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INTRODUCTION

As a PR professional or
founder, you're tired of
sending pitches into the
void. Your media outreach
feels like throwing darts
blindfolded, and you're
questioning if your approach
works.

This quide clarifies how
smart media targeting can
boost your PR. We'll show
practical ways to build
journalist relationships and
turn outreach into strategic
precision.

Think of this as a roadmap to
effective media databases.
No complicated systems, just
proven strategies to connect
with the right journalists.

Each section covers essential

aspects of managing
databases, from tool
selection to tracking

engagement and building
relationships. Applying these
will turn your PR efforts into
a relationship-building
machine that drives
coverage.
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WHY MEDIA DATABA!
MORE THAN EVER

In 2025, Al has made mass pitching easier—and also more ignorable.
Journalists are drowning in irrelevant outreach. But the one thing
that still breaks through? Relevance

A strong media database helps you:

ldentify the right contacts by beat, tone, and publishing
history

Personalize your outreach to what journalists actually care
about

Build relationships, not just send emails

Track what's working—and what isn't

“Media monitoring isn't just about coverage—it's about
context, speed, and decision-making.”
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5 NDN-N MABLE TRAITS
g

OF A HIG RFORMING
MEDIA DATABASE

1. DEPTH, ACCURACY &
REAL-TIME UPDATES

You're only as good as the last update. A quality database includes:

e Verified emails, active beats, and current roles

e Regular refresh cycles to reflect role changes, outlet shifts, and
contact churn

e Global and local filters: Can you target UK retail reporters and niche
podcasts?

e |Inaccurate contacts don't just waste time—they damage trust with
journalists.
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CHECKLIST:

e Role and beat confirmed within last 3 months
e Includes podcasts, freelancers, and newsletter editors

o Ability to flag bounces or retire contacts automatically

2. Advanced Filtering & Segmentation

You should never send the same pitch to a tech editor at Forbes
and a wellness columnist at The Guardian.

The right database allows:
e Filtering by beat, outlet tier, media format, region
o Keyword search in bios or articles
e Tagging contacts by campaign or list (e.g. “Sustainability

campaign Q3")

Pro-level databases also allow Boolean searches, so you can
combine filters (e.g. fashion AND sustainability AND Europe).

x@ k¥
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3. Workflow Integration (Don’t Work in
Silos)

Great PR is collaborative. Your database should:

Plug into your email platform or offer in-app pitching

Let you assign contacts, track notes, and manage follow-ups

Export lists in shareable formats (CSV, PDF) with notes for clients
or team members

Flag duplicates or previous contact history

This is what separates DIY spreadsheets from actual comms
infrastructure.

Strategic PR Suniti Jain



w-—-:‘ -. /ﬁ\-
4. METRICS & MEDIA
ENGAGEMENT DATA

Pitching is a science. If you're not tracking open rates, response times,
and engagement by contact, you're guessing

The best tools give:
e Open/click rates by contact and campaign
e Top-performing lists, outlets, or subject lines

e Alerts when journalists open multiple times (a hidden “hot lead”
signal)

Some platforms even let you track journalist pickup of press
releases and auto-link it to coverage.
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5. Affordability, Scalability & Supp

All media databases are not created equal—and not all are
affordable. Here's a tiered breakdown:

Tier Example Tools Monthly Cost Ideal For
Free Google Sheets + manual $0 DlYers, startups on a tight
search budget
o . Small agencies, founders,
Mid-Tier Agility PR, Prowly $200-$500 S
Enterprise Meltwater, Cision $1,000+ EUIEL PIREEENME, (THeUss
comms
Look for tools that:

e Don't overcharge for “seats” or user
licenses

o Offer responsive support and onboarding

¢ |Include training or list-building support
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BEYOND PITCHING

A modern database isn't just for outreach—it's a decision-making tool.

Here's how PR pros use it: 2L <<

e Map coverage gaps. Which journalists haven't we pitched in
months?

e |dentify warm leads: Who opened 3+ emails but hasn't
responded?

e Localize campaigns: Find editors in niche markets or
languages

e Pull influencer data: Track journalists who write AND post
across platforms




Bonus Tools to
Include

(Download-Ready or Linkable)

e Media Database Audit Worksheet (Is your current
tool meeting modern standards?)

e Provider Comparison Table (Cision vs Agility vs
Muck Rack vs Prowly)

e Pitch List Builder Template (Sort contacts by
campaign, beat, date last contacted)

e Reengagement Email Swipe File (3 templates for
‘we've spoken before” and “just published on your
beat...")
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REAL CASE SNAPSHOT

Client:
Fast-growing FemTech startup

Challenge:
Coverage was stagnhant—team was using a 2-year-old
database and had been pitching outdated contacts.

Action Taken:
e Switched to a live-updating tool (Agility PR)

e Rebuilt contact lists using filtering by beat + outlet type, +
journalist gender

e Added open/click tracking and reengagement triggers

Result:
25% increase in pitch-to-response rate and 3 new long-term

media relationships

Strategic PR Suniti Jain



READY FOR THE NEXT STEP?

Spreadsheets are static. Relationships are
dynamic. A real media database reflects the ever-

changing nature of journalism.

N
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Want help building a media
database that actually
moves the needle?

Let’s talk. Book a P
clarity call here:

[insert link].

If your media list hasn’t changed in the last 6 months, it’s
not helping you—it’s quietly sabotaging your pitches.
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