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For small business, media 
coverage can mean big 
business. And no, I’m not 

talking about major ad buys requiring 
massive budgets. I’m talking about 
free media, guerilla campaigns that, if 
executed correctly, can catapult you to 
prominence—and keep you there—in a 
way that money never could. 

If you think such a prospect is 
unrealistic, I’m here to say, “on the 
contrary!” And, forgive my audacity, I 
ought to know. I’m a former prime time 
talk show host in the radio capital of 
planet earth, Los Angeles. Now, as an 
international consultant and speaker, I 
have helped entrepreneurs large and small 
get their names out all over the world, 
including here in beautiful Down Under. So 
let me give you a few tips about why you 
should play the media game and how you 
can win it at very low cost. 

The “why” may seem obvious, but it 
bears mentioning nonetheless: You want 
to bring your message to the masses. 
The challenge in today’s world is that 
everyone else has the same desire and 
everyone else has the same technology. 
Everyone is a publisher now—you 
can pound out your blog in a coffee 
shop. Everyone is a broadcaster too—
your laptop is a recording studio. This 
“techno-democracy” is a double-edged 
sword: the pool of potential customers 
is larger than ever, but the pool of 
competitors is as well. 

So the question, in this globalized 
market, is: how do you get seen and 
heard? How do you bring your heartfelt 
message—your product, your service, 
your creed, your cause, your concept, 
your candidate, your book…your 
whatever!—to the world that needs it?

The answer is by tapping into existing 
media and by creating your own. Tapping 
into existing media means getting shows 
to cover you. To do that, you need to 
think like media pros. They have many 
secrets; here’s a big one:

Know how to broaden your 
demographics. This is critical and needs 
a bit of explaining. “Demographics,” 
as we know, is just a fancy word 
for populations. Shows—and their 
advertisers—have “target demos,” 
namely, the consumers they are trying 
to reach. These targets might be broad 
or narrow. Narrow is the easy part; 
preaching to the choir usually is. The real 

art is taking a narrow topic and getting a 
wide audience to care about it. There are 
two major reasons for doing this. First, 
you’d like to attract more adherents 
(read: customers) to your cause; and 
second, even the like-minded minority 
might not be aware of the minority 
media. Lest all this sound mysterious, let 
me hasten to illustrate:

I’m a cycling freak. My wife is 
convinced I was born pedaling, and I never 
met a bike shop I didn’t like. Now suppose 
you’re the owner of one of those shops. In 
fact, suppose you have a four-store chain, 
with locations in Sydney, Melbourne, 
Adelaide, and Perth. Niche marketing 
is pretty much a cinch. With cycling 
magazines, bike club newsletters, and 
charities publicizing annual rides, there are 
venues galore for reaching “the choir.” 

The problem is the “choir” is small, 
and not everyone who loves “singing” 
is in it. In other words, not every rider 
reads Sydney Cycling or shows up 
on a chilly Sunday for a seaside spin. 
Furthermore, not every voter is a “Velo-
Voter.” Some citizens, if asked, might 
favor more bike paths, even though they 
themselves aren’t cycling enthusiasts. 
The question is: how do you reach 
them? How to you take this topic and 
broadly cast it (yes, you are a broadcaster 
now) to the general public? 

The answer is simple: you relate the 
narrow topic to broadly held concerns. 
In other words, true, not everyone out 
there races like a rocket, but they might 
be concerned with skyrocketing health 
costs. And they might be concerned with 
increasing pollution, congested highways 
and the rising price of gas. And they 
would certainly be concerned with the 
safety of Oz’s children, even if they don’t 
plan on having them, or even if their kids 
are grown and gone. 

So now we have a niche topic being 
widely discussed, and you, Bike Shop 
Owner, are square in the middle of it. 
You find yourself in metamorphosis. No 
longer “just” an entrepreneur, you’re 
now an expert, an Ambassador at Large. 
Every show you’re on begets another; 
eventually you’re dubbed “Spokesperson 
for the Spokes.” 

And the media aren’t the only ones to 
call. The city council wants your take on 
cost-cutting and Canberra—seeking to 
wean Australia off oil—asks you to serve 
as a Transportation Advisor. 

Now I have a simple question: in addition 
to changing your personal life, do you think 
all this might affect your business? 

We can let the question remain 
rhetorical, but I’m sure you can gather 
where my sentiments lie!

The strategy that I’ve just discussed—
broadening your demographics—is but 
one of many that we all need to master 
in order to succeed in our competitive 
climate. Helping people find that success 
is the work that I am honored to do. 

Allow me to conclude with one 
final thought: I travel the globe leading 
seminars and trainings. In Singapore 
and Sydney, in Los Angeles and London, 
people often ask me how I see today’s 
world, from a communications standpoint. 
I answer them with a simple equation: The 
stakes are higher than ever before and the 
moment is briefer than ever before. 

The first part of the formula relates to 
globalization. In a world where “anyone 
can plug and play” (I’m quoting Thomas 
Friedman’s book The World Is Flat) our 
planet is a very crowded marketplace. 
Ironically, we in the west exported the 
technology—satellites, broadband, cell 
phones and computers—that allowed 
everyone else to compete with us. 

But that’s not the only thing we 
brought overseas. We also exported—for 
better or worse—our ever-dwindling 
attention span. And now, like it or 
not, we live in a sound bite, headline, 
hyperlink world. So, will anyone read a 
long memo anymore? They will, but they 
may require a short memo first on why 
the longer one is necessary. 

How you craft that memo will spell 
your future, but the good news is there is 
an idiom which will greatly enhance your 
chance for success. It’s the language of 
leaders in every field. It’s spoken by some, 
but available to all. It is heavily influenced 
by media culture, but is now utterly 
essential to business. I call this idiom The 
Language of Impact. 

It’s the new literacy.
Learn it. Impact

The Language of
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See Joel 
Roberts 
LIVE this 
September!  
Limited 
complimentary 

tickets available online at  
www.marketingevent.com.au
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