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Australia's focus on defence is rapidly increasing and the media’s news cycle is faster than ever. While
there may be many opportunities to contribute story ideas, content, or news to media outlets, it's not
always that simple. The fact is, many companies don’t have a steady stream of headline-worthy news
announcements ready to release. However, as this paper outlines, having big announcements isn’t the

only way to build your profile in the media.

The good news is that only a small number of media outlets require truly breaking news as their benchmark
for publication. In fact, many more journalists are interested in content that educates, informs, or offers expert
individual insight, and that's where the opportunity lies for most companies.

How can you be part of the media conversation when you don't have big news to share?

There are four essential steps your business can take.

STEP 1: ASK ‘ARE YOU HOT OR NOT?’

Understanding that the news cycle moves quickly is
one thing; however, knowing what makes news is an
entirely different beast. It's essential to understand
where your business fits in the hype cycle, which is
based on how well-known your brand is, from being
unknown to ubiquitous, and how mature your public
relations (PR) and marketing efforts are.

The Recognition Group developed the Hot or Not
Matrix to help simplify this process.

Businesses should consider:

» What is the current media and social agenda?
That is, what topics are hot or not right now
related to your business focus?

How much content (or potential content) do
you have to support your engagement in these
conversations?

The purpose of this model is to understand which
content generation and media engagement strategy
will fit best with your organisation. How much
content you have and how well it relates to hot topics
determines where you sit on the matrix.
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HOT OR NOT MATRIX™
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HOT NOT
77777777777 ‘ | HAVE LOTS | A good pitch Look for new insights
should work Map to trends

X

YOUR CONTENT

READING THE MATRIX

You can use the matrix to identify where you need to create new or optimise existing content to
contribute more to the narrative so you can move from not hot to hot. It will also give you an idea of
how you can adapt your PR and marketing strategy to achieve this.

TOP-LEFT QUADRANT: Lots of content on hot topics

Having lots of content that speaks to hot topics is the ideal position: the green zone. Organisations
in this quadrant only need to organise and amplify their existing content to maximise traction. It's
important to be clear about what media are interested in and how to craft a pitch that will resonate to
achieve success here.

Lots of content, not on hot topics

Having lots of content only really works when it's relevant to what the media is interested in. When
you have lots of content but it's not on hot topics, you fall into the orange zone. In this quadrant, you

need to review your existing content and spokespeople and look at how you can make it relevant to
the media so you can move into the green zone.

In this zone, you're demonstrating authority by providing expert commentary and insights about the
things that the media are covering which are adjacent to your interest areas. For example, if your firm
specialises in enterprise resource planning (ERP) software, but the media is clearly focused on supply
chain security content and not covering ERP, then you'll pivot from your core ERP narrative and,
instead, create content about supply chain security as it pertains to ERP platforms.
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Lots of hot topics, no content

A lot of organisations will find themselves in the yellow zone when they operate in a space that the
media is highly interested in, but they don't have a lot of relevant content readily available to share.
Companies in this space need to create new content that they can map to hot topics, or unearth
assets across the organisation that they can refresh and share with media. However, organisations
need to move quickly, or risk missing out on contributing to the conversation.

Often, the lack of content is not the same as being unable to produce content; it's less a media issue
and more a content creation strategy issue. It's an area where our consultancies spend a lot of time
with clients. We help unlock content that often resides within the brains of technical subject matter
experts, can be surfaced by customer spokespeople, or is reskinned from global content libraries and
given a local context. There are many ways to generate content just by thinking differently about the
assets you already have access to.

BOTTOM-RIGHT QUADRANT: No hot topics, no content

When your business operates in an area that the media doesn't focus on, and you don't have any
content you can work with, you fall into the red zone. Traditionally, this is the hardest type of
business to promote in the media. In many cases, finding yourself in this quadrant simply means that
media relations is not the right tool for building your presence in the market (for now).

Two company types often fall into this category. The first is start-ups with new-to-world, poorly
understood products or services. The media will only begin to cover this category once there are
some signs of commercial success and breakthrough business activity which validates the wider
market opportunity.

The second type of business in this quadrant is a legacy business. These are often quite profitable,
predictable, and operating in a well-understood sector. While there may be coverage on business
performance related issues (for public companies), for the most part, the entire sector is no longer
getting a lot of media coverage. Some companies think they're in the bottom right quadrant, but
they're actually in the bottom-left quadrant; they just don't realise it

STEP 2: ALIGN YOUR MESSAGE WITH THE RELEVANT TOPICS

Once you understand both the news cycle and For example, what appeals to engineers and

where your business fits, you can strategise new technicians in an industry trade publication won't be
ways to contribute to the conversation. That's why the same thing that appeals to government ministers
The Recognition Group also developed the Topic or the general public. However, organisations that
Affinity Model. Businesses can use this framework sell technical, high-value solutions within the defence

to find new angles and opportunities through which and aerospace sector will benefit from engaging with

to engage with the news cycle and align their media in both general news and industry media. This

overarching message with relevant industry sectors means that organisations need to develop messaging

and audiences. that demonstrates their success and speaks to each
relevant audience.
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TOPIC AFFINITY MODEL
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The Topic Affinity Model provides an idea of the stakeholders that might be relevant to your solutions,
and who need to know about and have a favourable sentiment toward your business; however, it is not an
extensive model. Businesses that operate in the defence and aerospace sector can use the Topic Affinity
Model to map one subject to various personas, creating unique content for each audience that delivers

insights, opinion, education, and awareness for your business.
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For example, consider an organisation that supplies military-grade ball bearings for a range of weapons
platforms and transport systems. They're found in every wheel and rotating piece of machinery in the world.

In a military application, a broken bearing can mean the difference between life and death, a victory or loss,
and even service member morale. Unreliable machinery is not what you want to ride into battle with, whether

it's by land, sea, or air.

If you want to demonstrate the superiority and importance of the ball bearings produced by our theoretical
company then, to get that message heard, we need to map it to what each audience cares about.

Here are some possible angles by audience:

Challenge/pain point

Prime contractor Substandard machinery from
our suppliers could jeopardise our
entire contract.

Solution/outcome

Our bearings exceed the technical requirements
required for most military applications. It is important
that Prime contractors only consider bearing suppliers
that exceed required standards as it indicates a
manufacturing and assurance program that focuses on
quality and reliability, not minimal viable product.

Government Ineffective bearings could

minister compromise soldier safety and
campaign effectiveness, leading to
lost lives and costly repercussions.
It could also impact on political
approval ratings.

Our bearings help de-risk the government’s investment
in specific weapons systems and vehicles. The impact
of poorly manufactured military machinery will be laid
at the feet of the government of the day and will cost
public support and confidence. Our military hardware
must perform when called upon.

General public Ineffective bearings could impact the
safety of Australian troops.

Our bearings keep our defence personnel safe and able
to do their jobs. We recognise our responsibility to the
Australians who serve.

Legal advisor Ineffective bearings could indicate
non-compliance with contract
requirements or manufacturing
standards.

Most businesses have access to a wealth of data and
information across a multitude of departments and
sectors. Even if you think your business has no news
to share, the subject matter experts in your company
will still have valuable perspectives to contribute to
the broader news cycle.

Using the Topic Affinity Model, you can take a topic or
issue, like the humble ball bearing, and assess how it

aligns with or affects different areas of the industry or
stakeholder groups.

Our bearings align with relevant industry regulations
and exceed requirements, providing ultimate assurance
of compliance.

Taking this approach lets you contribute to the
broader conversation by identifying ways in which
your business can help to alleviate pain points in
different areas. Aligning your content with these
functions gives you a story about what you do that
you can share with key industry publications to
appeal to your target audiences.
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There are two segments of the Hot or Not Matrix where you can apply the Topic Affinity Model to improve
your content and make it more relevant for media and key defence stakeholders. These segments are the

orange zone and the yellow zone.

Organisations in the orange zone can
map their existing content to different
segments to find a hot topic they can
contribute to.

Organisations in the yellow zone can
develop content that speaks to each of
those topics directly by finding an angle
that works for the business.

In each of these scenarios, organisations can use the Topic Affinity Model and their new or existing
content to build education and awareness pieces to bring their solutions to life for politicians, procurement
panels, Primes, the general public, or any number of other key stakeholder groups. Using this approach lets
businesses build the artefacts they need to move from the orange or yellow quadrants and into the
desired green zone.

STEP 3: DEVELOP, AMPLIFY, AND
REPURPOSE YOUR CONTENT

Of course, finding an angle alone isn't the end of
your journey; you need to know how to contribute
to the conversation effectively. Offering your
spokespeople for comment, Q&As, or even
written or recorded interviews is one way you

can achieve this. However, it's not the only way to
realise success. Contributing to relevant editorial
features, developing thought leadership content
(such as bylined articles), writing blogs for your
website, or even promoting articles on LinkedIn
are all ways you can offer insights.

And, once you've developed a piece of content
that works, you can always repurpose and
amplify it across other channels. A topical
whitepaper your marketing team developed can
be turned into a thought leadership article that
you can share with media and promote across
LinkedIn to ensure you sweat your assets and get
the best possible return on investment (ROI). Of
course, this can be time consuming for marketing
teams, especially under-resourced ones that are
focused on other business-critical tasks. Working
with a dedicated integrated PR and marketing
agency can help you bridge the gap and get the
most out of your content.
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STEP 4: ENSURE CONSISTENT MESSAGING

The last piece of the content puzzle is to make
your messaging consistent across the board. It's
critical to understand that your target audiences
will come to you through different channels. If
you have multiple spokespeople engaging with
different journalists, while you're simultaneously
promoting content across your website, social
media, and trade and national media, you need to
ensure your messaging is consistent, and every
audience has the same understanding of your
business no matter where they engage with you.

This can be difficult to achieve, especially if

your teams, particularly sales and marketing,
operate separately from each other. The risk is
that your information can be siloed, and sales
and marketing, as well as other team members
in general, could be sharing conflicting narratives
with different audiences. It's crucial to get your
people on the same page.

The Recognition Group developed a key message
development program to help businesses

like yours create a compelling and consistent
messaging framework that clearly articulates
their key differentiators. This approach helps
businesses align their disparate sales, marketing,
and operations teams while ensuring consistency
across all client interactions with your business.




Sovereign is part of The Recognition Group, one We support Australia’s warfighting capability by

of Australia’s leading, privately-owned public ensuring new and existing defence-related products
relations (PR) and marketing agencies. and services are presented optimally to relevant
stakeholders in government and the private sector.
Our team of specialist consultants, project managers,
data experts, event managers, designers, web
developers, and content writers adds scale and
velocity to your marketing and sales activities.

Sovereign provides specialist B2B marketing and
communication services to companies that sell
technical, high-value solutions within the Australian
defence and aerospace industry.
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