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Intern Edition 



Who are we?
● Copy Interns

○ Jerusha Kamoji

○ Kenna Pierce 

●  Content Strategy
○ Catherine Grillo 

● SEO Interns 
○ Morgyn Carroll

○ Britton Holyoak 

● Outreach Interns
○ Andrew Allen

○ Kaylee Hepburn 
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Overview
 

● Our Goal: Create a digital PR piece for CableTV.com
○ Work together in our functional roles
○ Get experience with the process of a digital PR piece

● Published piece: The Ultimate Road Trip for Movie and TV Fans
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About CableTV.com

CableTV.com isn’t here to tell you what to watch: our 
mission is to help connect you with the best viewing 
options available. We research and compare TV, internet, 
and streaming services, slashing through the techno-speak 
to give you straight-forward reviews and reliable advice.

https://www.cabletv.com/entertainment/summer-roadtrip-to-your-favorite-tv-show-or-movie
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“Last year, we tuned in to movies to get us through the 
good, the bad, and the ugly of the world around us. Now 
that it’s time to discover the joy of travel once again, go 
pack some snacks, use this map, and hit the road to find 
Hollywood drama and magic around every corner.”

● 180+ Iconic filming locations throughout the United 
States

● Interactive map, table, custom Google Map, copy, 
graphics

Our piece
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Outreach/ 
Digital PR
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Overview: what we did 

● Leading ideation process
● Refining digital PR idea
● Presenting at Red Team meeting
● Creating process for data gathering
● Leading data collection
● Creating data visualizations
● Creating project brief
● Developing outreach strategy
● Building outreach lists
● Creating outreach email templates
● Scheduling & sending outreach emails
● Monitoring coverage



Timeline
  

Content ideation
Red team meeting
Refining 
Data pull
Image and map creation

List building
Creating email templates
Outreach
Reporting 
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Ideation   
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Content Creation   

● Researched the most popular movies 
and TV shows of 2020-2021

● Manually built a spreadsheet of popular 
movies and TV shows, their filming 
locations, address, genre, scenes, and 
data sources

● Gathered data for over 180 film 
locations

● Created an interactive map, 
customizable Google map, and 
interactive table for users to plan their 
trip
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Data Visualizations 

● Formatted data into 
graphics

● Used Datawrapper & 
Google Maps

● Worked to present 
information to users 
efficiently and effectively

● Interactive map, table and 
custom Google Map

● 1,600+ views of 
Datawrapper graphics

https://datawrapper.dwcdn.net/amSjt/8/
https://datawrapper.dwcdn.net/amSjt/8/
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https://datawrapper.dwcdn.net/1fjty/17/
https://datawrapper.dwcdn.net/1fjty/17/
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https://www.google.com/maps/d/u/0/edit?mid=1u6gx5j0Gi0BA4wr4Zjd1GeAF5Fg7zFjH&ll=14.926461198382267%2C-114.10618725&z=3
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Copy Team
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Overview: what we did, who owned what

● Content research
● Writing 
● Editing 
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Action, Drama, and Docuseries
● Researching locations
● Writing up our summary

○ Fun finds: Locations like the Roloff farm
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Comedy, Horror/Thriller, Sci-fi

● Researching Shows
● Writing up our summary

○ Fun findings: locations like the Banks 
Residence 
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Copy Learnings and Takeaways

● Plan for the unexpected
● Communication is keyーespecially on a tight deadline
● Research, Research, Research 
● Cater to a diverse audience 
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Content 
Strategy 
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Overview: what we did, who owned what

● Page Upload
● QA and publish
● User tracking with mouseflow
● User behavior tracking on Google Analytics
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Mouseflow - User Movement Heatmap
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Mouseflow - User Click Heatmap
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Mouseflow - Heatmap Takeaways
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User Movement
● Activity around the Google maps link
● Jump links
● Interest in maps

User Click
● Interest in CableTV site
● Interest in Google map
● Lack of interaction with table
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Page Performance (User Behavior)
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● Interest in CableTV as a site
● Spending time on the page

*Data from first two weeks of page being published
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How did page performance compare?

24

*All data from first two weeks of each page being published
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User Behavior - Takeaways
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● Piece generated interest in the site, people sought more information through the home page/about 
page

● Build credibility with users when they explore the rest of the site
● No email sign ups
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SEO Team



Overview: what we did, who owned what

● Performed Keyword research
● Created SEO brief and found 

search traffic
● Tracked performance
● Optimized the page 

throughout the days
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Methodology

We Used the Following tools

● SEMRush
○ Keyword magic tool
○ Organic research

● MarketMuse
● Google Search Console
● Google Analytics
● Schema markup helper
● Tinypng
● WordPress
● Google Pagespeed Insights
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Optimizations

● Image optimization (condensing and alt text)
● FAQ Schema markup
● Internal linking

Page Speed / Core Web Vitals look good
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Traffic
We saw a lot of initial interest, but it decreased the weekend following its release and continues to drop 
on weekends.
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Past Pieces
We have more pageviews overall than past outreach pieces like this one, but less spikes which we want 
to see.
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Key Takeaways
- It takes time to see results for SEO (Piece has only been live for 3 weeks)
- The next step is to optimize for more keywords
- Experiment and try new things
- See other people’s perspectives
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Outreach/ 
Digital PR
Reporting
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List Building 

Lifestyle/Entertainment Outreach
● Talking about Comedy (62% open rate)
● Talking about Horror Movies (57% open rate)
● Pop Culture List (50% open rate)
● Talking about Sci-fi Movies (42% open rate)
● TV/Movie Publications (25% open rate)
● Family Travel (20% open rate)
● Travel/Vacation Publications (16% open rate)
● Talking about Action/Adventure movies (16% open 

rate)

Local State Media Outreach
● Washington (46% open rate)
● Alabama (29% open rate)
● Illinois (27% open rate)
● Georgia (13% open rate)
● Utah (12% open rate)
● General weekend editors (20% open rate)
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Roadblocks 
Outreach

● Flagged emails, landing us in spam folders
○ Big thanks to the outreach team for helping!

● Initially low open rates due to landing in spam folders 
● No coverage after 1 week of outreach 

● Unforeseeable problems impacting coverage particularly regarding travel
○ Rising gas prices
○ Lack of rental cars
○ New Delta variant dissuading people from traveling

● July additionally had an increase in dream jobs, coverage surrounding the Olympics, and new COVID news  
● Very short timeline

○ Average outreach piece has over a month for outreach, our timeline was set to 2 weeks

● Pitch to publish time for local publications is ~ 2 weeks
● Pitch to publish time for larger entertainment and lifestyle publications is ~1 month

CS Roadblocks
● No straightforward way to credit two authors on a piece
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Reporting 
Mock-ups of planned coverage 
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Successes 

Coverage
● Landing a spot in the upcoming autumn edition of At Home Places magazine (This is part of the USA 

Today Network. Their 100 page issue printed in October) *Their online publication has a DA of 95
● Upcoming piece with Buzzfeed by EOW

○ Travel quiz linking to CTV site and resources 
● Hoping to see increased coverage in the upcoming few weeks due to refined outreach strategies 

Skills
● Learning to work together as a team
● Working under pressure and with limited time
● Learning new skills quickly
● Adaptability to challenges and roadblocks 
● Writing for niche audiences  
● Navigated new tools for data visualization 
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What we learned 
● Test micro pitching and emailing individual     

journalists earlier

● Re-organize project timeline to provide longer time 
for outreach and reporting 

● Consider shortening the copy for a scannable 
article by journalists and readers

● FINISH THIS LIST
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● Emphasizing how our report is different from others 
is super important

○ Didn’t do enough of this
● Narrowing down lists is super important 

○ Lots of bounces from state lists
● ***Other takeaways***
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Special thanks to all our mentors! 
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Questions?


