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Introduction

This kit is to be used as a guide lor reaching the mass media

and is designed to provide technical information on how to reach
and usc the three primary mass media channels, television, radio
and print.

The tirst seclion, Putting Media Relations in Perspective, discusses
how media relations should be set within the context of an
HIV/ATDS communications program and provides information

about how to understand and work direclly wilh the media.

The second seclion, Creating and Sustaining Media Interest,
discusses ways to build media interest around HIV/AIDS communi-
calions efforts using different publicity tools and action-orienied
tactics, such as news conferences and special events.

The third section, Tapping into Specialized Media, discusses how
to match targeted HIV/AIDS communicalions messages wilh the
proper media and provides resources for reaching specialized
media markets.

Also included in this kil are several worksheets that arc designed to
assisl you in handling your media relations ciforts.

As a rcterence source for working wilh the media, this kil is designed
to complement your HIV/AIDS communications program and is not
meanl Lo be used as a guide for development of an HIV/ATDS

cormunications plan.
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Putting
Media Relations
in Perspective

Media relations, also referred Lo as public relalions, is one of the most effeclive ways
to reach vour target audience. Media relalions ivolves using the news and public
attairs programming in your area as a channel to deliver TTTV/AIDS messages 10
your targel audience.

It is important to remember that working with the mass medid is only one
component of an HIV/ATDS communications program and that any mcedia relations
cfforts should fit within and supporl your organization’s overall HIV/AIDS commu-
nications cfforts.

To make sure thal your media efforts complement your LLIIV/ATDS communications
program, you should review whal your agency is lrying 1o accoin plish with its com-
munications program. Doing this will help you develop a pproprialc media activilies
and messages that are consistent with your HIV/ALDS program goals and objectives.

When planning your media relations cilorts, review your HIV/ATIS communicil-
lions program and ask yourself:

®m What is Lhe goal lhat you wanl to accomplish in your HIV/AIDS prevention pro-
gram? Remember thal Lhe goal should be quantifiable and directly related to lhe
identified problem.

® Whal changes are needed in knowledge and awareness, percepl ion, or hehavior
10 accomplish the program goal (the communicalions obj ective)?

B Whao are you brying Lo reach or who is your larget population? For example, Lhis
population could be defined as those most al risk for HIV/AIDS.

m What are the messages that must be developed and conveyed lo ctlect tire
desired changes in your targel audience?

m Does lhe community or general population have a role Lo play? What do you
want the community al large Lo do?
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B VWhat types of media oulreach would he cfficient and cost effective for
accomplishing the above?

Approaching your media relations eftorts within the context of your HIV/AIDS pro-
gram will help you communicate clearly and effectively aboul HIV/AIDS, Thinking
stralegically will provide stabilily o whalt is cssenlially a mnoving target: the continu-
ing change in allitudes and behaviors among the public and the media loward
HIV/ATDS.

Understanding the Media

There’s no mystery Lo effeclive media relations. Pegardless of Lhe types of media
outlets and aclivilies you choose Lo use, the key elements for developing a rapport
with the media arc understanding whal the media wanl in a story and making sure
thal the information is provided to them clearly and quickly.

Whether you are lapping into news, public service programming or lhe enlerlain-
ment media, reporters and producers seck similar slory elernents: audience appeal;
issucs that stimulale debale, controversy and even conldlict; slorivs Lhal generale
high ralings and increased readership; and fresh angles and wisls for an issue that
will suslain public inlerest.

N general, reporters and journalists dislike and try to avoid covering lopics or issucs
that are “old hat”; duplicating slories with a competitor; prinling inaccuracics or
writing incomplele stories; receiving calls when on deadline; having somconc per-
sisLil'a slory is rejected; or heing pressured 1o cover a topic hecause someone “went
over their head.”

To demonstrate your understanding of what reporlers, journalists and producers
loolk for, be sure Lo:

1. Contact the “righl” reporler, with the “righl” publication, at the “righl” Lime, Dory’L
) P » =L = d
for example, ry Lo “pilchy” a slory about condom efficacy to a business editor.

2. Realize that all media operate within tighl deadlines. Be surc to respond quickly
Lo requests [or additional information or interviews. It possible, respond within
the hour.

3. Be honest. If you don’t know an answer, say so and offer 1o find out. If your can’t
find out, say so.

4. Be prepared to pruovide information and answer questions in depth once vou've
I ! )
gollen a reporter’s interesl.
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Differences in News Media

Because each medium has ils own lormal and reguirciments for what’s “timely™ and
whal’s “news,” a story may not he cqually appropriatce for lelevision, radio and prinl
When ilargeling your media, keep in mind that cach has its own formal:

B Television is a highly visual mediwm, producing interesting visuats that will

take the story more intercsting or easier to understand. B-roll (background
tootage), slides or other graphics arc often used by 'T'V producers as parl
ol segmenls.

Television news is brict, often reducing complele issues lo 30 or 60 second seg
menls using short “soundbiles.” For TV interviews, remermber thal briel is besl.

In radio, as in lelevision, your spokesperson musl be able lo speak in short (10-15
seconds) “soundbiles.” The radio interviewee’s lone, firmness and lack ol hesi-
tancy in responding Lo guestions conlribute to the credibility of the message.
Preparing before the interview and being sure lhe interview is conducted wilh
few audible dislractions (s1eh as papers heing shuffed, office mates talking or
the humming of compulers or other office cquipment) will increase Lthe “sound
qualily” of the interview.

Newspaper and magazine arlicles generally provide a more in-depth trealment
ol'a subjecl, althongh interviews are usually heavily edited. Print reporters may
also nse direcl quoles from reporls or press slatements and be able o incorpo-
-ate case studies or lestimonials inlo their finished product. Offer these il you
have lhem. Also offer simple graphics and suggest possible photo opportunilies
thal mighl help explain or add depth Lo your slory.

Consider using a wire service il the slory appeal goes beyond your local area.
Mosl wire services have local burcaus and only require a news release Lo get
coverage.

The different deadlines for TV, radio and print media:

Television: “day of” for breaking news, usually by 10 a.m. tn make the 6 p.m.
news; several days in advance for public announcements. (Public service
announcements usually require 2 4 weelks lo get onto a radio/T'V rotalion cycle.)

Radio: depends on the story, bul “day of™ is nsually all right for breaking news;
several days in advance tor notice of public events.

Daily morning newspapers: 2 or 5 p.nm. lhe aflernoon belore.

Daily evening newspapers: carly morning the day of issue.
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Weekly newspapers: 3-5 days before the issue dale.

Manthly magazines: -8 wecks before publication.

Relationships with the News Media

Emphasize Lhe imporlance of eslablishing and maintaining relationships with the
media, which will be enhanced by:

A.

Good timing. 'Lakc advanlage of opporhmilics to establish posilive relalionships
wilh the news media, such as when your program has a new media conlact per-
son or new direclor, The program’s media conlact should initiale calling the
media (lo inlroduce onesclf, sel up a visil Lo the media outlet by the media contact
and/or new direclor) and not wait for the media 1o come 1o lhe program. Don’l
allow Lhe first contact with the media lo be when something lragic, rushed or
conlroversial is happening because it will be harder to correct misinformalion.

Periodic mailings. Periodically send Lhe media items ol interesl and audio-visual
aids (slides, high quality stock video) aboul Lhe issuc to remind them Lhal you are
an experl conlacl, intercsted in keeping them current on the issue so that the
public receives accurale informalion and a source for ideas [or story angles.

. One news contact. Fislablish one primary contacl al each media organization

(assignment editor or health reporter) and call or wrile to compliment them
when lhey do an accurate, balanced slory aboul your issue.

Program spokesperson. Establish {(and lct the media and yvour stafl know) who
your program’s one poinl ol conlacl is for the media; this strengthens the rela-
tionship between the media and your organization as well as ensures Lthal your
organization *speaks with one voice.”

Anticipating their needs. Anlicipale Lhe needs of the news media; for example, call
them periodically to offer inlerviewees and/or statistics when Lhe news *heals
up” concerning anything relaled lo your issue.

Other contacts. cconuncnd o the media other good conlacts concerning your issue.

Heads-up. Call 1o give the media a “hcads-up” about an anlicipaled announce-
menl, new legislalion, new research resulls, ele., so they can get prepared. When
appropriate, use embargo ground rules during telephone calls and on news
releases. Indicate “cmbargoed until 7 to lel reporters and journalists know
that the informalion Lthey are reading is being released [irst lo Llhem and will nol
be officially released to the public until the specilied date. Indicate “for immedi-
ale release” when you want the information Lo gel picked up by the media imme-
diately. This is an example of the pay off from establishing and imainlaining
posilive relationships with media.

Media Relations



Organizing
Your Expertise

Media Lists

Working successfully with the media over the long term requires eslablishing good,
ongoing relalionships with a number of reporters. One tool for establishing and
maintaining these relationships is a well-organized, up-to-date media list.

A media list includes names, addresses, phone and fax numbers of the reporters
from various media outlets who cover HIV/AIDS and relaled issues.

if possible, organize your media list so it can be sorted by:
B Type of media

B City

B Size of readership

B Type ol readership (general, Hispauic, Alrican American, etc.)
B Type of reporter (news, heallh, consumer, elc.)

In addition o this information, consider annotating the list with commentls on a
particular reporter or producer’s background, inleresis and previous stories or pro-
gramms on HTV/ATDS.

Make the list thorough, including every reporier or producer in your arca who is
likely lo report on HTV/ATDS. [In many instances there rmay be more lhan one
reporter at a particular media outlel thal vou will necd o include.

You should also try 1o gel HIV/ATDS issues covered by reporters who don’t normally
cover ATDS issucs. For example, you may be able Lo inleresl the food editor in doing
a story on “Meals on Wheels” for people with AIDS. Other angles you could explore
with the appropriate reporters are the religious and business aspecets of AIDS or
AIDS as a women’s issue.
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It you arc not familiar with reporters who cover the HIV/ALIDS issues in your area,
spend some time lnding out who they are. T.ook for reporters’ names or bylincs on
articles aboul HIV/ALDS or relared issues. Close observalion of who's covering what
may also give you an idca of the approach a particular paper or reporter is likely 1o
lake on your issues.

It you are ot familiar with local media olher than the daily newspaper and a fow
lelevision or radio stalivns, use a media directory, such as Bacon’s Publicity Checker,
Lo complete your list (sec atlached Resources for Working With the Medic).

Conslder including the following on your list:

Newspapers (dailies, weeklies, inonthlivs, college/imiversily papers and any
small community newspapers, such as shoppers’ circulars or papers largeted at
specilic audiences such as Llispanics, African Americans, religious groups and
the business community)

Cily and regional magazines
Local trade and business publications
State or local bureaus of nalional wire services (such as AP, UPL and Reulers)

Local radio and TV srations (including their news, talk show, call-in and
communily/public affairs programs)

Universily radio and relevision stations (including news programs, talk show
programs, call-in programs, and communily/public affairs programs)

L.ocal cable television slalions

Pablic broadeasting stalions (which may not have news operations, bul may have
relevant prograins on health or commumnity affairs)

Stale or [ocal bureaus of national lelevision and radio networks (il available in
your cominuriity)

Public informalion officers al area military bases. These bases house thousands
of young adulls who can be effeclively reached throngh the hase/post newsletter
and on-base radio and lelevision stalions. Many mililary family housing areas
have cable stalions; therefore, your ’SAs, lilm or gucst inlerviews may reach
many age groups, nol just single service meinbers
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Elal

Call each newspaper and TV and radio station and ask for the names of the reporters
who cover HIV/AIDS and related issues. Remember that at larger media outlets,
there may be several reporters who might cover an HIV/AIDS story, depending on
the angle or type of story. Your media list should therefore include the following:

B Assignment editors at wire service burcaus

m Assignment edilors al radio and television stalions

m Producers of health, community and public affairs shows on Lelevision and radio

B News and melro/community reporlers al newspapers

B llcalth and consumer reporlers who may cover hard news as well as feature
stories on issues such as HIV/ALDS prevalence, statistics, reporls, advances in

treaumenl and so forth

B Medical/science reporlers who cover breaklhroughs in research surrounding
the diagnosis, epidemiology and the lesling and treatment of HIV/AIDS

B |itestyle reporlers who write people-oriented stories, such as a profile on a par-
ticular person who has IIIV/ATDNS, or a story aboul HTY among young people 25
vears of age and under

B Newspaper and magazine calendar cditors who list the time, date and place of
communily-basced HIV/AIDS evenls

Interviews

You may receive requests for interviews. When you do, it’s handy 1o have a check-
list of queslions yon want 1o ask lhe reporter or producer righl away so thal you can
determine whether and how you can help. The following Lips should help you pre-
pare for interviews wilh various types of media.

Television Interviews

When you’re on television, your appearance counts. Remember:
m Wear comfortable clothes,

B Wear solid colors that are Nallering. Avoid wearing shirls or blouses thal are
hrizhl while (which may relleet glare) or thal have busy palterns or designs Lthal
mighl appear to vibrale on lhe air and distract viewers’ attention.
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B Don’t wear tlashy lies or jewelry. Avoid dangling jewelry that mighl reflect light
or make noise.

B Don’'t wear glasses unless you can’t see the inlerviewer withoul squinling. Be
aware lhat contacts may slarl (o dry out from the hol lights.

B Arrive at the sludio early. This may give you the opportunity lo lalk with Lhe
interviewer aboul Lhe points you wish to cover. If there are other guests, try 1o
delermine their points of view and arcas of experlise.

B Try lo get comfortable on the sef. Adjust your microphone and chair. I1'iCs a
swivel chair, ask the stagehand to lock it so you won’t he lempted to turn in it
during lhe interview.

B Bemember Lo maintain good poslure and avoid unnecessavy geslures. Sil erecl,
wilh your legs crossed and arms folded in your lap or comfortably resting on Lhe
arms of vour chair.

B Keep in mind approximalely how much time you have lell (bul don’t look
al your watch).

Radio Interviews

As with TV appearances, it’s your voice that counts in the delivery of your message
on the radio. The audiences in radio are often more specialized than television audi
ences. Certain formats or programs attract very specific listeners — teenagers, older
adults, minorities and so forth. Some radlo programs, such as callin programs, in-
volve direct interaction with the audience.

These interviews may be live or taped, edited or unedited. Follow the same general

preparation and rehearsal tips as for television, while keeping these additional points

in mind:

B s ukay Lo refer Lo noles on radio, bul don’t make noise when you're localing
notes. Index cards are better than sheets ol paper.

B Speak clearly. Your voice is all you have. Walch vour speaking mannerisimns.

L1

Frequent “ub’s” and “cr’s” sound worse on radio Lhan anywhere else.,

B bBring an audio casselle wilh you and ask the station to make a copy ol the inter-
view for you.

Here are some additional tips for callin shows:
B Keep your commenls brict. Give callers plenty of opportunities (o ask questions
and express Lheir views.

Media Relations

11



m The show host or the program producer will screen incoming calls. Howcver, it
an irrelevanl queslion is asked, move quickly Lo a key point.

m  Always be courleous with callers. The host will handle any callers who become

ditficull or rude.

If your spokesperson is asked to appear on a radio or television news or talk show to
discuss the HIV/AIDS issue, in almost all cases you wili deal with a program’s produc-
or, assistant producer or an assignment editor rather than the program host.

Be sure that this person gives you the following information:
m Name of the program and the station’s alfiliation (.., NBC, CNN)

®m Audicnee for the show (e.g., older women, young hlack womeu, middle-aged
men, teens)

m Subjcct to be discussed
m Name and phone number of a contacl person (usually the prod uccer)

m Timc and place of intervicw. This could be in a sludio or cven at your office;
-adio interviews may be done over the phone

m Name of the prograw’s hosl (e.g., the person who will actually be on the
air with you)

m Forma! of the program (talk show, public aftairs program, news prograii, call-in)
® Length of the interview/program

B Whelher the show is live or taped. (If you can, supply a tape for a copy ol the in-
lerview or progrant.}

® VWhen the program will be aired (if taped)

m Other guests. Conlirm this the day belore. (The “guest list” may change several
limes.) Use this information to anlicipate possible questinns or issues thal may
come up. You can always decline an interview if you feel you’d be unreasonably
attacked by another guesl,




Phone Interviews

Print and radio reporters are the most likely to request phone interviews (print —
because it saves time and the reporter can jot down key points while you’re talking;

radio — because it can be done “live” without the person being Interviewed having to
come to the station). When talking with reporters on the phone:

Make sure you have a good phone conneclion, especially il your interview is lor a
radio broadcast. If the conmeclion is bad, arrange wilth the station who will call
back, hang up and try again.

Turn off noise-makers inr your ollice, such as air conditioners, healers and phato-
copicrs. Close your office door and arrange to have your calls ring at anolher desk.

Know in advance whether the interview is going Lo be live or laped and, if taped,
whether il’s lo be edited. If it’s going lo be edited, you'll need to think aboul
answering in short sound biles — snappy answers belween 10 and 20

seconds long.

Talk inlo the receiver in norimal, conversational Llones,

For print interviews, ask:

The name of'the publication, name of the reporler, his/her phone and [ax nurmbers.

The deadline. (This is particularly important it you need time to contact the
spokesperson or check facts. If you need to call the reporter back, be sure to do
$0 a8 soon as possible. If you know you cannot meet Lhe deadline, be honest and
say s0.)

The type of information being sought [rom you or your agency background
informalior, a yuole, a response to an cvent in the news.

The “angle” the reporter is taking on the slory. (Most reporlers work off a news
“peg” — a major cvent in the counlry or community. The most cominon Lype
ol reporting is to add information thal would confirm or debunk the original
Nnews peg.)

‘The names of people the reporter has alrcady spoken with or plans to interview.

Other things to remember:

Always he prepared. Go into an inlerview knowing the lop 2-3 messages you
wanl Lo convey.

RAnMdia Dalaticeme
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B Be realistic and posilive in answering queslions. Dol repeat a negalive, Rather
than saying “No, we can’l answer queslions on specific sexual behaviors,” say,
“We are focusing on increasing awareness that HIV ean be transmilted through
sexual activity.”

B Never say anything “off the record.” ltmay end up on the evening news. If you
don’t want to divulge informalion publicly, dow’l lell the reporter. If you don’t
know an answer, don’l ludge. Admit 1o nol knowing and volunteer to find oul.




Organizing
Information
for the Media

‘The moslt common way of approaching the media for a news story is throngh the use
ol media alerts and news releases, (Even if vou use the phone Lo initially contacl a
reporler willl a story idea, you will always want to follow up wilh writien malerials.)

Media Alerts

A media alerl or media advisory is a brief (usually one-page) nolice that alerts the
media fo an upcoming evenl. It tells what, when, where, who and why and provides
the name and phone number of a coulact person al your agency.

Media advisories are usually faxed two days before an evenl. Check with individual
outlets to see if taxing is appropriate.

Always be surc to send your media alerts to wire services and ask them to lisl your
eveitl on Ltheir “daybooks.” “Daybooks” are calendars of upcoming news evenls
which are kept by wire services, such as AP, UPT, and Reulers. Some wire services
distribute a lisl ol Lthe coming week’s cvenlts on Friday alternoon.

News Releases

A news rclease serves a vilal funclion in media relations programs. Oflen it is the
only source of informalion a reporler or editor has on your “news,” and therelore is
where you posilion your information. (See sample news releasc in the resources
folder.)

Depending on the type ol slory, cither a news release or feature release can be used.
Use a news release when you have “hard news” 1o offer, such as when you:
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®m [lirc a new director or other high-level statt person.

® Begin offcring a new program or service.

| Announce the resulls ol an important report, poll or study.

B Receive a granl, award or other lorm ol recognition.

B Wanl lo help the media undersland the local impact of a nalional hews event.

® Wanl to take a position on a signilicank issne or comment on an important
development.

News releases must contain, usually in 2-3 pages, whal journalists call the five
“Ws™: who is involved; whal happened; when did it happen; where did it happen;
why or how did it happen? These questions should be answered in one or two sen-
tences in the lead paragraph. Vosl reporlers decide whether or nol 1o read the rest
of the release based on Lhe first paragraph...so make it concise and interesling!

Print editors tend to cut “from the bottom up” rather than rewrite releases. The
most essenlial facts should be pul in the (irst 1-2 paragraphs, with less important
information lollowing.

Feature releases can be used when you have a “soft news” story. Feature releascs can
he longer (1-5 pauges) and should capture the slory you want Lo pitch. ‘Try o wrile a
colorful headline to capture reporters’ attention. Examples of teature stories include:

B Profile ol an aclive volunteer

® An cxceptional LIIV/ATDS education program at a local business

Media Kits

'The media kil is a set of malerials developed cspecially for the media. Often organi-
zalions have a standard media Kil thal coulains informational materials thal serve as
an inlroduction to an organization. For major news evenls, lhe slandard kil should
he supplemented with Iresh information relaled Lo the event.

Exampies of materials that might be inciuded in a standard kit are:

Backgrounders and fact sheets, such as:
B Sialislics on prevalence of HEIV infeclion/AIDS in the slale

Media Relations



®  [nformation on your organization and its A1DS prevenlion programs
B Inlormation on national, state or local ATDS hollines

B Rolodex card for use by the media in conlacling your agency about HIV/AIS
issues

B Briel, one-page hiographies of key agency officials and/or spokespersons
B Sample brochures, it applicable, available lo target populations
® [hotographs

B Camncra-ready graphics, such as charts and logos

To supplement the basic kit for a speclal event, consider using:
® News release(s) on the evenl

B Biographies ol people (speakers, panel members, ete.) relevant (o the evenl in
which you arc trying to interest the reporter

®m  Copics of relevanl wrillen materials, such as the repart heing released,
statements to be given al a news conference, speeches, elc.

A Note on Correcting Errors

Sometimes mistakes and errors will appear in slories no maller how much inlorma-
lion you provide or how Lhoroughly you discuss an issue willt a reporter. However,
asking for a relraction of a news slory is serious and should be done only when
Lhere are major tacimal errors. The media rarely make retraclions on the basis of
how a story is done or other subjective informalion.

If you are considering requesting a retraction, first:

1. Conlacl the reporter. Share your concerns with the reporter and provide the cor-
recl information. Ask what will be done with the new iuformation. T its a small
factual error, the mosl you can usually hope for is a correction in the next day’s
paper (iUs unlikely a new siory wonld be run). Sometimes, you might he able to
interest them in “making up” for the error hy doing another story down the road.

2. IlNhe edia will not correct the situation 1o your salisfaction, or if you believe the
issue requires morve clarification, wrile a leller to the edilor or organization
explaming your organization’s position. Make the tone of vour leller calm and
factual, rathier than accusatory.

Media Ralatinns
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3. Take the public relalions initiative. 1f the error is substantial and the reporter is
unresponsive Lo or uncooperative with your request lo make amends, then you
need to issue a news release that provides the right informaltion. Confine the
release Lo a discussion of Lhe facls; don’t restale the original error or assign
blame. You may also wanl lo contact Lhe reporter’s edilor or news direclor and
request clarification or correclion. Be sure you have all the documentation need-
cd 1o hack up your claim.
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Organizing
for the Future

Because media relations is an ongoing process, it is helpful 1o take the lime to find
oul whal works and whal doesn’t work so Lthat reflinements can be made in the
luture. There are many ditferent ways Lo gel leedback on your messages, malerials
and relationships with the media:

1.

Track media impressions. Media inpressions equal the number of readers, lis-
leners or viewers scrved by a particular media outlel. Viedia impressions arc a
rongh way of gauging the potential impact of a slory—basically whether vour
efforls arc reaching mare or lewer people. When developing your media list, get
circulation or estimated audience nunibers for cach media outlet (These can be
oblained from media resource books or the outlet itself). Tracking media impres.
sions can be done by hiring a clipping service, ¢ vendor who monilors the media
and clips or reports on slories of interest Lo your agency. Collecting and analyzing
Lhese clips can provide invahable feedback: How any arlicles were written?
How many were written using your materials? ow many arlicies incorporated
your key messages? Whal, il any, negalive messages were part of the slory?

Determine Lhe timeliness of your media materials, Are your press releases zel-
ling to reporters in time? I nol, and it you are having dillicully generaling media
coverage, your distribution process imay be the problem. Check with reporters to
delerminc if they recall receiving your malerials, if Lhey gel them in time and il
they use them.

Track the distribulion of media materials. Develop an invenlory system lo track
how many news releases, feature releases, media Kits and other malerials are
distribuled. Keep notes on when thiey were senl and to how many people.

‘This can help you determine whether you are releasing oo little or loo much
information.

Irack your media conlacls. "Ity 1o track all contacl (e.g., phone conversations)
your agency has with the media. This could be as simple as circulating a form
that all stall and volunteers must fill out il they speak 10 a member of the media.
Examining your media conlacl forms can help you tind answers to questions
such as how many media inquirics do we receive in a week, a month, a year?
Are they litereasing or decreasing?

Meadia Relations
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Manilor your media list. Keep your media list up lo date and track ils growth to
give you a sensc of whelher you are reaching more or fewer reporters. A smaller
list is not necessarily bad; the list may simply be more refined. Remermber also W
refine yonr annolalions on the list 1o keep up with changes in a reporter’s inter-
ests, coverage of the LIV/AIDS issuc and so lorth.

6. Compile samples of and statistics on media coverage of your agency for use in
your program’s internal and external markeling cttorts.

Keep a library of taped slories, interviews and public affairs shows so thal this infor
mation can he used wilthin your agency’s own program officc.
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Creating
and Sustaining
Media Interest

Choosing the Right Tactic

There are many tried and truc means of attracting media altention. Some, like
op-cds and letters to the edilor, are useful for {raming your posilion on an issue.
Olhers, like news conferences and special evenls, are media relations aclivities that
require more Lime and planning.

For any ol lhese tactics, however, ask yoursell how and why Lhis aclivity would help
your overall communicalions program:

B Vhal issue or message are we lrying to address?
B Whal message do we need to communicate in order lo address that issuc?
® Will Lhe message reach our target audience?

W s the message a newsworthy one (e.g., is there an clement of controversy, an
intriguing local angle, limeliness or human/emotional appeal in the message)?

B s this aclivily a cosl-elTeclive means of reaching the inlended audicnee?
This strategic approach focuses your media relations aclivities on your communica

tions objeclive while slill pernilling considerahle flexibilily in deciding how 1o
reach that ohjeclive.

MaoHia Dalatisame
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Reaching Broadcast Media

Video News Releases

The video news release (YINR) is a carefully constructed and controlled 90-sceond 1o
2-minute news story thal contains a subtle yel visible message aboutl your product
ar Service.

Crafted especially for airing as a [iller or “kicker” in news blocks, it mustineet cer-
tain slandards o be deered broadceast-worthy. The mosi efleelive VNRs should:

W llave a legilimate news angle.

B [ortray a lechnological breakthrough.

m Clarily an issue.

m Provide footage and sound-bites that a television stalion is unable o get on ils own.

VINRs are nol inexpensive. A qualily piece withoul fancy graphics, animalion or
localion shooling can cosl around $23,000 1o produce and distribule. Avoid cost-
culling shorteuts; the pay-off could be a piecc that does nol meet broadeast
standards. Producing a VNR will be mosl efTective if you have a slory that has
nalional appeal and impacl.

Audio News Releases

An audio news release (ANR) is the radio version of a VNR. 11 is a packaged, edited
audiotape of a similar news slory. Again, producing an ANR is fairly cosily, so you
may wanl lo offer material thal isn’t packaged.

Reaching Print Media

Letters to the Editor

Vost newspapers and magazines welcome letters from readers, especially it the
lellers are in response 1o recent articles. Lellers Lo Lhe edilor may be in responsc Lo
bolh posilive and negative coverage.

Lelers to the editor should clearly state:
B Who Lhe letler is from (your agency spokesperson),

® The agency’s perspective on why il has a problem with or is pleascd about a
slory/issuc.
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B The specilic points the organization wants to convey lo readers aboul what’s
accurate and pertinent. (Make yvour most important point in the first paragraph
or two because ediling is at lhe discretion of the publication’s cditor. Limil lelers
to one page, no more than 400 words, typed double spaced.)

Send your lelter promptly. Note: Not all letters to the editor are published. Don’t
be discouraged it' it doesn’t malke it into prinl. Keep lrying.

Op-Eds

Op-eds, usually 500-800 words in length, are so-called because they appear opposile
lhe edilorial page in a newspaper. These are opinion pieces representing a specific
point of view on a currenl lapic.

Unlike lellers Lo Lhe editor, you do not need Lo wait lor a specilic arlicle lo appear in
order lo submil an op-ed. However, 4 sense of iming inereases the likelihood of
publication. Look for opporlunities to respond to a recent article, local or nalional
legislalion relaled Lo HIV/ALIDS or to related topics (e.g., leen pregnancy, drugs,
3TDs, TB, ele.), a public event or public atlilnde.

Send op-eds, double-spaced, Lo the edilorial page cditor wilh a short letler asking
the editor Lo consider the opinion piece for the op-ed page and to conlact you if the
piece is going Lo be used or il any addilonal information is needed.

News Conferences

Itis appropriale 1o call a news conference when you have significan!t hard news Lo
release, such as the results of an important study and their implicalions [or your
COMunily.

Iirst decide what needs 1o be announced and who will announce it. Determine how
many speakers will be involved, what cach one will say and whelher you need
someone else on hand 1o field queslions.

Second, plan ahead as much as possible for the event. Here idre some Lips on Lhe
logislics:

B Timing. Hold the press conference in mid-morning (between 10 a.an. and noon).
However, reporters tor allernoon papers (who are on deadline in the morning)
may nol be able o allend until al least noon. Choose 'Thesday-Thursday il possi-
ble and avoid the weekend; remember, your spokesperson needs Lo be available
Lhroughout the day of the press conlerence. Also, lry Lo lind out il there are other
evenls and firsl-hreaking news for that day; contace your Incal AP wire bureau 1o
[ind oul what is on its “daybook.”
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Lenglh of time. Keep the press conlerence to no more than 15 minutes; allow
plenty of lime for questions from reporlers.

|.ocation. Choose somewhere convenient for the media and relevant to Lhe news
you have to annonnce. Be sure you can oblain the audio-visual equipment vou'll
need (podium, microphones, slide projeclur and screens or VGR). Allow enolgh
room [or the anticipated number of reporters and for camera crews it you expect
lelevision coverage. Renl a “mult box” that allows Lthe media Lo tap into the public
address system for berter sonnd gqualily.

Signs. Place prolessional-looking directional sighs inside the entrance and al
every turn lhat shaw media, participanls and observers how Lo find the press
conlerence quickly (media oflen arc running late from another story).
Directional signs can be recycled lor olher news events.

On-scenc/door monitor. Llave an experienced news media contact stalioned at
the enlrance to the room throughout the news conference 10 show late media
representatives where W sctup, distribuic news kils (with news releasc and
sometimes hroadeast qualily stock video), provide a quick run-down of who's
available for interviews following the conference, and determine who they want
10 interview. Be sure W include in the news kits a prinled copy of local, slate and
nalional statistics aboul your issue.

Follow-up contact person. Give the news media a lelephone number and conlact
person to answer follow up questions, verily fitles, help with idenlifying people
tor photograph cultlines, ctc.

Parking. Arrange parking thal is casy in and out (preferred is a block ol reservedd
spots guarded prior 1o and during Lhe culire event) for the media and speakers
{and make sare that all are told aboul it beforchand).

Video/testimony opportunity. Coordinale an opporlunity Lo fibm video (with on-
scene volunlary interviews with medical slaff, palients, family members) appro-
priate lor your lopic. (A wrillen release by lhe paticnt is normally required hy
most medical programs.) Inlerviews should be done as quickly as possible so as
not lo interfere with routines. The power ol personal teslimonies cannot he
overemphasized, and the media use them constantly.

Mull Box Testl Tesl run the mull box at leasl a week ahiead ol lime so thal substi-
Llutions or repairs can he made for problem machines.

Call-outs. Make call-ouls lo the media the day before Lhe evenl 'T'he call has
more impact il it comes from the program’s primary media contact and is placed
to the primary contact al the inedia organizalion (or Lo the assignment editor if
the primary contact is unavailable); the caller should use some salesmanship Lo
emphasize Lhe imporlance of covering the event.
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Announcement. When possible, time vour news conference with some signili-
cant announcemenl and tell the media belorehand thal an announcement will
he made aboul (your issue). This will often increase news coverage.

Aggressive follow-up. Usce active, nol passive, follow-up. If some media can’l
attend the news conference, PRRSONALLY hand-carry the information (and the
news release) TO THE ASSIGNMENT EDITOR immedialely following the evenl
IT you mail the information, it will be stale information (L.e., not news) and very
likely losl in the newsroom (i il even arrives there). The bollomline: yon want
coverage of your issue,

Rudos to others. Reconunend to your speakers Lhal they publicly compliment (in
news conterences, interviews and specches) the cooperation and achievemnents
of other organizations and individuals; this enhances community spirit and Lhe
credibility of your program (and gives the media another story angle).

Keep il short and simple. Ewmphasize to inlerviewees thal inforinalion to the
news media should be in sound-bites, nonscientifically worded (for the public 1o
understand) and informing the public how much they are at risk and how to pro-
lecl themselves.

Other languages. If you anticipale coverage by “olher language” media, provide
interviewees fluent in those languages. Provide all news kit ilems in those lan-
guagces; also, have a second person (Tuent in those languages review wrillen lexl
lo eliminale cullural msensilivilies in wording,.

Media outreach

B Send out a media alert 3-4 days belore Lthie news conference; call wire services Lo

have the event put on the dayvbook. In urgent situations, all nolification can be
done hy phone.

Prepare materials, including a news release, biographies of speakers, copics
of speakers’ slatements and olher appropriate malerials (such as copies of the
reporl being released or charts and graphs used in i speaker’s presentation).

Track allendance. 1lave a media sign-up sheel at the door and provide name lags
for each reporter or producer.
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Special Events

Special evenls (i.e., local health fairs, ATDS Walks) require long-term planning and
altention Lo detail. When developing the event and planning publicily, keep in mind
who you want to reach. Tailor vour event 1o suil. the age, lileslyle and commmon inter-
ests of those you invile.

From a communicalions perspeclive, special evenls can be usced Lo help:

B Create awareness aboul your agency {(and perhaps other local agencies) and its
services in a certain area or among a cerlain group ot people.

m Creale a local angle on a national or internalional AlDS-related issue or evenl.

B Create a platform for developing or deepening relationships wilth other cominu-
nily organizations.

B FExtend the reach ol an exisling education or awareness campaign.
B Generale publicity.

To exlend coverage ol your event, set up a system for measuring the resulls of the
event. This could include determining how many people atlended, how much
media coverage you received or how many volunlecrs were recruited. Post-cvent
news releases then foeus on these “accomplishments.”

To build excitemenl for the event and encourage media coverage:

® Plan your event around a nalional holiday or national calendar dale.

B |.ook for ways lo tie in with national TTIV/ALDS casnpaigns, such as CDC’s
America Responds Lo ANDS campaign,

o Takc the event “on the road.” co-sponsoring a scrics of similar events in different
communities.

® Consider having a radio or television slation co-sponsor the evenl, which gener-
ales commumity good will for the slalion as well as polential free publicily for
your evenl. Pick a station whose audience malches thal Tor the event—an urban
conlemporary radio slation for an cvent expecled to attracl young Alrican
American adulls, for example. Try o work oul additional ways Lo increase
awareness ol your FHITV/AIDS issue [or The weck or day of the event by running
America Pesponds Lo AIDS PSAs or by placing your spokesperson on relevant
call-in or public allairs programs.

m Develop a theme for the event Lo atlracl both media and public altention. Usc il on
all publicity-related materials from invitations Lo media Kits, hutlons and banners.




Allow plenly of planniig time when sclecting your dale and lime. Selecl a lime of
day and day of lhe weck when your most importanl audicnees will be available,
and make sure the fime is appropriate 1o the type of event. Also check to make
surc your date does not conflicl with other events. Local chanbers ol commeree,
departments of tourism, newspapers and United Way chapters may keep a cen-
ralized calendar of communiry events.

Media relations for special evenis requires allention to detail. Well-planned publici-
Ly for a special event will nol only allract more people, it will also create long-lerm
awareness of your message.

Before the event:

Contact reporters who cover community events and pitch the event as a fealure
story. Don’t forgel wecekly or shoppers’ newspapcers.

Call the conunumnity calendar reporlers ar arca newspapers and lelevision, cable
and radio stations, asking them to place a calendar notice.

Hand-deliver or mail invilations to Lhe evenl lwo weeks in advance.

No more than lwo to three days betore the event, call each editor and reporter
and ask lhem if they plan to attend. M they are inlerested, you should tax or send
by messenger a copy of your media advisory. Explain special photo opportunitics.
In case they can’t send a pholographer, make sure you {ind oul Lhe newspaper’s
photo deadlines and arrange to gel a black-and-while phiolo 1o them in time.

The day belore the event, call the media again t polilely remind them about the
evenl. Most television stalions and daily newspapers do nol decide what they’ll
cover until the day hefore or the day ol an evenl.

During the event:

Set up a media sign-in table with media kils.

When the reporter(s) and photographer(s) arrive, spend lime with them. If possi-
ble, set up inlerviews with appropriale people right away and escort Lhe media lo
the appropriate spokesperson.

Have someone from your agency lake black-and-white photos to accompany
articles in newslellers and other publications and for your own files.

AfRter the event:

Send a news release immediately aflerward Lo any reporters who swere unable to
allend your evenl,
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Send follow-up letters to the edilors of local newspapers, thanking lhe community
and informing them ol your success (monetary amounl of donations raised for an
imporlant cause, couununily alliances forged, number of volunleers recruited).

Write a tollow-up arlicle for inclusion in appropriate commnunity puiblications.
Mustrale sith photos from the cvent.

Be Creative

Mosl people struggle with how to come up wilh that “big ideca” that will attracl pub
lic and media attention. Here are some tips on how to get started.

Hold a Brainstorming Session

The best ideas come from the meeting of several minds. 1lold a brainsiorming ses-
sion to generate lheme, cvenl, speaker or program ideas. Here are some “rules” on
how to conduct such a meeling:

Keep the group a manageable size and the lime limited. llave no more than six
lo eight pecople and insist on no more than one hour for the session. Shorter Umes
are okay if the meeting has been productive.

Tnvite people who can offer a different perspective. Llaving a few participants
who are not immersed on a daily basis in your program can he very benelicial.

Provide relevanl information in advance. Consider wriling on one sheel ol paper
the purpnse of the meeling (c.g., gelling ideas for a special evenl lied Lo ¥orld
AIDS Day) and key informalion such as yowr communications objective, largel
audicnce, message and even your budget to give people something Lo “chew on”
before coming to the brainslorming session.

Eslablish the ground rules at the beginning of the meeling. [t is the responsibilily
of the disenssion leader 1o make the session produclive and lfun by emphasizing
the tollowing;:

Every idea deserves 1o be heard. Brainslormming sessions are by nalure lreewhecl-
ing hut direcled discussions that should encourage one idea leading into another.
People need to feel comforlable saying whal pops into their minds without fear of
criticism. The discussion leader must ensure thal Lhe group slays on lrack and
doesn’t gel bogged down in criticizing an individual and his or

her idcas.

This is not the place or time for analyzing the issue or discussing the merils of'a
program. Focus on action-oriented ideas.
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B Setup a rask foree 10 work with corporate employec assistance program (EAP)
administrators. Provide collateral malerials 1o be distributed through EAPs (includ-
ing buttons or stickers with the national or stale ALDS hotline number) and cooper-
ale on developing lraining in HIV/ATDS issues for EAP counselors. Also provide
information to vour task lorce about resources, such as Business Responds Lo AIDS
(BRIA). For more information about BRTA, call 1- 800-458-5231.

Send a news release when the first corporalion “signs up” for the program; be
sure Lo send the release to city and regional business publications, chambecrs of
commerce, union newsletters and corporate newsletters. Consider surveying,
FAP counselors after six months lo a year and publicizing results ol Lhe survey.

m Work through the state library associalion to promole libraries as community
outreach resources for HIV/AIDS-related information. Nevelop a kil for program
directors at 1ocal libraries with ideas for sutreach activities (such as hosting pub-
lie forumms) and offer malerials available through your agency to carry out those
activilies (c.g., posters, ’'SAs, brochures, computerized reference/resource
malerials, direclories of local ALDS service organizations, Spanish-language
maleriils). Announce the program during National Library Weelk.

m Develop and use a media racking log (see the worksheets pocket). This will assist
vou in your efforts to track and cvaluale reporlers/journalists who cover lhe slory,
and provide follow-up opporiunities to coniac the media with other stories.




Tapping Into
Specialized Media

Matching the Medium with the Message

The increasing Iragmentation and specializalion of the media is good news for
Liealth communicalors trving 1o reach relatively narrow audicnces wilh a specific
IITV/ATDS prevention message. Moreover, thanks to marketing research developed
for advertisers, communicalions professionals have sophisticated informalion aboul
which media are read or watched and by whom.

If you're wying 1o rcach specilic segments of lhe communily, such as African
Americans, llispanics or young adulls, a key slralegy would be to approach the
media that serve these special audiences. Here are some tips on malching the medi-
um wilh the messagc.

Cable

In order Lo win execlusive conlracts to provide cable service 1o counlies and munici-
palilies, most cable companies offer access to studio facilitics and sel aside comitnu-
nity programming as part of their cormpelilive bid. As a result, mosl cable markets
provide slrong opportunities for health communicators Lo participate in public
alTairs programs and lo broadcast live or laped coverage of conferences, seminars
or speeches of importance 1o the public.

Establish relationships with all the cable station managers in your area; most wil)
run any broadeast quality video ot interest Lo a general audience. Some have lalk
shows for which you can provide guests.

Tips on Working with Cable

®m Kxplore opportunitics to air PSAs on local access channels.
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m Take advantage of local access channels’ “communily bullelin baards” that carry
announcemenls of special events.

B Work wilh county health departments fo develop progranuming ideas and mate-
rials for local access cable channels. Recruit spokespersons lrom qualified coun-
ly officials and communily leaders; their local standing and recognition will help
them gain access o connty-based cable programs.

®m Cable progranuning reaches nearly every demographic targel. Use this “ready-
made” audience segmentalion to reach Lhe groups in which you arc mosl
interested. For exampte, network cable programming like thal on Black
Iintertainment Network, Univision and Lifetime altract very specific andiences—
in these cases, Alrican Americans, Hispanics and ywomen.

m Copsider local talk shows thal appear on network and cabie stations as a good
medium for reaching specific audiences with health information.

B Gelto know the weekend assignment editors al the television/radio and
newspaper organization. They ofllen have slow news days and are looking (or
slory ideas.

The Spanish-Speaking Market

Spanish-speaking people make up the second-largest minority group in the conmtry
(8.5% ol the lolal population) and as a group grew more than 50%% during the 1980s,
according Lo Lthe 1990 Censns.

Following are facts on the media habits of America’s Spanish-speaking population:

m Television and radio are the preferred media, with approximalely the same
armount of ime spent with each medium. Adulls over 18 watch an average 2.4
hours of Spanish language television per day (and 1.3 hours of Fnglish-language)
and listen 1o 2 hours of Spanish-language radio (1.2 hours of English-language).

m [ nivision and 'lelemundo arc the country’s largest Spanish-language cable net-
works, with approximately 400 and 38 affiliates, respeclively. The two reach
approximately 35% of the Spanish-speaking households in the Uniled Stales.

m Both Univision and Telemundo affiliates have the flexibilily to develop their own
news and informalion programming,

m Most Spanish-language radio originales in local markets, and siations gear their
formal to local audiences. There are currently move than 250 Spanish radio sta-
lions in the Uniled States, reaching an cslimaled 95% of the U.S. Spanish-
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speaking populalion. Most of the listening audience is 18-44 years old (an age
group oflen targeted by ATNS awarencss campaigns), with more men than
women lisleners.

# Several Spanish-language radio syndicates broadceast news and educational and
public alfairs shows that may represent opportunities for placing PSAs and pro-
gramrming o HIV/ATDS.

B llispanics read both Spanish- and English-language newspapers, with 4 ot of 10
reading the former and 5 out of 10 the lalter. Less than an hour a day is spenl
reading ncwspapcers.

B There are approximately 50 daily Spanish-language newspapers in the United
States and another 100 or so communily papers published once or twice a weel.

Tips on Using Spanish-Language Media

Offer your media materials in Spanish. Eight out of 10 Hispanic adultls report thal
they are more comfortable with Spanish than English. In facl, some papers will usc
only releases in the Spanish language.

Use Spanish-speaking spokespersons and experts (physicians, heallh otficials, gov-
ernment officials or communily represenlatives, lor example). Be sure lhal person
speaks Lhe idiomatic Spanish of your primary largel audicnee.

The African-American Market

African Americans are lhe largest minorily greoup in the 1nited Stales, constituling
12.1% ol the population. There are several excellenl ways lo reach African-
American audiences:

m Radio is The mosl important medium for reaching this audience, with Alrican-
American adulls spending 46% of their media time with radio (vs. 34% lor televi-
sion, 14% for newspapers and 6% for inagazines). African Amecricans lislen lo
twice as much radio as whiles and report choosing radio as lheir first source ol
news. Radio also reaches maore African American adulls than adulls ol other
groups. In fact, the top five format preferences of Alrican Americans include
Urban Contemporary, News/Talk, Religious, Adult Contemporary and Top 10.

B Major African Amcrican-owned radio syndicales include the Nalional Black
Nelwork and the United Broadcast Company. Depending on Lhe concenlration ol
syndicated slalions in your stale, you might gel efMicicncies ol scale by working
through a syndicale ralher than approaching slalions individually.
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B The leading African American lelevision nelwork is cable’s Black
Iintertainment Television.

B ‘There are 126 newspapers in the Uniled Slales aimed al the Alrican-Armerican
market. Although the African-American community is Lhe largest minority group,
there are olher black communitics that you should be aware ofl. For example, in
many urban areas, you will likely find large groups of recent and not-so-recerl
immigrants from various corners of the world, including Alrica, South America,
Haili and numerous Caribbean islands. Remember that many of these individuals
come from different cultures and may have concerns and scnsitivities wilh which
you should become familiar. Understanding these differences is the firsl step in
developing appropriate messages 1ailored lor these audiences. To ensure that
your messages are culhmally sensitive, you may wanl Lo idenlily community lead-
crs from Lhe groups you hope Lo approach and ask for their assistance.

Tips on Working with African American Media
B In publicity-retated activities, use Alrican American spokespersons, celebrities
and experlts lo increasc your credibility with the largel audience.

B Write news releases in the style of the particular paper (feamire, hard news,
anecdolal), recognizing thal many of these papers have few stall and will not
spend time rewriting your news,

B Take advantage of the draw and diversity in Alrican American-oriented radio
tormats—rhythm and Dlues, soul, rap, gospel, jazz and urban conlemporary—ILo
target ditferent elements of the Alrican American comununily, Nearly all of these
formats have public atfairs programming and many have news.

The Asian-American Market

Asian Americans/Pacilic Islanders compose the third-largest minorily group atter
Alrican Americans and Hispanic/Lalinos. They are the fastest growing communily
of color in the Uniled States and are extremely diverse. ["'ederal data collectors cur-
rently recognize Lthe lollowing subcalegories: Chinese, Japanese, Hawaiian,
Philippino and other Asian/Pacific Tslanders. Colleclively, these groups have more
than 100 languages and dialcels.

B Asian-Americans account for 3% of Lthe U.S. populalion and arc the faslest grov-
ing minority group; Lheir populalion grew 108% helween 1980 and 1990 and will
grow 1o 171 million hy 2010,
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& More than half ol all Asian Americans live in Lhe Weslern United Slates. The
Asian American population is 22% Chinese, 21% Philippino, 19% Japanese,
10% Asian Indian, 9.5% Korean and 18.53% olher Asian cullures.

B Magachine is the only bilingual (Chinese Mandarin and Fnglish) international
lilestyle magazine lor Chinese Americans. For more informalion, write lo
Magachine, 380 Broadway, New York, NY, 10015 or call 212-941-7488,

The Native American and
Alaskan Native Market

Native North Americans are not one people, but many nations, cach wilh its own
langnage, Iraditions and history. There are more than 500 Nalive American tribes
and Alaskan Native villages in the United Stales.

B According to lhe 1990 Census, more than half of all Native Americans live in
slandard metropolilan statistical areas. Oklahoma has the largest Native
American papulalion, while California has only a few rescervations and ranches.

B [n 1968 Lhe tribal college was created exelusively to educate American Indians
living on reservalions whao had few opporlunities Lo obtain a post-secondary
education near where they lived. Today tribal colleges serve 12,000 students. For
more mlormation on lribal college, contact the American Indian lligher
Educalion Gonsortium; 313 Capilal Center; Washinglon, 1)C; 202-544-9289.

B For more information on how 1o reach Native Americans, contact the direelor of
the Native American Journalisls Association (NATJA); 1433 Kast Frankling
Minneapolis, MN 55104.

The Young Adult Market

Like nearly every scgment ol the population loday, young people get maost of their
information from television and radin. However, in most communilies there arc
olher media channcls you can work through as well.

Tips on Reaching Young Adults

B Consider targeting college and universily media, including those aimed not only
al students but at those who may influence student behavior (parents, alunini,
faculty and administralion). All colleges and universilies are nol alike. You may
have Lo structure your message diflerently for a smaller, church-affitialed college
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with a more homogeneous student population than lor a large slale university
wilh a diverse sludent population.

For print placement, ask the institution’s public relations or public information
officer how Lo gel in touch with appropriale edilors or reporters at the following:

studenl newspapcers

alumni magazines

facully piblications

administralion publicalions

campus chapters ol sororities and fraternities
siindent union represeutalives

Vany college papers are oulstanding and worthy of special altention.

In addilion, work wilh college radio and TV stations, many of which broadcasl
irtlo the local conmmunity.

Take advantage of radio’s ahility 1o largel messages Lo young audiences. Top 40,
rock and wurban contemporary stations have large and loyal listenerships. Some
slalions might be interested in co-sponsoring a special cvenlt such as a street fair
or concerl aimed at increasing awareness about HIV/ATDS iu ils listening
audicnce. Work with the slation to build additional publicity, such as running
PSAs or focusing call-in programs on HIV/AIDS the week or day of your

special event.

Contact university journalism and public relations department heads 1o propose
studenl projects promoling your issue. Professors are often looking for realislic,
measurable learming opporlunities for sludents.
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Resources
for Working

with the Media

Broadcast, Cable, Print

1.

It You Wanl Air Time...32 pages. A guide lo developing and placing PSAs,
stories and campaign calendars lor broadceast media. $3.00. To order, wrile:
Publications Department; National Associalion of Broadcaslers; 1771 N Streel,
N.W,; Washington, D.C. 20036.

Media How-to Nolebook. Available tor $5.00 from Media Alliance; Forl
Mason; Building 1); San Francisen, CA 94123,

Llow to Tell Your Slory. A media resource guide. Available [or $8.00 ($4.00 for
non-profits) from loundation for American Cotununications; 3800 Barham
Boulevard, Suile 409; Los Angeles, CA 90068.

The following media directories can be used to develop a list of contacts in your state
or community. Many are quite expensive; check with your local library to see if it car-
ries current copies that you could use.

1.

W«

Bacon’s Media Directories. Bacorn’s TV/Radio Directory, Magazine Directory
and Newspaper Direclory lisl stations or publications with address, phone
number and key contacts. Updated annually. For costs and subscription infor-
mation, call (800) 621-0361, (312) 922-2400 in inois, or wrile Bacon’s Media
Dircclories; 332 S. Michigan Avenuce; Chicago, 1L 60604.

Gebbie’s. Nirectory of newspapers, radio slations, lelevision slalions, maga-
zines, business papers, minority press and news syndicates. Updaled annually.

For costs and subscriplion information, call (914) 253-7360 or write Gebbie
Press; PO, Box 1000; New Paltz, NY 12561.

Broadcasting Yearbook. Published by the Associated Press. Provides audience
figures, demographic information, adverlising rates and much more on radio,
1elevision, cable oullels and salellites. Updaled annually. For cosls and sub-
seription informalion, call (800) 821-4747 or write AP; 1705 DeSales Sireel,
NV Washington, D.C. 20036.
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10.

11.

12.

Contacts. Directories of lelevision slalions, news bureaus, cable contacls,
radio conlacts and syndicaled columnists. Published by BPi Communicalions
and updaled annually. For costs and subscription informaltion, call (212) 764.-
7300 or wrile BPi Media Services; 1515 Broadway; New York, NY 10036,

Hudson’s. Direclory of Washinglon, N.C., news media conlacts. Updaled
annually. IF'or costs and subscription informaltion, call (202) 737-4434

or wrile Chitlenden I’'ress Service; 1265 National Press Boilding;;
YWashinglon, 1.C. 200445,

Edilor & Publisher Yearbook. Provides mlormalion on editors and publishers
ol newspapers, Published by Edilor & Publisher magazine and updaled
annually. For costs and subscriplion information, call (212) 675-4380 or wrile
Editor & Publisher Yearbook; ¢/o Edilor & Publisher; 11 West 19lh Street;

MNew Yorl, WY 1001 1.

Gale’s Dyirectory of Publications. Published by Gale Research Company, Gale’s
provides subject information and circulation figures for print media publica-
lions across Lhe couniry. Lpdaled annually. For cosls and subscriplion inlorma-
Lion, wrile Gale Research Company; Book Tower; Detroil, MI 482246.

News Media Yellow Book of Washinglon and New York. Provides
information on reporters, writers, editors and producers in the nation’s
government and business capitals. For costs and subscription information,
call (212) 627 4110 in New York or (202) 347 7757 in Washinglon, D.C., or
vrite Monitor Publishing Company; 104 Fith Avenue; New York, NY 1001 1.
Published semiannually.

Cable Spol Adverlising Direclory. A regional/national guide 1o aid in the
planning and buying of cable advertising time on local cable systems and
interconnects. Updated annually. For cosls and subscription informaltion, call
(800) 323-6772 or wrile Reed Reference Publishing; 121 Chanlon Road;

New I'rovidence, NI 07974,

Cable TV Facts. A concise update on the changing television viewing pallerns
of Americans. Updaled annually. For cosls and subscriplion informalion, call
(212) 751-7770 or write Cable Television Adverlising Bureau, Inc.; 757 'Third
Avenue; New York, NY 10017,

Associated Press Style Book. (Publisher: AlY) Available at your local
hookstore.

American Medical Associalion Manual of Style. (The medical version
ol the AP Style Book) (Publisher: Williauns & Wilkins) Available al your
local bookstore.
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14.

Words Into Type. (Publisher: Prenlice Hall) Avaitable at your local bovkstore,

National Public ITealth Information Coalition (NPHIC). This is a CDC
Office of Public Attairs-sponsored organization of the Public Information
Officers for all LT.S. state and lerrilorial health departments. They work togeth
er lo enhance health conununications nationwide. Local heallh depariments
are encouraged to work with them closely concerning all informational pro-
gram efforts to public and professional audiences. The public information offi-
cer (NPHIC member) at your state health deparoment might be available to
help in such areas as news media training, newsleler consultalion, news
media coverage of an issue, media contact lists, and guidance and develop-
mernl concerning malerials for the news media.

National Alliance of State and Territorial ATDS Dircetors (NASTAD).
Similar in structure to NPHIC, NASTALYs focus is strictly ATIS issues.

Commumnily organizations and leaders. They can be influential wilh the
news media (promoling, delivering, and obtaining good air-litnes, and lracking
usage [or PSAs,

Educational

College Media Directory

Oxbridge Communicalions, [nc.

150 Filth Ave., Suile 302

New York, WY 1001t

(212) 7110251

$75

More than 5,500 periodicals (newspapers, yearbooks and ynagazines)
published by studenls on ahout 2,500 campuses are lisled in this biennial
650-pagze direclory.

The directory inclndes advertising and subscriplion rales, desc ription of
contents, frequency, circulation, method of financing (oflen supported by the
college) and other data, bul not the name of the editor or other cdilorial stall
data. News releascs generally are nol used by college newspapers, except it the
relcase relates Lo a local evenl or has a strong student appeal (¢.g., contest

for students).
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CASS Communications, Inc.
1800 Shannon Mace

Evanslon, IL. 60201

(708) 475-8800

Branch Offices:

6100 Wilshire Blvd.,

l.os Angeles, CA 90048

Craig Krugman (213) 937-7070

369 Lexington Ave.,
New York, NY 10017
Mark Bosinski  (212) 986-644.1

Basically a publisher’s representative of high school and college newspapers,
CASS also distributes news relcascs to 53,600 high school and 1,200 college
newspapers. If the client provides lhe release and envelopes, Lhe cost is only
50 cents per school plus postage,

The National Rate Book and Cullege Newspapers Direclory, published by CASS
and distributed frec to advertisers, provides extensive data about ils 1,200 newspa-
pers with a total circulation of over 7 million.

College Marketing Group, Inc.
187 Ballardvale Street , Suile B-110
P.O. Box 7000

Wilminglon, MA 01887-7000

(508) 657-7000

Offers markeling services Lo publishers, including mailing lists of college facul-
Ly, and olher mailing lisls and compulerized marketing services o colleges and
libraries.

National Association of College Broadcasters
71 Gecorge Sireel, Box 1824

Providence, Rl (02912-1824

(101) 863-2225
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1



F. ka1

Media Terms

Assignment Editor (AE): Lhe person who assigns journalists and reporlers lhe
stories (0 cover for the day. Most lelevision and print AEs decide by mid-
morning which slories they are going o send their reporters out o cover.

B-Roll; the supporling piclures in a lelevision news package. B-roll is rolling
vidco that plays under the narration track showing persons, localions or
evenls. An example of B-roll might be loolage ol a speaker during a news
conference thal a reporter would use in a news segment.

Cameraready: artwork thal is ready to be shot to filin for printing.

Media Impressions: depth and range of audicnce reached through the media.
It is an cstimation ol how many people were reached through prinl or
broadeasl. Clip services, such as Burrelle’s or Luce, provide informaltion
services lhal irack media coverage and provide media impressions. For
example, a lelevision “clip” will include the dale, time, station, location,
program and Nielsen audience eslimate. For more informalion, call
Burrclle's al 800-631-1160 or Luee Press Clippings al 800 528-8226.

“Pitching a story”: the phrase used lo describe conlacling a reporter,
producer or assighment edilor Lo suggesl coverage or news 1o report.
The key to successlully “pitching a story” is lo contact the media al Lhe
appropriate time and have an “angle” thal you Lhink the reporter would
be inlerested in covering.

News Peg: Lhe hard news clement of a slory (hal fends Lhe story currency
and gencrales audience inlerest. An cxample of a “news peg” mighl be the
release ol a nalional study aboul condom efticacy.

Sound-bite: a statemenl lrom a person thal is incorporaled into a news
story. A sound-hite expresses a complele lhought and usually runs for
7-10 seconds.

Wire Service Daybook: T'he daily roster ol events that a wire service maintains
1o keep reporters and journalists informed aboul upcoming news and events.
Wire services are an excellenl way o gel ruedia coverage for a story Lhat has
broad, national appeal. If a story docs get picked up by a wire, such as the
Associated Press, bolh nalional and local newspapers are more likely wo run
the story. To gel your news, story or evenl covercd by a wire service, contacl
the “daybook” editor. This is lhe person in charge of keeping the Daybook.
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10.

12.

14.

15.
16.

News Release
Checkllst

Is the lead direct and to the point? Does it contain the most

- important and interesting aspects of the story?

Has the local angle been emphasized?

Have who, what, when, where and why been answered in the first
few paragraphs?

Are sentences short, concise? Paragraphs short? Words
common and concrete?

Has editorial comment been placed in quotation marks and
attributed to the appropriate person?

Are quotations natural—that is, do they sound as though they
could have been spoken?

Has newspaper style (AP or UPI) been followed faithfully
throughout the release? If in doubt, contact your state health
department public information officer to check your copy.

Are spelling and punctuation correct {including names, titles
and organizations)?

Have all statements of fact been double-checked for accuracy?

Has the release been properly prepared, typed and double-
spaced?

Is the release dated in a prominent place (such as top right-hand
cormer above the release #)? Is release time indicated?

Are names and phone numbers for further infoormation included?

. Are pages numbered and titled in journalism format? (Correct

format enhances media usage.)

Is the release properly identified as “Embargoed” or “For
Immediate Release?”

Does it have a oneline title?

Is it labeled with a consecutively assigned number and logged in a
notebook that tracks all releases?
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Sample
News Release

The newws release that follows demnonstrates one ype aof story that malkes for good
releases. You may also find some of the text helpful as you consider wwhal Key messeges
about HIV/AIDS you wand to be sure to include in every release.

On agency letterhead:

FOR TMMEDTATE RELEASH

CONTACT: (Agency Contact Person)
{Phane Number)

(Your Agency) expands educational programs to help stem growing HIV infection
New Prograin Targets Ililevale Adults

(YOUR CITY, STATE, DATE)( Your agency) anncunced that it is expanding current educa-
tinnal programs and starting a new service aimed at community residents at risk of HIV
infection and ATDS who cannct read. The announcement was made today ab a news confer-
ence where [your agency] revealed the results of a study that found many area regidents
who are illiterate are not being reached by ongoing programs.

“HIV infection continues to be a growing problom in (community),” said (your agency)
Executive Director (name). “KRased on the findings of this survey, we are going to take an sven
1iore dgeressive role o Lhe prevention of HIV infection.”

The agency conducted the study to meagure the reach and effectiveness of its current educa-
tional programs. Between January 1 and March 31, the agency contacted 1,000 low-lleracy
residents, and in personal interviews asked 10 questions to gauge the accuracy of their
knowledge about HIV. An 1 1th question asked if the citizens had participated in amy HIV
prevention programs.

Only 30 percent of the respondents werc awarc of (your agency’s) educational programs;
less than 10 percent had participated in the programsd. A majority of the respondents (60
percent} were unawale of soiue of Lthe most basic facts about how HIV is transmitted.

“There's a clear link hetween lack of accurate knowledge and lack of literacy,” according to
(your executive director). “For that reason, we're developing communications materials
that don't require people to be able to read in order to understand them”

(Your agency) began its HIV prevention efforts in 1985. The services i, provides include an
ATDS hotline, weekly educational seminars, anviyinous HIV counseling and testing, infor-
mational materials and individual counseling as needed.

#HE
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Media Advisory

WHAT:

WHERE:

WHEN:

CONTACT:

(Your Agency) announces that it is expanding current educational programs
and is starting a new service aimed at commurnity residents who cannot read
and who may be at risk of HIV infection

and ATDS.

(include location, street address and suite or floor number)

(include date, day and time of event)

For more information, contact (name, organization title
and telephone number)

Madia BRalations
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Media Contact
Report

Date: Time:
Handled by:

---------------------------------------------------------------------------------------------------

(circle one) Incoming Call Outgoing Call

Visit:

Publication/Station:
Circulation/Audience Figures:
Editor/Reporter:
Secondary Contact:
Address:

Phone:

--------------------------------------------------------------------------------------------------

Purpose of Call:

Response:

Comments:

---------------------------------------------------------------------------------------------------

ACTION TAKEN

| | Provided response over phone:
Mailed the following information:
| | Faxed the following information:

| | Arranged interview with:

Additional follow-up required:
| | Other:
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Media Tracking Log

Date: Time:
Handled by:

---------------------------------------------------------------------------------------------------

{circle one) Publicaticn Station

Deadline:

(circle one) Editor Reporter Incoming call Outgoing Call
Address:

Inperson contact:

Phone:

Request:

Response:

Comments:

--------------------------------------------------------------------------------------------------

Action taken:
| Provided response via phone:
| | Mailed Informatlon as follows:

Arranged interview with:

| Faxed information as follows:

Additional follow-up required

Date story ran/will run:

| | Requested copy of story (provided videotape /cassette)
' Other
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Checklist for
Press
Conference
Location

Location:

Address:

Phone:

Contact:

Posslble rooms and seating capacity:

Miscellaneous items:

--------------------------------------------------------------------------------------------------

Convenience of location
~ ' Availability of parking

Bad weather alternatives

Security availability

T

Platform/podium
| | Lighting
| 7 Air conditioning/heat
| | Electrical outlets
o

Reception area
Mult box
Accesslibllity for disabled individuals:

| | Access to public transportation
| | Condition/care of grounds (if outdoors)

| |  Audio-visual support
" Room for cameras
Ventilation
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Press Conference Checklist (cont.)

[ ] Acoustics/microphones
Tables, chairs
Signs

Directions to location

Dates available:

Costs:

Notes:

AT



Preparing
for an Interview

Be Prepared:

Jusl like lhe Boy Scouls, you musl prepare lor an interview and know your
subject thoroughly. Don’l ever think you can *wing” il.

Think of the worst possible or inosl inappropriate questions and prepare the
hesl possible answers tor them.

Decide on three or four major points that you wanl to gel across in the inter-
view even if yvour issues differ [rom those ol Lhe inlerviewer, Be sure Lo incor-
porale these poinls into carly responses to avoid running oul ol litne or, as can
casily happen, forgelling ome’s message.

Make sure you know about lale-breaking news evenls which could affecl your
remarks.

Practice being in front of the camera. I possible, use a video camcorder.

Interview the inlerviewer/reporler to find oul wilth whom else they have
Lallied,

Be Yourself:
The most important thing in effeclive communicalions is Lo he yourself.

Avoid professional acronymns, jargon or lancy, prelentious language. Ik may
conluse people.

Be Comfortable and Confident:

Relax and remember that you know more aboul the story than Lhe one asking
1he gueslions. That is why you are heing inlerviewed,

Do nol jump or reacl lo a slory or a question. Don’t be combative.

Take conlrol. Say what you want Lo say. Rernember, you don’t have Lo respond
o every question the way the interviewer expectls you Lo respond.
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Be Honest:

If you don’t know Lhe answer to a question, admil il. Your credibility 1s crucial,
Ton’t jeopardize it.

Be Brief:

Short and clear answers are the mosl effeclive in conumunicaling an idea on
television.

You'll look and sound better il you gel righl Lo Lhe point.

Use Humor:

Don’t be afraid to use humor. 1L helps promole a friendly and contident image.
Bul be sure lo use at appropriate limes and nol just out of nervousncess.

Be Personal:

Personal slories and ancedotes can help gel across an idea or concepl. They
are also beller rememnbered.

Be Positive and Consistent:

Keep your goals in mind and stick lo them. Approach cach queslion in a
posilive way,

Concentrate:

Give vour undivided attention and cve conlacl W the intervicwer. Look dircetly
at the person asking the queslion.

Don’t be concerned with any distractions crealed by studio personnel or
equipment. Give your undivided attention to the inferviewer.

Listen carefully Lo the gquestions asked, and don™ be afraid W pausce slightly
hctore answering or Lo ask them Lo repeat the question.

10. Show Energy:

Be animaled. {se gestures, tacial expressions and body language 10 add vitalily
to your words. If it feels nalural 1o you, smilce.

Keep your voice conversalional but irnagine thal il hias a “face”™ which can
show dilferenl cmotions and cxpressions,

Whatcever the forum, lean lforward and be alert. Remember thal an effective
inlerview is hard physical work.
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u Anticipate the easy and ough queslions reporlers mighl ask, erafl sound-hile

responscs, and videotape the spokesperson practicing the answers (wilh ges-
tures) and have a few people eritique the praclice inlerview video. Praclice
again unlil responses appear professional and comforiable.

11. Show Sincerity and Charm:

B Sincerity is imporlanl in any inkerview, bul parlticularly so when Lhe subject is
bad news. Be carctul and consider your message.

u Speak convincingly. Use pauscs to accenl uxporlant points.
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Interviewing:
What to Wear

Colors

Do nol wear anylthing loo dark or 100 light. The in-hetween medium shades of

grays, blues and browns are the best.

Very dark clothing, such as black or navy blue, tends to lose delail when
viewed on a television screer.

Although video cameras are now sophislicaled enough to handle sharper con-

trasts, white should be avoided as well,

No patterns, plaids, lorals, checks, siripes or polka dots. All have a lendency 1o

“dance™ on camera.

Accessories

Socks: Re sure your socks match your lrousers and cover the call. Ankle-
lengih socks are not enough. Do nol wear white or red socks on camera.

Shirts and blouses: Use pastel shades, such as light blue, for best cffect. Avoid
while il al all possible, as television cameras can react to sharp conlrasts of
color against skin lones.

Neck-Ties: Again, keep it simple and wear ties which blend with the suit.
Avoid “busy” patterns, as they will vibrate on the lelevision screen.

Jewelry: Do notwear “big” jewelry of any kind. It will distracl,

Pocket Handkerchiefs: Nol recommended. They do nol look good unless they
are absolutely neat, well-pressed and slraight.

Cuft' Links/Tie Clasps: Be careful. ‘T'hey can Nare or create distortion on
SCreelL
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Make-up Tip
Sheet

Do you need lo wear make-up? The answer is yes, [or both men and women. The
hol lights will cause you to perspire and bring out any shine on your face. 'To avoid
this, follow the sleps below.,

Men

1.

Because the eye of Lhie carnera locuses on a man’s beard more than the human
cye doces, try Lo shave as closely as possible before going on camera. Il you arve
scheduled to appear later in the day, bring an electric razor.

Wash your Face wilh soap and water, then apply an astringenl such as Sca
Breeze.

It's important Lo have a little powder applied, especially on the nose, forehead
and bald spots. The make-up arlist will apply this for you. The powder is translu-
cent—do nol worry, you will not look “made-up.” The make up washes oll easily
— mosl people will nol cven notice thal you are wearing any.

Women

1.

4.

Tust before appearing on camera, wash vour face with soap and water and
apply an aslringent such as Sca Breeze,

You can wear foundalion it you like, bul more importanlly, use lols of powder.
Keep your other make-up simple. Avoid make-up that contains gliller or i3
“frosted.” Rouge or blush is a good idea and mascara looks good, 1oo. Wear
lipstick in a Mattering shade. Avaid five-cngine red. The director will advise you
i1s Lo whal louks best.

It there will be any close-nps of your hands, give yoursell'a manicure. Nail pol-
ish is nol necessary, bul i you would like o wear it, that is {ine. Again, do nol
choose a shade thal is too loud.
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Hair

MEN: Do not get a haircul wilhin 2 wecks of appearing on camera. Wear your hair
m your usual style, making sure that it stays oul ol your eyes. Try to avoid hair spray.
I you are bald or balding, be sure 10 have powder applied 1o lhose areas o avoid
any glare.

WOMEN: GSlyle youwr hair to keep it away from your [uce and out ol your eyes. UTsing
a hand mirror, try to view yoursell' in profile. Il you cannot clearly sce vour face, try
Lo restyle your hair so thal your face is clearly visible from all angles.
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