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Mac McKeever
Senior Media Strategist

Moore

• L.L.Bean’s Public Affairs department 
for 14 years: corporate spokesperson, 
brand management and corporate 
reputation.

• Media trained dozens of 
executives and employees.

• Currently serves as media 
strategist and brand management, 
corporate reputation expert.

• Avid fly fisherman, table tennis nerd 
and bonsai grower.
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Moore is the largest data, media, and marketing company 
serving the purpose-driven industry.
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Moore is Omnichannel
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Today’s Agenda

Part I: 

Media Outreach Tactics

Part III: 

Media Training Essentials

Part II: 

Telling a Great Story

Part IV: 

Case Study

Part V: 

Interactive Exercise

Morning Session Afternoon Session
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• The Power of PR

• AI is Changing Everything

• Core Principles of Media Outreach

• Building a Media List

• PR Tactics and Tools

• Outreach Tips

Part I: Media Outreach Tactics
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The Power of PR
• It’s farming, not hunting.

• Builds visibility, credibility and 
trust.

• Shapes public perception.

• Strengthens mission impact.

• Allows you to tell an extended 
story with emotion, context and 
impact.



AI is Changing Everything. 

And here is why words matter when it comes 
to your organization….
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Core Principles of Effective Outreach

• Be timely and relevant

• Offer a compelling story

• Target the right reporters.
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Building a Media List
Using AI, Start with Local Media Outlets and Identify Relevant Reporters...

• Ask AI, “List all newspapers, TV stations, and radio stations in Asheville, 
NC.”

• Then ask, “Of those media outlets, provide me with a list of all reporters 
that cover local/regional/community news, or veterans' affairs, or military 
affairs and provide me with recent examples of their relevant articles."

• Then ask, “Please provide me with email address for all of the above 
reporters.”

• Then ask, “Create an Excel spreadsheet with the above reporters 
including name, outlet they work for, their beat, email and phone 
number.” 
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Media List Example
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Tactics for Media Outreach
• Build an Editorial Calendar: 

• HFN Flights/Events 
• National Holidays
• Local Events 
• Leverage Milestones 

and Anniversaries

• Tools of the Trade: 
• Media List
• Editorial Calendar
• Press Release
• Media advisory
• Targeted Pitches.

Be strategic with how you 
use your tools and 

the cadence/timing.
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Story Idea: 101-Year-Old WWII Veteran Joins First Juneteenth Honor Flight 
 
Hi [Reporter’s Name], 
 
I thought of you because of your thoughtful coverage of veterans’ stories and military affairs. On June 
19, Honor Flight Network will host its first-ever Juneteenth Honor Flight, bringing dozens of African 
American veterans—including a 101-year-old WWII veteran, three Purple Heart recipients, and four 
women veterans—to Washington, D.C., for a day of reflection at our nation’s war memorials. 
 
This inaugural event is more than a trip; it’s a powerful acknowledgment of Black veterans who 
defended our country while facing systemic barriers at home. The day includes visits to the World War II 
Memorial, Arlington National Cemetery, Vietnam Veterans Memorial, and more. There’s also a hero’s 
welcome at DCA when the veterans arrive from Atlanta, complete with a water cannon salute and 
cheering crowds. 
 
Why it matters: Juneteenth commemorates freedom, and this event shines a light on the courage and 
resilience of African American veterans whose stories often go untold. It’s a rare opportunity to capture 
history in the making and hear firsthand accounts from those who served. 
 
I’d be happy to connect you with the 101-year-old veteran and Honor Flight leaders for interviews and 
provide details for on-site access.
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Targeted Pitching Tips
• Subject line matters.

• Lead with the story, not the organization.

• Keep it short and clear.

• Personalize your pitch.
o “Hi (Reporter Name), I noticed your recent piece on (local veterans). 

We have a WWII veteran turning 101 years old and will be flying from 
[City] flying to D.C.—would you like to interview him?”

• Follow up strategically.
o “Just checking if you had a chance to review my email about the 

upcoming Honor Flight. I wanted to also add that this veteran met his 
wife when they were both serving together.”
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Test Your Knowledge!

Give three reasons why PR is so important to an organization.

Why is AI so important when it comes to PR?

What are three primary tools used for outreach to the media with your 
announcement, event, or story?

How is each of these used, and what is their purpose?
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• Humanizes Honor Flight’s mission and 
represents the mission in action.

• Fulfills donor expectations and warms up 
the brand.

• Relatable, emotional, impactful.

• Includes struggle/conflict and resolution.

• Reflects your values and mission—a good 
story needs to be your mission in action.

Part II: Telling a Great Story
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Why Good Storytelling Matters
• Stories create emotional connection.

• Facts inform, but emotions inspire action.

• Journalists want stories that make readers feel something.
o Instead of: “Honor Flight took 70 veterans to Washington, D.C.”
o Use: “John Smith, a 95-year-old WWII veteran, stood at the 

memorial for the first time, tears in his eyes as he remembered his 
fallen comrades.”

• Stories make your mission relatable--people connect with people, 
not organizations.
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What Makes a Great Story?
• Human-centered and emotional: “After 50 years, Vietnam veteran 

James finally received the welcome home he never had.”

• Specific and vivid details: “At 96, WWII veteran Robert from Springfield 
walked slowly toward the memorial, clutching a photo of his fallen 
brother.”

• Conflict or challenge to overcome - stories with obstacles are 
compelling: “For years, John avoided visiting the Vietnam Memorial 
because of painful memories. Honor Flight gave him the 
opportunity and courage to go with his fellow veterans and get the 
closure he needed.”

• Tell stories of volunteers too!
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Great Story

Example
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Now Let’s Create a Targeted Pitch by Telling a Great Story!
• Take 15 minutes and work with those at your table to write a great 

pitch you plan to email to a reporter. 

• It doesn’t need to be something that actually happened—for the 
purposes of this, it can be something you all created.

• But feel free to think of you own hub(s) and use events, individuals, 
details and so forth to use as inspiration.

• Remember the components of a good story 

• Pick someone from your table to share the story.
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Test Your Knowledge!

Why is good storytelling so important when it comes to PR and 
your organization?

What are three things that make a great story?

Aside from an Honor Flight departing or arriving from your hub, 
what are some other story ideas you can pitch to the local 
media?
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Thank you all very much
and I look forward to
seeing you this afternoon!


