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Daniel and Steven Shehori have the business and art of comedy in 
their blood. They are devoted advocates of young aspiring comedi-
ans, writers, and actors, and they have the innate ability to under-
stand what it takes to promote, produce, and develop a career in the 
entertainment biz. They have done an extraordinary job publicizing 
The Second City.

— Andrew Alexander  
CEO, The Second City

In my 25 year career in the media, I received thousands of pitches, 
via email, phone, video and other methods too bizarre to relate.   
But I knew when I saw the name ‘Daniel Shehori’ attached to one, 
that I could count on certain things being guaranteed. It would 
be interesting, it would be witty, it would be worth my time, and it 
would be positioned in a way that managed to be simultaneously 
persuasive yet unintrusive. People frequently asked me how come 
Daniel’s projects got such thorough coverage from me and I would 
tell them: ‘It’s a secret.’  Well, now the secret is out. Daniel tells all 
in this book and I can assure you it’s worth its promotional weight 
in gold to buy a copy and follow the advice between the covers.

— Richard Ouzounian 
Writer, Director and quarter-century veteran of CBC,  

TVO, Variety and the Toronto Star

First and foremost, Daniel is a great guy. His communication skills 
are top notch and he knows the right media outlets to get the best 
exposure for what you are trying to promote. He’s my go-to guy for 
PR in Toronto. 

— Jay “Christian” Reso 
Two-time WWE World Champion
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Foreword

I grew up with the Shehori brothers. 

Not in a the traditional “we were neighbors” or “we were 
in kindergarten together” kind of way (although I’m sure they 
were adorable children). We grew up together professionally in 
Toronto’s comedy scene. Whether it was performing in Lucille’s 
Ball at The Oasis, being a part of The Chick ‘n’ Deli’s first ever 
comedy night, or participating in various sketch and stand-up 
shows at The Second City’s Tim Sims Playhouse, we collaborated 
on projects, explored characters, wrote scripts, produced plays, 
and generally found our way developing works of art that we 
thought were important and groundbreaking. 

Some were. 

And some certainly were not. 

That’s what happens in comedy. It takes years to develop 
your voice. Over time, you try stuff, write stuff, workshop stuff, 
test stuff, and generally focus on taking the next step in the craft. 



x   Media whore

The only goal is to deliver a line or a bit that connects with the 
audience and induces tears of laughter. 

But it doesn’t work if there’s no one there to applaud. 

It’s the other side of performance that rarely gets talked 
about. While great artists can spend years developing their paint-
ing technique or musical ability or comedic timing, they often 
disregard the other critical skill needed to make it: Getting bums 
in seats so that you actually have an audience to perform to. As 
with the old “if a tree falls in the forest … ,” if an artist delivers 
an amazing show that no one sees, does it still count? 

I’ve always considered publicity to be the performance be-
fore the performance, and it’s for a completely different audience 
with different needs and different objectives. You think it’s tough 
connecting with an audience obsessed with the phones in their 
hands? Try connecting to an entertainment writer on a deadline 
who has 20 pitches and 35 press releases on his or her desk. 

The Shehori Brothers always understood the live audience, 
but they also worked the publicity audience. Just as comedians 
take years to develop their craft, the Shehori Brothers rolled up 
their sleeves, ground it out, and spent years developing their 
publicity skills through experimentation, trial and error, common 
sense, and creative brilliance. 

Thanks to their generosity, you don’t have to do that. Every-
thing they’ve learned is here in convenient book form. 

As they say in these pages, no one can sell you like you can 
sell you. Your work is far too important and you’ve spent a lot 
of time developing it. Don’t stop there. Use the brilliance of this 
book to finish the job. Be your own media whore. Thanks to 
these guys, it has never been easier. 

Enjoy the book. I know I did.

— Ron Tite 
Coauthor of Everyone’s an Artist (or At Least They Should Be) and  

CEO of The Tite Group
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IntroductIon

There was a time I didn’t know what a publicist was. I had a vague 
idea, assuming it was a person you called if you were a celebrity 
involved in a scandal you believed could only be remedied by 
some dramatic spin to the media. In some respects, I still don’t 
really know what a publicist does, which is odd given my brother 
Steven and I have been calling ourselves publicists for many years. 
So if I’m not entirely sure how to define this mystery profession, 
what am I suggesting we’ve been doing this entire time?

I’ve since learned you can hire a person (a publicist) whose 
job it is to help you garner media attention for your art/show/
sporting event/product/restaurant/book/business — whatever it 
is you’d like the public to be aware of. Like with all professions, 
the good ones tend to cost a lot of money.

If money isn’t a concern, simply hire a publicist and give this 
book to a friend. (Unless you’re reading this from your tablet — 
that would be dumb.) Although before you do, ask yourself this 
question: “How do I know if I’m hiring a good one?” I’m not sure. 
I’ve never paid for a publicist, but the good ones must exist. To 
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be honest, I don’t even know how the good ones go about it, or 
the bad ones for that matter. I only know how my brother and 
I do things, and we’ve developed a system that’s served us — 
and more importantly, our clients — extraordinary well over the 
years. In fact, we’ve nabbed more mainstream media attention 
than I can begin to remember. Countless newspaper articles, re-
views, magazine cover stories, radio interviews, national televi-
sion spots, and all forms of online press. We’ve felt grateful and 
fortunate to have helped new artists, charities, businesses, gov-
ernment organizations, and legends of multiple industries. This 
book lays out many years of methods discovered and brought 
about by love, fear, trial, and error.

1. Who and/or What Is a Media Whore?
Who or what is a media whore? Me, I suppose. Would you read 
a book simply called How to Get Media Attention? Perhaps you 
would. Placing a mildly controversial word in the book’s title to 
garner extra exposure is something I suspect a media whore 
would do. 

In my opinion, the word “media” itself is not controversial. 
The word is not specific to gender as the word is neutral. I have 
been taught that every word is neutral until someone gives it 
meaning. Yet still it seems that this word “media” often has a 
negative connotation attached to it. Or perhaps, like the word 
itself, the media is neutral and it is me who has assigned negativ-
ity to it. 

I constantly judge any news story in three different ways: Pos-
itive, negative, or neutral. What is a neutral news story? I would 
like to tell you that all stories are neutral, even though I don’t 
treat them that way myself. Coverage of a sporting outcome (as 
long as you are not emotionally invested in the sport) can be 
considered neutral. If I am in a bar and glance up at the TV to see 
that Manchester United lost a soccer game to Real Madrid, this 
isn’t positive or negative, as I don’t personally care about Euro-
pean soccer. Or North American soccer, for that matter. 
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A high percentage of news stories from mainstream media 
outlets tend to land in the negative column, particularly stories 
from 24-hour news networks. I recall watching a news station in 
Toronto, one that has been very nice to me and has given me a 
ton of media attention over the years, so I won’t call them out by 
name. It’s not their fault if they report news stories I decide not 
to like. This station once reported a story about a dog jumping 
out of the back of a pickup truck and meeting its demise on a 
highway in California. Twenty-four hours is a lot of time to fill, so 
I understand sometimes they have to go out of their way to look 
for such stories when they can’t find them locally. I remember 
thinking “Why are you showing me this?”

Again, the story was neutral regardless of my negative reac-
tion to it. Some people don’t care about dogs, never mind a dog 
in another country they didn’t know existed prior to seeing this 
on TV. (These people are called jerks.)

As I make baseless assumptions about the motives of corpo-
rate media and the people that watch it, I may as well also make 
assumptions about you, the reader of this material. My assump-
tion is that you are reading this because you wish to obtain me-
dia attention about something you love.

My actual understanding of what the term “media whore” 
really means is: Someone who will go out of their way to get media at-
tention by almost any means necessary. To many, this is a term you’d 
apply to a person you felt was behaving in a shallow and selfish 
manner. Mind you, it doesn’t have to mean this at all. If you are 
indeed reading this material for the purpose of shining a light on 
something you love, I’d very much encourage you to be shallow 
and selfish. It is what it is, and love is love. In my biased opinion, 
the media needs more of your love and fewer unfortunate dog 
stories. May the following information be easy to comprehend 
and fun to apply, allowing you to gracefully whore as much love 
as you can out to the world.

By the way: I know life gets pretty hectic sometimes, which 
means maybe you’ve purchased this book and, despite the best of 
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intentions, won’t get around to reading the damn thing anytime 
soon. Or maybe you’ve read it, yet despite all the magical advice 
within these equally magical pages, you’d still rather hire a pub-
licist instead of going at it yourself. If that’s the case, Steve and I 
won’t object to you hiring us for your next project. (Remember: 
A publicist who doesn’t publicize himself or herself ain’t much 
of a publicist.) Just pop by www.SweatEquity.ca for more info. I’ll 
likely give you a discount, since you bought this book and all. Un-
less you’re a jerk, that is, in which case I’ll charge you more. OK,  
cool — good talk. 
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If you build it, he will come.

 — Field oF dreams

Remember that line? From the Kevin Costner movie? Pretty in-
spiring, no? Of course it is. Mind you, if you build it and don’t 
also build the proper relationships to get the word out, it’s quite 
possible the ghost baseball player may not come. Which means 
you plowed that stupid cornfield for nothing.

Say your friend knows someone you’d like to date. At your 
behest, he agrees to put in a good word for you. There are no 
guarantees this will work, but it’s worth a shot, and hey, your 
friend is in a much better position to get the ball rolling than 
you are. 

From my perspective, this is the basic role of the publicist: 
To take the relationships he or she has forged and apply them on 
your behalf. Which is a pretty good deal. Of course, unlike your 
buddy, they’re going to charge you for it, while keeping the “no 
guarantees” clause intact, naturally.
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Consider This Idea: So yeah, publicists are wonderful 
and smart and good looking and so on and so forth. 
However, when you’re passionate about something 
and want to get the word out, nobody can sell it better 

than you can. You’re the one who has invested all the time, thought, 
and energy. Which absolutely makes you the ideal person to talk 
about it with others, yes? Yes, it does.

Maybe you feel your creation isn’t yet worthy of media atten-
tion. Of course, you’ve gone through the process of creating it 
anyway, which strongly suggests it must hold some value. It does. 
Let’s start with this hypothetical example: You and your friends 
have formed a band. You’re new to the scene but are nonetheless 
excited about what you’ve put together. Although you want to 
get your name out there, there’s a good chance you’re thinking, 
“Why would the media care about us? They’ve never heard of us 
and we haven’t done anything noteworthy yet.” Why, indeed.

Everyone has a story. Even those new to the game. Because 
being new to the game means you were doing something com-
pletely different up until this point. And guess what? That’s a 
pretty cool story. Is it a story that’ll land you a magazine cover? 
Probably not, but then again you never know. Although it’s com-
pletely fine if the media doesn’t find your origin story all that 
riveting. This story is just beginning, and there’s plenty of time 
to make it all the more compelling. (Believe me, you may be 
far more engaging than Steve and I were when we started out.) 
Because as the person who’s most dedicated to your creation, 
you’re far more likely to be consistent and persistent. Consistent 
meaning you intend to do the thing you’re doing for a long 
time. Persistent meaning you’re intent on building a relationship 
with the media while you continue to learn and develop what 
you’re doing.

Say you live in New York City and you’ve got something to pro-
mote. There’s a decent chance you’ll find it daunting to reach out 
to a major media outlet like The New York Times. Again, you may 
be thinking, “Why would The New York Times care about what I’m 
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doing? Nobody’s heard of me before.” Fair enough. But here’s 
the first thing to remember: It isn’t the daunting 166+-year-
old entity known as The New York Times you’re reaching out to. 
You’re reaching out to one singular human being at the other 
end of a computer/telephone. He or she is not 166 years old, and 
certainly isn’t taking credit for the vast majority of things that 
made the Times a media giant.

Now, your task is a hell of a lot smaller. All you have to do 
is appeal to this one human being — and if you can convince 
this one person to give your creation a little bit of coverage, the 
amazing irony starts. Now you don’t just have his or her person-
al endorsement — you have the endorsement of the daunting 
166+-year-old entity known as The New York Times. I’ll expand on 
this idea later on but the takeaway for now is pretty clear: Focus 
on the person, and not where he or she works. 

As Steve tells people when we give seminars on this infor-
mation: “When you’re contacting the media, you want to have 
a little more to your story than ‘local rock band to perform rock 
music at local rock venue.’” This is some fine advice with regards 
to learning publicity, and really, for your life in general. 

To reiterate, even when first starting out on your journey, 
you’re the best person to speak about your thing. A contrary 
argument to this could be found in the real estate industry. You 
may love the home you live in, but does this make you the best 
person to sell it? A beautiful home that’s been well maintained 
with love can likely sell itself — however, we know this isn’t always 
the case. My lack of initial success in obtaining media attention 
could have suggested we weren’t the best people to sell the idea 
of our projects to the media. Thankfully, in our case, the stakes 
were much lower than selling a home on the open market. A real 
estate agent has been trained to pick out the finer details a po-
tential buyer may be looking for — ones you may not have con-
sidered. As such, you’re still the best person to sell your home as 
long as you pay attention to many of the finer details — ones that 
can easily be communicated with others. If you were equipped 
with this information, you’d have no need for a real estate agent. 
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Many people sell their own houses without professional help and 
save a ton of money in the process. 

This book is full of fine details for you to consider, and the 
good news is that since your thing likely doesn’t involve a trans-
action worth hundreds of thousands of dollars, the stakes are 
considerably lower. It takes 60 to 170 hours of training to be-
come a real estate agent. Meanwhile, you can plow through this 
book in a sitting or two. 

1. Why trust us to teach you how to be a  
 media Whore?
As mentioned, Steve and I never intended on becoming publi-
cists. We had no official training in communication studies, and 
although there are many educational facilities that will teach you 
how to become a publicist, we never bothered to look into them. 
Reason being, it was never a long-term goal of ours to learn how 
to do this. So why would you bother to read a book on a sub-
ject written by people who admit to no formal education on the 
very same subject? (I’m not sure. Maybe because the cover looks 
cool? I have a tendency to judge books by their covers.) It was 
never intended as a long-term endeavor; however, it certainly has 
become one. 

In hindsight, had I been aware I was going to spend years do-
ing this type of work, I may have considered looking into some 
formal training back in the day. I am sure I would have benefited 
from it. Conversely, the benefit of going about it the way it natu-
rally occurred now illustrates the important foundation of this 
information. If ignoramuses with a lack of formal knowledge on 
the subject can find a way to obtain a never-ending stream of 
media attention for the things they love, then certainly anyone 
can do it too. That’s what makes for the great story behind the 
cool cover. 
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