by-step guide to publicizing their business or cause. But that is not all. As an entrepreneur herself, Friedman takes the reader behind the scenes, encouraging them to look beyond their own wants in promoting their business to the expectations of the media. The media does not exist to promote their business, product, or cause, but to satisfy their audience. Therefore, she encourages entrepreneurs to think outside the box and consider what they can provide to those audiences.


What makes this marketing book unique, along with Friedman’s vast expertise in the field of publicity, is the author’s voice, which is warm and relatable, making for an easy and enjoyable read. A must read for entrepreneurs who strive for excellence and will settle for nothing less than exceptional.”


—Darlene Quinn


author of Webs of Perception, the sixth book in her award-winning Web series


“An amazing media work of art! Congratulations to Marsha for taking the complex business discipline of media and compressing it into a working toolkit that brings clarity to what media experts complicate and keep mystical. As an entrepreneur and business owner in a very competitive financial services industry, I have to rely on credible media to pitch my brand, which was not successful in the past because I didn’t understand the media concepts and strategies Marsha so eloquently maps out in Gaining The Publicity Edge. What Marsha presents in this work of art is a practical playbook on how to win and grow your business in any industry through a national media presence and executing the strategy in the right way by understanding the culture of media. I have been successful working with Marsha on the media tactics she presents and have seen a direct correlation to my business growth and the national media coverage her firm has been able to acquire for my business using the strategies she presents. A must-read for every business owner who wants to stay relevant in their industry, compete at a national level, and simply GROW!”


—Jeannette Bajalia


author of Retirement Done Right and Wi$e Up Women


president of Petros Estate & Retirement Planning founder and president of Woman’s Worth®, specializing in women’s retirement needs


“If you want to increase your visibility, expand your marketplace credibility, and establish your expertise then you need this book! I have worked with Marsha Friedman and her amazing team for years and the results have been incredible! There is no one today who understands the publicity game like Marsha. And I don’t say that lightly. I have worked with many others who profess to be good and the results weren’t great. Marsha knows what she’s talking about and proves it every time with amazing results! I can’t recommend her enough and Gaining The Publicity Edge will give you a powerful view of what I am talking about.”


—Douglas Vermeeren


international motivational speaker and best-selling author of Personal Power Mastery


“As with any difficult thing, a real master makes it look easy, and reading Marsha Friedman’s book is like being mentored by the consummate master in her field of publicity. Her advice gives you the needed edge to cut through the noise to get your message through. It is pure wisdom. After only a few pages, you’ll realize why she is the best at gaining the edge for her clients. Bravo, Marsha!”


—Paul Friederichsen


brand marketing consultant


“Today’s world is filled with a sea of noise on TV, on radio, and in print, and trying to break through to get publicity for your brand can be a daunting challenge. But in her book, Gaining the Publicity Edge, Marsha Friedman explains how to rise above the clamor, grab the media’s attention, and leverage the results to gain the edge over your competition. Her book is a must read for anyone who wants to build their brand and be recognized as a leading authority in their field.”


—Gary Miliefsky


cyber security expert and publisher of Cyber Defense Magazine


“This book is a must-read for any entrepreneur or marketing executive focused on business growth and brand awareness. It doesn’t matter if you are just getting started with a shoestring marketing budget or if you’re the chief marketing officer at a Fortune 500 company; the PR game has changed. You need to understand how it works to win. Marsha is a genius at crafting pitches that work in our fast-paced, Internet-obsessed world, and she shares detailed secrets that get the attention and media coverage you need. There is more competition than ever in today’s business world and media coverage gives you credibility your competitors don’t have. It makes you stand out as a leader in your industry. Marsha’s pitches have landed my name in Forbes, The New York Daily News, national radio shows, and more. Reading and implementing this book will make a massive impact on your business and the longevity of your personal brand.”


—Lauren Davenport


CEO, The Symphony Agency
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To my husband, Steve, and my children, Damon, Elon, and Ari.


Your love and devotion is my greatest treasure;


each of you will always be such a blessing in my life ...


To my daughter, Adina, who has passed; you will always hold a special place in my heart ...




 


VISIT US ONLINE TO ACCESS THESE FREE RESOURCES
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How do your press hits rank against your competitors?


When the media needs a reliable source to interview for their publication or on their show, they look to a select few experts to answer the call. Do you qualify to be one of their go-to authorities?


[image: imgrightarrow.jpg] Take the assessment at newsandexperts.com/assessment to find out.


Your score will be emailed to you within seconds of submitting.
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Subscribe to our newsletter.


Sign up for the PR Insider Newsletter to receive weekly publicity tips to get you featured in the press and on radio and TV.


[image: imgrightarrow.jpg] Subscribe at newsandexperts.com/newsletter.




Get In Touch


Our team is always ready to assist you with all your Public Relations needs and we look forward to your questions and comments.


[image: imgrightarrowgray.jpg] Reach out by emailing info@newsandexperts.com or calling 800.881.7342.







 


FOREWORD





There is a difference in being different and making a difference. Marsha Friedman makes a difference in people’s lives, pure and simple.


Almost thirty years ago, Marsha turned the PR world upside down when she started her own firm in Tampa, Florida. For the first time, a public relations firm actually guaranteed results! Through this totally different business model, Marsha grew her agency into one of the most respected independent PR firms around, attracting scores of clients all wanting to promote their products, books, or expertise all over the country.


As a former vice-chairman for Saatchi & Saatchi Worldwide, I have worked with some of the largest PR firms there are, from Edelman to Hill+Knowlton. But none have had the authentic street smarts and skill sets for publicity like Marsha Friedman. I should know, because I’ve had the pleasure of working with her on many projects.


Chances are you may never have the same opportunity to work alongside her as I have. But you’re in luck. The book you’re now holding, Gaining the Publicity Edge, is pure Marsha. It’s plainspoken, easy to understand, and filled with straight-from-the-shoulder advice from one entrepreneur to another. This could be the best book on the subject I’ve ever read, and in fact it’s probably the only book on publicity you’ll ever need.


Amazingly, I’ve never agreed to write the foreword to a book on marketing, advertising, or public relations until now. When Marsha asked if I would consider doing this, I jumped at the chance. Why? Because I know if you read this book, you’ll be the better for having done so. Let Marsha Friedman’s wisdom and experience make a difference in your business and your life. Find your publicity edge ... pure and simple.


—Jim Lindsey


vice-chairman (retired)


Saatchi & Saatchi Advertising Worldwide
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INTRODUCTION





“People don’t believe what you say about yourself, but they sure do believe what other people say about you!”


The above adage is one I’ve known for years. Fortunately, I learned it early in my entrepreneurial career, and it has served me well. When I started my business many years ago, I worked hard to be a “darling of the media.” Truth be told, I still do today. Every time I or my company is featured in the media and receives publicity, the cash register rings or a new door opens. I’m constantly amazed by the third-party credibility and validation the media can provide a business.


I met Marsha Friedman in 2008. As a book publisher for entrepreneurs and business owners, I immediately connected the dots and understood how Marsha’s company could help my authors get free publicity.


Marsha and her company have been so successful in getting so much free publicity for my authors. I was left with only one logical choice: I needed to buy her company. Finally, after many years of making me wait, News & Experts joined the Advantage Family in 2018.


I asked Marsha to author a simple book that would teach entrepreneurs how to make themselves and their businesses attractive to the media. This is that book. Free publicity and media grows businesses. This book shows you how.


—Adam Witty


Founder and CEO, Advantage Media Group
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It was a protein bar, of all things, that reinforced for me the power of publicity.


When my publicity firm was just a few years old, a new client came to us: a Japanese start-up company whose product was a protein bar. The wealthy Japanese gentleman who owned the company flew out to meet with me. He told me he wanted us to book his spokesperson as a guest on talk radio shows around the country, because that was the best medium to promote a brand—which, in the 1990s, was absolutely true.


“We can certainly do that,” I said. “But, as we charge a flat fee for each radio interview, what’s your budget for this campaign?”


“There’s no limit,” he replied. “I want you to book as many interviews as you possibly can.”


“How many do you think that is?” I asked.


“Twenty a month,” I said, mentally crossing my fingers.


“Can you book thirty?” he asked.


I did a quick calculation in my head. If he wanted to pay for thirty interviews a month, how could I say no? We were a young company, and I knew I needed to make it happen. “Yes!” I said. “We’ll figure it out!”


Fortunately, I knew enough about what would make a good talk radio interview, plus the company had a great spokesperson with whom we’d worked before. He could talk about anything health related and also knew how to tie it back to the company’s product. We all had a vested interest in making it work—we wanted our young company to be a success, after all—so we made it happen. Interview after interview, week in and week out, the spokesperson gave thirty interviews a month for a year.


We were all quite proud of ourselves for pulling it off. Then, at the end of the year, the company ended the contract without giving us any reason.


Naturally, I was disheartened, thinking the campaign had been a failure. Why else would the company cancel the contract? We moved on and continued our work. The experience, though painful, faded into the background as we found success with many other clients. We never heard from the company, and I figured they had gone out of business.


Then, out of the blue, I got a phone call from the protein bar company’s spokesperson. It turned out that my assumption that the campaign and the company had failed couldn’t have been more wrong. When the company came to me, the spokesperson told me, they were at about $6 million in revenue. A year later, they ended our contract—because their revenue had grown to $60 million. He told me that thanks to the talk radio campaign, they had become so successful they no longer felt the need for our services.


Although clearly I already believed in the power of publicity, it was at this moment I truly understood just how phenomenal publicity can be for an individual, a company, and a brand—if it’s done correctly.


And that’s still true today. For nearly three decades, I’ve been at the helm of one of the most successful boutique PR firms in the United States, helping thousands of top professionals develop and enjoy the status of being known in the media and in society at large as the leading expert in their field. As the founder and CEO of EMSI Public Relations, now known as News & Experts, I was one of the pioneers in the game-changing pay-for-performance model of PR. Armed with only a background in marketing and an incredible desire and need to succeed, I set out to create a different kind of PR firm, one that would guarantee results. While it hasn’t always been an easy road, it worked.


As a businessperson myself, I know how challenging it is to make a company thrive and grow. That’s why I am a true believer in the power of publicity, and why I’ve dedicated my career to educating others. I’ve mentored, advised, and worked with a long list of corporate executives, entrepreneurs, and business owners in numerous industries, along with a few political luminaries and celebrities. And I wouldn’t want to be doing anything else—especially given how exciting the world of publicity is today.


The twenty-four-seven news cycle, emerging internet technologies, and the social media explosion have created completely new frontiers and a huge media monster that must be fed constantly. Businesspeople wanting to harness the power of publicity are in the best position they’ve ever been in, because every media outlet is clamoring for unique content—including yours.


What Is Publicity?


Let’s talk about what publicity actually is. By definition, publicity is not advertising; it is coverage by the media of people, events, and issues deemed to be of interest to their audiences. Publicity sets any business, practice, or firm apart from its competition by providing the credibility and visibility that’s lacking in other forms of marketing.
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