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SURVIVAL KIT – 2006
MEDIA TOOL KIT - OVERVIEW

The Media Tool Kit is designed to help Friends design and implement an easy and effective media campaign that will highlight their individual refuge while educating the public and decision makers about the entire Refuge System, resulting in increased community support and ultimately, increased funding for the National Wildlife Refuge System. This information can also be found on the NWRA website at www.refugenet.org/new-friends-connect/tools.html.
Getting Media to Your Events
Media coverage enhances your event by adding validity to your issue and by enabling you to reach a wider audience.  

Introduction

There are several reasons why media coverage enhances your event. It can serve as a key tool for educating the public, changing people's opinions, building a campaign/movement, putting pressure on decision makers, attracting volunteers and providing organizational recognition and credit. Always remember to be persistent!  

Is Your Story Newsworthy?

The media will cover your story or event if it looks like one of the most important or interesting topics scheduled that day. To make your story more newsworthy than the others you should include at least two of the following angles: 
· Controversy
· Local interest
· Hot topic
· Personalities or VIPs
· New information
· Cute & fuzzy
· Timing/special historical day
· Human interest
Building a Relationship

The first step in getting the media to cover your event is developing a media list. This is done by observing and researching newspapers, TV coverage and radio programs. Which reporters cover environmental issues? What stories have they been following? Investigate local as well as national newspapers, TV channels and radio stations (most radio stations, including non-talk radio, have a news department).  Create a list of contacts at each newspaper, radio station and TV channel. Introduce yourself and ask what the most effective approach would be to get them to cover a potential event. Find out what times are best to call. By creating a list, you will be ready to contact the correct person when the time comes. 

Timeline

What to send and when to send it are integral parts of organizing your event. The first item to create is a News Advisory, describing the where, what and when of your event. This should be sent three days to a week before the event itself, followed-up by a phone call the next day. When you call, get a commitment from the reporter to come to the event. The day before or the day of the event, a reminder call should be made. At these times, the staff usually meets to assign stories and schedule the news day.
During the preparation time, a press release and a press kit should be created. Give yourself enough leeway time when writing your press release so that it may be proofread and edited. The press kit is given to the media by the press-greeter when they arrive at your event. Included in the press kit is a press release, bios of people speaking, background information/description of organization, fact sheets and hard copies of any speeches. After all of your materials and visuals are ready for the event, practice the event itself. Brainstorm any questions you think the media may ask and come up with possible answers that would support your message. Always stick to your message.

Developing Your Message

Much of the news you see or hear has been pitched to reporters and those being interviewed have usually thought extensively about how they will communicate their side of the story. To be an effective spokesperson for a cause, you need to develop and stick to a message. This is the story you want to tell and in terms you feel are compelling. If possible, you should practice what you plan to say in advance and think of short and catchy quotes that you'd like to see appear in the news. 

Day of Event

There are several things you should remember to be as effective as possible with the media on the day of your event. There should be a press-greeter -- someone who welcomes the press, signs them in and gives them a press kit. Display any visuals that you have developed in a prominent location. Be confident and professional when delivering your message.
Follow-up

One of the most important and often forgotten parts of getting the media to cover your event is following-up. The day of the event, both the reporters who attended and those who didn't attend should receive follow-up telephone calls. Send a news release to those who did not come, ask them if they have any questions and if they plan to cover the story, and what should be done to get them to attend your next event. For those who came, ask them if they have any questions and thank them for coming. To supplement the event, call radio stations. Reporters spend an average of seven seconds looking at each press release that crosses their desk. Knowing what to say and how to say it could get you the coverage your issue needs.
