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Interviewer, Interviewee

Interviewer:
Welcome everyone, this is The Wasabi Club and it is 1:00 Eastern on Wednesday May 27th, 2009.  My name is Michelle Tennant and this is The Wasabi Club.  




We meet here once a month and have been doing this once a month for many years now.  What we do is we talk about PR insider secrets.  Really what are we, as publicists doing?  So sometimes we have publicists on The Wasabi Club, we have people looking to do PR, maybe they're small business owners, or people just generally interested into what is PR and how do you get on things like Oprah and the The Today Show and CBS Early Show and all those great newspapers and magazine.



So today what we're going to be doing is we're going to be having a conversation between me, Michelle Tennant, and I've been doing PR for about 20 years.  If you'd like to read about me, you can go to Storytellertothemedia.com while we're talking.  I actually do global PR and place people on TV shows and radio shows and so forth.  So what we're doing today is I'm talking to – do you go by Dr. Bierman, Jim?  

Interviewee:

Jim is fine, but yeah, I'm Dr. Jim Bierman.
Interviewer:
Okay, 'cause we want to make sure, 'cause we going to talk about the importance of you having a PhD.  So we're going to go ahead and I'm going to introduce you as Dr. Jim Bierman and I'm going to be actually coaching Dr. Bierman in PR today.  A lot of times people will walk up to me and kind of pick my brain, and I say, well you know, we actually charge thousands of dollars for that, but in this type of context what we can do is tape record it, and then actually have it benefit other people out there as well who may be small business owners or experts and so forth, looking to do PR but maybe they don't have two, five, ten thousand dollars a month to spend on a publicist, but they can actually then generate PR for themselves.

So that's what we're going to do, I'm going to introduce a little more about Dr. Bierman in just a minute, but let's do some housekeeping.  If you're actually on the call with us, then you might want to mute yourself.  If you want to – if you're listening to this in the future on an MP3 recording or so forth and you actually have questions for either me or Dr. Bierman, what you can do is actually e-mail me and then at the end of the call I'll talk a little bit about how to reach Dr. Bierman as well, 'cause maybe you even want his services.


For the time being, write down Michelle@publicityresults.com, and that's two "L"s in Michelle, and there's an "S" on "results", and we also have complete phone numbers and contact information and all the other websites that we're going to mention in this call can be linked from Storytellertothemedia.com, which is the easiest one to remember.  I probably have 30 different URLs to share.


I think right now what we're going to do is just have kind of an intimate conversation between Dr. Bierman and myself.  And then if there are other people on the call and they actually want to ask a question just jump right in.  But it's going to be a little special, 'cause in the past with the Wasabi Club we've kind of had more of a panel discussion.  But really what we want to do is give people – they're going to be flies on the wall, listening to our conversation, okay, Jim?  So that we can really get into the nitty-gritty of what you're doing with your book and with your other ventures.  And we'll talk about that in just a minute.

So let me talk a little bit about who Dr. Bierman is.  He's a licensed clinical psychologist and he has 14 years of clinical experience.  He actually practices out of Palm Springs, California, but he also has some other ties to LA, Seattle, London and rural northern California, where he treated individual adults, couples, families and children.  So who you are, Jim, from what I can see from your bio is a certified parent evaluator.  What exactly does that mean?  You're qualified to evaluate parents in high conflict child custody cases, and so you make recommendation to the court for residential placements for children.  So talk a little bit about what that means.  Do you kind of just go into the court system and then just give your professional opinion, like we see on Law and Order or what?

Interviewee:
In a way, yes, that's right.  I'm appointed by the court in these high conflict child custody cases to render an opinion about placement of the child.  So this is always, like I said, very high conflict, we do these very expensive, in-depth evaluations that turn out to be about 40, 45 pages long, backing up the recommendation that we make.  At the end of it there's at least one person, one of the parents guaranteed to be angry with you, and it's hard, sometimes, to keep track of the most important issue, which is the best interest of the child.

So in this venue, I'm recognized as the expert of the court, or a divorce expert.  And I'm struck by how little new information we're able to learn in this late evaluation that we couldn't have learned in premarital counseling, when we really could have been planning for success, instead of trying to prepare for the best possible of bad options.

Interviewer:
So you actually – there's kind of a through line to who you are as – you know, one of the things that I really take on as a publicist is this storytelling aspect of actually helping people create media documents and media materials that help tell the story about who you are to the media, and then provide them, "Okay, well here's different things so that you can actually tell a compelling segment or story or article to your listeners, viewers, readers about this particular, maybe this topic, this societal problem that we have."  So you've got a through-line going – you've got before marriage, through that kind of like, you know, how to actually date, probably, and get to know are you compatible for future parents, and then the through line of actually being in a marriage and then raising a family, all the way through the sticky part of, "Okay, now what do you do if it doesn't work?"
Interviewee:
Yes, and I should have talked to your before I wrote my book.  I think you would have advised me to target a different population.  Personally and professionally, I'm very interested in early intervention.  I believe that if we can make an early intervention, we can have the maximum impact, and benefit the whole family.  In terms of PR and selling books, I probably targeted the least likely population to go out and buy a book.  Engaged couples are interested in picking out dresses, and wedding cake flavors – they're not interested in talking about premarital counseling and the fact that they can improve their chances of marital success by 30% for this nine-hour investment.

Perhaps I should have written the book for in-laws, who might want to say something to the couple and coach them a little bit.  But just because of their role and their relationship, they're not able to say it for themselves.  So they might be able to use my book to say, "Here's some thoughts to help you plan your marriage as thoroughly as you want to plan your wedding."
Interviewer:

Interesting.  And you're right.  I think that it's a really good point for people who are out there writing a book – where is your audience?  And also, then, it's not – a lot of people say your book is not necessarily the product that's the moneymaker.  The book I and of itself is actually just a vehicle for PR.  So my other question is what's actually putting food on your table?  Is it your therapy sessions, is it products that you're selling, or what's actually – what's your bread and butter right now, so that we can – that's really where we're going to want to look at your audience as well.
Interviewee:
It's definitely in my private practice, in counseling individuals and couples.  I haven't seen a profit.  I don't know if I will see a profit from the book.  It's been my motivation from the beginning to get the word out and to try and spread this message that I believe in.  It would be nice if I could do that more successfully, and that would be reflected in more book sales.
Interviewer:
Well perfect.  No these are integral questions, I think, that we want to ask of any expert or small business, it's not only well where are you currently successfully selling your products and services, but then where do you want to be selling your products and services.  So in the future just kind of get your little crystal ball out, and then in five to ten years are you still doing private practice, or are you making the majority of your money elsewhere?
Interviewee:
If there was an opportunity to do more workshops for couples, to do more group counseling sessions, which would be cheaper and more convenient for a lot of couples, then I would love to be doing that.  I'm certainly connected to some good people who have strong organizations behind them.  At the moment I'm really focusing on working with individuals and couples one by one, and by having conversations like this one with you.
Interviewer:

Yes.  I mean I think that it's funny, because there's all type of conversations you can have in the world, but one of the things that a publicist looks at is, you know, where have you been, so where's your credibil- -- 'cause I'm looking for credibility, which you have because of your private practice, because of your educational degrees.  And by the way, if you want to actually check out Jim while we're talking, if you're in front of your computer, his website is Ofsoundmindtomarry.com.  




I really think that a good publicist also asks the question of not only where have you been and your credibility, but where are you headed.  So it's possible that I may have actually advised you on a different audience when you wrote the book, but there you've got the book.  So you can always write another book, and there's all different ways to publish and you can self-publish and really keep things cost-efficient if you want to.



But let's just go through – so you see growing your private practice still primarily in Palm Springs, Jim?

Interviewee:
That is where my office is.  I'm also available to do online counseling through a website called Liveperson.com.  That's incredibly successful, really.  It's convenient for people in rural areas, distant areas, perhaps areas where they don’t want it known that they're seeking counseling, and can be quite affordable that way.  Also on my website there's a number of links to questionnaires, little measures of relationship success that people can use and get a snapshot of their relationship.  By the way, I don't make any money off of those – that's just a service for people to help themselves.

I'm interested in being as effective as possible, and these are the opportunities that I see for myself that I can pursue.  So I am.  It's a real opportunity for me to talk to you, Michelle, because I'm sure there's things that I haven't considered that I could be pursuing.
Interviewer:
Well let's do that, because I do see a few things, and I'm checking out as you speak this Liveperson.com.  So pretty much you can counsel anyone.  Here's the thing that's really valuable about the book that you wrote.  Let's talk about audience.  I think that that's really an important conversation to have in any type of PR conversation.  Who is your audience?

Well you chose strategically to go after couples who are getting married. Let's talk about the pros and cons of that, okay?  Here's what's really great about that is that there is always a lot of wedding media.  The reason why there's a lot of wedding media is because there's a lot of people who want to advertise to people who want to get married, you see?  


So there's going to be a lot of wedding media, they're going to need content, they're going to need experts, they're going to blah-blah-blah.  So you've got a niche that's very powerful in that you are an expert who would be very desirable to any media who's covering wedding topics.  Now I know for a fact that The Today Show, every year they do a special wedding series.  It may already be done, or if not, it's in the works now.  But they always do up and coming stuff.  Now they may or may not have you on as a segment, but I would highly urge you to pitch them on a regular basis about tips.  You have three to five tips that you could disclose in a four-minute segment with them on, "Hey, are you going to make it through the long haul?  Are you going to – you know, kids," we really have to think of some creative headliners and segment what we would call them.  But I could see you actually on these top shows when they're doing their wedding segments, kind of looking ahead, like, are you going to be good parents, or is it going to end in a breakup?  And then you're actually talking about the important questions to ask now, before you get married, which you want to keep it lighter, because it is a happy time, it's a happy topic, but actually what is interesting – it's too bad 'cause I've already put the interview together.  I was working with a freelancer who's working with a syndicated column on the topic of what do you do when the family's feuding and you're getting to do a wedding?  You'd be a perfect expert to talk about that.

Now we connected her with a wedding planner and a family counselor.  But you see how you straddle both?  You have an interesting niche there.  So on one hand that's very powerful about your book, and I would urge you in the future to always target wedding media of all kind:  TV, freelancers, wedding magazines and the like.

Now we know of you – I actually met you through pitch-rate.com, and I understand that you've actually used pitch-rate – are you currently using it right now?

Interviewee:
Yes I am.  I check their bulletins daily.  They send me an e-mail every day with magazine radio hosts who are looking for experts or articles on various topics.  You can choose what topic you can respond to and make your pitch.  That's how I connected with Valdar Beebe, of The Valdar Beebe Show.  And now I'm one of her life experts, doing a six-show appearance on one of her series that's coming up in August.
Interviewer:

Wow!  She's got a nice reach.  I know Valdar Beebe's show and that's huge.  And so you're going to do six shows with her?
Interviewee:
Yeah.  I'm real happy about it.  Valdar's a wonderful woman to speak with.  She has a lot of enthusiasm and a real talent for honing in on what people need to hear for themselves.  Yeah.
Interviewer:
So that's really great.  So for those of you who don't know what pitch-rate is, pitch-rate is a free service, and it's simply pitch, like you're pitching a baseball, and rate, like I'm going to rate you like the movies get rated kind of thing, like a thumbs-up and thumbs-down.  It's the same type of thing where the media go on, they're looking for certain experts, and then we, as experts, I'm in PR, Jim's in therapy and marriage issues, then Boom, we say, "Hey, I can talk about X, Y, Z," and then they call us for the interview.  And then after the interview they rate us, whether we're a good interview or a bad interview.

So somebody was talking about pitch-rate recently and called it sort of like the Angie's List, where you can actually say whether people are good or not.  But I'm really enthused, 'cause that's how I found you too.  We wanted to actually highlight and feature somebody in The Wasabi Club where I can actually coach them in PR, for the benefit of other people.  And the guys over at pitch-rate suggested you, so great.


Great, now you get a little bit of free PR counseling too, on top of it – to boot.

Interviewee:
I'm very grateful.
Interviewer:

You're welcome.  




Well here's what I see.  So you've got this book, definitely do the media scene.  The other thing is is that another huge – almost every magazine out there is going to deal with relationship topics.  Generally the media gets moved on three areas:  they either want to know about how to improve your health or nurture your health, how to make more money – change  your career, have a satisfying job, all that kind of stuff, or they want to know about love.  And you can say, in a crude way, that sex sells, but let's just say that it's really about love and intimacy, it's really about relating with your family, with your spouse, communicating effectively with your children, your in-laws and so forth.  It really is about love.  



So I like to think about all  my PR campaigns, like is this really about health, is this really about wealth, or is this really about love?  And so you are really about love, right?  And your love with your spouse, love with our children, love with your family.  So that's one of the ways – you talk about, in the information that you sent me is what you're really passionate about, and I think that that's really important to put further up top in your communications.




One of the things that you say is, "I hope to give partners and young parents the best first chance at growing a happy family and creating meaningful lives for themselves."  Great, and you're informed – your work, your expertise is informed – many years of working with couples and family, and your PhD from your California Graduate Institute in LA and your post-doctoral training at the University of Washington School of Medicine, Parent Evaluation and Training Program.  Well that's really – what does that mean?  It's a mouthful.
Interviewee:
It sure is.  That's where I was trained to do the child custody evaluations that you mentioned at the beginning of the show.
Interviewer:
Okay now we're going to get to that in just a minute, too.  So the soft topics that you're really – that you have certain expertise to discuss, you know, wedding, love, any type of family communication or child communication issue you can speak to.

Now let's talk about, though, your really coveted – you know most people say, "I want to be on Oprah," or "I want to be on CNN," or "I want to be on Larry King," those kinds of things, right?  So let's talk about that, 'cause you also have a really unique aspect to your expertise with this court system in this particular – is this a – do a lot of people have this – this medicine parent evaluation training – they don't, that's unique for you?

Interviewee:
Yes.  It's a very small segment of psychologists who pursue this credential.  It's a very high conflict and litigious – it's a high risk of litigation.  So most people say, "No, why do I want the headache?"  But again, it's about being effective.  And when you're advising the court, the court's about to make a very long-lasting decision, and it's good for me to be in a position to try and inform the court as thoroughly as possible.
Interviewer:

Okay.  Also a little higher up, okay?  And when you're doing your pitch-rate.com pitching, I want you to ask yourself – I'm going to make it very simple for you, and you're going to ask yourself, "Is this hard news, or is this soft news?"  And hard news is what we all know is hard news – its breaking, there's some type of court custody battle with a celebrity case and you are in a unique situation to talk about that, you're located in Palm Springs, California.  It would be easy to even get you on a satellite in a moment's notice.  




So you really just want to reach out to the producer that your favorite shows and just let them know you exist, and they will salivate with your expertise.  They will want you – there's no doubt about it, okay?



Now how long does it take you to get to LA?  How long of a drive would that be for you?

Interviewee:
About an hour.
Interviewer:
So you also – while it would be great for you to do a satellite, you might even say, "Look, with just a little bit of notice, I can actually make it to an LA studio as well," 'cause a lot of like Nancy Grace or issues with Jane Velez Mitchell.  I mean they need a psychologist person like yourself, just even if you had just your degree, didn't have any of these specialties, right?  You know even have the book – all you do is have your degree.  They need someone like you nightly.  With your degree and your specialty area and your book and that credentiality with the court, you're also attractive for certain celebrity cases, certain breaking news cases.  

So ask yourself is it hard news or soft news?  And the hard news ones, they don't have time to always seek out information, so they're just going to take – they're going to pluck from the e-mails and the press releases and the phone calls that they're getting daily, coming to them.  So you want to be generative on your favorite shows.  What's a favorite show you would like to be on?
Interviewee:
It's a tough question.  I was paying attention, of course, to the big names that you mentioned and thought, "Well, this is exactly the kind of place that I would not make a cold call."  I've been happy with the responses I've been getting from another outlet like pitch-rate – not a free service, but a radio television interview report, where I've gotten a number of radio interviews from that.  But I'm taking notes on the shows that you're mentioning now.
Interviewer:

Well one of the things that I've been impressed about with pitch-rate is the high level producers, 'cause you know pitch-rate you can actually close yourself.  So there's some high-level TV news producers using pitch-rate so I would comb through your leads one more time.  And some of them have – like they say, "I need to be pitched through December," or whatever.  With you, you can speak to hard news, especially if it's something like a CCN or an Entertainment Tonight or if you would think Blood Mitchell or Larry King.  And then your proximity to an easy bureau or a satellite would be attractive to them, so you want to let them know that.



So when you're communicating with those high-level TV shows, Jim, rather than focusing in on a specific angle, right now just let them know of your expertise and that you're available at the drop of a hat.  That would be the most important thing.  And then you'll find that you're going to be called upon.  And then you just – all you want to do is just send them a little not, go to their website and just say, under the Contact Us – and then just contact them and let them know that you're alive and that you're available.




Now you've also got this book.  So let's talk about what soft news is.  Soft news is where you're actually focusing in on these warm and fuzzy things, tips around wedding and whatever, something that you might – The Today Show might have you on around your book versus a breaking news item, although they also have breaking news psychologist commentary as well, but they're not as dialed in – they like to have a more rounded commentary in their morning shows, versus just – you know, they like to do, also the cooking segments as well as, okay, this is what's actually happening in Washington, DC or with the celebrity scene today.  They're also going to have these softer segments on how win in your wedding.  
So you want to ask yourself where your focus is – are you doing hard news or soft news.  Soft news would be these tips on how do you win, how do you ask before you get married, what do you do with your kids.  




It can take a seasonal aspect to it too, so right now it is may, so it's – a lot of places it's raining, we're getting kind of geared up for summer, so a lot of families are thinking about vacation.  So you could take a seasonal aspect to your family commentary.  Most soft news would be something like how to win at your vacation, how to make sure, you know, "Fighting a lot?  You've got your kids split between three families?"  How to win with, when you're splitting custody between the different households, and how to win with that.  That would be a perfect commentary, kind of seasonal for you.  




Seasonal when we're talking broadcast is more immediate, so they're going to need it when it's actually the season, but if it's print-based like magazine, you want to be pitching that three to six months ahead.  So while we're right now in the throes of summer, guess what?  Magazines like O Magazine, who you'd love to be in something like O Magazine, or what are some of those favorites out there that we all love – Pink Magazine, Men's Journal – all those.  I mean Men's Journal would be great, because a lot of guys are trying to figure out their whole home situation.  You'd have some commentary about that.  They're slating Thanksgiving, Christmas, Hanukkah, Kwanza – all of that right now.  So for them, they're wanting information from you about how to win through the holiday – what do you do when you've got custody splits and the kids have to split Christmas morning – how do you win?  That would be really fresh information for a lot of magazines.

Interviewee:
Great ideas.
Interviewer:
Yeah.  Well I only know it because I talk to the media all the time about what they need.
Interviewee:
That's what's coming across to me as I'm taking notes as fast as I possibly can, Michelle, that -- 
Interviewer:

It's recorded, so don't worry about it – you can actually get a recording later, too.
Interviewee:
That's a good thing – I'll be listening to this.  

These are all great directions, and it makes me appreciate what you do, because first, just knowing what direction to head in and who to contact is a huge thing – a huge expertise.  But then actually following through on a daily basis, it sounds like, and making the contacts, making yourself available, staying out in front of it – that does sound like a full-time job.
Interviewer:
Well let's address that.  For someone like you, what's reasonable is once a quarter, I think, at minimum.  If you've got extra time in between your sessions and all of that, then fine.  That is why someone pays a publicist, because that is the work that we do.  But you don't have to.  The bottom line is if you don't have expertise for the media, you just need to be in front of them and let them know that you're available for commentary.  So you've got your free services like pitch-rate.com, you've paid for services like you do through RTIR – that's a fine product to use if you can't actually purchase full-time publicist pitching you on the phone and via e-mail and all of that.  

But the other thing is to make sure that all of your media documents are together and in one place.  Now I don't know if you have – do you have a media rim on your website?  Let's look and see.  I'm looking to see – you've got lots of great information about, like these evaluations and these tips.  And you've got pre-wed chats and all of that – that's great.  And then you've got your biography, but you're linked – okay, you – I would recommend that you get an online press kit.  You've got a few of these things here on your links, which is good, but a media person visiting this is going to feel a little like – okay – they want to know what you want them to say.  

So a good place to look for finished online press kits would be PressKit247.com.  And you can also go to a link that's easy to remember called SearchPressKits.com.  And then you can just put in therapy or counseling or – you can see other sites that'll come up.  And you'll see the difference because some of those are written professionally and some of those are self-written, and you'll see --- you can just pretend to be a radio producer or a TV producer and see if – does that person have a complete bio, not only a print bio but a broadcast bio.  'Cause what we say on the air is different than what we write.  Do you have photos, a head shot ready to go?
Interviewee:
Yeah, there's a head shot on my website, in the book, that I've been sharing, using the same picture going around.  On the website there's a pressroom and I'm posting the --
Interviewer:

There is on your site right now, 'cause I'm on your site right now.  Where is the – oh it's big, right there – the press room.
Interviewee:
Yeah, and that's just a link to the radio shows that I'm doing so far.  I'll certainly be posting this interview on there tonight.  But it does not have the press kit that you're talking about.
Interviewer:
Yeah, these are – inside your press room this is great, 'cause it actually says – but what you also want is to kind of tell the media what you want them to say, 'cause – and then just kind of make their lives easier, okay?  And so you'll see at PressKit247 there's little tricks – I mean I know RTIR also helps you through some of your – 'cause I've known about them for years.  I've used them in the past before as well, for certain campaigns, when I know that I've got some really great hard news, for example, or some really compelling soft news, you know, might be worth the investment to use them.  

But they're going to help you through what we call messaging.  So what do you actually tell the radio producer about your bio, what types of questions do you want them to ask that will kind of set up you to be successful in the interview for them to talk about your book, or just be natural – it's not like a hard sell or weird plug, it's just something natural in conversation.


The other thing that I really love about your website is these checklists, these things that you've got, these evaluations.  You want to tease that out a little more.  For example, you've got estate planning evaluation – this is really great.  And it says, "Please contact me for more information or to book an appointment," I would also put your book in there.  So great if they contact you, but better yet if they just buy your book and your products.

Interviewee:
Okay.
Interviewer:

Right there:  "Please contact me for more information to book an appointment," why doesn't it go to your link over there by your, what was that – your live – what was that place called?
Interviewee:
Liveperson.com?
Interviewer:
Yeah, you're Liveperson.com.  They – so right now what happens then is your still in the middle of it.  So we've got to contact you, wait on you and that's fine – we love to hear from you, and if you have time to do that, that's great.  But there's also a lot of material here that you can take yourself out of in the process, where they can just book you right away on LivePerson and start paying you, or they can just go ahead and buy your book without actually having to talk to you.  But the other thing that I like about the "Please contact me," I do want to put this in is that it's like, "Great, I can talk to him right away."

Not everybody uses Outlook – right now it's causing me to actually open up Outlook in my computer, so I'm like, "Oh, I don't really want," I'll see what e-mail comes up – we'll see if it even works.  Great, so you've got DrJBierman@Ofsoundmindtomarry.com.  You might just actually use your – you don't want to get spammed and all of that, but there might be a really easy way to contact you if somebody doesn't have the ability to kind of open up their internal e-mail system online.
Interviewee:
Right.  I have also posted my phone number there.  It's not been a problem, it's not been abused, and I [crosstalk 3w] interesting calls that way.  It is a confidential line, so people can leave a message for me as if they were speaking confidentially to their psychologist.
Interviewer:

Okay great.  Perfect.  And just for the record, for those of you who do not have internet access and you're hungry now for that phone number, it's 760-285-3892.  Okay, so the thing that's really strong on your website is the checkup is the checkup.  "Which checkup is right for you?"  How cute, right?  "Dating, engaged, married."  So this is your content?
Interviewee:
Actually it's not.  This is a company that has prepared a number of different questionnaires for couples.  After doing a lot of research and writing about this in the book I've decided to recommend these questionnaires over many others for a variety of technical reasons, but mostly, it's easy to use, it's easy to read, it's inexpensive and available, and people can click on it and get some answers -- 
Interviewer:
Got it, okay.  And do you – I see.  So they have affiliations with counselors and so forth, too – okay, got it.  All right – okay, what can you – what I would do is – also, from your book – 'cause we want to keep the media focused in on you and your book, 'cause then all of a sudden they start to then to go this other – which is fine, this is a product that they've created that they're in association with you about – that's fine, but we want the media focused in on you.  So I would actually, then, just tease out some content on these checkups.  You know, and then your unique contribution is these, the court situation, you know, the evaluations and a lot of people might be interested in what happens around custody cases.

It's funny – last night a woman – I won't say anything that would disclose who she is, but she is in a custody situation where the state may come in and actually take her child, and she found out that I was a publicist and asked me how could I help.  And I just kind of looked at her and I'm, "Well, I have a background in education – I did educational PR first, so I actually have some knowledge about this, but are you thinking that the media is a place to go to because you're being treated unfairly?"  And she said yes.  So we talked about using the media to really bring attention to a particular problem or situation that you need resolved.  

But see someone like her – and she happened to have a special needs child, which last week there was a lot of breaking news – a lot of hard news around special needs interactions at schools, because there was that one child that was actually locked away for two hours at a school and the parents found out about it and also the federal government is really looking at some things around special needs.  That's a perfect opportunity for you, Jim, to then talk about what can you do to impact school-family relationships, kind of parlay it to a community level what you're already teaching at a family unit level.

Interviewee:
Interesting.
Interviewer:

See that's where you say, when you're just out and about in the world and you're – you may just do your regular outreach, 'cause you don't have more time – you're a busy man, like most small business owners are.  You've got to attend to your patients, you don't have a whole lot of time to do the PR outreach that I'm doing that I'm getting paid for.  So my recommendation is carve out maybe a day or a couple days each quarter.  So that means like five days a year just to make sure that your favorite media know about you and you should get a list of 50 to 100 people that you just keep updated.  Then, when you're out and about and you're drinking your coffee in the morning and you see, "Uh oh, there's breaking news, and I have solutions to people – they need this information."
Interviewee:
Michelle, can I ask a question about your work?  
Interviewer:
Sure.
Interviewee:
'Cause I know you must get questioned often, and then you answer, "Well you know, we get paid thousands of dollars for giving this kind of information," -- 
Interviewer:

No, I need to say that more.  [Laughs].  I'm a softy, so my business partner says, "Shut up and have them call me."  But no, what's your question?
Interviewee:
Well I guess it's how we can use your service without taking advantage of you.  Are you in a position, for example, to get somebody like me set up with a list of 50 or 100 media contact people on an e-mail list or whatever, so we can give them quarterly updates or alerts when there's breaking news that fits our expertise?
Interviewer:
Yes there are – we do have varying levels of packages that we offer.  So the best way to find out what I do is at PublicityResults.com.  And if you really are interested in something like that, that meets your budget, then I really do want you to call my business partner and he's listed right there are PublicityResults.com.  

So you could hire a PR firm, right?  And then we would set you up and write your online press kit and do all that stuff.  And that's probably – you know, to get a publicist full-time, it's going to be anywhere from $2,500.00 to $5,000.00 to $10,000.00 – somewhere, depending on what you want.  Now you may just get an online press kit, and then just having that written.  You just probably going to need -- to host it, $100.00, $200.00 a month, to have it written anywhere from $1,500.00 to $2,500.00, a one-time fee, okay?  There's also plenty of freelancers out there, so you could also just kind of pay somebody as you go.


We do these things called distributions, so we would do like a one-time distribution, and you can just – which we can kind of do the tickle.  And then sometimes you get a huge response of that, sometimes you don't get anything.  It depends on also like the pitch work, the – you know, one of the things that when you invest a lot of money into a PR firm, what you're really paying for is their creativity and actually they keep pitching you until they find what works.  And a lot of times I think that there's this understanding of, "Oh, I'm going to hire someone to write my press release," and that's all she wrote.  Well actually in today's media world we have to many media opportunities, it's important to a) personalize the pitch, so that you're actually pitching a wedding-related, tip-oriented contented, like you've got, to someone that does a wedding magazine, or so forth, and not just somebody who may not be able to use it, let's say, at a law magazine or something.  You want to make sure you're pitching appropriately.  

And then you also want to make sure that it's timely.  That's the other thing.  Breaking news – one of the things that we've really specialized and grown in over the years is our breaking news tie-ins.  And that's – Jim, just watch for those, and maybe that's the time that you actually pierce in and then hire someone to help you.  For example, we were contacted – do you remember when the Riyanna/Chris Brown thing just happened?

Interviewee:
Mhm.  Yeah.
Interviewer:

Well we got a call from a psychotherapist in Orange County, and that's her specialty.  She does domestic violence and she's got a series of books on them.  And she contacted us and I was honest with her – well my business partner was actually the one who did the first conversation and we said, "You've got to move on this.  It's a couple of days, now, the Riyanna/Chris Brown debacle, if you really feel like you have content to provide the media about what to do if you were in this situation, we need to move on that."



So she hired us at – I love it, 'cause this doesn't happen often.  This is definitely one of those fairy tales, but it happened.  She hired us, I think around noon, we interviewed her and got her tips, you know, what she – her unique contribution to the public conversation, like, "Okay, people are saying this about domestic violence, what is not being said?"  And she had her five points, which I'm sure you, all the time, when you're watching Nancy Grace or whatever, you're like, "Why aren't they talking about X, Y, Z?"  Right?  They need to hear from you, 'cause you've got that X, Y, Z that's not being said out loud.




Well anyway, we figured out what was not being said, wrote it up, pitched it, and then by 8:00 PM that night she was booked on Dr. Phil.
Interviewee:
Wow.
Interviewer:
That's how quick it can happen, because they're hungry for people like her and people like you.  So what does that mean if you're not in a therapy industry?  Well, are you credible?  Do you have expertise?  And do you have content that you can deliver in a succinct and understandable manner?  Are you articulate, and are you engaging?  You know, which you are – all of those, which you can tell – you're on the phone, really making sense and all of that.  And they often do pre-interviews and so forth, just to make sure, okay, are you going to fly on-air, are you going to be okay?

Now that's how it happens, thought, right?  And she invests a lot of money to have that happen, and then she was also put on CNN and – what else did we get that day?  Issues with St. Ella's initial – she had been on 20/20 in the past, and so she was then – they saw her again and kind of – they wanted her to talk in a more timely fashion 'cause this is now news now.  And then there were some magazines and a whole host of radio stuff.


But she knew she needed help around the breaking news to maximize what was happening in our community – in the news community especially.  And she had a commitment to actually help – she didn't want to just talk about, "Oh, here's a celebrity and their misfortunate," she really wanted to parlay that – you know, "They're going to cover it anyway, with or without you," she actually wanted to have impactful conversation on what you can do if you're in this situation, 'cause that's why we really get enamored by celebrities is that we are all trying to make sense of our own lives.

Interviewee:
Yes, yes.
Interviewer:

Right?  And we can point a finger at the media and say, "Bad media for victimizing these—", well we're the ones that are watching it, because we're the ones that are hungry for the information.  And as we continue to be really enamored and buy and watch and listen to celebrity news, then we will continue to have to help shape it, so that it's actually not just we're there sensationalizing their stories, but we're talking about maybe the celebrity misfortune and then talking about solutions to make sense of our own lives.
Interviewee:
Right.  Now that really is a fairy tale story, but normally how much lead time do you need for breaking news like that?  Would you like to have someone in the stable for a few days minimum, or weeks, months?
Interviewer:
Well what really works is to have somebody a month ahead that has an online press kit ready to go, 'cause that – and that was a little – you know, we had to get some images together at the last minute, and there were some hiccups around that.  So there were some missed opportunities, even with those great placements.  So I like to have all of the goodies together.  What the media always ask for is a confirmation that includes a bio, suggested questions to ask your expert around the content areas, high resolution images, not only of your photo but your book, so I see your book cover on your website, but I'm also hungry for a better image where I can get the copy of your book.  

So when you see somebody on TV, they say, "author of Of Sound Mind to Marry," and then boom, there's your book, your JPEG, right?  So that usually, to get a good online press kit put together usually takes about a month.  And then of course – I like to do a monthly outreach, sometimes several outreaches that month, to make that they're probably introduced to the media and then follow-up.  But if you're doing it on the cheap, because you've got a budget to worry about, then my recommendation is to first invest in a good online press kit, and then be strategic about what you're purchasing next.  So are you just purchasing a media list?  If you want free media lists, my recommendation is to go to – I love this little site:  USNPL.com, which stands for, I think, United States News Paper Lists.  So it's USNPL.com, and then you can get to any media point based on your geography, right?  So you can go in and click on California, Palm Springs, and see everybody that's local in your area.  But if you're wanting these national coveted lists, there's several placed that are doing these lists, and what we do is we actually distribute for each of those lists, so we would then just charge you for a distribution, I think, to the top TV venues, somewhere like – you'd have to look on our website, 'cause this is – I'm the one that's just getting a job done, I'm not the one selling it.  So PublicityResults.com – it's going to range anywhere from $1,500.00 to $10,000.00, based on who you want to reach.  So then you choose what list.  


Now if you wanted a list for your own follow-up and so forth, you, I think Jim could actually do it.  There's going to be other people out there listening to this that they're just not going to be that skilled.  I think that pitch-rate is a great place to get practiced on actually pitching the media – you'll know what works and what doesn't work.  But people will know themselves whether they're actually going to win or lose in their own ability to interact with the media, and my suggestion is you work with your local media first to build relationships so that you learn how to do that.


There's another woman that I know of.  I was just in Dallas with a woman.  Her name is Shaun DeParan, and then she's got that interesting spelling.  Let's see, I think her website is ShawneTV.com, which is S-H-A-W-N-E-T-V dot com.  Let's see if that's right.  Yep, that's her.  And S-H-A-W-N-E-T-V dot com.  And she's got training – she's a former TV producer, and she has different media training around the country, where you can actually learning how to pitch the media.  And then I also – a person I've followed for years now, and I actually read her information when it comes to me, it Joan Stewart over at the publicity hound.  

So those are – as far as – and the reason why I like the two of them is Shawne DeParan is a former TV producer, so you get in the mindset of a broadcast person.  Joan Stewart, at the publicity hound, she is a former editor, so you get in the mindset of a former print journalist.  So kind of like, you know, just learn from them, and then you can build relationships powerfully or hire someone like myself or the thousands of other publicists out there to build the media relationships for you.  And then once you're in that interview, like see – now Valdar Beebe, Jim, you – that's what I – now put her on your little private list of 50 to 100.  And then once a quarter you send her a little love note, you send here a little something, "Hey, how are you doing?  Wasn't sure if you knew I had a new book out," or "Did you know I had this special report out on what to do if you find yourself in court, yikes," kind of thing.  You know, and then – but you give her – you know, you just update her maybe four times a year on what you're doing.

And then there are going to be more opportunities.  Right now she's going to have you for a six-week series this summer, then she won't be able to use you for awhile, but then she might be able to use you again in a year or two.  And if you keep in contact with her as you change and grow and offer different products and services, then she'll be able to know how to use you.
Interviewee:
Great idea.
Interviewer:

Yeah, you're welcome with that.  Now let me go back to some of the questions that you send to make sure, 'cause we're at the top of the hour, so I want to make sure.  Okay, one of the things that you were talking about was running seminars, and that – should you do book-signings, but that you don't have the celebrity personality or whatever, right?
Interviewee:
It's true.  You see some people, they get in front of the camera, on-stage, they just sparkle.  And I feel comfortable talking about the content of the book and working with people in groups.  It's a charisma factor that doesn't always come across for those of us who are what, behind the scenes kind of people.
Interviewer:
I'd have to see you on camera to really comment on that.  Your face – 'cause I can see your picture on your website, it's good for media, okay?  It's perfect for media.  And that's important because, you know, we all know that the media wants a pretty face, because we're all accustomed to seeing attractive people on TV.  And it does come into play.  They will look at that.  And Jim, you might just get a simple camcorder or something and then just kind of play with it.  Put someone behind it and just pretend to interview you and you can kind of just see how you do.  And then see where you work, and if you need to hire someone to do more media training with you, then fine – do that.

But the other thing that you could do is just contact your local TV stations and actually say, "This is what I do and blah-blah-blah, maybe there's a breaking news court case in your local area that you want to, that you could invite the media to comment on, or you've got a software angle about the wedding tie-ins.  And maybe they've got some kind of wedding expo where somebody's doing something big and then you're like – you just contact them and pretty much just contact your basic stations in Palm Springs, the ABC, NBC, CBS, Fox affiliate at minimum. 

Now you've got some other considerations like the CW or _____________ Palm Springs might have some independents, but for the most part it's four phone calls to your major affiliate news stations and say, "Hey, do you have a good morning show," or – and then let them know about you and say, "You know, if you ever need wedding tips," – you know, ask them if they've got time to talk, don't call them in the middle of their broadcast time and then just let them know about you, or you can send them a little card or an e-mail, letting them know about you.  I'm a big believer in – to get somebody's attention you might want to do a few methods.  You know, follow-up phone calls with an e-mail, or if you send a small card in the mail, then follow-up with a phone call or something like that, just so that people feel that you've got a personalized touch to them.

But see, these producers need somebody like you to both talk on hard and soft news topics.  And you can get the experience, continue getting more of these shows by just letting them know you exist.  And if you need help in contacting them, then hire somebody, fine, or purchase a list.  There's plenty of media lists to be found free on the internet, or purchased from a PR firm like ours or from people who specialize in media lists.  There's plenty of them out there.


And I think that as far as your seminars and the book-signings, once people start to see you out there, like let's say you have a segment that's happening with Palm Springs, NBC stations.  And then they're going to of course say – they're going to talk about your book, and then you have it front and center on your website.  They may not specifically talk about your book-signing or your couples seminar, but they might actually then book OfSoundMindtoMarry.com and then people are going to be visiting  your website.


Another easy thing you could do is – do you ever go to a coffee shop?

Interviewee:
Sure.
Interviewer:

Okay.  Do you know all those freebies on the floor, those free magazines they always have, like every city have like a thousand little free magazine.
Interviewee:
Yes.
Interviewer:
Pick up a few of those and open it up and look to see who the editor is and contact them and ask them if they want some bylined articles.  And what that is is just an article, maybe 500 to 800 words from you.  And you're getting them that article for free.  But in exchange, they're going to give you a byline, and in that byline it says, "Dr. Bierman is holding a couples seminar" – so you can just let them know, "Hey, Dr. Bierman is doing a couples seminar in August 15th."  So when they usually close their stuff about a month ahead, and they'll give you that byline and they'll put your website in there and your information for the free content.
Interviewee:
Got it.  That's a great idea.
Interviewer:

Yeah.  Let me know what you do with all this information, okay?
Interviewee:
I think you can count on hearing from me.  You're like a door that keeps opening and opening, Michelle.  You're so generous with all of this information.  I've taken about four pages of notes here, while you've been talking, and I'm still feeling like I don't know a thing.  You're really a consummate expert, and I will be calling you for more help.
Interviewer:
Oh, well anytime that you need anything, and I do want updates on – 'cause, look, speaking about coffee shops, I love coffee and I would go into my coffee shop over hear, 'cause I live in the Smoky Mountains and I would tell the little guy, "Did you call the local paper?  'Cause you've got this really cool—" he was in a caboose.  And I kept encouraging him to call the local paper and finally, like, "Okay, I will."  Front page – he was on the front page!  Not like the front page of your little local section, but front page, like everybody walking through the city, looking at what newspapers for sale today – there his picture was.
Interviewee:
A lot of success stories coming out today.
Interviewer:

Yeah, so – let us know what happens.  And everybody that's listening, you can contact me at MichelleatPublicityResults.com, two "L"s on Michelle, "S" on results.  And Jim what is your preferred method of how people contact you?
Interviewee:
E-mail's probably the best way.  You can be sure I will respond to you if you write.  There's also a way that you can contact me on the website, fill out the chat information.  But if you don't want your comments posted, then by all means give me a call or drop me an e-mail.
Interviewer:
And he's Dr. J. Bierman, OfSoundMindtoMarry.com, and Bierman is spelled B-I-E-R-M-A-N.  And again, go check him out.   OfSoundMindtoMarry.com.

I really appreciate getting to know you and knowing about your expertise and for sure, when I'm on the phone with CNN or something and they're hungry for a court family therapist like yourself, I think that I might just have to give you a call and say, "Go call Sarah over at CNN."  So I'll let you know if that opportunity comes by, okay?

Interviewee:
Great.  You can count on me to follow through when you call.
Interviewer:

Okay, great.  You take care, Jim.
Interviewee:
You too, Michelle.
Interviewer:
Bye bye.
Interviewee:
Bye bye.
[End of Audio]
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