WORKING WITH THE NEWS MEDIA
When looking to get the media interested in your event or efforts, there are a few steps you can follow to ensure you get the best coverage possible.

Build Successful Relationships with the Media
· Establish a list of national/local media, taking note of ‘beat’ reporters.

· Contact Beat Reporters/Editors to introduce yourself and establish a point of contact for information.

· Think of reporters as avenues for getting your important information to the public. 

Start with a good list
A good list is one that is relevant – In choosing who to approach, it is important to consider who is likely to want to tell your story, as well as who you would like to do it.  While you want to cast a broad net, you do not want to waste time and resources with media outlets or reporters who aren’t right for the event. 

At major newspapers and television and radio stations, in most cases, it is appropriate to contact the assignment desk or assignment editor.  The assignment editor will usually give you the name and contact number/e-mail address of the beat reporter who usually covers the specific topic (such as the environment). 

In radio, you should contact the news director.  Your local library may have a media guide listing names and addresses of the people you want to contact.  You can usually get this information from the Internet site of the newspaper or station as well.  Be sure to get your contact’s e-mail address – many reporters prefer to get releases and other background materials via e-mail rather than hard copy.

· A good list is accurate – Once you have developed a list of potential contacts to target, double check that list for accuracy by calling the publication or station.  Calling the main number, make sure the person you have selected to contact is still in that position and that the address and phone number you have are accurate.  

Write a good pitch letter

After you have your targeted list of reporters and editors together, you need a pitch letter.  The pitch letter tells editors and reporters why they should cover your efforts.  Here are a few things to remember when writing your pitch letter:

· A good letter is correct- It sounds simple, but double-checking facts, spelling and grammar are crucial steps that are sometimes overlooked.  If the information in the letter isn’t presented correctly, you may not get the coverage you want.

· A good letter is concise - Assignment editors and reporters have very limited time, and reading pitch letters isn’t always a high priority.  If you want to get coverage, you have to get their attention quickly and convey information efficiently.  Your letter shouldn’t be more than one page. A page can accurately convey the basic information: the reason you think your event is newsworthy, time and location, and a number and person to call for more information.  This basic information can be presented in bullet format with an introduction and closing paragraph added.  Include your press release (and background about your organization) with the letter and answer any additional questions in your follow-up call.

Press Release
A well-written press release can result in more media coverage than any amount of advertising could bring this very important public health topic. 

Here are a few steps to take to ensure you get the coverage you deserve:

· Keep it concise.  Reporters and editors don’t have time to read through pointless or meaningless text. Your press release should be no longer than one page.

· Grab their attention.  At the upper left-hand margin, just under your letterhead, you should have the words “For Immediate Release” in bold, capital letters.

· Contact Information.  Somewhere at the top of the page and under “For Immediate Release” you should list your contact information including the name, title, telephone numbers, fax and e-mail address of your Point of Contact.

· Include a headline.

· Include a dateline or the city and state the press release is issued from.

· Lead Paragraph.  The first paragraph should grab the reader’s attention and should contain relevant information to your message such as the five W’s (who, what, when, where, why).

Media Kit
Make it as easy as possible for the media to do their jobs.  Provide them with enough information for reporters to easily put a story together.  Plan on putting together a media kit with a full-range of information, based on the event you are distributing it for.  A media kit can include the following materials:

· Pitch Letter/News Release

ADVANCE \d4·
Radon Fact Sheet

ADVANCE \d4·
Resources for radon information and testing

ADVANCE \d4·
Radon Zone map of the US

ADVANCE \d4·
Link to website with more detailed information

ADVANCE \d4·
Biography or background information of speakers 

ADVANCE \d4·
Proclamation

ADVANCE \d4·
Calendar of Events

ADVANCE \d4·
List of Radon kit manufacturers and their 1-800 numbers and website addresses

ADVANCE \d4·
List of local stores that carry radon kits complete with telephone numbers and addresses 

ADVANCE \d4·
Contact Information

Follow-Up
You’ve sent your materials out to the reporters and editors on your list and allowed time for them to look over the information – now its time to make follow-up calls.  During your follow-up calls, you should:

· Be Prepared – Make notes for your calls and be prepared to take notes during the calls.  Plan what you are going to say ahead of time and stick to it.  Try to anticipate any questions or objections you might get and have an answer prepared.

ADVANCE \d4·
Be polite, be brief – Editors and reporters are usually on a very tight schedule and they will appreciate you getting right to the point.  Identify yourself, tell them why you are calling and offer to answer any questions they may have.

ADVANCE \d4·
Ask for Coverage – After you have confirmed receipt of your letter and answered any questions, ask for coverage of your event.  

Things to consider
· Timing is everything – Consider the editor’s schedule when you place your calls.  Newspapers are usually working on a mid-afternoon deadline for the next day, so late afternoon is the best time to call.  Call the staff of noon news programs after 3:00 p.m. and call the evening news in the morning.

· More than one call may be required – This is especially true with television stations.  Most times, the assignments for a given day are not made until that morning.  The station’s ability to send a crew to your event can be effected by other events and news happening that day.  If interest in covering your event has been expressed but not committed to, call on the day of the event and ask again for the coverage.

· Don’t get discouraged – You are competing against other story ideas and current events.  You might feel like you are getting the run-around – it’s possible that one person will tell you to speak to another or to call back at another time – if so, then follow their directions.  It is also possible that people will be short with you because they are incredibly busy.  The best strategy is to be courteous, helpful, creative and most of all, persistent.  Remember that they need news to fill their programs and newspapers with stories.  Let them know why your story is worthy.

· When Reporters Don’t Attend Your Press Conference – Many reporters/media outlets may make it a policy not to attend news conferences.  This is where personal relationships help in convincing them to make an exception.  However, if a reporter tells you in advance that he or she will not be able to make it to your press conference, send them a press release anyway and encourage them to use the information to build a story with their own sources.  As best as possible, determine the point of contact reporters may attempt to call for additional information and discuss with these individuals the importance of providing a united message.  

The best way to establish good relationships with the media is to consistently offer them with opportunities for interesting and newsworthy stories. Offer a hard-to-get interview, local stories, the promise of availability of eye-catching visuals or pictures, and good audio for those in radio news. Always present information as something that merits being passed on to readers, listeners, and viewers.

