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Earned Media
This manual offers tips on how to effectively communicate with journalists.  Ideally, it serves as a checklist to prepare for a media interview or plan an event, such as a speech, event or field hearing.
There are five keys to winning the media game:

· Understand the media

· Have an agenda

· Deliver compelling messages 

· Prepare

· Practice, practice, practice

Understand the Media

Some people repeatedly win positive media attention.  Journalists come back to some sources again and again.  

These sources understand reporters and what they need.  Reporters are not your friends or confidantes.  Journalists are always journalists.   They need you as much as you need them.  Accessibility counts.  Reporters live on deadline.  The must-have source is the one who is ready now. Sometimes that means early in the morning or late at night or on the weekends. 
A key to understanding what reporters need is understanding news.  What makes news?

· Winners and losers

· Heroes and villains

· Criticism and controversy

· Trend or change

· New, unusual, different

Agenda
Like any good meeting agenda, you want to:  

· Determine your target audience
· Define your communication goal as narrow and specific 

· Develop a message – two or three points you intend to say

Effective Messages
· Two or three points

· Brief

· Accurate

· Simple/understandable
· Vivid, colorful language
The two or three points are supported with facts, statistics, examples and experts.  Use statistics sparingly.

Prepare

· List key messages
· Anticipate questions – the toughest question will be asked
· Prepare responses – never say anything you don’t want to read in the newspaper or a blog, hear on the radio or see on television
· Know publication/program interview format

· Review background on reporter, producer, or host
Practice
· Prepare a list of questions
· Prepare best answers

· Rehearse

· Review

· Revise your answers

Reporters Lexicon

Off-the-record

Material may not be published or broadcast.   As a general rule, do not say anything to reporters that you would not expect to have printed or broadcast.
Not-for-attribution

Information may be published, but without revealing identity of the source.

Background

Usually means not for attribution. A reporter will ask questions about an issue to further his or her understanding.  If you are asked to participate in a background or deep background interview be sure to ask the  reporter the purposes and how your information will be handled.
Media Do’s and Don’ts

Do

· Know the topic

· Understand the format of the medium you are talking to
· Make your first sentence count
· Use simple, direct answers
· Prepare thoroughly before you give an interview

· Have 3 main points that you want to stress in any answer and keep working these 3 points into your answers
· Repeat yourself

· Pause – take your time to answer questions

· Correct misstatements
· Tell the truth

· Keep your cool

· Be yourself
· Be conversational and use accessible language
Don’t

· Ssay “no comment” 
· Avoid ambiguity and subtlety

· Avoid jargon and acronyms 
· Ask to change your quotes after you have made them
· Expect to be the only person interviewed on your topic
· Expect to see the story in advance

· Demand to be published, aired or called

· Repeat a negative 

· Talk out of two sides of your mouth

Television tips

· Dress conservatively

· Use make-up

· Talk to the interviewer, not to the camera

· Don’t shout – speak in conversational tone

· Smile – more than you think you should
Men

· Avoid small stripes, checks, herringbone patterns, high contrast

· Wear over the calf socks

· Sit on the back of your suit jacket

· If standing, button coat, unbutton when sitting

Women

· Avoid small stripes or patterns, “backdrop blue,” solid red

· Don’t wear large or clunky jewelry

· Don’t wear short skirts

Print Interviews versus Broadcast Interviews
Print

· Longer, more detailed interview

· Possibly more knowledgeable reporter

· Questions repeated in different ways to get response

· You may have a chance to correct or elaborate on your statements
Radio

· Emphasis on delivery: voice, inflection, pace

· Need to speak “visually”

· Ok to use notes
Television

· Short, simple answers crucial

· Emphasis on appearance, technique:  position yourself as helpful and approachable
CHECKLISTS
When a reporter calls 

· Return the call as quickly as possible, even if you cannot help him or her. 

· Find out his/her name and 

· news outlet 

· and phone number
· and email
· Ask: What story are you working on? 

· Clarify the subject of the interview and the depth of the information needed.

· Ask who else the reporter is contacting
· Ask for the location and estimated length of the interview if it is to be held at another time.

· Find out the caller's deadline
· If the reporter wishes to tape you over the phone, collect your thoughts, plan your answers and practice before you speak. 

Preparing for an interview 

· Prepare three key points that you can work into any answer.  P practice getting them across in short bites. 
· Rank them so you emphasize the most important ones first. 

· Anticipate all  questions that might come up – but especially the difficult ones -- and how to answer them. 

· Review your facts, statistics, or background information. Consider metaphors and comparisons to make your points memorable. 
· Keep notes handy for phone interviews and ensure the material is well organized, so you are prepared but not over-rehearsed. 

· For on-camera interviews, wear comfortable clothes in solid shades and a minimum of jewelry. 

· Avoid using culturally, sexually or politically insensitive language or anecdotes. 

· Check to be sure the reporter has your correct name.  This is especially important BEFORE a live interview. 

During the interview 

· State important facts first and remember your key points. Use examples. 

· Relax and speak in conversational terms. 

· Use short declarative sentences -- avoid ambiguity and nuances
· Be brief and non-technical. Keep in mind that 10-second sound bits are the building blocks of TV and radio news stories.  

· Your body language is vital to the success of a television interview. 
· Lean slightly forward and keep both feet on the ground. 

· Show interest but keep your expressions neutral while being questioned. Be respectful of other guests and panelists. Try to generate enthusiasm -- it dispels boredom. 

· In a radio call-in show, have blank paper ready to take notes while the caller is speaking.

· Be ready to signal to the host that you're prepared to comment or answer the question. 

· Never speak off the record. Assume that everything you say is ON the record 
· Don't hesitate to correct the record if the reporter has wrong information. 

· Answer truthfully. Don't lie, guess, or exaggerate; if you don't know, say so in a friendly way. 
· Do everything you can to avoid sounding defensive. 

· If something is truly too controversial to discuss, explain as much as you can. Sometimes you can ask for more time to offer a thoughtful response. 
· Never argue with the reporter. 

· Never  say "no comment." It is considered rude and many reporters will conclude it means you have something to hide and/or they may report that you refused to answer.   
· Be cautious with an interviewer who remains silent. Don't bridge the lulls.    

· Do not expect to be able to provide final approval on a story. 
· A reporter may ask you to review the story  for technical accuracy; this is a courtesy, not a right. 
Writing  Letters to the Editor   

Purpose of a letter to the editor

· Voice your opinion to policy makers and to educate people in your community about the issues your organization address

· Correct or interpret facts in response to an inaccurate or biased article recently published in a newspaper or magazine 

· Explain the connection between a news item and the ONWT’s issues; 

· Praise or criticize a recent article or editorial. 

Steps to success  

1) Know Your Paper's Policy 

· Understand  the newspaper’s (or magazine’s) policy and format for printing letters.

· Some newspapers have requirements for length of letters and contact information, such as your name, address and phone numbers must be included.

· Most publications will call you before they print your letter to confirm that you really did write the letter and that you want to have published.

· Some newspapers include their Letters contact information in the editorial section of the paper.  If not, call the paper or visit their website to determine who to address your letter to.  Include the required information as completely as possible so your letter does not get waylaid..
2) Be Timely 
· Respond to a recent article, editorial or op-ed –reference  the article title and date of publication in your letter
· Ideally get the letter to the editor in to the news outlet the same day or a day after the article runs
· Capitalize on recent news, events or anniversaries 

3) Keep it Simple 

· Write in a concise, informative and personal way

· Make your first sentence short, compelling and catchy

· Don’t be afraid to be direct, engaging and even controversial

· Keep your points short and clear, stick to one subject

· Limit your letter to three or four paragraphs, maximum 150-250 words – the shorter, the better

4) Get Personal 

· Demonstrate local relevance – use local statistics

· Use personal stories

· Use names, include a local elected official such as a member of Congress

· Include your credentials – write about what you know
5) Increase Name Recognition 

· Sign your letter with your affiliation – unless many people from the organization are sending letters as part of a targeted campaign

· Work the name of the organization in the text of your letter

6) Don't Forget the Follow-up 

· Don’t be discouraged if your letter is not printed.  Keep trying.  Submit a revised letter later.
· Send a personal note with a clipped version of your letter when it is published to your member of Congress

7) Think Strategically   

· Think about letters to the editor as a regular strategic campaign tool 

· Target several different papers/radio stations/websites in your area at the same time

· Encourage your members to explore different angles on the same issue

· Do not send the exact same letter to more than one newspaper in the same market

Writing an Op-Ed  

Purpose of an op-ed

· It is your opinion and commentary  on a newsworthy subject

· Educate a large number of people about this topic  and to influence policy makers and/or public opinion
Do Your Homework 
· Read the newspaper or website or listen to the radio station or watch the tv station
· Check the website to find out whether or not it publishes guest columns 

· Know if your newspaper maintains open access to their opinion pages

· Find out if your newspaper is not receptive to publishing guest pieces from special interest groups

· Ask: how frequently do you publish guest columns?

· Check if your newspaper prefers columns by policy makers, academics, authors or “celebrity journalists” 

· Understand the  political leanings of the newspaper that you are writing to or for
· Know whether the paper publishes opinion pieces on both sides of an issue

· Understand the editorial direction of the paper – does your paper just publish to fill a void or reject op-eds that echo what another columnist has already written

Timing is Everything 

· Timing is the most important factor in submitting an op-ed.  For example, an op-ed is especially timely if  Congress or the state legislature is about to take a controversial vote.  Is there an appropriate holiday or anniversary upcoming? 

· Can you tie the op-ed to the release of a new report, a recent article, a popular movie or an event in your community?

· Submit an op-ed within two or three days of an event and well in advance of a timely event, such as an anniversary or vote

· Don’t submit an op-ed more than a week after an event has been covered by your newspaper

Writing 

Consider what the paper has already printed on the subject and decide how you could best contribute to the debate. Again, unless you want to write for the New York Times, or another major national outlet, the local angle is your best bet. Even international issues   can have local impact. 

Tips for Writing Op-Eds: 
· Keep your text to between 500 and 800 words (about 3 pages double-spaced) in general, but follow strictly the guidelines of the publication you are submitting to. 

· Focus on one issue and boil your argument down to three major points. 

· Think creatively and try to be original. 
·  Read op-eds from your target publication before starting so you see how they are styled
· Highlight the issue's relevance. How/why has it been in the news? What's so controversial? 

· Write in short paragraphs; three sentences each. 

· Use simple, short sentences. Avoid fancy words, jargon or acronyms. 

· Eliminate the passive voice. Example: "This legislation was defeated almost entirely by the governor." Changed to: "The governor single-handedly defeated the bill." 

· Begin with a short vignette illustrating how the issue affects an individual or group of people to drive home why the newspaper's readers "need to know." 

· For regional placement, use local or regional statistics. For example, in an op-ed focusing on the Clean Water Act, you should mention the number of lakes, rivers or streams in your state that are unsafe for swimming. 

· Include at least one memorable phrase that can be used as a "pull" quote. It must be short. 

· Op-eds should provoke discussion, controversy and response. 

· Op-eds should be informative and provide practical solutions for the problem you have presented. 

· Open on a strong note – a compelling example of the problem often works. 

· Close on a strong note. Use a short, powerful last paragraph that drives the point home and sums things up. 

· Don't forget to thank the editor, or whomever you are dealing with at the paper, for publishing your op-ed piece. A good relationship with the editorial staff could become one of your most valuable resources. (But don't include your note of thanks in the op-ed itself). 

· Unless it is front page news: Include a cover letter when submitting an op-ed that summarizes why it is timely and of interest to readers of this particular publication. Thank the editors for considering your piece. Keep the letter short - less than one page. 

The Right Author 

· Tailor the author to the content

· Ask a government official or expert to collaborate on an opinion piece
· Sometimes choose a “strange bedfellow”  
· Consider scientific or technical  experts from other organizations as well 
Formatting an Op-Ed 
· Provide a suggested title, the author's name and identification - although most often the publication comes up with a title or headline. 

· You may want to include a short biographical line or two about the author at the end, including residence and experience relevant to the topic. 

Placing an Op-Ed
First, call and check the Web site to find out all the information you need: 

· Word length 

· Submission format

· Who should receive op-ed 

· How long submissions are considered

· How to find out whether it has been accepted for publication 

· Details on how to withdraw submissions 

· Whether all submissions are exclusive to this publication 
· Don’t forget contact information including a cell phone/email 

Follow-up: This is key. Call the following morning after submission. Please note that Op-Ed page editors and their assistants are deluged with submissions and follow-up calls each day. Keep it short; - say you are calling to confirm whether they received the piece. If the editor or editor's assistant seems receptive, squeeze in a line about why the piece is particularly important/timely now. This  may help put your letter on their radar screen. 

Most places will tell you: "We'll call you if we are using it, don't call us." In that case, ask when they expect to make a decision and indicate that you'd like to submit it elsewhere if it doesn't suit their needs. Most editors understand this and will let you know when it's okay to call back for a final decision. But remember, every newspaper has its own policies. The New York Times, for example, holds a letter submitted  for ten days (you can withdraw it sooner if you let them know) and does not appreciate inquiry calls. On average, national publications  should be given 4 business days after the initial follow-up call before checking in again. If the response is negative or non-committal, it's time to make a decision about moving on. If the paper indicates interest, you need to decide, if you should wait it out and for how long, or move to another outlet. 

Keep it moving: Getting published can become a game of moving the piece around, in a way that maintains its timeliness while exhausting the most promising possibilities. If the main newspaper in town fails, then it may be time to re-work the piece for another paper or a radio station’s comment line or for a website. If you have not heard about your piece after one week, call to double check but then pull it and submit it somewhere else. 

More tips for Regional or Local Op-ed Placement
Examples: Boston Globe, Miami Herald,  News & Observer (NC), etc. 

Form: Must be well-written (in regional placement, local or regional representatives can often write the piece with editing assistance from a professional writer). 

Scope: Must have a regional or local hook - this is essential for regional placement. 

Content: Again, should be timely and of significance to the region. 

Byline: The more local the author, the better. This does not mean that the byline must be local, but it does help (some op-ed editors will tell you that they do not publish unsolicited pieces and many of them fill their pages with items from syndicated columnists only). 

Word Length: Check with the papers, but aim for 650 to 750 words. 

Exclusivity: When pitching an op-ed regionally, exclusivity is usually not an issue. You can submit the same piece (re-worked to fit the region) to several papers around the country at the same time. You should not, however, have the same piece simultaneously at the Seattle Post-Intelligencer and the Seattle Times, for example. Stay away from markets that might overlap, because if you don't, you will only succeed in upsetting the op-ed page editor and damaging your relationships with these papers. If you are uncertain about whether a paper demands exclusivity, ask. 

Sending: Call the paper and ask to whom it should be sent. Unless you have a large budget for overnighting hard copies, it's generally okay to fax or email submissions. 

Keep it moving: With regional placements, keeping track of all the places you have sent the piece, including when it was sent, when calls should be made, and when to move it along can get confusing. So keep good notes and mark your calendar when it's time to move from one place to the next. 

Writing a news release 
Purpose of a news release

· Increase an organization’s exposure
· React to a newsmaker

· Pitch an event or announcement to journalists, search engines and public
Components of a news release

· Letterhead

· Contact information – at least one name, phone number and email address

· Release data

· Headline, subheading – grabs the reader’s attention

· Content – who, what, where, when, why

Basic steps 

· Have a story to tell

· Think like a journalist

· Format the news release properly

· Keep your news release short!

1) Have A Story To Tell
You must have a story to tell, a hook, or an interesting angle. While demand for news is great, the news must still be interesting. 
So, find your story and develop it. Position your news release using the following:
· A newsmaker decision, speech or other action

· A holiday 
· An anniversary of an important date in history

· Politically and socially important editorials 
2) Think Like a Journalist
· You should ask yourself the following questions:

· So why would an editor use your news release?

· How does this news release benefit a news outlet’s audience?
3) Format the News Release Properly – see sample template for news release format
4) Keep your news release to one page…if possible.
The news  kit: 
A news release is one part of a package that reporters should receive in preparation for an event.  The entire news kits should include:

· News release with contact name and phone number

· Fact sheets on the issue

· History of the issue

· Speeches or statements made by clients, lawyers, or policy experts that were prepared for the event

At an event, offer reporters a news kit.  Ask if they think they are going to cover the issue. If they say yes, offer them an opportunity to speak with your issue expert on the subject.
Effective pitching (Calling and or emailing reporters) 
Pitching stories to the media is an excellent way to follow-up on a news release and to find out who will be interested in your issue.  Effective pitching can definitely increase media coverage of an event or an issue.

· NOT when they are on deadline (so between 9:30 and 2 is fine for a daily reporter)

· Short, sweet and to the point

· Make your first sentence count

· Give reporters accurate information and make it easy for them to confirm it or get a quote – have your expert ready and accessible.

· Tell the journalist if you are offering a solution to a problem

· Put a human face on the issue. Tell a person’s story and make it as local as possible. For example, for ONWT, find local families hit hard by the recession who are supporting the movement and participating in the October 2 rally.  Tell their stories.
· Send individual emails, not a big group bcc email

· Ask for the assignment desk if you do not know which reporter will cover an issue

Final words: 

Be creative: 

Invite a friendly reporter or blogger to a house party.

Volunteer to speak at your community’s college or university’s journalism or communication school. Those folks will be reporters/bloggers some day. 

Use emotional language when you can…tug at the heartstrings. 
The Blogosphere
Bloggers v. Mainstream Media Journalists

· Bloggers are “activist reporters.” 

· These “citizen journalists” hold no particular obligation to be unbiased. 

· Some Bloggers do not have editors or deadlines.

· The Blogosphere runs a true 24-hour news cycle, interrupted only by a blogger’s need to sleep 
· The vast majority of bloggers do aim to be accurate. 

· Facts are bloggers stock and trade, so they generally aim to get facts straight.  

· Bloggers frequently drive their readers to get involved and offer personal analysis on the issues. Others operate more like traditional journalists, at time doing their own independent reporting and writing less opinion-based pieces. 

· Like a traditional reporter, bloggers want material relevant to the issues their blog addresses.  Make sure you know who is following your issue before you reach out. 

· Candor, useful and interesting information from an organization that contributes to or moves the conservation forward is of great interest to bloggers.  

· Bloggers can smell the “party line” from a million miles away, and they don’t like it.

The Importance of Blog Outreach

· A growing number of people get their news through blogs, including mainstream news outlets.
· Bloggers and their readers are potential activists.

· Bloggers can spread the word much faster than traditional journalists. They’re not waiting for the next issue or the next broadcast. 

· Bloggers also, can keep a story going.   A paper or TV station may give a story one or two hits, bloggers can write about it as much or as little as they like.

· Engaging and forming relationships with bloggers takes a level of commitment and an understanding of the blogger mentality. 

· Bloggers want timely materials. Bloggers like to be first to break a story. 

What is the best way to get started working with bloggers?

· Start reading blogs. 

·  Technorati, a blog search engine (see www.technorati.com), Google search of a keyword or topic or Google Blog search are helpful tools to find bloggers. 

· Check Blogrolls, which are a list of links to other blogs and websites commonly featured on blogs, for leads to other similarly-themed blogs and websites. These can be very helpful when reaching out to a particular constituency. 

· Create a spreadsheet of blogs and bloggers and categorize them by issue.

· Set up RSS readers -- use RSS Popper, Bloglines or Newsgator which collect blog posts and news pieces in one convenient place for you. 

· Read enough posts to know if the blogger will be open to your pitch—he or she’s may questions your reliability after you send off topic information. 

· Comment to posts that interest you and talk about the ONWT or our issues.

· Craft your message carefully, since you want each email to be a personal contact and not a form letter. 

· Write professionally and keep in mind that your message may end up in front of a blogger’s  audience verbatim. 

· Let a blogger know that you are with the ONWT. 

· Reach the most influential blogs first -- check Technorati’s ranking or Blog ad’s (see blogad.com) most expensive blogs in a general area 

· Begin to build the kind of journalist-source relationships that good communication professionals treasure. 

· Maintaining a serious blog-relations project can take an enormous amount of time. Interns are a good source of such talent and time. 

