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Disclaimer: 
All the information, techniques, skills, and concepts contained within 
this publication are based on the experiences of the authors and of the 
nature of general comment only; and are not in any way recommended 
as individual advice. The intent is to offer a variety of information to 
provide a wider range of choices now and in the future. Should any 
reader choose to make use of the information contained herein, this 
is their decision, and the contributors (and their companies), authors 
and publishers do not assume any responsibilities whatsoever under 
any conditions or circumstances. It is recommended that the reader 
obtain their own independent advice as we all have widely diverse cir-
cumstances and viewpoints. 
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What others are saying about this book…

In his new book, The Publicity Playbook for Subject Matter 
Experts, Dean Shams educates you on how to play the PR 
game, introduces the rules and what it takes to win the game.

This book dispels a few myths holding people back from 
becoming their own PR advocate and dives into the ‘essence 
of PR’. He shares all the aspects of what it takes to create a 
newsworthy and captivating piece that will gain the attention 
of the media, including what to do after you receive coverage.

Packed full of actionable advice! Grab yourself a copy of this 
playbook and create a buzz about your brand or service.

Pamela Wigglesworth, 
CEO of Experiential Hands-on Learning.

iv  |  THE PUBLIC ITY PLAYBOOK



Dean’s work is an absolute piece of art!

It’s not only captivating, but it also has so much personality! 
This book is something you wouldn’t want to put down.

He captures the essence of PR in a very simple-to-understand 
manner. The best part of it is that he demystifies the entire 
process! What we thought we knew about PR may not actually 
be true.

The paragraphs in this book are not clunky. They’re well-
spaced, and Dean describes the concepts simply, without using 
any corporate babble or technical jargon, which can quickly 
put many readers off.

I’d dare say that this is THE ONLY PUBLICITY PLAYBOOK 
YOU’LL NEED to truly understand how to raise your influence 
and authority through PR as a subject matter expert.

Don’t overthink it. Get this book now! It’ll save you thousands 
of dollars in the long run.

Val Senan
Co founder, Urcliq Marketing Collective
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I believe this is the Playbook of The Year. Why? Simple. Dean 
has done a superb job of defining PR concepts in a way relevant 
to all subject matter experts.  The way Dean unravelled mis-
conceptions which experts tend to have on media appearances 
were priceless.

The strategies that he has shared in this book were compre-
hensive, clear, and incredibly practical. He made them sound 
like common sense, or everyday knowledge. The content and 
the way he gets his readers to continue to the end is really 
captivating. 

In my opinion, this is an essential book about building visibility 
that you will want to refer to time and time again as a refresher. 
It’s definitely a must for every subject matter expert’s bookshelf.

Rayson Choo
Host of The Raygacy Show
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What really got me hooked on this book is that it is so easy to 
read and understand. Dean Shams wrote in simple language 
and yet was able to bring out the most critical points with 
clarity. 

He lays out each step of the publicity process and makes his 
points with meaningful examples. I especially like how he 
points out that we should not go into PR with a sales narrative. 
I highly recommend this book to anyone considering doing 
their own publicity campaign. It was worth every dime and 
time spent reading this book. Kudos to Dean for bringing 
clarity and simplicity to the complex process of PR. 

Bavani Periasamy
Speaker, Coach & Gratitude Advocate
President of Malaysian Association of Professional Speaker
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Introduction

DOES THIS DESCRIBE YOU?
You are very knowledgeable in your niche.
Your clients like you for what you do because you are good at 
what you do.

On some days, you think it would be nice to get yourself some 
media interviews and have journalists calling you up for your 
opinions. Every now and then you see that person who does 
something similar to you appearing in the media. You kick 
yourself.

But you start to think that you are not good enough just yet.
In a few years, you will be good enough to face the media.

A few years passed.

But that moment never comes because you always feel like you 
need to be a little bit better because there seem to be people in 
your niche who are far more knowledgeable than you.

You could hire a PR agency. But you don’t think you are ‘big’ 
enough for an agency to want to work with you.
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You ask yourself, how did they get that opportunity?
You know you deserve that spot as much as anyone else.

But you don’t know where to start.

If these thoughts resonate with you, this book is for you.

Most times, we don’t start because we don’t have a map or 
a compass to start the journey. This book will give you that.

THE SHORTCUT TO GETTING GREAT PUBLICITY
In a discussion session with my collaborative partners, one of 
them asked me,

Partner: Dean, you seem to get media coverage for your 
clients so easily.

What is a shortcut you use that we can learn from 
you?

Me: I don’t use shortcuts.

I have just been doing it long enough to have made 
all the mistakes. So now it seems effortless because 
I am at my most efficient. And even then, still I lose 
sometimes.
It’s like a game. Maybe I should write a playbook 
for it.
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We all love shortcuts. But if we are in it for the long game, 
putting in the effort will eventually pay off. I encourage you to 
keep working on it at your own pace. The shortcut to getting 
great publicity is consistent long term practice.

LESS IS MORE
You are a subject matter specialist. You’ve got a passion for 
a particular subject, and you desire for continuous learning. 
Which means you are a highly intelligent individual. I want 
to acknowledge that.

In this book, I will be taking a less is more approach to relaying 
my ideas and opinions. I will not go into long-winded explana-
tions and critical analyses on the business of getting publicity.

You are busy being good at what you do. You shouldn’t be 
wasting more energy on trying to understand a whole different 
concept like Public Relations (PR).

The explanations in this book are just enough for you to under-
stand what you need to do to execute your own media relations 
campaigns.
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C H A P T E R  1

Don’t Let Misconceptions Make 
You the Best-Kept Secret.

I have met many consultants, coaches, designers, and other 
subject matter specialists who are so good at what they do that 
they deserve to be known as the domain authority. Unfortu-
nately, they remain as their industry’s best-kept secret.

When I talk to them about the opportunity of getting publicity 
for themselves, they share with me their good reasons for not 
wanting it. Sadly, those reasons are nothing more than mis-
conceptions. You could be one of them.

Don’t let these common misconceptions cost you your visibility.

1. I AM NOT EXPERT ENOUGH TO DO PR
One of my clients has a brilliant mind. But every time I referred 
to her as an expert, she would tell me she didn’t like it. I was 
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curious as to why. Apparently, to her, experts are greying aca-
demics who spent years doing research and release profound 
theories and revelations.

Are you holding on to an outdated impression of what an 
expert, like her, has been?

There was a time when information and knowledge were not 
easily accessible. So, academics tend to have an easier reach 
to the latest developments in any industry through journals. 
Now, everyone can access this knowledge freely. All you need 
is a good internet connection, which in most cases, is widely 
available.

Today, “expert” refers to someone who knows enough about 
a subject that they are able to provide effective advice and 
solutions to their target audience’s problems. They don’t need 
to know everything about the particular subject. Human 
knowledge has shifted from linear to exponential in growth. 
IBM estimated that average knowledge would double every 12 
months from 2020. The Internet is said to contain about five 
million terabytes (TB) of information. There is no way anyone 
could know everything about a subject at any given time.

What does this mean for you?
What this means is that your level of expertise is relative to the 
people around you. When I am around business owners, I could 
be their “top expert” because they don’t know anything about 
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PR. But when I am around others in the PR industry, I am not 
even a low-level expert; I am just an ordinary PR practitioner.

So get over the baggage of calling yourself an expert. At any 
point in time, you are an expert to some group of people. That’s 
the truth of the matter. If you were not, you wouldn’t be in the 
professional services business. When you are very clear about 
who your target audience is, you know where you are going to 
be considered the expert and where you are not.

You don’t need to call yourself an expert, let them do that for 
you. Call yourself a specialist. This cannot be inaccurate in 
any sense. You have spent a lot of time and energy studying 
a certain niche.

How will this impact your publicity campaign?
There are different media channels that cater to various target 
audiences. There will be media channels that think you are 
expert enough. Go for them first.

2. IF ONLY I HAD FRIENDS IN THE MEDIA, I COULD GET MY 
STORIES IN THE MEDIA
If your spouse or sibling, the closest relationships that you can 
have, is a journalist, would they be able to run your story in 
the newspaper every time you have one? Of course not.
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You may be able to benefit from connections and associations 
once or twice. Beyond that, I doubt any journalist will want 
to be called into the editor’s office to answer why they keep 
featuring the same person or company.

Beyond that, stories that are published go through many rounds 
of selection and triage at different levels of the editorial team. 
That is why we get instances where you secure a media inter-
view, but your story never gets to see the light of day. Don’t 
blame the journalist, blame the process. Better yet, don’t blame 
anyone or anything. Just learn to play the game right.

How will this impact your publicity campaign?
You could start from scratch, without knowing anyone in the 
media, and still get decent media appearances.

3. ALL PUBLICITY IS GOOD PUBLICITY
There is no such thing as bad publicity, said PT Barnum, the 
19th-century American showman and circus owner. This is such 
a good soundbite that has sustained repeated rehash through 
the decades. But I’ve got bad news for you.

This concept cannot be further from the truth for a subject 
matter expert like you. You don’t get business solely based on 
your expertise and insights. You get it because of your repu-
tation as well. If you get bad publicity due to fall from grace; I 
don’t think many clients would want to be associated with you.
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This concept is true; however, for the entertainment industry, 
which PT Barnum was in. Celebrities need to be in the media 
constantly lest people forget about them. Both good news and 
bad news entertains. So, it makes sense for them and maintains 
their relevancy – a much-needed element in a very unkind 
industry.

How will this impact your publicity campaign?
Don’t court negative publicity in the name of a PR stunt. It’s not 
worth it for all the effort you have put in to become an expert.

4. IF I HIRE A BIG PR AGENCY, I WILL GET A BETTER CHANCE 
OF MEDIA COVERAGE
The difference between a big PR agency and a boutique one 
is the fees. The media accepts stories based on the merit of its 
newsworthiness and not from which agency it comes from. 
Even if the story comes from an individual like yourself, who 
is neither an agency nor a PR professional, the chance of it 
getting picked up is still the same.

The real difference here is competency. PR consultants will 
know how to play the game better than you, so their chances 
of scoring will be much higher.

That also doesn’t imply that you should hire a publicist purely 
based on his fees. Publicists who play the game better will cer-
tainly charge a higher fee. You are not only paying for the work, 
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but you are also paying for the years of experience and insights 
that they bring with them. You already know this because you 
are exchanging expertise for revenue.

How will this impact your publicity campaign?
You have this book. Try running your own publicity campaign 
first, then consider PR consultants, if you must.
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Dean Shams has been consulting 
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setting up his brand communications 
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with organisations such as Terex Corporation, Direct Asia 
Insurance, International Coach Federation (ICF), Grundfos 
and Food and Agriculture Organization of the United Nations, 
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and present them in clear, concise, and compelling ways that 
catch the media’s attention. By crafting smart news angles and 
opinion articles, he has gotten them placements in every major 
newspaper, radio, TV and magazine titles in Singapore. In 
one project, he developed a PR campaign that went viral and 
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In 2020, KinetiqBuzz evolved into Nabyula Consulting & 
Training to offer more training and coaching programmes 
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to help professionals and business owners build their brand 
and grow their influence. He welcomes your connection on 
LinkedIn and Facebook.


