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As seen In

How to Use 
Big Print Media

Congratulations, you appeared in print media. It is exciting isn’t it? After you have shown your media spotlight to 
everyone you know, don’t let the exposure go to waste. This was a huge opportunity you scored, and it can be 
a huge tool to help grow your business, if used correctly. Whether you appeared in the Wall Street Journal, USA 
Today, Newsweek, etc., even if it was a local community publication, using the exposure to the benefit of your 
business is the number one goal (after bragging to your friends, of course). 

The following will help you to promote your print exposure and gain instant credibility from its existence. It 
might even help you get more opportunities for bigger print media exposure. 

As Featured In

The first thing you need to do is add an “As Featured In” section to your website. This can be “As Featured In,” 
“As Seen On” or “As Seen In,” whatever you prefer, just make it a specific location to highlight your exposure. 
In this section, you will add the logo(s) of the media outlets you have been featured in. If you go to www.
CelebrityBrandingAgency.com and check out our “As Seen In” page, you’ll see what I’m talking about. Notice that 
we incorporated our “As Seen In” into our site’s header with our biggest achievements. It is important to display 

your “As Seen In” prominently for all to see. We actually have more logos than we can fit in our header (and you 
will soon too), so we only list only the really important ones, then visitors can click on it to view all of the media 
outlets in which we’ve been featured. 

A quick note about using logos – I can’t give you permission to use a media outlet’s logo because I don’t own 
those logos. But in the hundreds of clients I work with, I’ve never had anyone be told to stop using those logos 
because, quite frankly, it promotes the media networks (especially if you hyperlink the logo to the outlet’s 
website). As long as you’re not doing anything shady, you shouldn’t have any problems.

We usually get the logos directly from the media outlet’s website, but if you have a graphic artist who wants a 
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really nice version of the logo you can get almost any logo for any major brand at www.BrandsOfTheWorld.com. 
In the event you were ever told to stop using the logos, which could happen, you could still write, “As seen on 
NBC, CBS, ABC, Fox, etc,” whatever you have been feature in because it’s true. You are absolutely allowed to write 
it. Using the logos and writing it are two different things, but again, we never had any issues with any of us or 
hundreds of clients around the world using the logos. 

Next, I encourage you to add those media credentials to your business card, your brochures and even your 
letterhead. In addition to being a powerful selling point, those logos add some color to your business cards, 
brochures and even letterhead. 

And, of course, add it to your bio. You can check out my bio or Lindsay or Jack’s bio for an example of how 
we use those things. But basically you can say something like, “Nick Nanton has been seen in the Wall Street 
Journal, USA Today and Newsweek, etc., etc., etc.,” Just add it right in. I have written so many best-selling books 
at this point that in my abbreviated bio I simply say, “Nick Nanton is the best-selling author of a number of 
books, and he’s also been seen on blah, blah, blah, 
blah.” You want to make sure you add it in up front 
in your bio so people will notice it. 

Don’t forget about your email signature. You can also 
incorporate your “As Featured In” and logos into your 
signature. It’s a great way to get people’s attention 
when you’re emailing them. They will pay attention 
to it, and they’ll say, “Wow this guy’s credible.” I 
started doing that and people started really noticing 
and liking it. So I’d encourage you to do that. 

Display It

This is one of the easiest things to do, yet so often 
it is one that is left on the backburner. People get 
this great exposure and think, “I’ll frame it later.” But 
somehow they never get around to framing it. Stop 
whatever you’re doing right now and get your media 
feature framed. Seriously, now.

Getting something framed isn’t inexpensive, and 
it is not something you want to do on the cheap 
either. Get it framed nicely and professionally. You 
are proud of it, and it should look like it. We have ours 
framed with a suede matting, and include a plaque that says, “Presented to Nick Nanton in recognition of your 
appearance in the Wall Street Journal,” and then the date. 

It makes a huge difference; it looks like it was presented to you. When people see it, it looks like an award. It’s 
much more impressive than a simple frame. The plaque tells a story and that makes people interested in what’s 
going on. 
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Tell People About It

In addition to word of mouth, put out a press release about being featured. Press releases are a great way to gain 
even more exposure from your feature. Who knows, it may even give another media outlet the idea to call upon 
you as an expert. 

Once you have your press release, you can also have someone read the press release into a microphone, record 
it and distribute it to podcast network in iTunes. We use the services at PodBean.com to distribute our podcasts. 
This is just another way to get the word about your feature (and your expert status) out to more people. 

Tear sheets

We’ve already talked about the importance of adding logos to your marketing pieces showcasing where you 
have been featured, but that doesn’t show your prospects the actual feature. Don’t let the actual feature go to 
waste, get full-size tear sheet reprints made. (Tear sheets are exact replicas of the feature as it appeared – as if it 
were torn right out of the publication.) There are companies that specialize in reprinting newspaper tear sheets. 
So have those made and include them in your press kits or what we call shock-and-awe packages. 

What’s a shock-and-awe package? Let’s say you are someone’s website, and you wanted to learn more about 
them and it says, “Click here to get our free special report,” or, “Click here to learn more about working with us.” 
Then companies send an email or a special report or something. A shock-and-awe package is the exact opposite. 

With a shock-and-awe package the link might say something like, “Please enter your information, and we’ll send 
you a package that explains more about who we are and what we do.” Then you put anything and everything 
that will influence people in the box. In my shock-and-awe box you’ll find a DVD of me on the TV show; a tear 
sheet from Newsweek, Wall Street Journal, USA Today, etc.; a CD of me on our radio show, The Next Big Thing; and 
copies of my best-selling books (autographed, of course). I pile it up big because this is someone who wants to 
do business with you, so I pile it up and impress them. Your competition probably doesn’t do this, so when you 
send a big box of stuff with a cover letter it shows how credible you really are. 

The point is to get tear sheets made 
and include them in your shock-and-
awe packages. Or if you have a media 
kit, at least include it in your media 
kit. You can shrink down in size if 
you need to get it to fit on an actual 
sheet of paper, but I prefer actual tear 
sheets. Then send your tear sheets 
to local media sources along with a 
cover letter telling them that you’re 
local and you’d be glad to be their 
expert on XYZ, whatever it is you’re 
an expert on. Maybe circle your thing, 
and then in the cover letter say, “I was 
selected as one of these top experts, 
and here’s what I had to say. I’d love 

To learn more or to get started today, contact info@CelebrityBrandingAgency.com or call us Toll-Free at 800-980-1626.
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Business Lessons 

From NEXt Restaurant
By JW Dicks

Restaurants change their look and feel, menu and 

brand, but have, for many years, operated much 

the same. Patrons call in to make a reservation or 

wait in line, and they order from the same menu and at 

generally the same prices. 

The problem for some of the best restaurants is that many 

people want the same time and day to eat, and even when 

the restaurateur thinks they are booked solid, at least in 

prime time, weather and people’s changing lives cause 

cancelations and empty tables to rob the restaurant of 

profits that cannot be recovered. Like the profession that 

bills by the hour, a traditional restaurant cannot get back 

time lost with an empty table. 

NEXT Restaurant, which opened in Chicago in April, 

has changed many of these traditional operational models 

with new operation ideas to match the creative offerings 

of a well-known executive chef. Here are some of the key 

reinventions being played out for the restaurant world.

• Online reservations. To make a reservation, you 

must do so online. This eliminates the costly, 

and often frazzled, employee in the traditional 

restaurant atmosphere whose job it is to juggle 

requests and make changes.  

• The restaurant operates on a ticketing system. 

You buy a ticket that includes dinner, beverage 

and tip. The price of the dinner varies based on 

the day and time of your reservation. Important 

holidays and key evening slots are priced higher. 

There are already rumors of a subscription-based 

option in the future. 

• Like buying a ticket to a play or sporting event, 

Learn from the Best in the Business!20 tips for success from 
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to be an expert resource for you any time you need me.” It’s a great way to let them know you’re available, you’re 
credible and you’ve been featured before. It’s not your first rodeo, if you will.

Digital Copies

Not everyone will request a package, so you want to make sure that your feature is available online too while 
people are browsing your site. One way to do this is to post digital copies (in a PDF or JPEG format) on your 
website that pop up when people click on the logos in which you have been featured. 

You can (and should) even post images of the pages you are in on via your social media channels too such as 
Facebook and Twitter. If you don’t have a digital copy, take a picture with your camera phone, whatever, just 
share the image. 

Postcards 

Another idea is to take the feature and create postcard version to send out to your list of clients and prospects, 
then on the back you can include a sales message. For example, “I was just featured in USA Today talking about 
this, and here’s what you need to know.” 

If you have a newsletter, you should also place a copy of your feature in your next newsletter. Include a message 
to your readers about why the feature is relevant to them. “I was recently featured in USA Today talking about the 
same kind of information often discussed in this newsletter. Check it out, I hope you enjoy.”

Take Out An Ad

Another unique strategy is to have your employees place an ad in your newsletter, if you have a paper newsletter, 
as well as local community papers and magazines congratulating you. On behalf of your business, have your 
employees take out an ad and congratulate you. For example, “The staff of Dr. Johnson’s office would like to 
congratulate him on his recent feature the Wall Street 
Journal where he was quoted as one of America’s 
PremierExperts.” It’s a way to put the information out 
there without looking like you are not rubbing it in 
people’s faces, instead it is just that your staff is proud 
of you and you get all points across. (Bonus, you are 
subtly letting people know that your staff likes you 
too.) And, obviously, if you use this strategy, be sure 
to frame it and hang the staff congratulations in your 
office as well.

Create Another Feature

Another way to expand on your media feature is to 
have someone interview you about what you said 
in your quote so that you have the chance to go into more detail. Let’s say you were quoted about health, the 
“interviewer” could say something along the lines of, “I saw this quote from you in the USA Today where you 
talked about how people really need to run intervals instead of running marathons in order to really drop pounds 
as quickly as possible. Can you tell me more about how this helps people drop pounds?”

…have someone interview you 
about what you said in your 
quote so that you have the 

chance to go into more detail.



From there you have the opportunity to really 
elaborate on your quote and your expertise. The 
interview can be as short as a couple of minutes or 
you can really get into detail with a 30- or 60-minute 
interview. The interview can then be syndicated 
on your podcast channel, you can make CDs of the 
interview to include in your shock-and-awe package 
or media kit, etc. You could even film the interview 
and put it up on YouTube. 

Once you have your interview completed, the next 
step is to have the interview transcribed and turned 
into a special report that you can offer on your 
website to potential customers. I use EScriptionist.com. All you have to do is upload the audio, the service will 
have your audio transcribed and then you can have that transcription turned into a special report. 

After you have your special report written, you can have it designed and printed, and then you can use it when 
you go to networking meetings. It is much more impressive to take home a special report than a business card. It 
stands out a lot more. Then you should add it to your website as a special report that people can download as a 
PDF in exchange for their email because we all know that the most important thing you want to get from people 
online is access to their contact information. So give them something of value in exchange for the email address, 
and the special report and the audio are perfect.

If you offer your clients an ezine, include your media feature in your ezine. You can include your feature in your 
regular ezine using many of the methods previously mentioned above or you can create a special ezine just to 
highlight your exposure. Your special ezine might include a photo of you holding your framed media feature. This 
is just another way to let your clients and prospects know about your media feature.

snap A Picture

Speaking of taking a picture holding your framed media feature, use your camera phone to snap a picture of 
you holding your plaque and post it to all of the social media sites. A quick camera phone picture is a great way 
to casually note your feature through your social media networks. Plus you will get instant congratulations from 
everyone – from Aunt Sally to that new business contact you made last week.

To make this process even simpler, I use Posterous.com to link it to my Facebook, Twitter, YouTube, Flickr and all of 
my social media accounts. Posterous.com assigns users an email address so that when you take a video or picture 
all you have to do is email it to the email address and it will instantly be posted to all of your linked networks. It 
will save you the trouble of uploading it to each network individually. 

Interview Other experts

Here’s another unique strategy. You could start your own Internet-based video talk show where you interview 
other experts on Skype. (By the way, you could start with anyone else mentioned in your media feature or other 
experts from America’s PremierExperts.) This is a great way to build audio/video content. 

Everyone loves to get interviewed. The assumption is that you are interviewing someone, you are probably 
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going to distribute the interview to a lot of people, so why wouldn’t they do it? That’s much better than talking to 
people one-on-one. So use that format. 

Of course, once you have your interview it can be syndicated by podcast, sent out via social media networks, 
transcribed into a special report and much more. As I said, it is a great way to build content. 

There you have 10 strategies to help get the word out about your print media feature to clients and prospects to 
help confirm that you are indeed a creditable expert in your field. Each strategy helps to make the most of you 
media feature by making sure your media opportunity isn’t wasted. Make note that these strategies are not to 
make you seem braggadocios, but rather they are intended to get the word out about your feature so people 
know about and know what you are doing. If you don’t tell people what is going on, they won’t ask. So it is up to 
you to show people why you are the expert to do business with. After all, that’s why you were excited about your 
media feature in the first place.   


