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I. Strategic stage (Week 1)  
During the strategic stage, I developed three documents for Dave: 

• Strategic campaign plan describing messaging strategy and tactics I will use to generate 
publicity for the campaign 

• Timeline outlining the media outreach schedule for the campaign 
• Press release to launch the campaign and to be sent to media throughout 

 
Dave approved all documents on July 11. 
 
The strategic stage accounted for the first week of the campaign. The subsequent 11 weeks 
involve media outreach, as outlined in the approved timeline document. 
 
II. Media outreach (Week 2-12) 
 

 
 
 

Date Week 
Starting 

Media categories  

Aug. 8 2 Media outreach officially starts 
General press release distributed 
PRWeb release sent 

Aug. 15 3 Begin weekly targeted pitches to media outlets in author’s 
hometown, local interest areas and requested areas 

Aug. 22 4 Targeted pitching to outlets focused on human interest, 
features/profiles, travel 

Aug. 29 5 Targeted pitching to outlets focused on romance and 
relationships, women’s interest, men’s interest, 
marriage/weddings, Christian (non-Catholic) interest 

Sept. 5* 6 Targeted pitching to outlets focused on first responders, 
medical, human interest 

Sept. 12 7 Targeted pitching to outlets focused on veterans’ interest, 
music 

Sept. 19 8 Targeted pitching to outlets focused on healing, Christian 
(non-Catholic) interest 

Sept. 26 9 Targeted pitching to outlets focused on popular culture, 
books and literature 

Oct. 3 Pause Publicist out of office 
Oct. 10 10 Targeted pitching to outlets focused on human interest, 

veterans’ interest 
Oct. 17 11 Targeted pitching to outlets focused on books and literature 
Oct. 24 12 Targeted pitching to outlets focused on Christian (non-

Catholic) interest 
Oct. 31 None Campaign ends 

Publicist: Jaymie Shook 
Campaign started: 8/8/16 
Campaign ends: 10/24/16 
Final report sent: 10/31/16 
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Press release distribution recap 
Main press release (to officially start campaign) distributed on Monday, August 8 to 2,837 
online, print, radio and TV broadcast media specifically researched and created for “The Ride, 
the Rose, and the Resurrection.” The topics included: 

• Christian (non-Catholic) interest 
• Politics 
• Campaigns/elections 
• Books and literature interests 
• Book critics/reviewers 
• Book bloggers 
• General interest 
• Local interest areas 

 
The kinds of media outlets included: 

• Top newspapers   
• Community newspapers 
• Magazines 
• Trade publications – newsletters, magazines 
• TV Broadcasts (stations, programs and networks) 
• Radio Broadcasts (stations, programs and networks) 
• Bloggers 
• Association publications – newsletters, magazines 

 
PRWeb 
The press release was distributed via PRWeb during the first week of the campaign. Below are 
cumulative metrics, including all placements that resulted from the distribution. 
 
Headline impressions 
This chart shows the cumulative number of headline impressions since the distribution. This 
includes headlines displayed on the PRWeb websites, Javascript and RSS feeds.  
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Full page reads 
This chart tells how many people loaded a full version of the news release hosted on PRWeb. 
Please note that the actual number of reads is significantly larger however PRWeb does not 
currently have the ability to track readership on its partner sites. 

 
 
Online interactions 
This chart provides an aggregate number of different activities that people performed when 
visiting the release including printing the release, forwarding it, downloading a PDF version, 
clicking on a link or interacting with the embedded Web site. 
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Press release pickups 
This report provides a sampling of sites where the release has been picked up. The audience 
number reported with each press release pick up is the estimated number of people your 
release had the potential to reach when posted on this website. This number is based on the 
amount of monthly page views each site reports.  
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III. Publicity opportunities (urgent, new, completed, passed for now) 
 

• Book Marketing Buzz Blog is interested in an email interview. His questions are 
below. Please answer and send them to me by Thursday, Oct. 27. 

1. What inspired you to write your book? 
2. What is it about? 
3. What do you hope will be the everlasting  thoughts for readers who 
finish your book? 
4. What advice do you have for writers? 
5. Where do you think the book publishing industry is heading? 
6. What challenges did you have in writing your book? 
7. If people can only buy one book this month, why should it be yours? 

• Mystic Living Today received your guest article 10/27. They have your contact 
info to send you the link when it is published in the next issue. 
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• The Wellness Farmer podcast is interested in talking with you about your 
experience. Jaymie followed up with him about scheduling, and I will let you 
know what he decides upon.  

• Mystic Living Today received the book excerpts 10/26. They have your contact 
info to send you the link when it is published in the next issue. 

• PEOPLE Magazine is interested in a digital story centered on Nicole’s 
experience of the night of the wreck. They’d like to do this closer to the tenth 
anniversary. In March please reach out to Nicole Egan, Senior Writer, at 
Nicole_egan@peoplemag.com.  

• Christian Television Network HOUSEKEEPERS program requested a book 
with a possible interview to follow. I followed up this week but haven’t yet heard 
back, so I’ll keep you updated. 

• The Washington Post expressed interest in Nicole’s perspective of the wreck. 
I’ve sent a book and followed up this week. 

• Inside Edition expressed interest. In Nicole’s perspective of the wreck as well. If 
they do move forward with a story, it would be closer to the tenth anniversary. In 
the meantime, I have forwarded all the information you’ve sent me along to my 
contact there, John-Oliver Valentin. He would like you to reach out to him in 
April/May to talk about moving forward in June. His email address is John-
Oliver.Valentin@insideedition.com.  

• WGGS Nite Line interview held October 13. Sending DVD.  
• WBPI Watchmen Broadcasting interview held October 14. Sending DVD. 
• Shattered Magazine interview completed 10/18. 
• Hitched Magazine is interested in a guest article similar to the one you wrote for 

Better After 50. It should be a minimum of 500 words (no maximum), due to them 
by Thursday, October 6. Dave completed the article Sept. 27, and Jaymie 
forwarded to editor. Available at http://www.hitchedmag.com/article.php?id=2532.  

• The Advertiser interview held Wednesday, Sept. 28. Available at 
http://www.tuscolatoday.com/index.php/2016/10/01/the-ride-and-the-recovery-
marlette-couple-keep-the-faith-2/.  

• Sanilac County News interview held Tuesday, Sept. 20 at 1 pm. Available at 
http://sanilaccountynews.mihomepaper.com/news/2016-10-
05/News/Couples_lives_molded_by_tragedy_inspiration.html.  

• Better After 50 would like a 750-word guest article from you on keeping a 
marriage together after traumatic brain injury. Dave completed the article Sept. 9, 
and Jaymie forwarded to editor. 

• KUNM interview completed September 2.  
• Common Sense Radio Program (Clear Channel Radio) interview completed 

September 1 available at http://www.jimbrownla.com/blog/?p=15943.  
• WDLB interview completed August 29, available at 

http://97.87.221.74/insight/Insight_08-29-2016.mp3.  
• WPHM morning show interview completed Monday, August 22 available at 

http://www.wphm.net/episode/august-22-david-stieler/.  
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• Press release picked up, published by Broadway World at 
http://www.broadwayworld.com/bwwbooks/article/The-Ride-the-Rose-and-the-
Resurrection-is-Released-20160808  

• The Mental Illness Happy Hour podcast is interested in your story but only 
records in person, and he is based in LA. He says he warns all his guests he 
can’t promise the episode will air and that his schedule can change at the last 
minute, so he discourages people from coming to LA specifically to record. 
However, if you have friends or family you could visit there or would want to turn 
it into a vacation/motorcycle ride, let me know what dates you would be thinking, 
and we could get it set up. Paul records on Sunday, Monday, or Tuesday nights.  
– Dave has decided to pass on this opportunity, since the host cannot guarantee 
the episode will air. 

• The New York Post expressed interest in the book but could not end up writing 
a review because the published date was so far in the past. 

• WKOK in Pennsylvania indicated interest but decided not to pursue since the 
local angle isn’t there. 

• WBEZ, Chicago public radio, indicated interest in an interviewed on Wednesday, 
August 24 but ended up canceling. They promised to keep Dave in mind as a 
source on future stories. 

• I’d reached out to the producer of Money Matters Radio and Podcast show in 
Houston about having you on as a call-in guest. He’s not booking for the near 
future but will keep you in mind. 

• WNEM TV indicated interest in Dave, so I followed up for a publicity opportunity. 
They ended up deciding not to pursue a story. 

 
IV. Media copies sent 
Below is a list of the media outlets that received a copy of The Ride, the Rose, and the 
Resurrection during the publicity campaign. I followed up with my contacts during the campaign. 
If any media outlet expresses interest after the campaign has ended, I will let you know 
immediately. I will also give the outlet your contact information so they may reach out to you as 
well. 
 
Common Sense Radio program Baton Rouge LA 
CrossWalk Richmond VA 
Christianity Today Carol Stream IL 
Sacramento Book Review Sacramento CA 
San Francisco Book Review Sacramento CA 
The New York Review of Books New York NY 
Nite Line Greenville SC 
Christian Television Network - 
HOMEKEEPERS Largo FL 
Portland Book Review Portland  OR 
American Book Review  Victoria TX 
KUNM Albequerque NM 
WSGW-AM Saginaw MI 
WBTI-FM Port Huron MI 
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Listen to the Mrs. - WSGW-AM Saginaw MI 
The Times Herald Port Huron MI 
FamilyLife Radio Little Rock AR 

A Christian Perspective - WPSM-FM 
Fort Walton 
Beach FL 

Christianity Today Carol Stream IL 
CBN/Christian Broadcasting Network Virginia Beach VA 
Inside Edition New York NY 
1st Responder Newspaper New Windsor NY 
This is Life with Lisa Ling - CNN Brooklyn NY 
The Meredith Vieira Show New York NY 
Grand Rapids Press - People Grand Rapids MI 
The Pulse - WFDF-AM Southfield MI 
This American Life New York NY 
CMT Insider Nashville TN 
American Country Countdown Nashville TN 
Air Force Times Springfield VA 
Air Force Magazine Arlington VA 
World of Psychology Newburyport MA 
Everyday Health New York NY 
Today's Christian Living Iola WI 
Conscious Community Magazine Chicago IL 
Shattered Magazine Huntsville AL 
The Valder Beebe Show Garland TX 
Refreshed - San Diego El Cajon CA 
The Commercial Appeal Memphis TN 
Los Angeles Times Los Angeles CA 
Vanity Fair New York NY 
Word of Mouth Concord NH 
Veterans News Now San Diego CA 
The Veterans' Voice Rock Springs WY 
WHYY-FM Philadelphia PA 
Booklist Chicago IL 
NPR Austin TX 
Grain Magazine Saskatoon SK 
World Literature Today Norman OK 
Cornerstone Wall PA 
CBN/Christian Broadcasting Network Virginia Beach VA 
Steve and Amy in the Morning - KCMS-FM Shoreline WA 

 
V. Summary 
Media relations is a tenuous process that can take weeks, months or even longer to come to 
fruition. Google Alerts is a free monitoring system that will notify you if you and/or your book are 
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mentioned by the media online. You can access Google Alerts by visiting 
http://www.google.com/alerts.  
 
Throughout the course of the campaign, I received a particularly strong positive response from 
new media on Nicole’s perspective, on motorcycle awareness in the summer, and on the 10th 
anniversary of the accident. I encourage you to adapt marketing efforts to reach out to readers 
focused on this interest. I encourage you to revisit the strategic documents I created for the 
campaign. They contain valuable insights into the brand platform for the book and how that can 
coincide with personal marketing efforts moving forward. 
 


