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A Conversation with Chicago’s New Reporters and Editors 

November’s PRSA panel gathered some of the most well-known media professionals in Chicago, who all boast 
impressive resumes, years of experience and a lengthy list of awards, honors and accolades, including Chris 
Fusco, Managing Editor of the Chicago Sun-Times, who has been reporting for nearly 16 years; Susanna 
Homan, Editor-in-Chief and Publisher of Chicago Magazine and Splash who has also held titles at other notable 
Chicago outlets like Michigan Avenue Magazine and the Chicago Sun-Times; and multi-Emmy Award Winning 
Anchor and Reporter at ABC 7 Eyewitness News, Judy Hsu.  
 
Since their careers started, the media has gone through a tremendous transformation. Chris stressed how few 
people there are in newsrooms today and while the news cycle and newsrooms have changed dramatically, 
the panel all mentioned that pitches from PR representatives haven’t really changed that much. Confronted 
with tiny newsrooms, small staffs and an influx of PR pitches, the question on every PR pro’s mind in the room, 
including mine - what is the best way to pitch a story today?  
 
Get on air: For TV, Judy mentioned how vital it is to understand the difference audiences that watch at 
different hours. The morning audience is vastly different than the afternoon audience; therefore, the reporting 
is different. As a PR representative, it’s important to know the DNA of the show before you pitch a segment.  
 
Make it in print: Susanna echoed a similar statement for print, saying that they are consistently looking for 
stories that will perform well with and grab the attention of her audience. As a long-lead form of media, her 
newsroom is also forced to look at unique angles and stories that will hold once published months later.  
 
Grab the attention of a daily: Chris stated that when on deadline, it is much more helpful for PR 
representatives to pitch their clients as resources and experts, defining why this source would be useful to 
them. However, since reporters today are more time crunched than ever, it’s so vital that PR representatives 
pay attention to coverage areas and only pitch appropriate sources.   
 
Taking into consideration all points of view, it became clear to me that the biggest challenge facing most PR 
representatives is understanding relevancy when pitching. Read the publications your pitching, watch the 
shows you want your clients to be on and then determine what angle makes sense.  
 
This panel certainly encourages me to think more critically about pitching, including how I present my clients 
to various types of media outlets. Pitching a story to ABC 7 Eyewitness News must be different than how you 
pitch a story to Chicago Magazine, which also needs to be vastly different from how you pitch the Chicago Sun-
Times. The insights from the panel were invaluable and I feel inspired to communicate more frequently with 
local media to better understand what I can do to position my clients in the best light possible and I encourage 
other PR representatives to do the same in their local cities.  
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