
Theme II: How to sell your project/product to the press/media  

When selling a research project to the press, it’s crucial to effectively communicate its significance and 

relevance.  

Episode I: Impact and relevance  

1. Know Your Audience 

• Importance: Understand the media outlets and their audiences to tailor your pitch accordingly. 

• Tip: Research which journalists cover your field and what types of stories resonate with their 

readers. 

• Example (Research Project): If your research focuses on sustainable agriculture, target agricultural 

journalists at publications like The Guardian (UK) or Le Monde (France). 

• Example (Company): A tech company launching a new AI product should target technology 

reporters at outlets like Wired UK or TechRadar in the UK. 

2. Craft a Compelling Story 

• Importance: Journalists are drawn to stories that are engaging and relatable. 

• Tip: Frame your research within a narrative that highlights its human impact, societal relevance, or 

unique findings. 

• Example (Research Project): Present a story of how a new medical breakthrough has helped a local 

community struggling with a health issue, perhaps spotlighting a case from The Independent (UK). 

• Example (Company): A cosmetics company can share testimonials from real customers who 

experienced life-changing results from a new skincare line, pitching the story to outlets like Vogue 

UK or Elle France. 

3. Highlight the Impact 

• Importance: Demonstrating the significance and societal relevance of your research can capture 

media attention. 

• Tip: Explain how your findings may influence policy, address a pressing issue, or enhance 

understanding in your field. 

• Example (Research Project): Illustrate how research on renewable energy can guide EU member 

states in shaping sustainable energy policies. 

Example (Company): A food company can emphasize how their new sustainable packaging solution reduces 

waste and contributes to environmental conservation, pitching to publications like Reuters (UK) or Financial 

Times. 


