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INTRODUCTION
If you are thinking of expanding to America – or already there 
– and need to get noticed, then this is the book for you. 

Although I’m based in the UK, for the last 15 years I’ve spent 
the bulk of my working life winning clients more than their 
share of US media and social media attention. 

In fact, I normally work for clients simultaneously in the US, UK and often beyond. This 
sometimes involves helping UK brands expand to America and sometimes means working
for US brands wanting coverage in both North America, the UK and often beyond. 

I therefore know from experience what works – and doesn’t – in each market, as well as 
what’s likely to work in both. 

This is only a short book but it covers a lot of ground, ranging from an overview of the fast-
changing US media landscape to a review of some of the biggest differences between the
US and UK media.  

It includes some simple tips on how and when to pitch the US media, based on hard data, 
and a discussion of some key things not to forget. 

It also outlines a set of simple, cost-effective actions that you can take – on not just the PR 
but also the broader marketing front, both to prepare for entering the US market and in order 
to trade more effectively once you arrive. 

It focuses more on what might be called traditional or mainstream media than it does on social 
media but the truth is that the boundaries between the two are becoming ever more blurred 
and, in practice, most of the ideas I create and stories I work on are designed to spread 
across both traditional and social media. 

It will be of particular interest to UK brands that are heading to America but it should also be 
relevant and useful for most non-US brands with similar plans.

Autumn, 2020 
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THE US MEDIA 
LANDSCAPE 
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Introduction 
“The United States media system has entered a period 
of intense change”, writes Daniel C Halin, Professor of 
Communication at the University of California, San Diego, in 
the introduction to his overview of the US media landscape 
for the website www.medialandscapes.org.
“The number of channels, and thus of competitors, is multiplying; the boundaries between 
media sectors are blurring; economic resources and power over the flow  of information are 
shifting into the hands of the tech giants.”

Newspapers – Print and Online   
Unlike in the UK, where national newspapers are far more important than local ones, things 
are traditionally the other way around in the US. 

There are, in fact, only three national newspapers: 

	 •		The mid-market USA Today 

	 •	The New York Times, an upmarket broadsheet, with a liberal reputation.

 	 •	The Wall Street Journal, a business-focused paper, comparable in that sense to  
  The Financial Times, and known for a more conservative leaning.  

The Washington Post may also have a national and international reputation but, unlike The 
New York Times and Wall Street Journal, it does not print an edition for distribution beyond 
the East Coast and so does not count as a national paper. 

All the above, of course, now have more readers online than in print. The same is also true of 
other newspapers, with the share of readership that’s online bound only to grow.    

Not only do 72% of Americans now get their news online compared to just 20% in print, 
according to the Reuters Institute Digital News Report 2020, but far more get it from social 
media alone than from print, with over four in 10 getting it from Facebook alone. And the 
device they are most likely to consume it on is their phone.  

Although their numbers – like their print circulations – are in continuing decline, there are still 
over 1,000 “metro”/city and local newspapers across the US. 

Other well-known examples include The Los Angeles Times, The Chicago Tribune, The 
Boston Globe, The Houston Chronicle and the two big New York tabloids, The New York Post 
and The New York Daily News. 

https://reutersinstitute.politics.ox.ac.uk/sites/default/files/2020-06/DNR_2020_FINAL.pdf


Online Brand
CNN.com
Yahoo! News
New York Times online
Fox News online
Huffpost
Washington Post online 
Local TV news sites online
Buzzfeed News
NBC/MSNBC news online
BBC News online 
MSN News 
NPR News Online 

% 
20
20
18
16
15
15
14
14
14
12
12
12

TABLE 1: Top US online brands, ranked by % share
of weekly US audience

Source: The Reuters Institute Digital News Report 2020

The number of journalists that such papers employ has also been in continual and at times 
accelerating decline. One result is their ever-growing reliance on content supplied by major news 
agencies, such as Associated Press (AP), Reuters and Bloomberg. 

Online Media 
Most media nowadays – including all the newspapers just mentioned above – are also online, with 
a growing number of papers also now behind paywalls.    

However, some influential media, including Yahoo! News, the HuffPost/Huffington Post and 
BuzzFeed News are, of course, online only. 

Other media brands, such as The Washington Post and The Los Angeles Times, may only
count as local papers for print purposes but have a national and international reputation and 
audience online. 

Other important online brands include ABC News Online and CBS News Online (with 10% 
audience share each); regional or local newspaper websites (combined share of 9%); USA Today 
online (9%); and Breitbart (7%), the right-wing/far-right news, opinion and commentary site.

TV 
59% of Americans still get their news from TV – compared with 72% who get it online, including 
social media – according to the Reuters Institute Digital News Report 2020.  

The big national TV networks – such as ABC, CBS, NBC and these days the Spanish language 
network, Univisión – still have major audiences and influence, though no longer quite as large 
when it comes to news consumption as either local TV or the biggest cable TV networks, like Fox 
and CNN.    

Other important online brands 
include ABC News Online and CBS 
News Online (with 10% audience 
share each); regional or local 
newspaper websites (combined 
share of 9%); USA Today online 
(9%); and Breitbart (7%), the right-
wing/far-right news, opinion and 
commentary site.
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The fact that the US is so much bigger than the UK means that local – state and city – TV in the 
US has a greater audience and importance than its UK equivalents. Local TV is also the single 
most trusted source of news.  

Recent research shows that in the UK there has been a growing preference for news with “no 
particular point of view”. The trend in the US, however, has been in the opposite direction, with a 
growing number of Americans saying that they prefer news that shares their point of view. 

Audiences for cable TV networks, like Fox on the right and CNN and MSNBC on the liberal left, 
are strongly and increasingly weighted towards the political bent of their chosen network. 

The increasing polarisation of TV news consumption – and of American politics as a whole – is 
perhaps both a symptom and a cause of decreasing levels of trust in the media as a whole.  
“Some of the most strongly distrusted news brands (Fox/CNN)”, notes the Reuters Digital Report 
2020, “are also the most viewed on television and online.”

Other important TV, print and radio media brands include: local/city newspapers (e.g. The Boston 
Globe) and USA Today (with 9% each), The Washington Post (8%) and The Wall Street Journal (6%).

Magazines 
Audiences of magazines, like newspapers, are ever more online than in print. Indeed, some once 
mighty magazines, like Newsweek, no longer publish a print edition at all. This decline in print sales 
has, of course, only been accelerated by the Covid-19 pandemic.  

The biggest weekly magazines include Bloomberg Businessweek, a news and business magazine; 
Time, the iconic news magazine; and celebrity and entertainment titles like People, Entertainment 
Weekly and US Weekly. 

Media Brand
Fox News
Local TV news 
CNN 
CBS News 
ABC News 
Regional or local newspaper
Local radio news
New York Times 
BBC News
NPR News 
PBS News

% 
29
28
24
23
22
18
16
12
11
11
9

TABLE 2: Top US media brands in TV, print, radio 
ranked by % share of weekly US audience

Source: The Reuters Institute Digital News Report 2020

It is striking that the most trusted 
single news brand in the US, 
ahead of the Wall Street Journal, 
The New York Times, The 
Washington Post, NPR or any of 
the national TV networks is … 
BBC News. Only local TV news is 
trusted more, while social media 
is the least trusted news source 
of all.  

https://reutersinstitute.politics.ox.ac.uk/sites/default/files/2020-06/DNR_2020_FINAL.pdf
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The New Yorker, known for its cultural and literary articles, as well as for its cartoons and covers, 
has a more upmarket and educated readership. 

The Economist and The Week, both originally British and well-known to British audiences, also 
rank among the 10 biggest-selling weekly magazines in the US. 

The newsstand magazines with the biggest readerships, however, are monthly rather than weekly, 
and lifestyle rather than news magazines, such as Better Homes & Gardens, Good Housekeeping 
and Family Circle. 

Radio 
America boasts over 10,000 commercial radio stations. The majority, however, are music stations – 
and only some 10% of the total US radio audience is for talk radio.  

Many of the top talk shows, such as the nationally syndicated Rush Limbaugh Show, hosted by the 
conservative commentator, Rush Limbaugh, are, to British ears, conspicuously partisan. 

NPR or National Public Radio, on the other hand, is made up of over 1,000 member stations that 
are mostly owned by government or public entities. With a mix of news and cultural programmes 
aimed at a generally more educated audience, NPR is perhaps the nearest US equivalent to BBC 
Radio 4. 

The result of having so many channels is that syndication of news and other radio content plays a 
bigger role in the US than the UK. News produced by ABC News, for example, syndicates to some 
1,500 radio stations nationally, while NPR syndicates content to its network of over 1,000 public 
radio stations. 

With so many radio channels available, the good news is that it can be relatively easy to get 
coverage on radio. The bad news is that such coverage is – with a few exceptions – less likely to 
drive business and sales and move the commercial needle than most other forms of coverage. 

The biggest circulation US magazines of all are ones that may
be unfamiliar to most Brits and other foreigners: 

•  AARP Magazine – a lifestyle magazine sent to some 23 million   
 members of the American Association of Retired Persons. The   
	 nearest	UK	equivalent,	though	not	as	influential,	would	be 
 Saga magazine.  

•  Parade magazine, a colour supplement distributed as 
	 part	of	some	700	newspapers	across	the	US.	
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Podcasts 
Both the number of individual podcasts and the number of Americans who listen to them are 
growing fast. 

There are now over a million podcasts on Apple podcasts, while 37% of Americans (aged 12+) 
listened to a podcast in the last month, according to recent figures, which are themselves likely to 
be an underestimate by the time you read this. 

Some podcasts now have significant national audiences, especially among younger professionals, 
while others have serious influence in a particular niche or sector. 

Business Media 
While The Wall Street Journal is by some way the most influential business newspaper, and the US 
edition of The Financial Times, along with its website FT.com, also has a significant US readership, 
the top US business magazines (and accompanying sites) are the following: 

Rank
1.
2. 
3. 
4. 
5. 
6. 
7.
8. 
9. 
10. 
11.
12.

Podcast
The Daily 
NPR News Now 
Up First 
Call Her Daddy 
The Ben Shapiro Show
Stuff You Should Know
This American Life
Dateline NBC 
Pardon My Take 
Planet Money 
Serial 

Fresh Air 

Publisher 
The New York Times
NPR
NPR
Barstool Sports
Daily Wire 
iHeart Radio 
This American Life/Serial 
NBC News 
Barstool Sports 
NPR
This American Life/Serial 
NPR 

TABLE 3: Top 12 Podcasts, Ranked By US Audience

Source: Podcast Industry Ranking

Key online only sources for business and finance news include: 

The most important TV channels for business news include Bloomberg Television, Cheddar, CNBC 
(Owned by NBC Universal) and Fox Business Network.  

● Forbes 
● Bloomberg Businessweek
● WIRED
● Entrepreneur
● Fortune. 

● Inc. 
● The Economist.  
● Consumer Reports
● Adweek
● Fast Company

● Yahoo! Finance
● MSN Money
● CNN Money
● CNBC 
● Motley Fool

● Business Insider 
● Marketwatch (WSJ)
● Business Week 
● IB Times

http://analytics.podtrac.com/podcast-rankings
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US AND UK MEDIA: 
SOME DIFFERENCES   

Think local: America’s a big place – and far more of its 
media are local 
The biggest single difference between the media in the UK, if not most of Europe, and the 
US, is that US media are far more likely than British or European media to have a local or 
regional focus – and to be targeting the audience in a particular city or state – rather than a 
national one. 

America is so large that it can be helpful for a Brit or other European to think of it as being 
more like a continent than a country. 

The US only has three national newspapers, in the sense that their print editions are 
distributed nationwide: USA Today, The Wall Street Journal and The New York Times – 
compared to over 1,000 local and city newspapers. 

The latter include such big names as The Los Angeles Times, The Chicago Tribune,
The Boston Globe, The New York Post and The New York Daily News. Even the famed
Washington Post is – for print purposes at least – a local rather than national paper. 

Likewise, local TV and radio – focused on a particular city or state – has a much bigger 
audience and influence in the US than the UK.  

Of course, all online media – including the online editions of all newspapers – are now 
accessible to a national and, indeed, global audience. It remains, however, sound advice for 
UK businesses wanting media attention in the U.S. to “think local”. That means trying harder 
than one might in the UK to find a local angle or interest.

   It remains sound advice for UK businesses wanting
   media  attention in the US to “think local”. That means  
	 	 	 trying	harder	than	they	might	in	the	UK	to	find	a	local			
   angle or interest.  

So, if your US business is headquartered in New York that certainly doesn’t prevent you 
pitching a PR story on it to a San Francisco website or Houston TV station but unless you’re 
a big company, with a national or global name, or else have a specially strong story, you’ll 
often get more interest and coverage by tailoring your pitch or press release to a particular 
region, state or city rather than to national media, of which, anyway, there tends to be less. 
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Not just ONE media centre but several  
Not only is America a big place, but unlike in the UK, where the media are so heavily concentrated 
in London, the US has not one but several important media centres, each one for a different 
sector or type of media. 

In the days before Covid-19, when folks still travelled, some PR agencies advised clients to have 
them arrange, say, a “New York media tour”, which involved several face-to-face interviews, 
known as “desk-sides” or “one-on-ones”, crammed into an intensive day or two of meeting key 
journalists in a single visit. 

Another variation on the same idea might involve setting up a day’s visit to Des Moines, Iowa, 
to spend a day pitching to the editors – lifestyle magazine editors, in particular – of the Meredith 
Corporation, the media conglomerate headquartered there. 

Meredith owns a large number of magazines, television stations, websites, and radio stations. 
Its publications have a combined readership of over 120 million. It would work with brands to let 
them to visit and spend a day pitching to its lifestyle and women’s magazine editors in particular. 

Whether this type of trip will resume in the post-Covid era remains to be seen. 

The	greatest	difference	between	US	and	UK		 	 	 	
broadcasting: America lacks a public broadcaster
with	the	BBC’s	role	and	influence	
The biggest difference between broadcasting in the US and UK, says Justin Webb, the BBC’s 
former North America, is that America has no public broadcaster equivalent to the BBC – or, at 
least, any broadcaster with anything like the same resources, stature and influence. 

Yes, there is NPR (National Public Radio), which bears some comparison to BBC Radio 4, and 
PBS (Public Broadcasting Service), which acts as a public broadcaster and TV show distributor, 
but neither have comparable resources – and therefore influence and stature – to the BBC’s. 

While the major traditional TV networks (CBS, ABC, NBC) still strive for a form of impartiality, 
cable broadcasters like Fox News on the right and CNN or MSNBC on the liberal left, are not 
bound by the same rules as the BBC to try and be impartial and, as a result, tend to be more 
openly partisan. 

● New York is the centre of both  
 consumer and business media –  
 and the single biggest media
 centre of all.  

● Los Angeles is the centre of the  
 entertainment and celebrity media.

● San Francisco and environs are  
 the centre of both the tech and the  
 venture capital media.  

● Miami is the centre of the Hispanic  
 and Spanish-speaking media.

https://en.wikipedia.org/wiki/Meredith_Corporation
https://en.wikipedia.org/wiki/Meredith_Corporation
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Fact-checking 
It used to be said of one well-known UK tabloid that it boasted a sign on the newsroom wall, 
emblazoned with the message, “Make it quick and make it up”. 

This story may not stand up to fact-checking but then even the most reputable British 
newspapers and other media do relatively little fact-checking compared to their US counterparts. 

This may be partly down simply to lack of resources but it probably also has something to do with 
what, at least traditionally, has been a greater emphasis on journalistic responsibility, integrity and 
ethical standards in much of the mainstream US media compared to their UK counterparts. 

Yes, the US does have its own tabloid press, with an at least somewhat similar ethos to the 
UK’s, and not every US blog has a large fact-checking department … but the big US papers and 
magazines devote far more time to fact-checking than their UK equivalents. 

Pamela Druckerman, the Paris-based American journalist, tells the story of writing a column   
for The New York Times on the  theme of “What You Learn In Your 40s”. The draft of the    
column that she filed to her editor observed that:

“In your 40s you realise that you are 95% like other people and only 5% unique”. 

“And I meant that kind of spiritually or personality-wise”, says Druckerman. 

“And  I was fact-checked on this by a fact-checker at The New York Times and the fact-checker 
wanted to know, ‘Did I have sources for this? ... could I prove it?” 

... And so I had to add a line saying, ‘In my opinion’.”

US Media can take longer to cover a story  
Media lead-times in the US tend to be longer than in the 
UK – and are getting longer all the time    
Media lead-times – how long it takes for coverage to appear after you’ve first pitched a story – 
are, on average, longer in the US than in the UK. 

Furthermore, they are getting longer all the time, as the number of journalists employed continues 
to dwindle and the number of PRs swamping them with pitches and press releases continues
to grow. 

Lead times can vary widely, according to both the type of story and, of course, the type of 
media, among other factors. Some stories, such as harder or more topical news, will, of course, 
get covered much more quickly than others. The lead times for the print editions of monthly 
magazines, on the other hand, is – as in the UK – normally at least three months. 

https://www.youtube.com/watch?v=-sPXWkNKxZU
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One seasoned US PR and long-time colleague describes as follows his recent and current 
experience of pitching the media, albeit with features and less time-sensitive stories rather than, 
say, harder and more urgent news: 

   “Most of my media contacts now work on lead-times of anywhere from six   
   weeks to six months. 

   “Whenever I launch a campaign, I expect not to get any response from
   the  media in the first two weeks. The first month of a campaign tends to    
   be slow. To be safe, you shouldn’t expect coverage in the first month. 

   “The bigger the outlet, the longer the lead-time, even now with 
   online media.

   “Even media that are interested in a story often take three weeks before    
   they even reply. 

   “And media lead-times have been getting steadily longer. The online  
   media used to be way quicker than the print media. 

   “I target what I used to call the “immediate” media ... but nothing’s  
   immediate any more. Now even the online media take way longer to  
   publish than they used to. Now even the online media often have lead  
   times of six weeks or two months.

   “Any client also needs to understand that it isn’t a one pitch effort – it is 
    a perpetual, on-going process – and needs to be done weeks and months  
   in a row – not just in one week for a launch and you can then walk away.

   “If you want to get coverage in, say, early January, the sooner you start the  
   better. Indeed, even if we started work on December 1st ... that would be  
   getting sort of late. It would be wiser to start sooner than that.”  

US	media	are	less	worried	about	being	the	first
to cover a story 
The biggest US media, such as The New York Times or Buzzfeed News, are as keen as any
UK counterpart to be the first to cover a big story. 

Likewise, if the story concerns a launch or funding announcement of a tech startup, then the 
biggest tech-driven sites like Techcrunch will only run the story if they get to run it first.

In general, however, I’ve found US media outlets to be less concerned than their UK counterparts 
about either how brand new a story is and/or whether others have already covered it. 

This may be because the UK press has for so long been dominated by a handful of national 
papers, all based in central London, and intensely aware of, if not obsessed by, which stories 
their competitors have or haven’t already published. Far more of the US media, in contrast, has 
been based in and focused on a particular city, state or region, where they’ve tended to have 
fewer direct competitors over which to obsess. 
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Indeed, I’ve found US media not only to be less obsessed with what their rivals have already 
covered in a story but sometimes even less concerned over what they themselves have
already covered. 

The following example was no doubt an extreme example but I was pleasantly surprised
when Inc.com, the influential business site, covered a survey we did for Calm on which night 
of the week people found it hardest to sleep not once but twice, with pieces by two different 
columnists offering different takes on the same survey within the space of one fortnight.  

Some good news – it may be easier to get coverage in 
the US than UK 
The good news is that I would say that it is on the whole easier to get coverage in the US
than the UK.  

It is extremely hard to get coverage in, say, The New York Times or Wall Street Journal or the big 
network TV news shows but I’d say that it’s easier overall to get some good coverage in the US 
overall, for two reasons.  

The first and biggest one is simply that there are so many MORE media in the US, which means 
that you have a bigger target to hit. 

The second reason is that – and generalisation alert – I find the US media overall to be maybe, 
and at least in some cases, less jaded and cynical than the UK media.   

https://www.inc.com/john-brandon/hate-mondays-heres-1-big-reason-you-might-feel-lousy.html
https://www.inc.com/damon-brown/infographic-this-is-when-you-get-the-best-night-of-rest-hint-its-not-sunday.html
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HOW AND WHEN 
TO PITCH US MEDIA
Muck Rack, a leading US site for both journalists and PRs, 
recently compared data from its annual State of PR and
State of Journalism surveys in order to identify where PRs
and journalists agree and/or disagree over the best ways
and days to pitch the US media and to work together. 

The resulting article, which summarises the conclusions of this exercise makes valuable reading 
but meanwhile, the following are some of the comparison’s key findings: 

Best day and time to pitch 
85% of PRs say that mornings are the best time to pitch journalists and, equally if not more 
important, almost two-thirds (64%) of journalists agree. 

Evening pitches, on the other hand, are be avoided, since just 4% of journalists prefer them. 

45% of PRs named Tuesday as the best day to pitch. If journalists had a preference for the best 
day to pitch them it was Monday, named by 20%, compared to just 10% preferring Tuesday. 
Nearly two-thirds (64%) of journalists, however, felt no preference. 

Muck Rack itself advises that starting a pitch earlier in the week is better than later, since it gives 
the journalist all week to respond to your email and lowers the risk of it getting buried in the 
week’s growing mountain of emails. 

Muck Rack itself advises that starting a pitch earlier in the week is better than later, since it gives 
the journalist all week to respond to your email and lowers the risk of it getting buried in the 
week’s growing mountain of emails. 

How long should your pitch be? 
The short answer is … short. Both parties agree. 

92% of journalists prefer pitches of no more than two to three paragraphs, while 94% of PRs 
limit most pitches to three paragraphs. 

https://muckrack.com/blog/2020/05/28/media-pitching-statistics
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The best way to pitch journalists? With one-to-one, 
personalised emails  
That’s simple. 93% of journalists and 94% of PRs agree that one-to-one emails are the best 
way to pitch – and the more personalised and tailored the pitch is to the interests of individual 
journalists, the better. 

Indeed, journalists cited lack of personalisation as their biggest reason for rejecting a pitch. 

The number of PRs using the phone to pitch journalists dropped from 41% in 2019 to 24%
in 2020. 

The use of mass emails by PRs is also in decline. Their use fell by over a quarter (from 21% to 
15%) over the same period. 

Over half (55%) of journalists are happy for PRs to follow up a pitch once but barely a quarter 
(27%) are fine with a second follow-up. 

Roughly half (47%) of PRs like to meet a journalist in person but only a quarter (25%) of 
journalists reciprocate the feeling. 
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10 TIPS ON US
PR AND MARKETING

Whereas most of this eBook 
focuses on how to win US 
media coverage, this chapter 
also includes some broader 
marketing tips. 

It outlines some simple, cost-effective things 
that you should think of doing or knowing or just 
thinking about on both on PR specifically and on 
the broader marketing front, both to prepare for 
entering the US market and in order to operate and 
trade more effectively once you arrive.     

It offers, to be specific, the following 10 practical 
tips for non-US businesses wanting to win US 
customers and do business in the US. 

  Language matters: 
  Use American English 
If your branding relies on being, say, distinctively 
British or European, then you should reflect that 
in the language on your marketing materials. 
Burberry’s quintessential British-ness, for example, 
is key to its brand and Burberry therefore uses 
British rather than American English and spellings 
even on its US website. 

However, most British or European businesses 
targeting US customers should make a point of 
using American English – including American 
spelling, grammar, punctuation, terms and figures 
of speech – rather than British or any other kind.  

 Language matters:  
 Use American English 

 Consistency matters:  Adapt  
 all your marketing materials,  
 not  just some   

 Accent matters – A British  
 accent can go a long way 

 Location matters: Have a US  
 address, phone number, email 

 Money matters: Always quote  
	 figures	in	dollars	

 The pros and cons of having a  
 separate US website 

 Know about Associated Press 

 Keep politics and religion out  
 of  your story 

  Feed the media with data,  
 including polls and surveys  

 Is it worth paying to put  
 your press release on a  
 newswire? 
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Americans, for example, spell “centre” as “center”, “colour” as “color” and words like “realise” or 
“organization” with a z instead of an s. 

“There are several areas in which British and American spelling are different”, advises lexico.com. 
“The differences often come about because British English tended to keep the spelling of words 
it has absorbed from other languages (e.g. French), while American English has adapted the 
spelling to reflect the way that the words actually sound when they’re spoken.”

When it comes to punctuation, Americans tend to place full stops (“full points”) and commas in 
what Brits may consider strangely unfamiliar places. Even if a quotation or reported speech from 
a spokesperson or interviewee, for example, starts half way through a sentence, Americans still 
place the closing quotation mark after the full stop rather than before it. 

 Consistency matters: Adapt all your marketing materials,   
 not just some    
Are your sales and marketing materials matching and in sync? Make sure to adapt all your 
marketing materials for the US instead of – like many European businesses seem to – just some 
of them. 

  Accent matters – A British accent can go a long way    
It may seem paradoxical but while you should write in American English, it’s okay, if not 
sometimes advantageous, to speak with a British accent. Americans tend to like British accents, 
which can therefore be a real asset. When you speak, they will often respond, “Say that again”. 

If you sound like Hugh Grant or Judy Dench, you will tend to go down well. Indeed, says Justin 
Webb, the BBC’s former America editor, “I spent my eight years there impersonating Hugh Grant”.

Many Americans also assume that someone with a British accent is likely to be more intelligent 
than the average American. 

Some resources for checking your language
American vs British spelling:
https://www.lexico.com/grammar/british-and-spelling

American vs. British terms: 
https://en.oxforddictionaries.com/usage/british-and-american-terms

American vs British Grammar: 
https://learnenglish.britishcouncil.org/en/quick-grammar/british-english-and-american-english

American vs British Punctuation:
http://www.thepunctuationguide.com/british-versus-american-style.html
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You don’t even have to sound like Hugh Grant. I met one Brit running a car repair garage in 
California, who told me that due to the respect in the car world for the engineering skills of the 
many Formula 1 teams based in the UK, his British accent was a big advantage, which he used at 
every opportunity. 

  The pros and cons of having a separate US website 

This is a big subject and one that you need to discuss with your tech and SEO experts. 

Some topline thoughts, meanwhile, are as follows: 

If you have the budget and resources to create, maintain and market a completely separate US-
specific site then you can gain some advantage by doing so. You would need, however, to host 
it in the US and to indicate in your Google Search Console that the US is the country you are 
targeting. 

The downside, however, is that it would be a LOT of extra work to maintain a separate US site 
and, even more so, to do what’s needed to boost its ranking on Google and other search engines. 

So, there are good reasons for having a separate US site but also strong – maybe stronger – ones 
for not doing so. 

A .co.uk domain will still get traffic internationally but not us much as a .com. That’s not to 
mention the greater confidence that Americans will feel if your domain name does not suggest a 
business that seems foreign and perhaps faraway. 

A better solution would be to use the .com domain name – if you have or can obtain it. If you can’t 
obtain it, then other options include using a .net, .co or maybe .io domain, with the latter having 
recently become popular among tech startups. You can also try to get creative with your business 
name, such as adding a hyphen if it is two words or adding a suitable extra word to the end of it, 
so that you can buy the .com.  

If you do that, you can still keep your .co.uk domain, and later on when the new .com site is 
getting traffic, you can redirect the .co.uk site to the .com. This should be done with the guidance 
of an SEO expert or agency. 

If you think it would boost your US credentials, you could also consider posting the icon of a
US flag on the site or landing page visible to US visitors.  

Meanwhile, here is both an international SEO checklist of useful steps to consider
and another, broader article on international SEO.   

4

http://co.uk
http://co.uk
https://www.hallaminternet.com/essential-international-seo-checklist/
https://moz.com/learn/seo/international-seo
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 Location matters: have a US address, phone number, email 
Even if you’re just one person working mainly from home back in the UK, it’s still a good idea for 
you to try and have a US office address and phone number on your website and an email address 
that is, at least, not distinctively foreign. 

Even if the physical address is somewhere that you might rarely visit or just use for, say, deliveries, 
it should still boost your credibility. 

If, on the other hand, a US-based journalist – or, indeed, a potential customer – sees only an 
address in the UK, they are likely to view you differently, perhaps trust you less and think of you 
as a faraway, foreign business rather than a proper American one. They may also, for example, 
question your commitment to or understanding of the US market. 

 Money	matters:	Always	quote	figures	in	dollars	
Just as you should use American spelling, grammar and punctuation, so should you also, of 
course, use American currency.

Even if you’re talking about sales figures in Sterling or Euros, always use $USD as the lead 
currency in any pitch, press release or accompanying email (even if it makes sense to add the 
original Sterling or Euro figure beside it in brackets).

 Know about Associated Press  
The relentless rise of the Internet, combined with the ever-growing share of the advertising dollar 
taken by Google and Facebook, and, more recently, the ravages of Covid-19, have all forced 
many newspapers and other media outlets to cut staff and operate with far smaller editorial teams 
than once.  

One result is that they rely more heavily on syndicated news stories provided in particular by the 
Associated Press (AP), the biggest national news agency and similar to the Press Association in 
the UK. 

Given that, it’s wise to research who at AP covers the type of business you’re in and develop a 
pitch tailored to them.

 Keep politics and religion out of your story   
Although the US media are nowadays far more partisan than once, this is much truer of some 
media sectors – like cable TV news, talk radio and, of course, blogs and social media – than 
others. More traditional US media, especially local/regional newspapers and TV, still tend to think 
of themselves, rightly or wrongly – as politically neutral. 

The implication of this – and also of the growing polarisation of American politics – is that, unless 
your brand, product or service is itself inherently political, it’s generally best to try to keep the 
story away from politics or, at least, from party politics. 

If, on the other hand, your business is inherently linked to political issues, it may be worth 
thinking of consulting with a lobbyist or a PR with expertise in US politics before you launch your 
message.
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Much has been written about the trend for a growing share of Americans to identify as secular 
rather than religious. While this trend is real and significant, America is still – on average and 
particularly in Middle America – a more overtly and sometimes passionately religious country than 
the UK. 

If therefore you want to avoid offending your potential customers, it is best to keep not just 
politics but also religion out of your story. 

 Feed the media with data – including polls and surveys  
Like their UK counterparts, the US media like a story that is backed by data. 

Such data may be your own user or customer data, if you have enough of it and it rings 
credible. Or, if you don’t and it doesn’t, then another way of providing media-friendly data is by 
commissioning a poll or survey, especially if you can come up with a topical or friendly angle. 

During one US Presidential race, for example, Think Inc got a lot of coverage for Craigslist, the 
popular online classified site that sells, among other things, lots of used cars, by commissioning 
a poll that asked respondents which of the candidates running for one party’s nomination they 
would least like to buy a used car from.  

While you can conduct your own DIY survey, using free online survey software, like Survey 
Monkey or Zoomerang, your survey will tend to have more credibility with the media – especially 
if it’s a sensitive or controversial subject – if you have paid to commission a reputable polling 
company to conduct a survey that uses a representative sample of the US population. 

The polling companies that I’ve used most are Ipsos – and specifically their Ipsos eNation US 
Omnibus service – and Zogby.  

If, however, I want to do a survey that involves polling respondents simultaneously in both the 
US and the UK – and sometimes, indeed, other countries too – then I tend to use YouGov, the 
UK company which also has a US office, and which I’ve found efficient at conducting surveys in 
multiple markets.

If the survey results in each market are broadly similar, then you can use the combined or merged 
results from different countries, and announce that your survey is based on a sample of X,000 
Americans and Britons. If, on the other hand, you get very different results, and/or feel that 
specifically US results will be of more media interest, you might prefer to write up a separate 
pitch or press release for each market, while perhaps also referring where it seems relevant or 
interesting, to the differences between them. 

When I conducted a survey for Calm, the sleep and meditation app, to ask respondents which 
night of the week they found it hardest to sleep, I commissioned YouGov to ask a nationally 
representative sample in both the US and UK and then based the resulting press release on the 
merged results. The “winning” night by a wide margin was Sunday. The story got some good 
coverage in the UK media but even better in the US, where even I was surprised by how many 
Tier 1 media covered it. 

And remember, America is a huge market, so you may also want to break your research, stats and 
anecdotes into states or regions where this makes sense. Indeed, some polling companies will 
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https://www.latimes.com/politics/la-xpm-2012-mar-06-la-pn-super-tuesday-who-would-you-buy-a-car-from-voters-say-santorum-story.html
https://www.surveymonkey.com
https://www.zoomerang.com
https://www.surveymonkey.com
https://eu.usatoday.com/story/news/nation-now/2017/05/22/sundays-worst-nights-sleep-study-shows/332944001/
https://eu.usatoday.com/story/news/nation-now/2017/05/22/sundays-worst-nights-sleep-study-shows/332944001/
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automatically provide a broad, regional breakdown of survey results, although not necessarily a 
breakdown by state, unless the sample size is big enough to allow that. 

   Is it worth paying to put your press release on a newswire? 
The short answer is … yes, sometimes, depending on the story … but on the whole, probably not. 

A recent survey by Muckrack, an influential site for PRs and journalists, found that just 3%
of US journalists rely heavily on press releases sent via newswires. 

   “Journalists have long since tuned out newswires”, 
    says Muckrack. 

   “The data clearly shows they no longer use them to find new story ideas.”

Using a newswire CAN still serve a useful purpose for public companies announcing their quarterly 
or annual results or, say, a product recall. 

For other brands, using a newswire is, with the occasional exception, unlikely to generate much 
PR pickup or media coverage. This is especially true for feature stories as opposed to, say, hard, 
financial news. 

Where using a newswire can still be useful, however, is if you’re a small business rather than a big 
one and have a news story that maybe you don’t expect to get much coverage but that you still 
want to get out there into the world, in a form that uses the precise wording that you want, and to 
guarantee it some online visibility.

So, as long as you don’t expect too much, and know why you’re doing it, it can serve a useful 
purpose. 

10

https://muckrack.com/blog/2018/05/22/2018-muck-rack-survey-results
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DON’T FORGET … 
SOME THINGS EASILY 
FORGOTTEN

•	 You can also get US coverage by pitching UK-based media  

•	 You can pitch the same story in the UK and the US

•		Canada	is	a	large,	affluent	and	growing	market	–	right	next	door		

•		Over	40	million	Americans	speak	fluent	Spanish  

You can also get US coverage by pitching
UK-based media   
Something that many don’t realise is that, provided you have the right story, you can get plenty 
of US coverage for a story without ever actually pitching it in the US itself. 

This is because you can instead pitch it to US media based in the UK and/or some of the UK 
media that have sizeable US audiences and/or influence, either among Americans in general or 
perhaps just American media. 

Media such as the BBC, The Guardian, The Daily Mail/Mail Online and The Financial Times/
FT.com all have sizeable US audiences. 

The likes of Vogue, Cosmopolitan, Marie Claire and Wired all have editions – both print and 
online – in both the UK and US, among other markets, and content in/on the UK edition can get 
picked up by the US edition. 

The BBC in particular is respected, trusted and widely consumed by Americans. It ranks, says 
the Reuters Digital Report 2020 among the top 10 top news sources, among both online brands 
and among TV, radio and print brands. Among the latter, it has a larger audience than, for 
example, USA Today, The Washington Post or The Wall Street Journal. 

It is also disproportionately influential among more educated and liberal Americans, some of 
whom view it as a sort of antidote to the ever-growing partisanship of some US media, and 
perhaps Fox News above all.  

London, meanwhile, is not just a global financial centre but also a global media centre, with 
influence and reach far beyond the UK. 

https://reutersinstitute.politics.ox.ac.uk/sites/default/files/2020-06/DNR_2020_FINAL.pdf
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The result is that if an idea or news story is strong enough and of wide enough interest, you can 
sometimes pitch it just to the media in London and end up having it covered by the US media. 

When Think Inc worked, for example, with the language company Today Translations in central 
London to place an advertisement for the world’s first emoji translator, the story was first picked 
up by the BBC World Service and BBC News Online. Within a few days, however, it had been 
covered by all the biggest US TV networks, among other major US media – all without us ever 
actually pitching it to any US media. 

The major US media, of course, also have their own correspondents on the ground in the UK. 
When Think Inc staged the world premiere of Baa Baa Land, an eight-hour, slow-motion film 
about sheep standing in a field, at the Prince Charles cinema in central London, both Associated 
Press and Reuters, two of the world’s three biggest global news agencies, sent London-based TV 
journalists to cover the event – resulting in huge coverage not just in the US but across the world. 

Emoji translator 
wanted: Think Inc’s 
ad for the world’s first 
emoji translator won 
huge UK, US and 
global coverage

Dullest movie ever 
made: The London 
premiere of Baa Baa 
Land, an eight-hour, 
slow-mo movie about 
sheep won huge 
coverage in the UK,
US and beyond 

https://www.think-inc.co.uk/portfolio/worlds-first-emoji-translator/
https://www.think-inc.co.uk/portfolio/baa-baa-land-world-premiere/


Likewise, when Findmypast, the genealogy website and Think Inc client, released the records of 
the royal household staff (1526-1924) online, we pitched the story not just to the US media in the 
US but also to the US media in London. The news was covered not just by BBC News Online, 
resulting in considerable US interest, but also by the London staff of Associated Press, the 
largest American news agency, resulting in even more US coverage. 

You can pitch the same idea/story in the UK and US 
You don’t have to generate completely separate ideas, stories and content for the US and UK 
media. Yes, the media in both countries will – other things being equal – tend to prefer stories 
with some local interest but, if you come up with the right idea or story, it will often work equally 
well in both countries. 

Sometimes you will need to adapt it for each country. So, when Think Inc conducted a poll 
for the genealogy website Findmypast, we actually did separate polls, with a separate list of 
embarrassing place-names in each country. In the event, Toadsuck (Arkansas) topped the US 
poll, while the Dorset village of Shitterton topped the UK poll – and the media in both countries 
loved the story. 

When Think Inc did a poll for Calm, the sleep and meditation app, to find the most widely held 
sleep myths in both countries, we asked the same question in both countries but wrote up the 
results for each one separately. So, we pitched it as a US story, with US data to the US media 
and a UK story with UK data to the UK media, and, indeed, a French story with French data in 
France. When it added value, we highlighted differences between the results in each country. 
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Unfortunate
place-names: Think 
Inc won great coverage 
in both US and UK, 
with different national 
versions of the same 
idea in each 

https://www.bbc.co.uk/news/uk-18278802
https://www.think-inc.co.uk/portfolio/unfortunate-place-names/
https://consent.yahoo.com/v2/collectConsent?sessionId=3_cc-session_1d16ff5b-87c2-41e3-9b28-561998e37147
https://metro.co.uk/2019/07/15/the-biggest-sleep-myths-that-brits-believe-in-and-why-theyre-wrong-10326939/


Other types of story are of more universal interest and don’t need any adaptation. When Think 
Inc helped the custom fabric website, Spoonflower, celebrate the Queen’s 90th birthday by 
creating a unique tribute of 90 corgi pillows, the story ended up getting more coverage in the US 
than the UK. 

When we made Baa Baa Land, the eight-hour movie about sheep standing in a field, doing 
nothing, and then, a few months later, staged its world premiere at a central London cinema, 
both stories, with no need for localisation, got as much coverage in the US as the UK.  

The same was true of two other Think Inc stories for Calm: when we created “The Lost Grimm 
Fairytale”, the first bedtime story written by AI, and we turned the EU’s new GDPR legislation into 
a bedtime story, called Once Upon A GDPR.  

In some cases, such as the ad placed by Think Inc – and mentioned above – for an emoji 
translator, there’s not only no need to adapt the idea for US media but you don’t even need to 
pitch it to them, since they will pick it up from UK media and run it with in the US.  
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90 corgis for Queen’s 
90th: Think Inc’s 
unique celebration won 
even more coverage 
in North America than 
the UK 

No need for 
localisation: Think 
Inc’s creation of The 
Lost Grimm Fairytale, 
the first bedtime story 
created by AI, worked 
equally well in both the 
US and UK 

https://www.think-inc.co.uk/portfolio/90-corgis-for-queens-90th/
https://www.think-inc.co.uk/portfolio/the-dullest-movie-ever-made/
https://www.think-inc.co.uk/portfolio/baa-baa-land-world-premiere/
https://www.think-inc.co.uk/portfolio/once-upon-a-gdpr/
https://www.think-inc.co.uk/portfolio/the-lost-grimm-fairytale/
https://www.think-inc.co.uk/portfolio/the-lost-grimm-fairytale/
https://www.think-inc.co.uk/portfolio/worlds-first-emoji-translator/
https://www.think-inc.co.uk/portfolio/worlds-first-emoji-translator/


Canada	is	a	large,	affluent	and	growing	market	–
right next door  
Canada has a growing population of 38 million and a larger GDP than, for example, Spain.  

The Canadian city of Toronto – where I was born – is the third largest by population in 
(Anglophone) North America, after New York and Los Angeles, and just ahead of Chicago
and Houston. 

Yet many businesses expanding to the US forget Canada altogether and fail to give the Canadian 
market a moment’s thought. 

I’m probably more sensitive to this than most people since I’m originally from Canada but this 
complete neglect of such a large, affluent and easily accessible neighbouring market always
surprises me.  

Yes, it’s true, that Canadians consume a lot of US media but they also consume even more of 
their own dedicated media. 

Unless Canada is your primary market, however, you don’t need to hire a dedicated and 
specialist Canadian PR. 

I normally work with US-based PRs who have existing contacts with the major Canadian media 
and experience of pitching to them. I also expect them to include pitching to the Canadian media 
as part of their brief.  

If you’re doing a poll and asking respondents in both the US and UK, so that you can then pitch 
it with local interests in both markets, then it may also be worth asking respondents in Canada 
too – for precisely the same reason. 

Over	40	million	Americans	speak	fluent	Spanish		
The number of fluent Spanish-speakers in the US – an estimated 41 million or 13.5% of the 
population, according to the last US census – is almost as large as the number in, for example, 
Spain. And many, of course, speak Spanish better than English. 

Given that – and, of course, depending on what you’re marketing – it may be worth translating 
your pitch or press release into Spanish and perhaps hiring an additional PR person or agency 
with expertise in pitching to the Spanish-language media. 

(If you want to think even more ambitiously – and again, depending what you’re selling – you may 
even want to consider pitching to the media in neighbouring Mexico and the Mexican market of 
126 million. That, however, may obviously involve additional complications and might therefore 
be a project for another day.) 
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WHAT DO AMERICANS 
THINK OF THE BRITISH? 
   Having a British accent – as mentioned elsewhere – can be a 
positive asset when doing business in the US. It’s worth both 
taking advantage of this – and also trying to understand why
it is so. 

Simon Anholt is the British founder of the Nation Brands Index, which every year tasks the polling 
company Ipsos with asking between 20,000 and 38,000 respondents in something between
20 and 30 countries for their image and view of 50 nations. 

Many or most countries in this annual survey seem to lack a clear brand image but the UK, on 
the contrary, seems to have not just one but two. 

The first views the UK as “a rather creative, exciting, cosmopolitan country … an epicentre of 
cultural and export strength, with thriving urban life”. This view also sees the British themselves 
as “skillful” and “hard-working”.

 One of the UK’s two brand images views us as “a rather  
 creative, exciting, cosmopolitan country … an epicentre  
 of cultural and export strength, with thriving urban life”.  
 This view also sees the British themselves as “skillful” 
 and “hard-working”.

If this first image of the UK views it as “Cool  Britannia”, the second, very different image might  
better be labelled “Downtown Abbey”. This is less  positive. It views the British as unfriendly, aloof  
and stuck in the past – or, as Anholt puts it, as “an  arrogant, exceptionalist, ex-imperial power 
that thinks itself superior”. 

The flipside of this Downtown image is that Britain has a long and rich history and the British 
themselves, as a result, a certain amount of inherited style and, for want of a better word, “class”. 
Brands like Burberry arguably trade on this more positive side of the Downtown image. 

Nation images tend to be surprisingly enduring and immune to even major news stories. “The 
majority of the world’s population”, says Anholt, “will assume Brits are somehow above them in a 
perceived hierarchy of nations, which is an astonishing thing”.

Or, as one Brit I know who lived for many years in the US puts it, “When Americans discover you 
are British, there is a perceived intelligence associated with that”.
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Anholt’s observations summarise the impressions of over 20 nationalities rather than specifically 
Americans but I’d say that also they seem a pretty good summary of how Americans in the main 
and overall view Britain and the British. 

The so-called “Special relationship” between America and Britain, based on ties of shared history 
and language between the two countries, perhaps still carries some weight but less than once 
and is reckoned by most commentators to loom larger in the British mind than the American 
one. It’s a mistake, says Justin Webb, the BBC’s former North America editor, to think of the 
relationship being the one described by Harold MacMillan, UK prime minister from 1957-63, with 
the British being the Greeks to the American’s Romans.

This is for various reasons, including that there are big demographic changes underway in the 
US, reflected in particular in particular in the growing share of the US population made up by 
Hispanics and East Asians (Chinese, Koreans) – and the growth in diversity and multiculturalism 
of all kinds. 

Nonetheless, many Americans – and more educated, liberal Americans particularly – have a 
respect bordering at times on reverence for the BBC in general and BBC News in particular, 
which are both popular and influential in the US.

 Many Americans – and more educated,  liberal Americans  
 particularly – have a respect bordering at times on     
 reverence for the BBC in general and BBC News in     
	 particular,	which	are	both	popular	and	influential	in	the	US.	

A recent survey of 2,055 Americans conducted by the Reuters Digital News Report 2020 found 
that Americans as a whole have more trust in the BBC as a reliable news source than they do 
In The New York Times, The Wall Street Journal, or network TV news provided by the likes ABC 
or CBS. Indeed, BBC News was the single most trusted brand name as a news source – and 
second overall in terms of trust only to “local television news”.  

The same sort of American, at least of a certain age, is still a big fan of Monty Python and thinks 
of Brits as having a quirky sense of humour. 

Many Americans are also even more interested in the Queen, the British royal family – and 
nowadays, of course, in Harry and Meghan – than we are. This perhaps helps explain the 
popularity of The Crown, the Netflix series about the royal family, whose primary audience is, of 
course, American. 

It may also explain why when my business, Think Inc, worked with custom-fabric startup called 
Spoonflower, based in North Carolina, to celebrate the Queen’s 90th birthday by creating 90 
corgi dog-pillows, plus one life-sized pillow of the Queen herself, the stunt got far more love and 
attention in the US than it did back home in the UK. 
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https://www.pressgazette.co.uk/survey-americans-trust-the-bbc-more-than-new-york-times-wall-street-journal-abc-or-cbs/
https://www.think-inc.co.uk/portfolio/90-corgis-for-queens-90th/
https://www.think-inc.co.uk/portfolio/90-corgis-for-queens-90th/


     “SUPER AWESOME!” VS 
“COULD BE WORSE” 
SOME CULTURAL DIFFERENCES
 
   It is, of course, dangerous to generalise about any nationality 
and even more so about a nationality as diverse and ever more 
polarised as Americans. 

“There is a chasm between rural and metropolitan America”, says Justin Webb, the BBC’s former 
north America editor and author of the book, Cheers, America: How an Englishman Learned to 
Love America.

This divide is often also cast as one between the major cities on each coast and the US 
heartland or Middle America.

It is a chasm of politics, culture, lifestyle and often religion too. 

There are, in other words, huge cultural differences  within America, just as there are within the 
UK and many other European countries. 

Nonetheless, there are – on average and on the whole – still some broad cultural differences 
between Americans and the British, if not most Europeans. 

I like the observation, for example, that the difference between the Americans and British is that 
for the British a hundred miles is a long way, while for Americans, a hundred years is a long time. 

Americans are also less likely than Brits to say “Sorry” at the slightest prompting and more likely 
to exclaim “Have a great day!” and “Awesome!”, if not, in some cases, “Super Awesome!”, in 
situations where the best the British might manage is “Not too bad” or “Could be worse”.  

Americans are also more puritanical (America was, after all, founded by Puritans) than the British 
and, for example, more squeamish about sex. 

“America’s relationship with sex has long been odd”, wrote Justin Webb, the BBC’s former North 
America, in a recent article in The Times. “It is the home of the global pornography industry but 
Americans are famously prudish.

 “America’s relationship with sex has long been odd … 
 It is  the home of the global pornography industry but  
 Americans are famously prudish.”
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Americans	differ	from	the	British	and	most	Europeans,	 
in that they are more:

Enthusiastic and positive.   
Patriotic
Conservative
Religious
Prudish and Puritanical 
Litigious 
Regional
Keener on freedom of speech (Know about the Fifth Amendment)  
Divided 
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“My daughter was born there on the day Janet Jackson’s breast was accidentally exposed to 140 
million viewers of the live halftime show of the Superbowl game. Driving back from the hospital, 
I listened to breathless coverage of the ‘wardrobe malfunction’ and reflected that my youngest 
child, although hugely lucky to be born American, was the citizen of a strange nation in which sex 
is relentlessly used to sell, and yet which goes completely barmy at a glimpse of human nudity.”

Other broad generalisations are that Americans tend overall to be more religious (though less than 
once) than most Western Europeans, as well as more patriotic, probably still more conservative (if 
less than once, with the Democrats and many younger Americans having moved significantly to 
the left).  

America is also more pro-business and with a stronger sales culture than some, perhaps more 
snobbish European countries. As Calvin Coolidge (1872–1933), US President in the 1920s, 
famously declared, “The business of America is business”. This means that you can take a more 
direct approach to selling in the US, with less fear of being judged pushy or hard-sell.  



FURTHER INFORMATION AND SUPPORT
Reuters Institute Digital News Report 2020
By the Reuters Institute for The Study of Journalism, at Oxford University. 
(Note: This is not specifically on US media but does include a focus on
US media, including valuable recent data.) 

Key Findings about the Online News Landscape in America 
This is by the respected Pew Research Center – published September 2019 

Media Landscapes: United States 
Expert analyses of the state of the media.

How to pitch in 2020, backed by statistics
Muckrack.com crunches the data from both PRs and journalists. 

Books 
Working with Americans: How to Build Profitable Business Relationships 
By Allyson Stewart-Allen, Lanie Denslow (2019)

If Only They Didn’t Speak English: Notes From Trump’s America 
By Jon Sopel (2018)

Cheers, America: How An Englishman Learned To Love America 
By Justin Webb (2013)

Support 
Export to the USA from the UK
The Department of International Trade.

https://reutersinstitute.politics.ox.ac.uk/sites/default/files/2020-06/DNR_2020_FINAL.pdf
https://www.pewresearch.org/fact-tank/2019/09/11/key-findings-about-the-online-news-landscape-in-america/
https://medialandscapes.org/country/united-states
https://muckrack.com/blog/2020/05/28/media-pitching-statistics
https://www.amazon.co.uk/Only-They-Didnt-Speak-English/dp/1785942271/ref=sr_1_2?dchild=1&qid=1598026371&refinements=p_27%3AJon+Sopel&s=books&sr=1-2
https://www.amazon.co.uk/Cheers-America-Englishman-Learned-Love/dp/1476730199/ref=sr_1_2?dchild=1&keywords=justin+webb&qid=1598026427&s=books&sr=1-2
https://www.gov.uk/world/organisations/department-for-international-trade-in-the-usa
https://www.amazon.co.uk/gp/product/B08283WZTG/ref=dbs_a_def_rwt_hsch_vapi_tkin_p1_i0



