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By Joe Dysart

ne of the grest secrets of the Web is
Ohat with akiller press center, you'll

be able to attract many more editors,
reporters and bloggers to your rink website,
and generate many more stories about your
business in the news media and on socid
media

A press center, or media room as it is
sometimes called, is a group of pages on a
ste that makes it easy for the media to find
interesting, religble and usable information
about your business.

The trick to putting together a full-
fledged, digita press presence is knowing
how to trigger story ideas, knowing how to
relentlesdy promote what you're offering,
and being sure to pogt the equivaent of a
neon ‘welcome’ sign for the press.

“Media coverage, or publicity, has a
major advantage over pad advertisaments”
said Susan Sweeney, author of “101 Ways To
Promote Your Web Site, 8th Edition,” pub-
lished by Maximum Press (http:/Aww.max-
press.com). “Articles written by a reporter
carry more weight with the public then ads
do, because the media and reporters are seen
as unbiased third parties.”

In fact, there are so many tectics and
S0 many new Web technologies available for
courting the media, building a press center
with best practices on your Web ste can
become an ever more sophidticated, ever
more publicity generating pursuit.

For darters, heré's what you'll want
to do:
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*Offer Web-friendly press releases.
While some text, quotes and contact infoisa
good tart for apressrelease, you' |l get better
play if you optimize your press releases for
the Web. This means embedding a relevant
keyword in the press release headline as well
asin thetext, if possble so it can be essily
found by the search engines.

It'saso agood ideato makeit easy for
others to spread the word about your press
release by adding a socid bookmarking tool
to the release like Share This (http:/Aww.
addthis.com).

*Trigger coverage with other content:
Editors and reporters are dways hungry for
dory idess, S0 you can never offer too much
dory idea content in your press center. The
over-arching guiddline hereisto clearly state
that dl — or as much as posshle — of the
content you post in your press release can be
directly quoted by editors and reporters.

The importance of this practice cannot
be overstated. Essentidly, this little permis-
sion can save the press five days of phone
or emall tag with your business, and mean
the difference between your rink getting free
press, or being skipped over for amore press-
friendly company.

Specific content ided for launching
press coverage includes quotes from you
on recent rink industry news, partnerships
with loca business or upcoming events or
community outreach. The press dso loves
transcripts of any speechesyou make (aways
include aname and title with each speechyou
post on your website), transcripts of recent
webcasts by your company, and customer

Articles written by a reporter carry more weight with the public than ads do,
according to Susan Sweeney, a Web marketing consultant.

tesimonids. (Always include a name, title
and company for the testimonial.)

“News is what happens that is differ-
ent,” said Joan Stewart, a publicity consultant
and founder of The Publicity Hound (http://
www.publicityhound.com <http:/ww.pub-
licityhound.com>). If it isn't different, it isn't
news.”

In addition, if you're lucky enough
to have dready been covered by the news
media, offer links to these news gtories on
the Web.

*Add dimension with rich media and
dill images. Once you've implemented the
esentia eements of your press center, mix-
ing in esoteric rich media like Web video,
podcasts and even virtud redity can bolster
your message in an extremely compelling
way.

Of coursg, you'll dso want to include
bread-and-butter, il photos in the multi-
media domain of your press center, for the
print and Web journalists looking for images
to support the stories they write about your
rink.

*Become a media authority: You'll get
even more coverage if you etablish one or
more staff personne at your rink as amedia
authority. Blogsare one of the quickest ways
for arink to loom large before the press - but
only if the blog is interesting and ingightful.
One of the easiest waysto guarantee thisisto
smply hireagood ghost blogger.

*Be charming: Mogt rinks 'get’ that
offering aname, voice and email contact info
for the person who will be deding with the
press a their facility is a good start. But the
same contact info for top personnd at your
rink who are open to being interviewed is
even better. A promise - and practice - to turn
around al press requests within 24 hours will
go even further towards winning you instant
friendships in the press. *Tweak under the
hood: During the past few years, Google
has released a number of free tools designed
to help your press center gppear as high as
possible on Google search engine returns.
Sign up for a free Google Webmagter's
Account  (http:/mww.google.com/webmas-
terg <http://www.google.com/webmasters’>
) and dl these tools are yours to use. Plus,
once your press center is search-friendly for
Google, the center will also be optimized for
most of the other mgjor search engines.
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*Promote relentlessy: One of the great
equaizers of the Web is that a tiny, nimble
rink can leap aheed of even the largest com-
petitor with the right promotion. Offering
press releases and a company e-newdetter
gets the process sarted.  But you can dso
offer the same information via RSS (Redlly
Simple Syndication) feeds, for reporterswho
like their news delivered via that technology.
(IceRocket (http://rss.icerocket.com/ <http:/
rssicerocket.com/> ) will make your page
RSSriendly for free)

*Other tacticsthat work: Offer a‘news
dets sgn-up lig for journdists on your
Web site. Post a“send-this-page-to-a-friend”
button on every page of your press center,
and website. And establish a presence on key
socid networks like Facebook (http:/mww.
facebook.com  <http://mww.facebook.com>
), Twitter (http://www.twitter.com <http://
www.twitter.com> ), Googlet (https//plus.
google.com/up/search), Pinterest (http://
www.pinterest.com  <http:/Aww.pinterest.
com> ), foursquare (http:/mww.foursquare.
com <http:/mww.foursquare.com> ) and
Linkedin (http:/Aww.linkedin.com <http:/
www.linkedin.com> )

* Safeguard your reputation: Once peo-
ple start talking about your rink on the Web
— including editors, reporters, bloggers and
others — make sure they're not engaging in
libel, dander or other image-tarnishing talk.

“Some comments can be little more
than arepository for juvenile humor: graffiti,
comments that "X" is the devil," said Bruce
Armold, founder of Cadon Analytics http://
www.cadon.com.au  <http://www.caslon.
com.a> ). "Others can feature detailed and
sometimes persuasive critiques, including
‘ingder’ documentation.”

Specific service providers who will
help you out with this reputation monitor-
ing include Dow Jones Ingght (http:/sh.
net/ueeB3 <http://sSh.net/uesB3> ), Nidsen
Online (http:/sbh.net/u735 <http://sSh.net/
u735> ), BlogSquirrel (http://sSh.net/ual3e
<http://sSh.net/ual3e> ) and WebClipping.
com (http:/Ammww.webclipping.com/ <http://
www.webclipping.com/> ).

Joe Dysart is an Internet speaker
and business consultant based in Manhat-
tan. \bice (646) 233-4089. Email: joe@
joedysart.com. Web: wwwjoedysart.com.
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