
-
I 
I 
I 
I 
I 
I 
I 
I 
I 
I 

I 
I 

p~. AC&-2Coi 

q~o"}+-

Appendix III-E: Training Materials 

Public Education through the Media 
English language text 

Final Report to 
the United States Agency for International Development 

or the Private Voluntary Organizations Initiatives for the Newly Independent States Project 
World Learning Inc. 

1992 - 1997 

I 

jmenustik
Rectangle

jmenustik
Rectangle



-

-

• 
-
I 
I 
I 
I 
I 
I 
I 
I 

It. 
~ 

World Learning 

PUBLIC EDUCATION THROUGH THE MEDIA 

Participant Resource Book 

Material Prepared by: 
Pamela Mendelsohn, World Institute on Disability (USA) 
Nellie Grigorian, Arc Consulting LLC (USA) 
Raisa Scriabina AED (USA) 
World Learning (Washington DC), World Learining (Moscow) 

Coordination: 
World Learning (Moscow) 

St. Petersburg, Russia, April 1996 

y 



-

I 

Section 1 

Section 2 

Section 3 

Section 4 

Section 5 

•• ........ 
World Learning 

PUBLIC EDUCATION THROUGH THE MEDIA 
Seminar 

St. Petersburg, Russia, 8 - 12 April 1996 

Table of Contents 

Program 
1. Agenda 
2. Questions sent to participants 
3. Letter from the trainers 

List of participants and trainers 

Trainer Biographies 
1. Nellie Grigorian 
2. Pamela Mendehlson 
3. Maria Slobodskaya 

Cultivating the Media 
1. How to generate local media coverage 
2. Cultivation letter 
3. Media relations 
4. Some tips on how to cultivate the media from Pam Mendelsohn 
5. Sample media contact report 
6. Sample media tracking log 

Media Tools 

Part 1 Overview 
1. Pitching news story ideas 
2. Who could be contacted in the media 

Part 2 How to Pitch a Story 
1. How to pitch a story 
2. Sample pitches 
3. Key elements in a media pitch 
4. Criteria for a good pitch: 100 points 

Part 3 How to Write Press Releases and Media Advisories 
1. News release template 
2. 
3. 
4. 
5. 
6. 

7. 
8. 

Sample media advisory (immunizations) 
Sample media alert (diabilities) 
Press release work sheet 
Sample press release (immunizations) 
Sample press release (WID) 
Key elements in a press release 
Criteria for a good press release: 100 points 

World Learning, Public Education through the Media, St. Petersburg, Russia 



Part 4 How to write a Public Service Announcement (PSA) 
1. What is a PSA? 
2. Sample PSAs 
3. Key elements for an effective PSA 

Part 5 How to Write Letters to the Editor and Op-Eds 
1. Writing Op-eds and letters to the editor 
2. Sample Op-ed 

Part 6 How to Hold a Press Conference 
1. Holding a press conference 
2. Checklist for press conference location 

Section 6 Preparing to Meet with the Media 
1. Reacting to reporter inquiries 
2. Notes on how to prepare for an interview with the media 
3. Do's and dont's for interviews 
4. Deliever you message/Q & A 
5. Being interviewed on television 

Section 7 Strategic Planning 
1. Strategic Planning 
2. Marketing the Products Services of the Non-Profit Organization 
3. Annotated List of Promotional Techniques 
4. How much do people know about you?: A questionnaire 
5. Selecting the Appropriate Media 
6. Creating a media campaign 
7. Media Advocacy: A Strategy for Empowering People and Communities 

Section 8 Other 
1. List of television stations which broadcast "Local Time" 
2. Map ofInternews stations in the NIS 
3. Sample invitation letter for elected officials 
4. How to handle controversy 
5. Special events 

Section 9 Evaluation 

Section 10 World Learning General Information 

World Learning, Public Education through the Media, 81. Petersburg, Russia 



-

-
I 
I 

-
-

~~ 
~ 

World Learning 

Section 1 

Program 

World Learning, Public Education through the Media, St. Petersburg, Russia 



. -~ 
"" 

, . 
World Learning 

PubHc Education through the Media 

8 April 1996 - Monday night 

7:00 Introductions 
7:45 Program Presentation 
8:30 Refreshments 

9 April 1996 - Tuesday 

9:00 Presentation: Accessing the Media: How it fits into a strategic plan 

10:00 Discussion: Designing a strategy that utilizes the media. Small groups. 

11:00 Break 

11 : 15 Discussion: Designing a strategy that utilizes the media. Large group. 

11 :45 Barriers to accessing the media. Small groups. 

12:30 Lunch 

13:45 Discussion: Barriers to accessing the media. Large group. 

14:30 Presentation: The Media as a resource 

15:30 Break 

15:45 Tools for Presenting your Issues/Organization to the Media: The Pitch 

16: 15 Creating your pitch. Individual assignment 

17:00 Critique pitches. Small groups 

17:45 Q&A, conclusion, assignment of homework 

10 Aprill1996 - Wednesday 

9:00 Critique pitches. Large group 

10:00 Becoming a resource: presentation & discussion, large group 

11:15 Break 

11 :30 The Media Perspective Concerning Accessing the Media: Panel Presenetation by Journalists 

12:30 Lunch 

World Learning, Public Education through the Media, 81. Petersburg, Russia 
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QUESTIONS TO ANSWER BEFORE ATTENDING THE WORKSHOP: 

1. What do you hope to learn from this workshop? (2 paragraphs) 

2. What barriers have you encountered in presenting your organization's issues to the media? 
(2 paragraphs) 

3. Give an example of a situation where you feel the media has effectively covered an issue of 
concern to your NGO or another NGO. (2 paragraphs) 

4. To date, what has been the most effective method of educating the public about your 
organization's issue? (2 paragraphs) 

5. If you had to pick a major issue for which your organization needs media exposure, what 
would that be? 

6. You are trying to educate the public about a major issue of concern to your organization. 
You have reached a reporter on the telephone and have 90 seconds of his or her time. What 
will you say? Time it: 90 seconds! Introduce yourself and your organization and then the 
issue. Be as concise and compelling as possible. 

7. Describe the goals and some of the activities of your organization. 

8. What are the major types of media outlets that you would like to target about your issue 
(i.e., radio, TV, newspapers, etc.)? Is the most effective way to get the word out radio, TV, 
newspapers??? 

9. Briefly describe your job. 

World Learning, Public Education through the Media, St. Petersburg, Russia 



April 1996 

Greetings! 

We are pleased to share the World Learning Public Education Through the Media 
Manual with you and hope that it will prove to be a valuable guidebook. 

8t. Petersburg is the third Public Education Through the Media Workshop to be 
conducted by World Learning. It is certainly obvious to us that the people who participate 
are all involved in working on vitally important issues which merit the attention of the public. 
The media -- in any country -- has the potential to serve as one of the most effective public 
education vehicles. As such, the media can and does serve as one of the most important 
social change agents available. 

The Public Education Through the Media workshops have as their goal to provide 
tools which will facilitate effective working relationships between journalists and people 
involved with compelling issues. We hope that you will think of the Manual as a tool box. It 
contains "how to" information and examples of various components involved with 
establishing effective working relationships with the media. 

Two of the most vital ingredients in a media campaign can not be taught: persistence 
and enthusiasm. As you make your way through the mechanics of writing press releases, 
cultivating media contacts, etc., remember the goal: to inform the public of compelling issues. 
I have yet to meet a World Learning workshop participant who is NOT passionate about the 
issues on which his or her organization focuses! The tools will absolutely come alive if they 
are used with enthusiasm and persistence. 

The manual is a work in progress. As we share it with people who are involved with 
accessing the media for their nongovernment organizations, we continue to learn what the 
manual's strengths and weaknesses are. Please let us know what is missing from the manual 
and what improvements you think we should make. 

We look forward to getting to know you during our five days together. And we wish 
you the very best of luck as you continue to inform the public about the work your 
organization is doing and the issues on which you are focusing. Let us hear from you! 

Pam Mendelsohn 
Nellie Gregorian 

World Learning, Public Education through the Media, St. Petersburg Russia 
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PAM MENDELSOHN 

Pam Mendelsohn has been involved with publicity, public education, and public relations for over 
twenty five years. She was in charge of print media publicity for a book publishing company in New 
York, Marketing Director of a University Continuing Education Department, and Development 
Director of a public radio station. She is the author of two books: Happier By Degrees: A College 
Reentry Guide for Women and Degrees of Success: The Stories of Women Who Transformed Their 
Lives by Going Back to College 

Ms. Mendelsohn first became involved with the disability rights movement in 1979 as Public 
RelationslPublicity Director of the Center for Independent Living in Berkeley, California, and is co
founder of an adoption agency for children with special needs. She is currently Director of the 
Public Education and Media Department for the World Institute on Disability in Oakland, California. 
Ms. Mendelsohn has made nine trips to Russia in the past three years to provide visibility for 
disability-related issues through media. Together with World Learning, she organized a two-day 
media relations training program for NGO's and disability journalists in Moscow and a similar 
training program when Russian disability leaders spent a month in California. She also facilitated an 
international press conference in connection with the first Russian celebration of the International 
Day of Disabled Persons. Ms Mendelsohn was recently appointed to the Communications 
Subcommittee of the President's Committee on Employment of People with Disabilities. 

NELLIE GRIGORIAN 

Nellie Grigorian is a project manager at Arc Consulting LLC, a marketing research and consulting 
company. Her primary areas of expertise are public and private sector management issues, media 
and education. At Arc ConSUlting, Nellie has managed a variety of projects, including work for Liz 
Claiborn Inc., Children's Television Workshop, Strategy XXI Ltd., and Educational Development 
Center, Motorola. 

Prior to coming 0 Arc Consulting, Nellie served as a consultant to a variety of corporate clients and 
nongovernmental agencies, including ABC News (New York, NY), Population Services International 
(Washington, DC), and International Alert (London, UK). 

Previously, she spent three years as Vice President of the Foundation for Social Innovation USA, a 
nongovernmental organization dedicated to the development of civil society in the former Soviet 
Union. At FSI USA, Nellie developed and managed leadership and management development 
programs which provided training in organizational development and management to over 200 
leaders of business enterprises, nonprofit organizations and media in Russia. Nellie evaluated on the 
job training of U.S. corporations operating in Russia and recruited executives of these corporations to 
serve in a Corporate Resource Group, including executives of Coca-Cola, Reebok, The Chase 
Manhattan Bank, CNN, Rank-Xerox, Johnson & Johnson. In addition, Nellie raised funds from 
federal and private sources, including major U.S. foundations and corporations. 

A native of the former Soviet Union, Nellie was part of the beginning of independent, 
nongovernmental activity in Russia in her capacity as a Vice President of the Foundation for Social 
Innovation, Moscow. She hods a Master's Degree in journalism from the Azerbaijan State 
University and received training in management at New York University. 

World Learning, Public Education through the Media, St. Petersburg, Russia 
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Maria Slobodskaya is the founder and President of the Institute of Civil Society (ICS) - a non-profit 
organization established in March 1994. The goals ofICS are to research the formation, functions 
and development of democratic institutions; create information and training systems for NGOs; assist 
in the development of a social partnership between NGOs, government organs and businesses; help 
develop a network of assistance among NGOs themselves; and to create and introduce new 
technologies for the NGO community. 

Maria's education includes finishing linguistics school where she focused on ancient and foreign 
literature and she graduated from the Moscow Teaching (Pedagogical) Institute with a major in 
teaching Russian language and literature. 

From 1973 to 1975 Maria worked in the All-Union Governmental Institute of Cinematography and 
for the next six years as an editor at "Book" publishing house. From 1981 - 1992 she worked as a 
journalist for several Moscow and nationally circulated periodicals, Moscow All-Union Radio and 
the international broadcasting editorial offices of State TV. She is the author of more than 200 
pUblications and TV programs on historical and social subjects. 

In 1988, Maria began her work with charitable activities. She helped found and manage the 
charitable co-operative "Seasons" and became President of a charitable foundation with the same 
name. In order to familiarize herself with Western systems of social rehabilitation for persons with 
disabilities, Maria travelled to Japan in 1992. And in 1993, she completed an internship at the Policy 
Institute of John's Hopkins University. She then became the author and hostess ofa weekly radio 
program which was included in the ten most popular programs of All-Union Radio. In 1993-94, 
Maria started a monthly newspaper "Robin-Bobbin News" and was also the paper's editor-in-chief. 

World Learning, Public Education through the Media, St. Petersburg, Russia 
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HOW TO GENERATE LOCAL MEDIA COVERAGE 

Step one - Get Organized 
• Designate a media relations coordinator. (This person is usually not the spokesperson) 
•. Develop your media contact list. Include names and titles, mailing addresses and 

telephone numbers (make sure the names arc spelled correctly!) 

./ 

• Develop a media "call sheet" to fill out if you received unsolicited calls from reportersj this 
will help document the actual number of calls that come in. 
Become faniiliar with editorial deadlines. For example, weekly newspapers published on 
Wednesday often have a Monday afternoon "news deadline." News received after the 
deadline seldom gets published. Likewise, know when radio and TV stations air their 
newscasts. And never call them when they are working on deadlines! 

• Segment your media list by topic or audience. Business reporters will be interested in 
different "angles" than will medical writers, for example. Segment your media list, and 
you can target your story. 

Step Two - Get Prepared 
• Develop a local "fact sheet" on the infant immunization problem in your community. 

(See the fact sheet from this manual for persuasive facts) 
• Create a source list. This contains the numbers of a few good people who you can trust 

to stay"on message" for quotes or background, and who would be willing to be available 
to reporters. These people also provide a range of perspectives. For example, a parent 
who didn't get their child immunized on time, a private physician, and an elected official 
etc. 

• Develop a question and answer sheet. By creating a document that poses-and then 
answers-your most frequently asked questions, you can be poised to deliver "home run" 
answers to the media. 

• Put together a press briefing packet. A press briefing packet is a folder full of the 
documents you want a reporter to have within reach when they cover your issue. 
Starting with a simple, pocketed folder with your logo afflxed to the front (or attached 
inside) the contents of your press packet could include: 

- Letter of introduction 
- Fact sheet 
- Source list 
- Calendar of upcoming events 
- Your business c ... rd 
- Positive and iI1frlfmative articles or editorials 
- Brochures an ... l1yers 
- Charts or graphics, color slides (if available) 

Step Three - Establish Contact 
• Even if you already have relationships with key editors and reporters in your community, 

arrange introductory meetings. 
• Contact them by telephone, and schedule a time to "stop by" to introduce yourself and/or 

the campaign. Provide background information (media kit) and offer as·sistance. 
Let editors and news directors know you'll be contacting them periodically with newS 
items, and that you are a resource for information on immunization issues . 
Inform radio and television talk show producers that you can access state and local 
"experts" for interviews andlor segments on their programs. 

• Ask public service directors if they can help raise awareness by producing and/or airing 
PSAs; assist them in every way possible. 

National Infant Immunization Week 

World Learning, Public Education through the Media, St. Petersburg, RUSSia 
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Make a note of any unique needs or interests of media you've contacted. Then be 
responsive to those needs and interests in all future contacts. 

Step Four - Maintain Contact 
• Contact editors and reporters only when you have something newsworthy, local and 

important to report. Do not "wear out your welcome" by repeatedly requesting coverage 
on "non-news" stories. 

• How you contact.the media will depend on the story, the needs of particular media 
outlet, and what you hope to accomplish. 

• Send a "news release" when you have an announcement to make (e.g. the time and 
location of an after-hours clinic, an outbreak of meningitis in the community, etc.). 

• Send a "query letter" when you have a specific story idea for a particular media outlet. 
• Send a "media advisory" when you want to invite media coverage of an event (e.g. a news 

conference). 
• Always follow-up by telephone after you send a news r' 'I.. ' . .:, query letter or media 

advisory. Ask the reporters if they reeeh'ed your materia t. if they have any questions, and 
if you can assist them in anyway. 

Step Five - Be Professional 
• Keep your promises and you'll gain media trust. When you say you will do something, do 

it. If you don't have the information they want, or your can't do what they ask, then say 
so. This way you can avoid burning bridges with the media. 

• Always present and "package" your story professionally, and think about why they/the 
public would care about the story. 

• Respond to inquiries and informational requests you receive from reporters as quickly as 
possible. Don't wait too long to return calls; reporters have to meet deadlines. If you 
miss their deadlines, chances are your message won't be included in their reports. 

• Be aware of how your present yourself to reporters. Are you a spokesperson or just 
providing background information? If you're providing background, make sure you say 
that early in the conversation. You won't be quoted specifically. If you do not want any 
affiliation, say that your comments are "off the record." Even then, expect to ,be quoted. 
When you are at all uncertain, don't say anything. 

National Infant Immunization Week 

World Learning, Public Education through the Media, st. Petersburg 
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Cultivation Letter 

WORLD INSflTUTEOHDISABILrfY 
Date 

Dear 

Many thanks for your invaluable reporting about (cite headline, publication, and date.) 

I thought you might be interested in the World Institute on Disability (WID), a public 
policy, research and training center founded in 1983 by people whose names are synonymous 
with the disability rights movement which had its origins in Berkeley in the 60's and 70's. 
Based in Oakland, WID is dedicated to the independence of all people with disabilities. It is 
the only disability think tank in the world. 

In the past 13 years, WID has gained an excellent reputation for research and public 
education on a wide range of policy issues that impact on the ability of people with 
disabilities to live independently. WID has an active Board of Directors more than 50% of 
whom are people with disabilities. 

WID's leaders also serve as leaders of national and international committees and 
organizations which focus on disability-related issues. Our staff can speak with authority on 
such topics as accessibility, new disability laws, personal assistance services, AIDS as a 
disability, and telecommunications. 

*Ed Roberts, President of WID, is the father of the independent living movement. 
Polio at the age of 14 resulted in paralysis from the neck down. Sleeping in an iron lung and 
with a respirator attached to his motorized wheelchair, Ed was the first significantly disabled 
student to attend UC, Berkeley. He graduated with honors and became a co-founder of the 
Center for Independent Living (CIL). Ed left CIL in 1975 when he was recruited as the 
Director of the California State Department of Rehabilitation. He is a recipient of the 
prestigious five year John D. and Catherine T. MacArthur Foundation fellowship award and 
has logged in over one million air miles inspiring large and diverse audiences about civil 
rights for people with disabilities. He is a leader in the fight for personal assistance services 
on a local and national level. 

* Judy Heumann, Vice President of WID and the Co-Director of its Research & 
Training Center, also had polio as a young child. She sued the New York City Board of 
Education for the right to teach in a school system that considered her, in her powerized 
wheelchair, "a fire hazard." She won the suit, and became the first person in a wheelchair to 
teach in the NYC school system. She helped to organize New York's Disabled In Action 
(DIA) before moving to Berkeley in 1975 to become the Senior Deputy Director of the Center 
for Independent Living. She was one of 80 women that Ms. Magazine said to watch in the 
1980's. In 1990, she was the first recipient of the Henry B. Betts Award for contributions 
that have improved the quality of life for disabled people. During the past six months, she 

World Learning, Public Education through the Media, St. Petersburg, Russia 



has been a keynote speaker at conferences in Italy, Brazil, Australia, and Washington, DC. 
She will travel to Russia next year to work on a collaboration between WID and a Russian 
disability group. 

Ed, Judy, and several other staff members would be happy to serve as resources for 
future features or news articles on disability issues. Please feel free to contact me at 510-763-
4100. 

Again, we all appreciate your attention to and careful reporting of.. .... 

Sincerely, 

Pam Mendelsohn 
Public Relations Associate 

World Learning, Public Education through the Media, 8t. Petersburg, Russia 
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17. nOCTPOEHHE B3A~MOOTHOWEH~~ 
CO CPEACTBAMV1 MACCOBOH V1H~OPMAU~~ 3 

KaK Hcnonb:JoeSTb cpeACTBa MaCCOBOH HHq>OpMBUHH, ~To6bl AOBeCTH AO nlOAeH 
)t(ellseMblH CMblcn BsweH HAeH 

06panne BHVlMaHVle Ha TO, KaK B BaweVl CTpaHe pa60TaeT peKllaMa Vl3.a.eIlVlH. TOBapOB H 

ycnyr: (KOMMep4eCK""-c6bIToBblej KaMnaH\II~, npOBO.a.VlMble Cpe.a.CTBaMH MaCCOBOH 

l>1Hq>0pMaUHH HCnOllb3YlOT npOCTble, CWlbH~le 06pa3bl H naMflTHble, y6e.a.HTellbHble 1l03YHrVl. 

4TOGbi npoHHKHyrb B C03HaHHe TblCfl4 IlIOAeH. 

norOBopHTe C nOCTaHOBLUHKaMH H npOAIOCepaMH 06LUeCTSeHHbiX pa.a.L-10nepe.a.a'-l H C 

pe.a.aKTOpaMH MeCTHblX ra3eT. nOnpOCVlTe HX CAellaTb nepeAa4Y HIlL-1 Hane4aTaTb CTaTblO 

nOCBflUJ,eHHYIO BOnpOCaM HHBaJlWl,OB, VlIIVI nOMeCTHTb Y ce6~ peryll~pHoe BblcrynlleHHe IlVlUa 

C q>L-13L-14eCKHM He.a.OCTaTKOM. nOOLUp~V1Te \..IlleHOB BaWeH OpraHVl3auVIVI TaK>Ke nHCbMeHHO 

nOA£).ep>KaTb HIlH npOKOMeHTL-1pOBaTb 3TOT BOnpOC. MO)t(eT BaM y.a.aCTCfI AOGHTbCSl 

opraHH3aUHH peryllflpHOH, nocTOflHHOH neOeAa\..lH no BonpocaM VlHBaJlL-1AHOCTH no PaAHO, 
pa3 B MecflU HIlH .a.a>Ke pa3 B He.a.elllO. HanoMVlHa~1Te peAaKTopaM H npo.a.lOcepaM, 4TO 

1-1HBaJlHAbl H HX ceMbH TaK>Ke BXOMT B COCTaB HX aYAL-1TOpL-1H. 

npH BCTpe\..lax C npe.a.CTaBHTeIlSlMH cpe.a.CTB MaccoBoiil HHcpopMaUHL-1. nOA4epKHBaliaTe 
acneKT 3aWVlTbi npaB \..IenOBeKa B BaweM o6paLUeHHH H Te KOHKpeTHble, npaKTH\..IeCKHe 

Mepbl, KOTopble MO>KHO npHHSlTb, 4T06bl ylly\..lWL-1Tb cHryaUHIO. He n03BollSl171Te penopTepaM 
OCTaHaBnHBaTbCSl Ha HCTOPHSIX TL-1na .. IlH4Hafi TpareAHSI TOro-TO-. Kor.a.a B nlOAAX 
Ha4HHaeTCfI np06Y>K.O.aTbCSI C03HaHeH\IIe no OTHoweHHIO K >KH3HH nVlLJ. c qJVl3H4ecKHMH 

He.a.ocTaTKaMVI, C TO\..lKVI 3peHL-1S1 MOAellH COLJ.HaJlbHOrO nma OTKpblBalOTcfI nyrH K 

pa3peWeHl>11O npoGneM. BcerAa clleAyeT nOA4epKHBaTb, '-ITO AeSlTellbHoe Y4aCTHe B 
npeo.a.oneHHH nOClleACTBHiiI l>1HBaJlIIIAHOCTVI -- OTBeTCTBeHHOCTb BCSlKoro. 

.. 
npe.a.OCTaBbTe B03MO>KHOCTb npe.o.CTaSHTellSlM Cpe.o.CTB MaCCOBOH H~q>opMaUHH 
n06eceAOBaTb IlHUOM K IIHUY H HanpSiMYIO C HHBaJlHAaMH. HanpHMep, AeTH WKOllbHoro 

B03pacTa MOryT paCCKa3aTb 0 npelliMYLUecTBax >KH3HH H YI..Ie6bl 60K 0 60K C OCTaJlbHblMH 

AeTbMH H 0 Bpe.a.e OTAelleHVlSI .o.eTeC1-HHBatlVlAOB OT .a.eTeC1-HeVlHBaJl~.,!lOB. 

60llEE nllO,llOTBOPHOE 

1lV14Hbllit KOHTAKT flV1UOM K flV1UY 
nV1CbMA OT KOHKPETHblX IlIO,llEf1 
3AABIlEHV1~ OT OprAHV13AUV1lit 05 V1X CTPEMIlEHVoro< 
nPECC-nAKETbl PACnpOCTPAH~EMbIE HAnp~MYIO 
PEKI1AMA no PAQV10 V1 TEIlEBV1.llEHV11O 
BbIBECKV1 V1 TPAHCIlAPAHTbl 

MEHEE nnOJJ,OTBOPHOE--

World Learning, Public Education through the Media, 8t. Petersburg 



nPEcc-nAKETbl 

3arOTOBneHHblH naKeT \o1H<l'0pMa~\o1V1 ltl MaTepV1anOB npeAHa3Ha4aeMbiX AIlS1 03HaKOMneH\'\S1 

1-1n\ll OCBeAOMl1eH\IIfI npeCCbl AOnmeH OTBen\Tb Ha nS1Tb BOnpOCOB: KTO, 4TO, rAe, KorAa \'\ 

n04eMY. ECl1ltl Bbl mellaeTe nOCTaSltlTb cpeACTsa Maccoso~ V1Hq:>opMa~ltlltl B ltl3BeCTHOCTb 0 

HaMe4aeMoM MepOnp\llSm.1\11, Bbl AOllmHbl \11M C006W\llTb KTO OpraHltl3aTOpbl, B 4eM 

3aKI1I04aelCSl Mepo'lip\llflTltle, rAe ltl KorAa OHO COCTOltlTCS1 \II n04eMY ltlllltl pa.a.ltl KaKltlX ~elleL?!. 

Baw npecc-naKeT AOlllKeH 6blTb cmaTblM, 4eTKO COCTasneHHblM \II cOAep»<aTb Bee 

nOAP06HOCT\II \IIMelOU!\IIe OTHOWeHltle K AeIlY. 06f13aTellbHO YKam\llTe ltlMfI lt1 Telleq:>OHHbl~ 
HOMep 4e1lOBeKa, Ha3Ha4eHHoro AIlfi OCYlUeCTBlleHltlfl CBS13ltl. 

nPECC KOHQ>EPEHU,l-1H 

npecc KOHq:>epeH~ltllt1 cneAyeT C03blBaTb ltl3 paC4eTa Ha YA06Hoe BpeMfi AIlS1 
KoppecnOHAeHTOB B KOHTeKCTe Ka>K.D.O.£l.HeBHbIX CPOKOB BbinOIlHeHltlfl HX pa60Tbi ltl C.£l.a4lt1 

rOTOBoro MaTepHaJla. CaMoe nOA,XOAfiLUee BpeMfi AHSl, KaK npaBltll10, OKono 10 4. yrpa 

CpeAltl HeAenltl, npltl 3TOM 4eM 6l1ltl>Ke K Ha4aJlY HeAenH, TeM lly4we. 

11 

Pa30WIlHTe npecc-naKeT C C006lLleHlt1eM 0 HaMe4aeMoL?! npecc KOHq:>epeH~\II'" 
npltl6m13HTellbHO 3a 7-lOAHelit.£l.o caMoro .£I.HfI KOH<l'epeHUH1-1. llaL?!Te npe.£l.TCBaneHltle 0 TeMe 
npecc KOH<l'epeHU\ll1-1, HO He paCCKa3b!B8~1Te Bcero, 4TO Bbl HaMepeHbl Ha HeL?! CKa3aTb. 3a 

.£I.Ba-TpHAHS1 .£1.0 Hee, n03s0HHTe Y3HaTb n0l1Y4eHa 11\11 \IIH<l'opMa~1-1S1 H c061-1paeTCSlIllt1 KTO 
111-160 np\llL?!T\II. 

KAK np06Y)f(,D.ATb nPABHl1bHOE OTHOWEHHE K CE6E 
CPEAH npOQlECCHOHAI1bHblX KAAPOB CPEACTB MACCOBOH HHQlOPMALU·1H 

n04eMY 6bl He npOBeCT\II npocToliI QJOpyM AIlfi npO<l'eCCHOHaJlbHbIX Ka.a.POB opraHV13aUltl~ 
MaccosoL?! lt1Hq:>opMaUH1-1, B uellflx lt1X 03H8KOMI1eHltlfl C TeMaTlt1KOCl H npOcBew.eHltlfl? 

UEflb 
1l061-1Tb~ Toro. 4T06bl CTaTb1-1 1-1 nepe..o.a4lt1, nOCBsnueHHble IW1uaM C <l'ltl3V14eCK1-1Mltl 
HeAocTaTKaM1-1 npeOAOlleBaJlH OTpltl~aTellbHoe K HltlM OTHoweHHe 1-1 nOOLUpS1llltl 

q:>OpMHpOBaHlt1e nOIlO>K\IITel1bHbIX Bne4aTneHltlL?!, 06pa30B 1-1 OI11-1~eTBOpeH1-1~ 1-1HBan\I\AOB 

nyreM nepeBOCn1-1TaHI1f1 npoq:>eCCltlOHanbHblX Ka.a.POB cpeACTB MaCCOBO" 1-1Hq:>0PMaU1-1ltl. 

MEPonp~HTV1H 
npltlrllaCI1Te npeACTaB\IITeneL?! OpraHltl3aUltlL?! MaccoBoClI1H<l'opMa~ltl\ll ltl ltlHBaJllt\AOB Ha 
BCTpe4Y. nOCBsuueHHYIO 06CY>KAeHltllO CIlOB ltl 06pa30B, KOTOPblMI1 Hac npltlHflTO 
ltl306pa>KaTb. MO>KHO nplt1rOTOBltlTb 3apaHee xopowl1e 11 nllOX1-1e npl1Mepbl, B3f1Tble ltl3 

myPHaJlOB '" ra3eT. 

TeMbl AIlfi 06CY>K.D.eHI1S1: 

CIIOBa: "TparI14eCK\II., -nopameHHblL?! ... -3aKll104eHa B KOI1f1CKY", "ltlHBanlt\A- ltl T.n. 

3pltlTellbHbie 06pa3b\ (TelleBV1AeHltle, peKllaMbl, ne4aTb): KaKoL?! 3AeCb 8blpa»<eH CMbIC!, 
I1HTepSblO CI1V1uaMI1 C <l'ltl3V14eCKltlMltl HeAOCTaTKaMI1 
nOltlCKV1 CeHCaUI11-1 

World Learning, Public Education through the Media, st. Petersburg 
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Kor.a.a BOnpOCbl, CB~3aHHble C IIIHBaIllII.a.HOCTblO OCSell.(eHbl paW'IOHaJlbHO, 6e3 IlIilWHIIIX 

3MOW,,171, nplll.a.epJf{IIISa51Cb TO/lbKO cpaKTOB III He Bbl.aell~Sl MOMeHT IIIHSaJlV\AHOCTIII, 

o6w,eCTBeHHOCTb caMa 3aCOMJ-ieBaeTCst B CYLUeCTSYIOWIIIX npe.a.paCCYAKax III CTepeoTlllnax.' 

Tpe6yeTCst c.a.ellaTb CyweCTSYIOLUlile 6apbepbl npeAellbHO SlCHblMIII AMI npoq>eCCIilOHaJ1bHbiX 

Ka,o.POB cpe.a.CTB MaccoBol71 IIIHq>opMaUIIII't I't nonpOCIII:rb I'tX nOMOLUIil B pa60T Ha,a, 

OCBe.a.OMlleHl'teM Wl'tpOKItIX KpyroB 06LUeCTseHHOCTI't. 

, , nPErPADblltl3 CPEllbl 05ltlTAHltls:l 
OTcyTCTSllle .a.ocryna K 06w,eCTseHHOMY TpaHcnopry 

OTCYTCTBlile Aocryna B 3.llaHItISl, >t<lIIllblB .llOMa, 06weCTBeHHbie nOMew,eHI't~ III 

Oq>I'tUIila/lbHble npl'teMHble, B WKOJlbl, Ha q>a6plIIKI't 

(4TO nplilBOAIilT K AHCKplIIMIilHaUlII1II H OTAelleHlll1O 

B ccpepax 06pa30saHI'tSl, pa60Tbl, OT.llblXa III np.) 

OTcyTCTBlile .a.ocryna K IIIHq>opMaUHH. 

OTcyTCTBlile .a.ocryna K Cpe.o.CTBaM ocyweCTBIl8HIIISl CB>l3111. 

nPErpAJJ.bl B YYPE}I{llEHlI1~X 
V1CKIlI04eHHe IIIJlI't OT .a.ell8Hl'te OT OCHOBHblX yYp8)t{.lJ.eHIII~ 06w.eCTBa: 

Y'-Ie6Hble 3aBe.neH\I\SI 

PeJll'tr\l\03H~ m\l\3Hb 

Me.a.\I\U\I\HCK~ cllY>K6a 

MeCTa pa60Tbi 

nOJl\l\T\I\'-IeCK~ CI'tCTeMa 

npaBOBble IIIHCTaHUIIIH 

6ecnoMow,Hbie I HenOIlHoueHHble 

meJl4Hble, o3Jlo611eHHbie 
Tpan,\4eCK\I\e 

arpeCCI'tBHble 

Tpe6ylOw,\I\e MI't/10Cep.o.Vlst 
aMopanbHble 

nPErPAllbl B MblWflEHlI1l11 
V1HBa/lIllAbl: 

y.a.IIISIHeJlbHble I BblAalOutlileCSI 

xpa6pble H MymecTBeHHble 

HY>K,llaIOTCSl B IIIcuelleHlII1II 

mlll3Hepa.o.OCTHbie He CMOTPSl Ha Bce 

BJJ.OXHOSJlSllOw,lIIe 

HY>l<..ll.aIOTCSI B -OC06bIX- yCJlyrax. 

HEltlHBNM.Qbl 4ACTO V\CnblTblBAIOT 

CTpax. oTBpaw.eH\IIe Jf{a/lOCTb npeBocxo.a.CTBO 

HeIllHBaJ1\11.a.aM CJle.o.yeT 3a,o.aTb ce6e Bonpoc: 

.. He SI IlH SlSnsllOCb np\ll4111H9171 AIlSl 3Toro Illilua OC03HaHVlSI ce6st IIIHBaJ1\11.a.OM? 

World Learning, Public Education through the Media, St. Petersburg 
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Some Tips from Pam Mendelsohn on Cultivating the Media 

1. Read, watch, listen as much as you can to the media. 

2. Create a list of journalists who cover social issues, and those whose writing or coverage you like. 

3. Write a letter to the journalists mentioned in number 2. You can use the same letter, modifying it 
to each specific situation. If you like a particular article, let the journalist know. If a health 
issue, social or humanitarian organization was covered, explain that you thought the journalist 
would like to know about your organization as a resource. Send fact sheets, clippings, notes from 
time to time. 

4. Network. Ask everyone you know who THEY know in the media. 

5. Is there a list of media outlets in your city? region? If not, begin to create one. To begin, gather 
as a staff and write down all newspapers, magazines, radio and television stations that everyone 
thinks of. Call each one, introduce yourself, and explain you are trying to learn the best way to 
be in touch with them. You need to gather the following information: type of media, names of 
contact people, title of each person, person's special area of interest, telephone number, fax 
number, email address, address, deadlines. Do they use photographs? Add information about 
any prior contact, stories placed. 

6. Be persistent. Initiate the contacts. Always follow up with a telephone call. 

7. Try to get your message out into the community as many ways as possible. Don't just think of 
your issue as "news" or as a "feature". 

8. Every time you make contact with the media is an opportunity to educate that reporter about your 
issue or organization. 

World Learning, Public Education through the Media, St. Petersburg, Russia 
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Media Contact 
Report 

, . 

Date: TIme: 
Handled by: ___________________ _ 

..••......•........••.....•........................... .................•............ ~ •.....•.••..•• 

(circle one) Incoming Call Outgoing Call 
Wsn: _________________________________________________ __ 

..•.•....••..••......•........••.•.•......•..•....•••.•....•...••......•.....••..••.•.••..•••.•.••• 
PubUcation/Station:, ______ .......-____________ _ 

Circulation/Audience Figures: _______________________ _ 

Editor/Reporter: _____________________ _ 

Secondary Contact: ___________________ _ 

Address:~. _________________________________________ __ 

Phone:, ________________________________________________ _ 

Fax: ______________________________ ~ ____ ___ 

......•.......•..........•....•.........................•.•.................................•...... 
Purpose of Call: __________________________ _ 

Response: ______________________________________________ __ 

Commen~: _______________________________________ _ 

...•.....••....•.•...•..•..•.•.•.......•......•........••.•......•.....•.•.....•..•••••••....•.••.. 
ACTION TAKEN 

o Provided response over phone: _______________ _ 

o Mailed the following infonnation: _____________ _ 

o Faxed the following information: _____________ _ 

o Arranged interview with: _________________ _ 

o Additional follow-up required: ______________ _ 
o Other: ____________________ _ 

Media Relations 

World Learning, PubliC Education through the Media, St. Petersburg 
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Media Tracking Log 
Date: ------------------

Time: ______________ __ 

Handled by: ____________________ _ 

......•...........................•...............................................•................ 

(circle one) Publication Station 
Deadline: ______________________ _ 

.••••.•.•.•..•.•••.••••••.•.•.•..•...••..••••..•.••..••..•...•....•..••..••..............•.....•.•. 

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

I~peffioncon~ct:. ________________________________________ _ 

·Phone:, _________________________________________________ _ 

Reque~: _____________________________________________ __ 

Response: ________________________________________________ __ 

Commen~: ______________________________________________ ___ 

......................................•..............................................•...•......... 

Action ~ken: 

o Provided response via phone: ______________________________ __ 

o Mailed information as follows: ______________________________ __ 

o Faxed information as follows: _______________ _ 

o Arranged interview with: _____________________________ _ 

o Additional foUow-up required 

.....••...•...•..••..••..•..••...••..•••••••••.••....•..••...•...•..•....••..•••••••••..••.••..•••• 
Date ~ory ran/will run: ______ _ 

- o Reque~ed copy of ~ory (provided videotape/cassette) 
[J Ollier ________________________________________ __ 

-
MedIa Relatlons 
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T/~ World Learning Public Relations Office presents 

MEDIA GUIDELINES AND TIPS 
March 1995 

Pitchillg News Story Ideas 

lVltaL's the story? 

• People stories. 
Promote the personalities involved. The more infonnation you include on the participanLS. 
the more interested the editor (and reader) will be. 

• Localize your story. 
All news is local. A reader needs to know how a story relates to his or her own life. Your 
pitches must be tailored to the audience of the media's circulation or viewership. 

... lVritilZg a press release 

• Tell a story. 
Use strong imagery. specific infonnation. and examples to illustrate your points. Make it 
interesting to the reader.· 

• Attention grabbing. . 
You have only the headline and nrst two paragraphs to make your case. If you haven't 
sparked the editor's interest by then, forget it. .. 

• Five \V's and H. 
\Vrite your story to answer basic journalistic questions: wllo, what, when, where, why, 
alld how. Reporters and editors don't like to be baffled. The more concrete infonnalion a 
newsperson has. the more likely he or she is to use it. 

• Format your release. 
News releases should be typed, double-spaced. and printed on letterhead. Ensure that all 
names arc spelled correctly. dates are accurate. and punctuation and grammar is right. 

• A second set of eyes.. • 
. Be sure to run spell check on your release. Also, have a colleague read over tlre release for 
clarity and typos. Such mistakes weaken your credibility as a news source. 

Lilling up interviews 
, 

• Best spokespeople. . 
In addition (0 facLS and numbers. the perspective of a program participant and/or staff 
member is vital 10 rounding out a story. Even if you've included quotes from the participant 
in the release. the reponer likely will want 10 do an interview. 

World Learning, Public Education through the Media,ISt. Petersburg 

I 



Pitching News Slory Ideas, page 2 

• Get the participant's OK first.' . 
Before giving oue a p'rogram participant's name or phone number, caIllO discuss what 
you're doing and ask~ pcnnission. An entllUsiaslic participant who was satisfied with' your 
program typically is eager to share his or her experiences ~ith others . 

• Choose your interviews carefully. 
Try to gauge a participant's satisfaction with the program before releasing the name to the 
press. Encour'Age him or her to reflect before spoiling, and to consider how comments and 
opinions about a particular country or family might be recei vcd by readers or TV viewers . 

• Make it easy for the reporter. 
Give the reporter thr. interviewee:s b:lsic s[atistic~ .:" 

.;, .. ~. ;. Include lhe'ph~ne n-umber and 
best time(s) to caU. 

lVlzo do YOIl call? 

• Find the right person to talk with. 
The "right person" depends on the size and nature of the media outler. Try the reporter who 
covers your participant's area, or try the travel writer or education editor. If the paper or 
radio station is small. start with the news editor, who will either speak to you. or refer you 
to someone else. .' 

• Target media outlets. 
Try local daily newspapers, radio stations, cable television news stations. as well as larger 
metro dailies. Aim high and be confident. Don't get discouraged if you're rejected. . 

• Think visuals for TV. 
Alcn your local TV newsroom before an "acrion-oriented" schedulcd evem. such as a 
group reunion or a reunion between a student and family. 

Pit.c/ZilZg the story 

• Consider the rcp6rtcr's perspective and needs. 
While your goal may be to get visibility for your program, media people want "news": 
something new, unusual, and ofiryterest to readers. A newsroom is hectic and very fast
paced. Find oue a reponer's deadline schedule, and lime phone calls and visits accordingly. 

• Start with a handshake and a smile. 
\Valk into your local newspaper, radio station, and/or TV newsroom. Introduce yourself to' . 
the editor and appropriate reponer(s). There's no substi[Ute for face-to-face contact. 

World Learning, Public Education through the Media, St. Petersburg 
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Pitching Ncws Slory IdC.1s, pagc 3 

• Develop :::t long-term relationship wilh :::t reporter. . 
Kccp Ir.lck of reponer-'s direct phone and [ax numbers, as well as any infonnation YOll 
might have picked up in your conversations, such as personal data, subjects of particular 
imerest, best times to call. Record the date of each comact and what you talked about, so 
next time you speak, you'll remember. \ 

• Offer written materials. 
In addition to your press release, givc a fact sheet, a progr.un brochure, and other pertinent 
infonnation. Providing written material hclps reduce inaccuracies or mistakes • 

• Provide photograph. 
A good photograph brings a print story to life. 111e ideal photograph is of a local participant 
during the program. But just a hcad-and-shouldcrs shot of the panicipant is okay, too • 

• Don't get discouraged. 
Media relations is not a science. Editors and reponers arc moody, and each one is an 
individual. If your story idea is rejected oncc, try another reponer or another publication. 

• Follow up. 
Give u call the next day to see whether additional infonnation or interview names UJ;C ____ _ 

needed. 111is phone call will remind a busy reponer to rummage through the mountain of 
paper on l~~r. desk and put your release back on top, where it should be. 

Fruits of your labor 

• Send a note to the reporter. . 
l11ank a reponer after your story comes out. Make it personal. If the participant interviewed 
for the story was tJuillcd with the fame and attention, let the rcponer kno~ •. Reporters 
rarely get such human fcedb~ck, and may really appreciate it. . . . 
• Consider a le({cr (0 (he editor. 
Either you or an interviewee could follow up on a story with a leller to the editor. Small 
papers in particular tend to publish almost any Jelter received. Surveys show that the lellcrs 
page is the most consistently read newspaper section. Keep ICllcr short and to the point • 

• Usc reprints. 
Photocopies of articles can be enclosed in follow-up mailings to prospcctive students, 
participants, or schools. 

World Learning, Public Education through the Media, St. Petersburg 
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\YHO COULD BE CONTACTED IN THE lYIEDlA 62· r·O •. 
-". . . .. ~ 

t • ~ .. 

To spread the word that everyone has a role to play in raising infant immunization rates?there 
are a number of different media options. "Vhen looking at targeted media, consider what 
audience you are trying to reach, and what kind of station or publication would find infant 
i:nmunization issues the most important. 

It is also helpful·to look at different angles of the immunization issue depending on what media 
and what department you will be approaching with NIIW stories. For e.'tampie, talking about 
money saved through immunization would be a good angle for the business editor. For the 
children's issue reporter, a story about a local child stricken by a preventable disease would be 
effective. Some suggestions for contact are: . 

Daily Newspapers 
City editor 
Health care/medical reporter or editor 
Parenting/children's issue reporters 
Photo editor 
Business editor 
Community calendar ("What's Happening") 
Columnists 

Weekly Newspaper 
News editors 
Columnists 

Special Interest Publication 
{seniors;business, etc.} 

News editors 

Television Stations 
News assignment editor 
Health/medical reporter 
Talk show producers/hosts 
"'ublic service directors 

Radio Stations 
News dire( ...• 
Talk show producers/hosts 
Public service directors 
Community Relations Director 
(for ~ponsox:ships, corporate partnerships) 

.-

WHAT THE MEDIA CAN DO TO HELP 
I 

.' 

. I . 
?nce you have targeted the specific mc:dia that you think are most likely to :un ~our 5tOI}', it's. 
Important to have several suggestions for them regarding your story. Keep m mmd that you 
need to sell your S[oI}' and make it compelling for them to cover, depending on the publication 
or station and their interest level, they might be able to provide several of these services. You also 
need to prioritize which services would reach your target ~udience most directly. The media can: 

... fiational Infant .l.IIu.nuni.?JJ,tion Week 
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Increase news coverage of preschool immunization issues in your community. 

• Run stories from news releases distributed by the Department of Health, your local 
health department, andlor your local coalition. 

• Produce news stories about preventable disease outbreaks in your community. 
• Publicize local special events in advance to promote public awareness 

(e.g. after hours clinics). 
• Assign reporters to attend and cover local events. 

See media wish Ii.s.t for Friday: Immunization Across the Nation for suggestions. 

Produce and air public service announcements. 
• Use recorded or "live" announcer-read copy. 

Publish "filler stats" in local newspapers. . 
• Print educational information on a space-available basis. 

\NHYTHE MEDIA lYlAY BE INTERESTED IN THE STORY 

Newspapers and television and radio newscasts provide information of interest to readers, viewers 
andlor listeners. It is important to make the story attention-getting and substantive when 
prep3:ring a story for the media. You have to sell your story. 

Editors are inclined to cover stories which meet one or more of the following criteria: 

"The story is newsworthy." 
• It has the qualities of news; it's timely, and interesting. 

Usually a local outbreak of vaccine preventable disease is newsworthy. But the possibility 
that an outbreak might occur someday is not necessarily newsworthy. 

"The story is local." 
.' It relates to the community directly; it has a local news "angle" which warrants local 

media attention. 
State and national preschool immunization rates are interesting in general, but county 
and city statistics "localize" the story and make it more interesting to local media .. 

"The story is important." 
• It is something the community should be aware of; the public needs to know, and may 

benefit from having the information. 
• If half of all two-year-olds are not appropriately immunized, it's important for the public 

to know their kids may be "at risk." , . 
• If data shows many parents cannot take time off work to have children immunized, ~or 

example, it is important that parents know about an after hours clinic. This makes a 
story important. 

National Infant Immunization Week 
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World Learning 

Part 2 

How to Pitch a Story 
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HOW TO PITCH A STORY 

In journalese, pitching is suggesting a story. A good publicist learns to gauge 
potential news stories and determine the appropriate way to pitch them. More 
and more, these pitches are made by phone. 

The pitch call can precede a news release or follow up on a previous release. In 
some cases, the phoned-in pitch will be all it takes to get a journalist interested in 
your story idea. There are no rules except good taste, based on your own 
personal knowledge of and experience with individual journalists. 

Some reporters and editors love phone calls; others hate them. To all, however, 
the phone is a primary means of obtaining information. They're used to receiving 
phone calls and messages. Don't be intimidated when you get a journalist on the 
phone. Be prepared. If you have a valuable news tip, they will listen. If they 
sound brusque and harried, it's probably because they have fielded a dozen such 
calls already that day. In any case, convey your message in a concise and 
professional manner. 

PHONE PITCH TIPS 

1. Don't call on or near a publication's or station's deadline day or hour. It's 
different for every outlet, so your media list should always include the various 
days and times that are good for calling that particular contact. Generally, 
morning phone calls are received with less resistance than those made in the 
afternoon. 

2. Condense your story idea down to the bare minimum, preferably so that it can 
be communicated within 90 seconds. Practice it out loud, to yourself or 
someone else, before you call. Have all the story essentials -- who, what, 
where, when, and why -- written down in front of you. 

3. When you get your contact on the phone, identify yourself, your organization, 
and why you are calling. Ask if they have a few minutes to talk. If they say 
they're very busy, sometimes you can respond with, "I'll only take a couple 
minutes of your time." If you sense any further resistance, ask when would be 
a good time to call back. 

4. Make your pitch. Be brief and direct: Say what the story is and perhaps why 
it's important. State your case as succinctly and effectively as possible, 
speaking slowly and clearly. Ask if they would like additional information. If 
they do, send it immediately. Ask them what is the best way to get 
information to them. 

5. Follow up with a brief note thanking the contact for taking the time to discuss 
the story with you. Include a reiteration of your pitch and a copy of the news 
release relating to the pitch. 

World Learning, Public Education through the Media, St. Petersburg, Russia 
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SAMPLE PITCHES 

1. Hello. This is Pam Mendelsohn from the World Institute on Disability in Oakland, California. I 
am working with the All-Russian Society of the Disabled, and I thought your readers would be 
particularly interested in one of the organization's activities. Have you got a minute? For the first 
time in Russia, a book will be published concerning effective ways to integrate children with 
disabilities into community activities,. The first edition of Disabled Village Children was published 
in America in 1987. This 600 page book, complete with illustrations, has since been translated 
into ten languages. According to UNICEF, it is the most widely used book on community-based 
rehabilitation in the world. Disabled Village Children was written by David Werner for parents, 
professionals, and disability advocates involved with disabled children. The ARSD has said that 
this will be the first time that this kind of resource will be available in Russia. I thought you might 
like to talk with Tamara Zolotseva, the Deputy Chair of the ARSD about the impact the ARSD 
thinks this book could have on the quality of life for disabled children. 

2. Hello. This is Pam Mendelsohn from the World Institute on Disability in Oakland, California. 
The Institute is going to be involved in a major demonstration at the Governor's Office next 
Friday. Have you got a minute for me to tell you about it? The California Department of Finance 
has delayed implementation of THE PERSONAL CARE OPTION which would bring $311,000,000 
per year of federal funding to California. Approximately 190,000 elderly and disabled California 
residents have been grappling with a 12% cut in personal assistance services since the end of 
August. Now the promised restoration of these cut funds is on indefinite hold. Elderly and 
disabled recipients and their advocates are outraged. The bottom line is that these delays 
translate directly into lack of human contact, unbrushed hair, going without meals, and an 
inability to get out into the community. We hope you will be interested in scheduling a time with 
someone from the Institute either several days before the demonstration or at the demonstration. 

3. Helio. This is Chris Hawkins, the coordinator for the AFS Student Exchange Program in 
Eureka. Have you got a minute? Did you know that Eureka has more foreign exchange students 
than any other city of its size in California? Families here seem particularly interested in opening 
up their homes to teenagers from other countries. We thought your readers might like to hear 
the impressions of some of the 25 students who have come from Russia, Italy, Thailand, Japan, 
Brazil, France, and Sweden. What are they enjoying most about our area? What do they miss the 
most about home? I would be happy to arrange a gathering of some of the students and their 
family members. 

World Learning, Public Education through the Media, st. Petersburg, Russia 
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KEY ELEMENTS IN A MEDIA PITCH 

• You have 90 seconds to get a reporter's attention about your issue 
• Be clear, concise, compelling. 
• Don't call when the reporter is on deadline. 
• What about your story would interest the public? thought your readers/viewers would be 

interested because ... (why the story is important) 

• Have you got a minute? 
• WHO, WHAT, WHEN, WHERE, WHY, HOW 
• Identify yourself, your organization, any past connection. 
• Does the reporter want additional information? 
• Follow up with a note or additional information. 
• Enthusiastic and unapologetic delivery. 
• Identify what you want the reporter to do. 

World Learning, Public Education through the Media, St. Petersburg Russia 
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CRITERIA FOR A GOOD PITCH: 100 POINTS 

• Will the pitch get the reporter's attention? Is it compelling, important, succinct? first
ever, unusual, unique, important to a broad segment of the population. 30 points 

• Delivery: Was the pitcher enthusiastic, convincing, speaking in an engaging manner? 
25 points. 

• Did the pitcher cover who, what, when, where, why, how? Did he or she introduce 
themselves, identify organization? 20 points 

• Did the pitcher explain what they wanted the reporter to do? Interview someone, come to 
a press conference, etc .. 15 points 

• Does the pitch include a statistic or a human interest vignette? 10 points 

World Learning, Public Education through the Media, St. Petersburg Russia 
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• World Learning 

Part 3 

How to Write Press Releases 
and Media Advisories 

World Learning, Public Education through the Media, St. Petersburg, Russia 
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[ News Release 
FOR IMMEDrA 1E RELEASE 

MARCH 30, 1995 

CONTACT: Name 
Tille 
Organization 

, 'Address 
Phone, day and evening 

TIle u.s. fu~riment in 
Internatioilltlliving ... 

{Ok, I ll\t., 
~ 

WORLD LEARNING INc. 
Founded In 19322.S 

The US Expcrimenlin 
InlemaliolUl thing 

Headline Should Be No Longer Than One Line 

CITY, STATE-To grab the editor's allention, your lead Olle-sentence paragraph should 

be clear, bright, interesting, and no longer than 25 words. 

TIle second paragraph should flesh out what you slarted in the first paragraph, whh more 

information about who, what, when, where, and how. Keep your paragraphs brief and 

punchy, no more than two or three simple sentences per paragraph. -- .. --~ 
"Integrate your quotes into the body of the text to enhance lhe content of your story," said : 

Suzy Q. Writer, executive press release \witer for the Experiment in International Living on 

Mars. "But use quotes only when you can't say it beller yourself." 

. Errors of any kind - factual, grammatical, spelling - are totally unacceptable. Editors 

have no tolerance for such sloppiness and will discard your story idea. Get it nglit. 

Avoid normative adjectives, such as great, exciting, interesting. Let the story speak for 

itself, and let the editor make up his or her own mind. Show, don't tell. 

Your release should not be longer than one page. If you must continue, Center the word 
. . 

(MORE) in parentheses at the bottom of page one, and put a "slug," or identifying word, in 

the upper-left comer of the next page (for example, SUMMER ABROAD) • 
. ' 

Rather than write a long press release, subdivide infonnation into several shoner pieces, 

such as a biography of the main character, and/or a fact sheet giving program. overview aJld 
history. Breaking up infonnation makes it less overwhelming and easier to scan. 

For more information on writing a press release, contact Suzy Q. Writer (even though this 

name and address is above, include it in the text as well) :It the Experiment in International 

Living on Mars, Box 99999999, Big City, Mars, Tclphonc: 999-44-55-66:77. 
Kipling Ro~d. P.O. no~ GiG #;:':1 
ilrll1Jcboro, \'emonl 05.',1)1·06;6 rs.\ 
Tel (802) 2S7·7i51 f:L,( (S02) 158·31G.\ 

World Learning, Public Education through the Media, St. Petersburg 
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Sample Mtdia Advisory Timing: Send one week before eventi . 

"Reminder" advisoE)' resent two days before. 

The media advisory is your story "pitch" on one page. Imagine a harried, 
cynical assignment editor will spend about ten seconds, or less, deciding 
whether to cover your event. You need to set the stage for the editor, and 
underscore how easy it will be to get the story. 

Target your audience. Attention: Assignment Editors, Health Care Reporters, 
Consumer Reporters .... 

MEDIA ADVISORY 

GOVERNOR PEABODY ANNOUNCES GOVERNMENT'S 

.J-

Create a headline. 
COMMITMENT TO CHILDREN / 

List a contact. 

Write a teaser. 

Contact: 
Bob Davis (206) 555-6666 

o oly half the state's youn g childreo are ad equa tely 
protected from seriou s djseases. 

Monday is best for this event. Monday, April 24, Governor Peabody will be joined by several prominent 
health officials and community leaders, when he makes a formal 
proclamation from the steps of the Capitol Building, challenging the state 
and communities to raise the immunization rates of our states children 
under two by _ % this year. 

Mid-morning start time is 
best for TV. 

WHEN: 

WHERE: 

Make sure participants have WHO: 
broad range ofinterests and be 
sure to invite a "real" person to 
speak. 

Monday, April 24, 10:00 a.m. 

The Capitol Building steps .. 
4321 R St, Capitolville 
Directions: South on 43rd St. to R St., East on 
R St. one half block. 

Governor Peabody 
Governor of Townly 
Paul Less 
T ownly City Council Member 
Gloria Gonzalez, MD 
Director, County Health District 

National Infant Immunization Week 

World Learning, Public Education through the Media, 8t. Petersburg 



j 

I 
I 
I 
I 
I 
'/ 

I 

II\TI:nN.''''I\I'\'\I.I'HF~-; 1:1:"11.1'1 
., '].\IIl·M","',','t\1 

t:;lIli':~11I1 ~li'\t;JII:'>~"\;" IIIJl'" 
~~ I\II':;I'I·':~ • ':'Ih'r 
\&",t lhk •. ,\ t:1~:I\';1 I1nil. ~ 
,\1.""',:1'\\, HI' .• ~;;' 121 .. ·,1, 
l'h"""I~,"'~'I".II·I!'o1IIMlllti 
1',,, !~'f'J~l 'J 11·11 ~II\ 
1"t'll'h.i~'1\ 111~i I) '11:h$~ I" 

March 2, 19?5 

To: 
From: 

Where: 

Date: 

Time: 

Who: 

IPCC·M Memberli & all accredited media 
The Intemalional Press Center & Club· Moscow 

**MEDIA ADVISORY** 

JPCC·.M's Large Conference Room 
Radis5un-Slavjallskaya Hotel 

Tuesday~ IHarcl17 ** NOTTCE DATE CIIANGE** 

2PM 

AII·Russian SOciety of the Disabled presents David Werner's book 
Disabled Villaae Children 

3 

To date, u book which speaks to the needs of children with disabilities has been 
unavailable in Russia. 5,000 copies of Disabled Village Children, a 700 page book 
written by David Werner, will be published in Russia this spring. Werner's book, written 
in 1987. has been translated into ten languages. According to UNICEF, Disabled Vlllage 
Children is the most widely lIsed buuk uf jts kind jn the wodd. 

Wenter was in Moscow to conduct ~l two·day seminar for 70 parents, 
profe::;sionals, and advocates of children with disabilities. The seminar took place Ia.<tt 
week and served to facilitate an understanding of how the book can be useful to children 
with disabilities, families, rehabilitation specialists, and communities. 

The book's publication has involved major support from Russian, Dutch, 
American. and inte1'l1ational organizations. These include: the All-Russian Society of the 
Disabled; Filanthrop; UN1CEF; the World Institute on Disabi1ity~ World Leruning. Inc.; 
Al11ericom Tech Center-Apple Computer Store; Americom Print Store; The Moscow 
Times: Stitching DOEN!; R1. the distributor for Apple Computer ill Russia; Rues 
Tnternational Mnrketing Company for Apple Computer; and tht'l lnternational Press 
Center & Club· Moscow. 

At the press conference, repre'\i~nratjve.s from the All·Ru5sian Society of ~he 
Disabled, the World Institute on Disability, and Filanthrop will discuss ways in which 
Disabled Village Children can be useful for families and communities in Russia. 
Representatives from the World Institute on Disability will also be on hand. Advance 
copies of the book. provided in xerox form by the Americom Print Store will be 
available. 

'"'-,1.,1'"11'111111111111'1-1 ,,·1\1'111'1' 

" h,lq .. lit ~ 1;1>\ World Learning, Public Education through the Media, st. Petersburg 
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PRESS RELEASE WORKSHEET 

The News or Press Release is the most typical way to get information to reporters. 

- always double space 

- the most important information goes in the fist paragraph 

- use a headline (all capital letters or underlined), one that will grab the reporter's 
attention 

- try to keep your press release to one page 

- if more than one pate, put -MORE- centered at the end of page 1 

- use a quote from the leadership of the organization 

- use letterhead that includes name of organization, address, telephone number 

NEWS RELEASE 

FOR IMMEDIATE RELEASE 
DATE 

FOR FURTHER INFORMATION, 
CONTACT: NAME 
TELEPHONE NUMBER 

HEADLINE 
(bold, centered) 

World Learning, Public Education through the Media, 8t. Petersburg 
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Sample Press Release 

,. 

Timing: Passed out at event; revised and 
fa.xed to all media immediately after event. 

The press release is your chance to tell your story your way. Imagine your 
release will be the lead article in tomorrow's paper. Be succinct, "on message" 
and informative. Press releases help reporters write their storics; smaller 
newspapers will sometimes reprint your release with very little editing. 

Use consistent format 
and stationery. 

Your compelling 
headline .•• 

Tell the story right up 
front; answer the "who. 
what. where, when and 
why." 

eet in a short. 
compelling quote early. 

Provide background that 
helps write the story: 
some history; what's 
next ... 

NEWS RELEASE 

GOVERNOR CHALLENGES COMMUN1TIES TO SAVE 
CHILDREN'S LIVES AND TAXPAYER'S DOLLARS 

For Immediate Release Contact: Name and 
Phone # 

Your City, April 24 -- At a morning press conference amid dozens of 
health officials and concerned citizens, Governor Peabody announced the 
state's renewed commitment to immunizing all of our children under the 
age of two, and challenged e\'cryone in the community to help raise 
immunization rates _% this year in order to get 90% by 1996. 

In towns and counties across the state local elected officials held press 
conferences to announce their official support of the Governor's 
proclamation. with activities ranging from extended clinic hours to official 
immunization information. 

"Serious childhood diseases still exist," said Governor Peabody, "In some 
urban and rural areas, more than 70% are at risk. We all must take 
responsibility to help get these children in to the health care system and 
increase our state's immunization rates." 

"Immunization is the most cost-effective way to protect children against 
nine serious diseases", said Gloria Gonzalez, County Health Director. 
"On an average, very $I invested saves $14 in heal.th care costs." 

"We can't turn away from the facts: preventable diseases cost our state too 
much heartache and money e\'el)' year," said Golbefston Council member 
Doug Less. "By getting the Governor's official support for efforts to raise 
immunization rates, we can all work together to reaUy move our cities 
forward and meet the immunization challenge." 

"We are all committed to breaking down barriers :ano making it easier to 
get children immunized." said Governor Peabo .. y, ":hildren have so 
many obstacles in life, it's imperative that we all make an effort to ensure 
they receive immunizations. That one action will protect kids. save money • 
and improve the health care of all the citizens of this state." 

The Governor's proclamation supports the overall immunization effort in 
(State) is working to achieve 90% immunization levels of all pre-school 
children by 1996. 

111111 

National Infant Immunization Week 

World Learning, Public Education through the Media, 8t. Petersburg 
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WORLD INSflTUTEONDISABILITY 

510 SIXTEENTH Sr 
SUITE 100 
OAKLAND 

CA 94612-1500 
USA 

VOICE OR TOO 
5107634100 

FAX 510 763 4109 

lOB IHHEl)IATlt MLIl-MUj 
Contact: Pam MQndelsohn 263-7458 

Gennady Anitchkin 373-6732 

INTERNATIONAL RESOURCE BOOK 
CONCERNING CHILDREN WITH DISADILITIBS 

TO BE PUBLISHED IN RUSSIA 

For the first time, an internationally aoolaimed 

resouroe book addroccinq tho noeds of children with 

disabilities will be available in Russia. The book's 

pUblication, slated for May, has involved major support 

from the united Nation~ and Al\\arioan, Dutch, and RusGian 

organizations and businesses. 

Disabled village Children, written by David We~n~r, 

was first pUbliDhod in 1997 ~nd h~a aince baan translated 

into ten languages. According to UNICEF, the book, 

nearly 700 pages and with over 1,000 illustrations and 

photographs, is the most wide.ly URp.d re~O\lrce of its kind 

in the world. 

"This book is absolutely necessary for the disabled 

in Russia," explained Alexander Lomakin, Chairman of the 

All-Russian Society of the Disabled (ARSO). ARSO is a 

national non-qovernment organization with n mp.mherRhip of 

2.2 milliot'l ~eople wi t.h physical disahill LIes. "There' 121 

no such literatur6 ill Ru.ssia, And thi5 book will become 

the Bible for families with disabled ohildren." 

'. 

MOVING TOWARD EQUALIT 

~11 
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pisabled village Children, p. 2 of 3 

Werner oame to Moscow this month to conduct a two day 

seminar for '70 parents, professionals, and advocates of chi,ldren 

with dioabilitieo. The purpose of the seminar was to faeilitat~ 

an understand1nq of how the book can be useful to families, 

professionals, and communities. Werner advocates the active 

involvement of disabled children and their families in their own 

rehabilitation and calls for collaboration between the families 

and the organizations providing services. 

According to Edward Roberts, President of the World 

Institute on Disability (WID) in Oakland, california, Disabled 

Village Ch!ldren will be available in Russia because of the 

generous support from a partnership of international businesses 

ana organizations. WID, under the ausptoca nf wnTld r~arnin~, 

Inc. and with funding from the United states Aqency for 

International Development, is providing technical assistance and 

trainina tn ARSO. 

Learning of the need for the resource book, the Americom 

tlwh ~wn~;r-hii*; wimii\;r DuBrO workeu lith f11anthroDl AHftO'N 
business enterprise division, to secure a desktop pUblishing 

system. RUT (dh;tributor for Appl@ Computar in :p.u!n;ia) and Rues 

(the international markoting aomp~ny fo~ Apple Oompu~e~ in 

Russia) offered the desktop publishing system at tbe wholesale 

price, and Americom donated the cost of tIle equipment. Funding 

for the translation of the text was made possible by UNICEF. 

" 
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Disabled village Children, p. 3 of 3 

The recipient of the desktop publishing system, Filanthrop 

has been in oharge of the translating, editing and layout for the 
, 

Russian edItion of Disabled Village Children. A large portion of 

the funding for the actual publishing of 5,000 copies of the book 

was provided by stichting DOEN1, a Dutch foundation which 

supports communications projects in the former Soviet Union. 

DOEN! also provided support for Werner's two day se~inar. World 

Learninq, Inc. provided funding for the publishinq of the book in 

addition to support for the book's development and editinq. The 

Americom print Shop donated print quality copies of the book for 

the seminar and for review. The International Press center and 

Club-Moscow orchestrated a press conference in connection with 

the book's publication. The Moscow Times has been providing 

advertisements urging their readers to support the book with 

private donations. 

Disabled Village Children is a long-awaited resource which 

will facilitate the integration of children with disabilities 

into Russian society. For information about the book, contact: 

Gennady Anitchkin, Filanthrop, 373-6732. 

III 

3/95 
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KEY ELEJ.VIENTS IN A PRESS RELEASE 

contact name 
telephone number 
organization 
address 
date for immediate release 
a headline that grabs, compelling 
short fIrst paragraph: clear, bright, interesting: 
something new, a first ever, broad implications 

second paragraph expands on fIrst paragraph: who, what where, 
when, why, how are covered in first few paragraphs mention name of 
your organization no later than second paragraph 

quote from recognizable person 
clear, concise information about your organization 
compelling statistic 
human interest angle 
for further information, call. ... ### 

World Learning, Public Education through the Media, st. Petersburg 
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CRITERIA FOR A GOOD PRESS RELEASE: 100 POINTS 

Do the headline and first 2 paragraphs tell the story in a way 
that grabs you?? 25 points 
Is all the concrete information there: who, what, when, where, 
why, how? 20 points 
Appropriate format, all information included: 20 points 

one line headline . 
first paragraph is succinct - 1 sentence. 
contact name, phone #, organization name, address, dateline, 
for immediate release, ###, for further info, contact: 

Good quote from someone recognizable: 10 points 
Impressive statistic backed by example which humanizes story: 15 
points 
Succinct information about your organization: 10 points 

World Learning, Public Education through the Media, St. Petersburg 
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World Learning 

Part 4 

How to Write a Public Service Announcement 
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Text adapted from pp. 68 - 71 of Getting on the Air. 

PUBLIC SERVICE ANNOUNCEMENTS 

Public Service Announcements - known as PSAs - are generally a 20-, 30-, or 
sometimes 60-second announcement of an upcoming event for, or a service provided 
by, a nonprofit or other non-commercial sponsor. Most nonprofits write their own PSAs 
and submit them to a station, to be recorded by someone at the station and then 
broadcast. This is known as live copy . 

You may also submit pre-produced PSAs -- audio or video -- for possible airplay. 
Not all stations accept prerecorded PSAs, so confirm which stations do before you 
invest any time or money. If you submit a prerecorded tape, always send live copy 
along. A busy public affairs director will want to review the script before taking the time 
to check your tape. 

Writing a PSA 
Submit two or three versions of your PSA, timed for 20, 30, and 60 seconds. 

Submit your copy double-spaced with standard margins. Put your 20- and 30-second 
PSA on the same piece of paper, but use a separate sheet for 60-second spots. Read 
your PSA out loud and time it to the second . 

Include "For Immediate Release" at the top of your PSA, followed by the media 
contact's name, phone number and, in this case, the fax number if available. Below this 
type "Public Service Announcement" followed by a title line. Also include the suggested 
time frame during which you would like your PSA to run. 

K.I.S.S.: Keep It Short and Simple. Don't use words that are difficult to 
pronounce. If the PSA includes unfamiliar or difficult-to-pronounce words, include the 
phonetic spellings. 

Although styles of PSAs will vary, it is generally standard to mention your 
organization's name at least once and to end with a contact phone number for the 
public to call. Repeating the phone number a second time is recommended if time 
permits. 

Use active verbs. Write to be heard, not read. PSA style is less formal than 
news-release style. Be conversational and clear: Your audience won't have a chance to 
go back and read an unclear sentence. Before you submit a PSA, or any copy that is 
going to be read aloud over the air, rehearse it in front of someone. Is your message 
understandable? If your trial audience doesn't get what your PSA is about, you have not 
succeeded. Do it over . 

World Learning, Public Education through the Media, 8t. Petersburg, Russia 
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For the first time in Russia, a book will be published concerning 
effective ways to integrate children with disabilities ~nto 
conununity activities. The first edition of Disabled Village 
Children was published in America in 1987. This 600 page bbok, 
complete with illustrations, has since been translated into 10 
languages. According to UNICEF I it is the most widely used book on 
conununity-based rehabilitation in the world. Disabled Village 
Children was written by David \'lerner for parents, professionals, 
and disabilit'y' advocates involved with children with disabilities. 
It provides information and strategies necessary to change 
dependency-oriented programs and to promote positive examples of 
disabled people in an integrated conununity. For further 
information concerning Disabled Village Children, contact: 

at 

The World Institute on Disability, located in Oakland California is 
a public policy, research and training center dedicated to 
independence for all people with disabilities. Since it was 
created in 1983, the Institute has gained an excellent reputation 
for research and public education on policy issues which impact the 
ability of people with disabilities to live independently. As an 
organization founded and run by peoole with disabilities, the 
Institutte brings the perspectiove of the disabled community to 
bear on the articulation and analysis of issues and problems at the 
local, national, and international levels. For more information 
about the World Institute on Disability, or to receive a copy of 
its Newsletter, call: 510-251-4329. 

There are 10 million people with disabilities in Russia s~ it:~ 
more than likely that someone close to you is among them.. D~d Y d 
know that there is an organization that defends the .rlghts . a~ 
interests of disabled Russians? In fact, the .All~Russ~an ~OCl~e~ 
of the Disabled is the largest membership Organlzat~on {or ~~s~b a 
people in the world! only six years old, the ~RS~ ~.re~·1 .t~~s 
membership of 2,2 million people with phys1ca l.~a l..1 ha~ 
Directed by disabled people, this non-governmental c;>rgan~~~t~on The 
78 regional organizations and 4,429 district and Cl.ty 0 l.~es .. t 
ARSD is working for full integration of disab~ed P~OPt; ~~s~ 
Russian society. For information about the serVlces 0 e 
closest to you, call: 

World Learning, Public Education through the Media, St. Petersburg 
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KEY ELEivJENTS FOR AN EFFECTIVE PUBUC SERVICE 
ANNOUNCEil--IENT 

free advertising 
similar to a pitch but aimed at public instead of media 
discusses upcoming event or the services of an organization 
Read your PSA to several people before you send it. 
Use active verbs. 
Be conversational & clear. 
:Mention the name of your organization twice. 
Always end with a telephone number or way to contact. 
For tv, submit a graphic. 
If about an issue, be passionate. 
:NIake your audience think. 
tvlove your audience. 
Architectural barriers are a travesty ... NOT inconvenient. 

World Learning, Public Education through the Media, St. Petersburg 
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World Learning 

Part 5 

How to Write Letters to the Editor and Op-Eds 
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Writing Op-eds and letters to the Editor 
An op-editonal, or lIop-ed".as jt is commonly referred to, is 
Ule page adjacent to (opposite) the editorial page in 
newspapers Ulal is used for colwnns and opinion articles by 
syndicated colunl.nJsts, essayists and other newspaper non
staffers. Op-eds tend to focus on public policy and public 
interest issues and are usually managed by Ule edilorial 
page staff of a newspaper. 

Most newspapers Ulink of Ule page opposite Ule editorial 
page as belonging to U]eir readers and look for op-eds tllat 
reflect local concerns, issues and opinions. In general, 
op~eds are an ouUet for an organizational response to an 
issue, while letters to Ule editor are used to reflect Ule 

I 
- ,:. ,;: .. ;~ •• ;; ,.~:~·t .• : •• :';~: ~ :~.~·~~:~ .. ~~·I:~.~~:.~~ t.t.~~:~~:;.f~~~:~:~ .~:,~:;~;:"y. ~i:~;~:f' . 
. ;~:·.Tip's:·about'Lettenrto the Editor.;'~':':, 

.· .. ):~j~t~{{~~it~W~~~~~f{m;t.~;~?~~t~~yA~~f~;f.;lI~~ '~~;~t 
Wllo, sho.urp. ~I.[;ii.' t~a.l't~~r?:;'!~~::~~ ... \(~~;~: '~": .:' '.:: 
' .. :.L.~ .. : .. ~t" ~·~.":':7:': :::;',' /~~; .. : .. t ... : .. ::~~~:.:,:~~\~.:_: it .. ~·7~ .... ~;! . ,"', ..... '.~' 
• . A representative of im.organiziltion mth an '. 
> .. ~ im'olvementIzi Ule is!iie'ol'subject in-litter:':: 
.'t~~v)io· Can'orrer~an auUtotitativc'yefobjeeth'e I 

. ,:~J~~~:~~5~1~~{Et~i:~~1;l~;k~;:;~~;t~J.:;t;;'~~::::·:':: . 
-:":".TIie'general reader;,vliolinsa compeUulg::.·· 
;treasoii ro'iWiitlii·glsiich'·iis·ii'p·ersonhl"e~c~~:. 
:'::lrici{ce,\,10i ihe issueimewspapciS:ahvoYllt.:· 
:{y~)ve~co~¥..!i:iten·I~.~e~~!1iio~;:·espeCJallY'1i.;.:· : 
: ... from Ute general reader~i Readers;' have n··.··: 
;1;' "light· of replY. n,.'. < •• :)".!<:::~. ,i"~:">'~"" '.,';-' 

'.:-;~:.::-:::;; :<?:.::~ ~:. ; ;;: {!~{ ~~.~::~~::Z:~:~~ti;;·':~~~{i~r~~}~:~~· ~~I. 
/n.al.iricriiiUci the chiJnce o/a lcttc~ b'clnlJ" 
sclccied/orplLbllcatl.On?';,'; :'; ": •.. :.\., .... ;~ ~:l':'" :,;.., 

.. common reader" or pub},' c c,' tizen's porn' t OfVl'e,v. '" :;-:-,,,,,!j:,,"';' ~ ,~~, "'~;\·.~.:. •..• ::;,.;.';:r .. ;,.::; .. }s:,i.' .. : ' :,·~;.l·-'.·· .. 4, , . . ..... ':: •. ",..,:. ........ "'!.~.,. 1"; .... : •• :, .• '" r • .s ...... , . .;. , 
.i~ ~rihex:' developing'public discussion about 

. :';lii' CUlTe'rit issue. Prqvidllig·ne\vinr6rmnU~n:·;·. 
To fllld out more about Ule fonnat, length, deadline and oUler .~~·}(or rac~:.U.~~;Yi:§~.~~:~iii~~.~e.d,~ Pi'!:r.I?~.~~:~'" 

• • r,. : '..1.~ coverage-;t;;~.-;:~·':I"~ ~~.~:;f::-.':;:!·.l~::~j~r~"::~~i: ": ... ~!::-~':".';: :~: 
cnterIa ,or successfully placmg an op-ed or letler to Ule ··i ;'\:,:.,;~ •• :;, .. , .• ~ ;:,:;c.':·~\:"·l~\::.h:~,'_:,;)·~ ·,';:::":'·i·.;t;!,j~· .. ";:!'i.~;'!l; 

... '1 •.• • ........ - •••• _. '1' .• , ., .• ~".~ ! ..... : .•.• #_"".,.\" .' '.1. i'; ... . 
editor, contact your local newspaper's editorial staIr. .• :': By iilk.fu'g IS5uc,vitll)omiUung thatlias .:.:-: 

• .:;.~ been.'vritten'recenUY{iiplidnwhy'.lhe issue 

BEST AVAILABLE COpy 

: :'::'7-WBS iriaceurate"odnisrepres'entedj;'OlTet an . 
. ;:~~. altemative'\1elVpomt to' ~vlfat'appe'ared in ::: 

. the ne,Yspaper previously,}' ... ,' . ··r·"·· :." ... 
":!: ...... : .~":. ':~.:' ...... ~ ... : .':~~'I· '.' .. ::: .... ::.: .. ~. '. 

IY1lal are some polnter&/or. wrltlng a,-.letter " 
to tile editor?''', :;- '... ',' :,. . ',.; .. ~' ;""'.' ... _ 

• .' ~f~k~ ~~~~'~~~"~U'~j~Cli~: ~:i ~~~~~iKbn:c·. 
to Ule readers of Ule imblicaUon.:·;· '.': :. . '."... ... 

• : .• , ... " .. :. ;.," . .:, ••. ~.,. :..:,:..... l": • ........ , '. 

• Present !l1C essential facts inunediately, in' 
thc first paragraph. ;:-: .. ' " 

~ "S~~e rO;.~·s~Plets~~i~~~ornar~~;lJle, 5.0 
.... : infonnation.will be easy to foUo,,,·ili1d·;·::'<· .. 

understand. Clarity is essenUal. Fancy.'.' 
'. pretenUous writing will only obscure Ule' 

main point.. .' !:. :';:" ' 
- .•.••. ~ .......... :; ' •. :.:'.~~. ~ . '. :' ':.!' ... 

. What'& the. c?'J1peli~~I:'..l!k~?·i~~.'·" . .":',~.: .. ::~:.:!~' 
:· ... ~~~;:.~i!:·~·~ .. ·:.~~'{~ .. -:~~~~ .. ·~·t\::; ;: .. ::~:~~\.~~ t '.:'.~ ;.::.~.~ \;'~.':' .. 
.. ~.lntcnsive; For·ei:ample,·the·Washiitgton',~/" 

Post nms aboul50 lelters'a week or the", 
estimaled 1,000 letters they receive weekly, 

. ";'~'~ofo:.; ~ ...... "~:? ~~~·,~:::"~~1;·.;:~·:·l· '~~;.:~~:(~'7.:- ... /~.~::-}::~ ~~~~~ .. 
Howwidelyrcad are the leUersl!I::;::::.";·~::;~';·: 
.. :: .~:.;~.:::.~:":'],:~~.;~;:f-;'::'::';'::~.,,~' ::.:'.: ,,:'':'~ i .. t'!:·:.r~·:·.~ f,:,:~'~::':~'~; . 
• '. Although readers'timd to llnk :prestir;e am' 

d1gnity~to the'op~ed page~ more people.,ln 
; rllct, read lellers 1l1nn op-eds: The shorter:· 
;:--I11e letter, tlle better~'1\e8ders zero lli Oni~,j: 
':i'th'e'sig'rial' re lirslj·Uie.affiliatlon·se·cond,:.i: . 

. :::~r-~~~,~}.~~~~~!.::~~.~:!t~~~~~~~~;.ij~~~:·~~!:::·;~~~~~~~.t:~~;::.~ 
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Services for Disabled 
Need Assistance I Not Cuts 
BYEDIlOBERTS 

RECENtLY, a drunken drh'· 
er rtruCkdown a 21-year-old 

mllJ. nta mQn~ DQW R (Jtladrt
plegl~. II working to get JtlG LUe 
baok In ordl!!f. Ite Is enrolled In 
a compulU tn.lnlng elMs lbat Is 
preparing him to work as a com· 
pu..,t programmet. 

UI:1t the 12 percent cut Is only 
tbe first to a series. Those who 
manage to flurv1ve this rOWld 
:nay wlnd up "'W~rehcused" ,,[. 
tel' the nen rouod. 

The WUSOQ "dm1nl3trl\t!on 
86YS it Is Uf)\ US Intent. to force 
people into nursing hOJD~ 
Wby. thm, hu It completely eut 
the menger fUJltls in the slH!c1~l. 
clrctunBtllnee9 (und. nloney 

CrJUeal to thb man's welJ- that '1fM UJed to pa)' IniUlJ ~ 
being 11 Qillforulll'B In·Home when .oovlng out of a nunmR 
Supportive Setv!ces CUISS) pro- . borne, sDeb as ueposiU lor bOt's
gnl.1n.IUSS proYldOS hhn nearly Jug, e.l~lc1t.Y and t.elepbone? 
300 h(JUU a month 01 penoual 
care and bomemaking setyj(!es. 
sucb M cooklug. feeding and 
bathing. 

Last month, this man, along 
wIth 178,(lO() other disabled and 
lor elderly people, received. 8 
Itt1el' ~«tlnC tUt mss hours 
would be cut by 12 percent. ef· 
fecttve <k:tober 1. T11e let~ 
~ere In JSugUsb only. M<l the 
typeface was \lnreadable tor vJ. 
suaJl11m~e4 reclplcuta. 

1h0!4!! .tfeet-ed by the CU15 
were pen 10 days to appeal It 
\be1 belk!ved the eub: would re
w!t In intUtuUonlilizAtlDn. Eacb 
eotml)" II bftnciUog pppeals dif· 
ferently. U.nfun1llar with the 
system. thls young m~D 1& IlJIoo 
certain abo\l& b1I; optiow:. He 
bu 1)@U, c:aUlng the t(!'ephone 
number llI"t 'Wu gIven In bis 
let.ter, bat 120 ODe aD.$Werrt. 

The IHSS program prevents 
tbonsandl of Californian!; (tom 
being InstituUonallled. In fact, 
caUfornla'a pro~ because It 

r.romo~ tndependence and a 
,1gb 'lUAUty 0{ hie. has been 

heralded lIS • JD()del for sJmJJar 
proBfQUJ DatlonWide. 

Ip; it ttuJy nl!:ce.<:sary to 
'Hre:tk tC!rror and bavoc on UtI!! 
ltves or ISO mll!P), people bere In 
Callfonllal Absolu~lf nOL A so
lutlOn WIllJ proposed last year by 
the (.c)Dg Term Cue/lllSS Ttt&k 
Foree, created by CallfornJll'S 
Ht'211h And Wcltare Agency. 
This group concluded lhllt CnU· 
torn.. ahould pursue rederal 
MedJ~ld .loDan to keep the 
n~ ~ .-U'Ie. tl the federal 
lI@altb CUi! Flmmce A,dmInls
tratJoli grlUlLt CalHornm'. re
quest lor the Perwnal Care Op
Uon under Medlcn.fd (lded1Calln 
caJ1lomla). a1l JHSS recipients 
would I1tlVe theJr lost services 
relJutate4. 

It Is I!Btimated tIl.ftt more 
tblln 80 percent of current russ 
recfpientJ 'Would be eligible 1.0 
reeeivp. lUSS through l\{ediC3L 
Since balf or Ibe MediCal pro
gram I! borDO by tbe federld 
government. lbh 8ctltln would 
Jree up more than $300 mJDioll 
of state an4 county lltnds cur
reDOy being spent an mss. 

There'. no quetion that 
Governor WlJson can 'I"!ed up 
the proeCflS. and ODe has W won

A faJr Incl funcUOllftl syt- dtr wit,. he hIlS yet to do '0. 
:em hued on need is belng de- Th~ cub Kneel people who 
~ IUld iIluglnn the rever- . are already cla~lfied ;tJ poor 
ber"Uons on lives: 17ePJO lHSS and In gnat need. Tbey boll 
reefplenb. the "ttendanb wM down to dIrty half and bodIes, 
!,rovlde the penonal assistance. bunger, dirty homes and having 
ancl t.m1Jy n:wnbers who, until to Slay jn b~ because Ulere Ja 
:8.$\ month, It,,() the pea~ of no one 10 iel you up. 
:n1nd tb~ thelt- loved one WItS 
;l!Jfe JUld In dutrgc 01 his/her 
-lUlTOundlnp.. 

The Teclpients or the J~Uer 
:oncetalng IIlSS cub llre of an 
Igl!5. SOme require m.any bourR; 
'ot' othenr, thl! s:ervicer needs are 
'UlnimaJ. Jbny oC tbose wbO$e 
!lext .-top mfght be an lustitu-
a.t .... _ .. ___ ."'""~ ......... ~"A """",,11M 

Govern<r.r WIlson: Get on 
the tl!l~phone. 'There Is a &Olu
Oan to this crls!s. a,nd U's in 
)toW" bands. 
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How to Hold a Press Conference 
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The World Learning Public Relations Office presents Mardr 1995 

MEDIA GUIDELINES AND TIPS 
Holding a Press COll£erence 
A press conference is appropriate to allllOllllce a u/l0{"'news item: to release a major 
report, to s/lOwcase a naeiona/figure or celebrity, or to unveil an important new program. 
You may also hold a press conference 10 respond to a fast-breaki1lg news story 
when you are unable to reach media con{Qcts individually. 

Hold a press cOllference only as ajinal resort. For ehe amolUlt a/rime alld energy a press 
conference requires, you can make doze/lS of placemellf calls and organize several one-on
one meetings and briefing sessions. Too a/tell, a group will rush to orgallize a press 
cOllference only to be disappoimed by a low tum-aliI. 

Contacting tlze Media 

• Written invitations. 
Five to seven working days before the evenl, mail or fax a press advisory to your key 
media contactS-liSting: \"ho; what, when, and where. Two or three days befo.re the event. 
mail or fax a press release with full delails of the press conference. findings of reports to be 
released. and quotes from spokespersons. TIle release provides written copy for reporters 
unable to attend. 

• Phone calls. 
To follow up on earlier written materials, call all invited news outlets two to three days 
before the press conference. Offer to fax (again!) the press advisory and release. especially 
if you can't reach the reporter or editor. 

Format 

• Location is part of ·pitch. 
Stage the press conferetlce in a convenient location or at a site that relates to the press 
conference itself. For example, a press conference about housing problems might be staged 
at a housing project for the visual effect Press clubs oflcn have rooms available for news 
conferences. A hotel room or large conference room of a cooperating groups might work. 

• Room set-up. 
Make sure there is enough.space and sufficient electrical outlets for cameras, a standing 
podium, and chairs. Place the podium in front of a solid color, preferable blue curtains. and 
away from distracting paintings, murals, or mirrors. If possible. put your logo on the 
podium dire.ctly under the microphone (not below the hotel logo) . 

• Registration table. 
Make arrangements for a press registration table and have sign-in sheets outside the room 
where you will hold the press conference. The registration table should be ready to operate 
at least 30 to 45 minutes prior to the scheduled press conference . 

World Learning, Public Education through the Media, 8t. Petersburg 
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Holding a Press Conference. p3gc 2 

• Think visuals for TV. 
Try to have "visuals'! available during the press conference. If you have charts or other 
visuals in a report, a blow-up can be made at a local photo or copy shop. If you hq.vc a 
video clip or an issue ad campaign. make copies to distribute to the broadcast media. A 
television editor is more likely to cover a visual story. \ . 

Timing 
" 

• Late morning or early afternoon. 
Generally, press conferences should be held between 10 and 11 a,m., or between 1:30 and 
3 p.m. If you schedule a press event earlier than 9:00 a.m. or later than 3:00 p.m., you risk 
losing media outlets because of deadlines and start-up times. 

• Keep it brief. 
Try to limit the press conference to 30 (0 45 minutes, and no longer than one hour. 
Reporters are overworked and under deadline pressure. 

Press Kits 

• Background information. 
Press kit gives reporters background infoI1l1ation, making it easier to do the story. 

• Press kit should contain: 
- Text of statements by press conference speakers printed on organization's letterhead. 
- Each speaker's name, title, organi:z.ation. address and phone number. 
- Outline of issues addressed. 
- Additional press contacts on the issue. 
- Endorsements from other organizations. 
- Background on the organization(s) sponsoring the press conference (one or two pages). 

Speakers 

• Limit number of speakers 
Two to three speakers is the ideal number. Keep their prepared remarks short. Designate 
one or two people as the main spokespersons to take follow-up questions from the press. 

• Participants are best spokespeople. 
\Vhenever possible, include participants as speakers. While presidents and managerS are 
important, partidpams are the most credible testimonies to the quality of your programs. 

• Moderator makes opening remarks. 
A moderator makes opening remarks, introduces speakers, and coordinates the question 
period. Opening statements should be catchy and brief- only two to three minutes each. 
The moderator's and speakers' remarks should only lake 10 to 15 minutes. 

.. " M d" St. petersburg 
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Holding a Press Conference, page 3 

• Order of speakers. -
Think carefully about the order in which your press conference speakers w!ll appear. Your 
press kit will contain the complete text of their statements. Ask speakers to summarize the 
most important points rather than read each word. 

\ 

• Written speak,er list and {ext of speeches. 
The press kit will have a list of speakcrs' names and titles so photographers can correctly 
identify each person. Reporters unable to attend the news conference will need written 
copies of speeches. Also, preparation and circulation of the text at tlle news conference 
eliminates errors copying down remarks or misquotes. 

Follow Up 

• Reporters unable to attend 
Immediately after the press conference, check the sign-in list to identify key reporters and 
media outlets who did not attend. If possible, hand deliver the press kit to these news 
outlets. Follow up an hour later with a phone call to specific reporters or editors. Such 
follow-up work can increase coverage of the news event or stimulate an additional story • 

. __ .. .. --.--' 
• Evaluation. 
Review what'\vorked and what didn't at each prcss event. Schedule an evaluation with key 
staff as soon as possible to review the organization of the event, how the press conference 
participants reacted to press questions, and the resulting press coverage (or lack ofit). The 
evaluation session should also look at ways in which press contacts can be made more 
effectively for the next news event. 

.' 

World Learning, Public Education through the Media, St. Petersburg 



( 
Holding a Press Conference. p:lge 4 

Press Conference CllecI{ List . 
\ 

One lVeek Before 

• Find a room. 
Arrange for a room which is not too large as to look empty if attendance is light. Siles may 
include hotels, local press clubs, or public buildings near media offices. 

• Ensure equipment will be available. 
-Podium 
- Speaker system 
- Microphone stand on podium 
- Backdrop (blue, if possible) 
- Chairs (theater style, large center aisle) 
- Easels, slide projector, flip chart, overhead 
-Electricity, ourlets for TV lights 
- Table, for registration 

. __ ... _----.. 

-Ash trays 
- Water pitchers and cups for participants 

• Schedule a time. 
Pick a convenient date and time. Tuesday, Wednesday, or Thursday are best. Try not to 
schedule before 10 a.m. or after 2 p.m. 

• Send invitations. 
Mail, fax, or hand deliver (best option) press advisory to: 

-Ediwrs 
- Assignment desks 
-Reporters 
- Weekly calendars 
- Oilier suppol1ive groups 
- Wire services 

• Prepare written material. 
Write and assemble lists, brochures, and fnet sheets for press kits. Wrile speeches and 
statements. 

.' The Day Before 

• Finalize order of speakers and who will say what. 
• Call all prospective media as reminder. 
• Collate materials, make extras for follow-up. 
• Walk through the site and review details, including equipment . 
.• Type up names and titles of spokespeople for the press kilo 

World Learning, Public Education through the Media, st. Petersburg 
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Holding a Press Conference, p3ge 5 

That M orllilZg 

• Make last-minute reminder calls to assignment desks and desk editors. 
• Double-check the rQom several hours before. 
• Walk through the press conference with principle speakers. 

During the Press Confererzce 

• Have a sign-in sheet for reporters' names and addresses. 
• Give out press kits. 
• Include in press kit a wriuen list of participan IS. 
• Make opening introductions. 
• Arrange one-on-one interviews if requested. 

Follow Up 

• Contact reporters who did not attend. 
• Evaluate success of conference . 
• Keep in touch! Let us know about your media relations experiences. either by mail or 
telephone. Use us as a source of advice and support. And come visit anytime! 

World Learning Public Relations Staff, Kipling Road, P.O. Box 676, Brarrleboro, 
Vermont, 05302-0676 USA; Fax: 802-258-3126; Telephone:802-258-3174. 

World Learning, Public Education through the Media, St. Petersburg 



I 

-' 
-

• 

Checklist for 
Press 
Conference 
Location 
LOcaDon: ______________________________________________ _ 
Address: ______________________________________________ __ 

Phone: ________________________________________________ __ 
Co~ct ____________________________________________ ___ 

Possible rQoms and seating capacity: ___________________ _ 

Miscellaneous items: ___________________________ _ 

•......•...•..................•.......•..•.•........•..................•.............•..•.......... 
Convenience of location 
o Availability of parkingto-______________________ _ 

o Bad weather alternatives ____________________________ _ 

o Security availability 

o Platform/podium 

o Lighting 

o Air conditioning/heat 

o Electrical outlets 

o Reception area 

o Multbox o Accessibility for disabled individuals: --' ____________ _ 

o Access to public transportation 
o Condition/care of grounds (if outdoors) _______________ _ 

o Audio-visual support __________________________ _ 

o Room for cameras 

o Ventilation 

Media Rolatlons 

World Learning, Public Education through the Media, st. Petersburg 
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Press Conference Checklist (cont .. ) 
o Acoustics/microphones 

o Tables, chairs 

o Signs 

•••.•.•••.•.•••••.•..••....•.••..•.•..•...•......••....•............•..•..•...............•........ 

Directions to location 

Dates available: _____________________ _ 

Co~: ________________________________ _ 

N~s: _________ ~ ___________________ _ 

Media Relations 

World Learning, Public Education through the Media, st. Petersburg 
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Preparing to Meet with the Media 
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T/~ World uarning Public Rdalions OjJict: presents 

MEDIA GUIDELINES AND TIPS 
March 1995 

Reacting to Reporter Inquiries 
Phone calls from rhe media may be good or bad news for JOur prog ram. You must react 
quickly and professionally to both. A reporter's interest may rangefromfeacuring your 
program, to tracking dowlI a rwnor, 10 investigating a scandal. 

For a scheduled interview 

• Be prepared. 
Calilhe reporter ahead of lime and ask whallhe focus of the interview is, so you're ready. 

• Have your o,vn agenda. 0 

You don't have to follow the repoI1cr's lcad passively. Consider points that ;rou would like 
to make in the interview. Include statistics, dates, and human examples. Jot them down 
ahead of time, and keep your notes handy in the interview if you get flustered. 

l'-Give-the-benefit .of the doubt. , 
Regardless of your preconceived ideas about journalisLS in general (or this one in 
particular), goointo the interview as an objective professional. Rather than seem defensive 
~r mistrustful, be as straighlforward and upfront as possible. 

lVlzell tlte phone rings 

• Find out who you are talking 'vith. 
Ask the reporter's name and media outlet. Get their phone and fax number, as well •. 

;Listen. 
Find out what the reponer is interested in, who the audience is. Offer information on your 
other programs whenever possible. 0 

I 

• Go the extra step to accommoda te the reporter's needs~:~:' toL': I"::: r.l o?: 0: ~~ tJ ::-:::/:oir.;7'" d 
If you don't have the facts and figures at your fingertips, offer to °fjn4oufana c:ilI.o~ck~":~·; o::;:_i ;~~.::oo,: :0; 

Volunteer to track down specific facts or statistics, to identify formcOt.'or:cui'ienOt paniCipahfs·:o;:l ;.:; ~ ::0:::. 
for interviews, and to mail or fax written background information. 

Communicatioll techniques 

• Speak slowly and clearly. 0 

Reporters are often typing directly into their computers. \Ve've all been dismayed when a 
headline reads "Experiment in International Learning," 

• Be aware of body I:mguage. 
During an in-person interview (whether print or broadcast), be sure to make eye contact 
ana. sit squarely. Decide whether or not you want to have your desk betWeen you and the 
reporter, which can set up a more fonnal (defensive?) tone . 

World Learning, PubliC Education through the Media, St. Petersburg 



Reacting ID Reporter Inquiries, p:lgc 2 

• Have your facts straight and relate to the reporter as an ally. 
Your intention is to infonTI, to connect, 10 relate. And remember, for the time that you are . 
on the phone with tJ!e reporter, you are the Experiment, the only contact he or she might 
ever have with your organization. 

\ 
• Take your time. 
You don't need to respond to everJ question right then. It's OK to say you don't have 
certain requested infonnation at the tip of you tongue, but you will get back to him or her 
within x amount of time. Then, be sure to follow up within that time frame. 

• Don't usc extreme language. 
Avoid exaggerations and superlatives. Such quotes in print may skew your message. 

1Vlzat to say 

• Cite successes and statistics. 
Reporters Jove statistics and dates. Give num hers that accentuate the positive aspects of our 
program. Also, give real-life examples that readers can relate to. If your point is ilIustrnted 
with ~n example, it more likely will appear in the story. . __ .. _____ .. 

• Tell the truth. 
A/ways tell the truth. Maybe not the whole truth, but certainly norlu'ng but the truth. 

• Avoid "No comment." 
Your lack of comment itself makes a huge statement. You don't want to set up an 
antagonistic tone with the reporter. Try to give some answer to each question: 

- The answer can be slightly indirect, moving the interview in a direction you 
choose. 
- You can. always say "I'll get back to you on that one." 
- If you really don't want to comment, soften the phrase (e.g., ccI'm sorry, but our 
policy is ... " or "I'm not at liberty to disclose that infonnation at this time"). 

• Stay focused. 
The reporter may try to lead you in a cenain direction during the interview. \Vithout 
seeming defensive. stick to your positions and agenda. Refer to your notes. 

• Stop yourself from rambling. . ' 
Think: carefully before responding [0 any question. There's no time pressure. Any word 
that comes out of your mouth may be quoted. so choose carefully. 

.' Educate the reporter 

• Assume the reporter knows nothing about the institution or program. 
Given the high turnover in the news business, as well as the broad subject areas many 
reporters cover, your interviewer may not know much on your subject. Interviews with 
ccuninforrned" reporters can be deadly. It's OK to ~sk what is the reporter's level of 
knowledge. A reporter may have an erroneous preconception or only know about one 
aspect of the Experiment, or of international education and cross-cultural exchange in 
general. Educate the reporter as necessary with as much background infonnation on the 
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Reacting to Reporter Inquiries, page 3 

lOpic, as well as on the organization itself. A fact sheet is an essential tool for any reporter 
to have. Offcr other brochures and catalogs, too, depending on the rcporter's focus. 

• ExpJain how your part relates to the whole organization. 
For example, The U.,S. Experiment in International Living'is a program of World 
Learning, part of our portfolio of citizen exchange programs for Americans and 
international visitors. A fact sheet can help lay this out dearly. 

Avoid jargon 

• Don't use acronyms or inside program identities. 
SpeUlhings out and use full program names rather than abbreviations. 

• Keep concepts simple to understand. 
A void using jargon, and don't use long complex words and explanati~ns. Cater your 
answers to listeners with an eighth-grade level of comprehension. 

Deadlilles' 
, " 

• Ask what the reporter's time constraints are. 
The reporter will love you for caring, and do your best to respond in time. 

• Offer written information. . 
If the deadline is not tootighr, ask if you can send or drop off some background written 
infonnation. When it's in writing, it's harder for them to make errors. A fact sheet, a 
program brochure, and a press release may be useful to include. 

Of/ the Record 

• Don't say anything you don't want to see in print. 
You should not assume that you will see Lie reporter's story before it is printed or aired. 
They are under no obligation to let you review the article. Treat a reporter as you would a 
live microphone. Casual chitchar is considered Oil the record. Be careful what you say 
before or after the formal interview. You may be quoted. 

• Avoid going off the record with a reporter. 
Reporters don't like it. Plus, it can be confusing to keep going on and off the record. 

. 
: • If you must go orf (·he record, make sure you agree on ,vhat that means. 

Spell out with the reporter what yOIl mean by off the record, and come to an agreement 
before you begin. Make sure to say when you are back on the record. 

After the article aPl!ears 

• Write a letter to the editor. 
Whether you're pleased or angered by what you see in print, set your reaction down on 
paper and send it to "Letters to the Editor" of your paper. Keep your letter brief and to the 
point, and chances are, you'll see it in print. A Jetter to the editor is a vehicle to express 
your views directly, either to counter what the article said, or to reinforce your agreement. 
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Notes about how to prepare for an interview with the media 

1. sit for ten minutes and think: If I were in my living' room 
watching tv, what would I want to learn from this tv show? What 
questions would I have? Think about the broader problem and relate 
it back to your particular project. Use language that everyone can 
understand. 

2. Is your issue an emergency? Or is it long term? Which are you 
working at getting across? You present the issue differently 
depending on whether or not it is an emergency. Are you presenting 

.it to a news agency? If so, you have to be very brief, concise. 
Or, can the media spend a few days with you? ASK the agency what 
they are looking for. Background? Feature? News? 

3. Prepare a small fact sheet for the interviewer: name of 
organization, when founded, goal, who works there. Provide 
clippings. If it's an emergency, then prepare an outline: what 
happened, when. 

4. Location is not that important if the media just eneds a few 
facts. But for TV or radio: the reporter needs to SEE the program. 
You need to prepare the setting so that it shows what you want it 
to show. 

5. Get away from head shots in quiet offices. 
street. Make it real. 

Get out on the 

6. Find one or two people who are beneficiaries of the program or 
who are in need of the program ie., human interest factor. 

7. People want to identify and may identify with the helper rather 
than the recipient. Use helper and recipient for balance. 

8. Put the issue in a broader perspective ie., how was it ten 
years ago. Has economic progress been made? 

Specific to TV: 
1. TV=pictures. Think of a very visual image. If you pick the 
right image, it wi:l be very powerful ie., a disabled dancer as the 
symbol of potent~·~. for disabled people in Russia. 

2. The perosn on camera must know the susbject matter inside and 
out. Go in with a list of answers ie., the information you want 
the reporter to leave with. 

3. You don't always have to answer the question that is asked. 
You can switch the emphasis. 

4. Don't get pushed into something you don't want to .say. Make 
sure you have been understood. Be attentive all the way through. 
You are an active participant in the interview. 
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5. prioritize· what it is you want to get across. Put the 
important points in the middle because the beginning is just warm 
up. 

6. Don't rush. stop and think about what it is you want to say. 

7. Use short and simple answers and statements. 
tv is one to .~wo minutes ie., sound bytes. 
sentences, you might get cut completely. 

A news segment on 
If you use long 

8. If you cantt provide images, tv reporter may not take your 
story. 

9. Find a comfortable setting where you will be uninterrupted. 
The setting should be colorful and quiet. .• 

10. What you wear is important. In the Nixon Kennedy 
those who listened to the radio said Nixon won; those who 
tv, Kennedy. Nixon wore dark suit; Kennedy wore makeup. 
looked healthier, stronger. Wear green. Keep it simple. 

To get the media's attention: 

debate, 
watched 
Kennedy 

Tie your story to the bigger picture so that it becomes part of the 
day's "big news." 

Educating the media: 
You are tyring to break huge stereotypes. Do it gradually. Make 
sure YOUR language is correct. If so, the journalists will get 
used to it. 
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"Do's" and "Don'ts" 
for Interviews 
DO 

· . . 
· . . 
... . 
· . . 

Repe~~ or paraphrase good questions. 

Use silence to your advantage. llu.l1k before you answer, answer Ule 
question and Ulcn stop. 

Be positive when discussing a daI11aging issue. Briefly concede Ulere 
is a problem and focus on Ule positive steps being taken to remedy it. 

Ask for clarification if a question is unclear . 

Weave in references to convincing evidence, such as research or 
results of a surveyor study. 

DON'T 

· . . 

• • • 

· . . 
· . . 

Be evasive. 

Speak. "offUle record." 

Speculate or be drawn outside your area of expertise. 

Respond to hypotlletical questions. 

Let yourself be hurried or bullied. 

Be forced into "yes" or "no" answers. 

Introduce negatives to Ule interview. 

Talk to nil dend nir; that's Ule interviewer's task. 

Managing Issues 
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Deliver your Message 
II Choose 5-4 points you wish to make during Ibe interview; tllen make them. 

II Mention the organization's name periodically. 

• Develop turn-around responses. 

• Use facts and anecdotes. 

• Be a1er~ enthusiastic, concise and positive. 

Take Questions and Answers (Q&A) 
• Remember, you know more about your subject than most of your listeners 

or readers. 

• Use key messages to turn around negative questions. 

• Don't be afraid to say "I don't know, but I'll fmd out." 

• Don't think you must be able to answer ever! question - there is no way to 
know everything. 

• Respond to a hostile question or conunent in a mature, logical and friendly way 
and move on to something else. Avoid anger and sarcasm - stay on the high 
road. 

• Use question-and-answer periods to relate directly to individuals and their 
specific interests and to involve tllem in your presentation. 

ManagIng IssUes .::,:"" 
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The World Learning Public Relations Office prcsents March 1995 

MEDIA GUIDELINES AND 1'IPS 
Being Interviewed on Television' 
Rather chan be intimidated by all oil-camera interview, take the opportunity to gel maximwn 
visibility for your organization. With prior planning and preparation, you'll be a star! 

Before the I1lterview 

• 'Watch and tape several shows. 
\Vatch atle:ist one show to see the tone and content. Check camera angles and color of the 
background set. Think about how to maximize your program's visibility in the interview. 

• Alert your constituencies. 
It's always good public relations to keep people informed. If the show is call-in or has an 
audience, alert your members, ask for their participation. , 

• Send written materials to the producer. 
Written background materials help ensure accuracy:-Call th~ day before the interview to 
make sure the.materials arrived. If the interviewer hasn't received them, hand deliver 
another kit to the station. Try to meet personally with the host or producer. 

• Write logistical information about interview. 
To avoid confusion on your spokesperson's part, type up: 
- Station contact's name and phone number. 
- Call letters, channel, and network afflliation of the station. 
- Time and exact location of the interview. 
- When the segment is scheduled to air. 
- Names of other guests. 

• Haye your own agenda prepared. 
DeteImine three to five points you want to make. You're cenainly entitled to raise a few on
air points of your own, not necessarily in response to someone else's questions. Be 
prepared to take the lead when an opponunity arises. And be ready to redirect the flow of 
dialogue to a topic of your choice. lot down notes and bring them to the interview. 

• Anticipate reporter's questions. 
Be prepared. Think of potential difficult questions and decide beforehand how to answer. 

• Have a dress rehearsal. 
At the very least, rehearse out loud in front of a mirror. If possible, have someone . 
videotape you, and review the tape. Watch your body language, as well as what you say. 

Last-lt-1illute Tips 

• Choose your wardrobe carefully. , ' . ," 
Wear a pin or logo of your organization. Solid colors and soft shades with small jewelry is 
best. (Big. flashy jewelry is distracting on television.) Above all, be comfortable. 

• Be friendly with the host, producer and technicians. 
Ask if it is bettcr to look directly into the camera or at thc host. 
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Being Interviewed on Television. page 2 

• Adjust the microphone. 
Make sure the microphone rests in a comfortable place. 

, 
• If the interview, is in your office or home. . . 
Choose a quiet place without external noises. Make sure the background IS vIsually 
appealing. Put logo/name up behind you on the wall. Have someone in the room at all 
times to listen to the interview. Turn off phones and overhead paging systems. 

Be Yourself Oil Camera 

• Be enthusiastic and likable. 
A television audience that likes you may listen more closely and more rcadily accept (even 
agree with) what you say. If your audience doesn't like you, the steel curtain slams down. 
Smile genuinely when possible. Convey your conviction through the vitality·and intensity 
of your presentation. If you don't seem convinced, you won't convince us. 

• Bc specific. 
The general public is a' dispassionate audience. Make your points vividly and memorably. 
Back up assenions with facts, examples, statistics. and personal experiences. 

• Repetition is okay. 
Remember the oldest rule of both education and advenising : "Tell us what you plan to tell 
us. Then tell us. 111en tell us what you told us." Maybe the audience will remember. 

• Be brief. 
Responses should be no longer than 20 seconds. Remember that 10-second sound bites are 
the building blocks for television news. ..' 
• Be correct and truthful. 
If prepared, you'll be corr,ect. Being incorrect about one thing undermines your credibility. 

• Be anecdotal. . 
Imagine you're in a living room willl friends. Don't pontificate or argue. Tell us stories. 

• Listen. 
Don't tune out of a question halfway through it because you think you know where the 
interviewer is going. What you don't hear can hun you. 

• Bridge. 
A bridge gets you from where you are in a discussion to where you wallt to be on topics of 
your choice. Successful bridging requires a smooth connecting phrase. clause, or sentence 
as a preface. "Let me put the maner in a slightly different perspective for you:' Or, ulet's 
consider the larger issue here." Talk about the solution. 

After the Program 

• Send a thank-you note to the producer and hosc . 
• Have others in your organization do the same as viewers. 
• Add the producer and host to your press list. 

World Learning Public Relations Staff, Kipling Road, P.O. Box 676, Brarrleboro. 
Vermont, 05302·0676 USA; Fax.' 802·258-3126; Telephone: 802-258-3174. 
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STRATEGIC PLANNING 

Media relations is one of the most effective ways to reach your target 
audience. It is important to remember, however, that working with the mass 
media is only one'component of a communications program. Any media relations 
efforts should fit within and support your organization's overall communications 
efforts. 

In order to make sure that your media efforts are complementing your 
overall communications program, you should review what your agency is trying to 
accomplish with its communications program. Doing this will help you develop 
appropriate media activities and messages that are consistent with your program 
goals and objectives. 

Before forging ahead with accessing the media, ask yourself the following 
questions: 

*What is the primary goal you want to accomplish within your organization? 

*What changes are needed in knowledge and awareness, perception, or behavior 
to accomplish the program goal? 

*Who are you trying to reach? Who is your target population? Other 
populations? 

*What are the messages that must be delivered and conveyed to effect the 
desired changes in your target audience? 

*What do you want the community at large to do? 

*What types of media outreach would be efficient and cost effective for 
accomplishing the above? 
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Marketing the Products and Services 
01 tbe Non-Profit Orgl!lllitationa 

Marketing consists of determining wh_t consumer need8 and wants and then 
satisfying the need. 

11\ otller words: 

MRrhding Is R proctss tl.at I.slps you e~d,a"ge 80metlliltg 0/ value IDr 
sornetlting yaM nt,d. 

The MarkeliJ18 Proctes 

Plv. matke~in8 ,Uepl): 

Stepl 

Stepl 

Step 3 

5wp4 

Slep5 

Set marketing goals 

Position your organizBtion 

Conduct a marketing audit 

Develop a marketing plan 

Develop a promotion/ communication campaign 
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The MarkeUJ16 Process 

Step 1 Set ntarkel!llg 8oa1s 

There are two kinds ·01 marketing guals, image goals and action goals. 

1. Image',8oals. You want to be better ktioWIl or in some way ch1mge how you 
are Betll. If you are just starting up, adding a new program, BulLeting from n 
outdated image, or evolving signi!icantly III an organization, you will want to 
set image goals. 

2. Action gOl18t You watlt marktlitrg Id produce spetifi~, measurable results 
for your organizatio1l. Action goals relate to things you can count: the 
number of people who attend an event or sign up for a program; the amoWlt 
of money raised or new members gained from the arulual campaign. 

Step 2. Potition your organization 

Positioning means finding and establishing your niche or wuque role in the 
community. It. helps you define your character and I,ow you want to be lien. 

Positioning responds to "big pictul'e" questions about your organization or 
program and gives you a statement oC Identity to be reinforced throughout 
your marketing effort. As you niche becomes well known, r,our name will be 
lirmly associated wIth U,e unique contribution you make (' Oh, they're the 
poople who _). Wh~h people can Identify your niche, 
they know what you offer them AS well as what they mfght offer you. You 
becou\e easily approachable by others seeking exchange relationships. 

Step 3 Condu(t a marketing audit 

In ilie first two steps, you decide what you want Bnd how rou want to be seen. 

In Step 3, you take Ito<:k of your ":Urfent milrketing ellorts and decid.e what 
you might change, add, or improve in ol'der to achieve your goals. 

A marketing A"tUt is simply a short serip.8 of questions you answer to get an 
overAll pl«:ture of Whlft you stand. right now in reSAtd lo Ulilrketing. You 
conduct an audit using the "Six p, of Marketing." 
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The SJx Pa are: 

1. PRODUCT·· what you offer 
2. PUBLICS·· those with whom you want to make exchanges 
3. PRICD - how much you charge 
4. PLACB,-~ where the product is available 
5. PRODUCTION - how well you can meet demand 
6. PROMOTION - what you do to motivate PQople to re9pond 

Step 4 Develup a marketing plan 

Once you've done your audit, you will mow where your strengths and 
weaknesses are regardlng marketing and what needs to be changed. With 
that information, you can develop a marketing plan that lays out how the ~ix 
PI need to be aligned in order to achieve your marketing goals. 

Ha ving your Pa in line looke like this: 

Product 

l'ubllcs 

Price 

Place 

You have a high-quality prosram, servIce, or product that meets 
peoplels needs. . 

You know with whom you're going to exchange the product and 
its benefits to them. 

The price 1s right-not too high, not too low. 

The product 1s accessible. 

Production You can effectively meet demand. 

Promotion You use strong techniques that motivate people to respond . 

St.ps . Develop a promolioll/cou\u\unicalioll (.mpa'gn 

An eUective promotion campaign helps to create or reinforce the image you 
want for yC;lUr Qrg~ntzatlon and conveys a specific message that teUa people 
what you want them to do. 
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Complete this worksheet all an individual exercise or include staff Bl'ld board mernbCtl5. Some people benefit from 
structured Idea-generating techniques such as brainstorming, vi$valizatiQn. and timpd wriline. or drawlns to help lhli!rn 
Sll't guals. These techniques are described In Appendix A. 

1. How are yuu currently nen by 
the people or gruup. mosl 
Important to yuul 

A. People you serve: 
.. 

B. Others in the community: 

2. Are you satlsOed wilh this bnagel 3, How would you IIkt hto changel 

A. 

B. B. 

If you "ren't lure whIt your new imsse sllould be, the next secllon In the workbook, I'olltion Your arBan/laClon, 
will help you c/,rify this issue. 

4. How do you wallt your ima&e to change and with whomt Write your Image goal here, 
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An e({ecttve Image saY$ what you/d like It to say, captures your uniqueneu, and stand, oul in a crowd, 

1. Write a Ii.t o( colQrful and dHcriptive worda or phraliet that besl de.tribe how you would like your org"n'.zaUon 
tu be seen: 

, , 

2. Clrtle the osboY! items lh~t do the best Job of describing the image you \\'ould like (or your orsanlution or 
product. 

.' .~.. ..•. '! '. . • .... . 
=.: ; .... . 

:',:f .... , 
': " : t·· .. " " , 

",' 
.... 1 ,\ 

An effective mes~a8e motivates your audience to lake a specific action and promises a deSirable benefit if they do. 

1. In two or three sentences, describe the average perlon (or whom your mellage I, Intended. Whil are their 
.pedal c:irc:unlAtanc •• and .enlilivitiesl 
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2. What barriers or resisban<:! to your promotional Mestage might you h3\ie tu mett and overcornel 

3. Whl\ Ipetific action do you Wlnt pcufllt! to take as a result of your mtuaget 

4. In order of Importance to your tarlel audience, what .re the lOP thm b.nelits and realuret you offer. 

5. What is your meSJalel 
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SECTION C - Techniques 

The principles for an affective ~ornbinalion are; 1) Gear tools to the audience 2) Plan haw oac;h can be used t· 
maximum effect J) PIck the righl mix-within budget 4) FnlQuency over time Equal~ reach 5) ,If it worked. do i 
again 6) Don't auandon the basics 7) Stc1y the courSE!. Make the choke~ you beliew! will be most'effectlve, keepin( 
In mind budget constraints and how much ~ilort you can realistically put 1010 development and foil ow. through. 

1, Chuk the techniques thai you would like to combine in a promotion campaign, 

0 Ad"I!ttising 0 New!tleUers 

0 Annual r~ports 0 rQ!lt~rs 

0 AUUude and AlmQsph",! 0 Public Spuking 
0 Billboards 0 l'ulrll,h1ng ArUcles and Reports 
0 Brodlure$ 0 Radio Public Servil;e Announcements 

0 CelebtilY Endorsemenl, 0 Special hen's 
0 Direct Mail 0 &fI.:\.ldhy Advertising 
0 lIlred Sales 0 Talk Shows 
0 Editorial, o lC!h!l1larkeling 

0 feature Stories (J lelevision Public Servicf! Announcements 
0 leiters 10 lhe Editor o Trade Fairs 
0 Nelworking 0 Video~ 

0 News Cl1l1rer~l1ces CJ Word of Mouth 

0 News Releases 

~. How will Ihue- u:chnique, work toge"u:r IQ produte the rC$pol1se you wanH 
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Step Rellponsibi/i(y Deadline Budget 

'. 
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Advertising 
Creat If YOLl can afford it, but .not generally considered effet:live in small quantities. 
Can work well (or spacial events. Some nawspapers and magalines make free space 
available; most TV and radio slations provide ftee time. If you pUrrh6$~ )pacf! or time, 
;lsk (or nonprofit discQUrlls. c/assUied ads are a more affordable print advel1isln2 
oJ,Jtlon in certain case!. Think ~bout Impr1lna n}l~r" in ('.lIrumuMy now~f.lC1pers when 
)'QU ""lIIl to re:u:n broad audiences. 

AnnUl' reporte 
Considered a "must" by many nonprofits. Be sure 10 think of this as a promotional 
tool and apply a markellng approach. Can lake the place of an overall bro~hure, 
especially If your ore_ni1aUon chanses a lot year by yea.r. Pay close attention to 
image, consider Innovallve approaches, think throush distribution, 

Atnlolphere and Altitude 
The fir.t impression you make should refl@ct your overall standards for quality and 
service. ihink about how your phone Is routinely answered. Do people 8et the 
(eellns you are glad they calledl How art people greeted when they walk Into your 
orBanlzallon' The atmo5phere should be pleasant and comfortable, the staff courte
ous and helprul. Here's a test: If you have a sign at the door, does It say "Welcome!" 
or "Visitors MI.Ist Sign In" I 

billboards 
Very affordable through public 5erviee programs in many areas. Check with indi
vidual companies for rates and availability. Gel a sood design and use no more than 
eight words. "n excelien' way to mix media. 

Btochutet 
Your organizational business (~rd. Not every program ,leeds one-rlyers, fact sheets, 
or other option, can do. Think through distribution. pay close attention to Image and 
message, conSider using profe~ionalJ (or copyWrirlns alld desiBn, and remember: 
many people read only the headlines. 

C.'tbrlty Endorsements 
Fun and worthwhile. but don" expec.t too much. This is an attention'gf'tter, but 
seldom In and or its,1f "make, the ~i\le.· 

Direct Mail 
Varies widely In effect!v@nul. If yo,", .re \;unslderil'l8 using this extensively, lake a 
one-day J4!mlnar to learn the details. It Is really a science. Two tiP!I: 1) It works best 
once someone already knows who you are and hi" txpleued IOm~ Interest In you. 
:u Cood US! of mailing lists 15 essential-lestlng If you rent or buy ,hem, keeping 
them updated If you maintain yout own. 

Oi~ct Sale. 
A~guably the best promotional technique of all, very labor intensive and 010&1 

applicable when Ihf' "'perwn:.I tOl.Ath'/ 1$ essential. There Is a sales truism "People 
buy from people." If this Is part of your plan. here art the eSSf!ntla\.: ~ claDr 1'\'~55a8f1, 
iOOO nre",ntation ,klll!o, • thorough undl!rltandin~ of the sales proceSs, pel1l~tence. 
and the time to reallv develop relationships. 

5 
.. \,.,,~ 

A'~~~'x 
\\~v 

Annotated 
List of 

Promotional 
Techniques· 
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Edllurlail 
Ne'rY'paper edj~O's are remarkably accessible and will ~9nsjder well-thought·out, 
well·documented poinl~ or view. Make a phone.tall first and be prepared to send 
Information right away If you gel a positive response. Offers high visibility, Is an 
excellent posItioning tool for your organization, and a leal contribution to p\lblic 
debate on Importal"ll Issues. 

feature Stories 
Reporters are looking for news. Ii you hH\'~ aUllleth;n& liM~I.,., u"i~uo, Into,.lIUnO. or 
new, give It a try. They like a fresh angle, aren't afraid to say no, and may put you 
off repeatedly for month. and then ,uddenly ~ on deadline and wanl to talk to you 
at 1 :00 In the morning. Don't say .nything you wouldn't want to hear on the news 
or read In print tomorrow morning. Think through how 10 take advantage of the 
maximum effect o( feature coverage. Be prepared (or hlgh.volume, .hort-lived re
spon,e. 

lltlers to lhe Editor 
When timely, well thou8h~ out, and well written, thei Ilrf! verV ohon publilhlid. 
Don't be shy. If you have a strong opinion or your posillon Is being attacked, 
undermined, or misrepresented by others, get In there and wrltel Cood posiliol'llng 
tool. Your (rlends and peers will appreciate you for doing this. Like feat ... re coverage, 
think through how to tak~ advantagl! of the ma)(imum effect. 

Networking 
Who you know tan nll!olIll eve{~thing In tatm, of acefl_c. A!ik board membar, and 
friends to introduce you, host mceliti85, lind otherwislt convey your message Co 
those you want to hear it. People respond best to initial contacts from people they 
know. 

New, CQnierenCti 
Only for something very big, very controversial, or very out of the ordinary. If thttre 
II anything you can do to make It visually IntereSlin8 it will help extend coverage. 
Prepare your message carefully. 

Newt Relealel 
Cln announce anything at all and will often be run if they get to the right person in 
time. Learn everyone's deadlines and who to addrer.s releases to. Check any basic 
publie ." ",odi~ r.latinn, tpxthook for the appropriate profaulona. format. Very 
good to annQunce classes, workshops, conferences, spetlal events, and to get In ,hI 
news Ir you've won awards, hired managemenl Itilvel stafl, or olherwise have some 
thing newsworthy, but not newsworthy enough to b. a feature &lory. Costs lat' 

pApel, envelupln, and 5tampS. 

Newllellers 
Newllielters let people know you are alive and well and, when well written,' C2 
produce loyal readers and good response. Keep them regular. Many people pn 
scan newsletters, so \.Ise lots of pi(tur~s, headlines, sub-headlines, pUll-oUI qUOIE 

and while space. 
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Poslers 
lO~a,lion is trilical. Pay close attention to image, Like billboards, a greal way to mix 
medIa. A secondary btnefil to attractive posters is "n~ir 5taylns pOwer. Ir suitable for 
(ramina, they can be alo~nd for years. 

Public Speaking 
Don't just attend conferences, gel on the program. Or get out to your local civic 
clubs, chuteh ~r syn"iogutl auxillarie~, or any olhr.r lik,alv forum. Cot DeAehilioa 0" 
training In order to b& a IJood public: speaker-all the lop professionals do It Public 
speaking is a good posilionlng tool and way to mix media. Have some kind of 
handout to reinforce your message. 

Publishing Article. and Rttports , 
When writing (or someone else's publlcaliun, be '!,Ire you understand Its audience 
and gear the article accordingly. Self.published reports should have crisp execulive 
summaries and appear readable, If you want·impact. use a good markeUng approach
the Influential Washinglon think tanks do. Excellent posItIoning tool and sometimes 
a real opportunity to Influence both professional practlc:e and public: policy, 

Radio Public St!nlce Announce",_n" 
Again, check a basic puhlic relalionJ tCixt (or prof@ssional fOtmat. MQ$t Itatlons do 
nQ\ ac~ePt lapef-wliU,m ropy only, Provide 30, lS, and 10 iecQnd,' warth of 
copy. Expect a two-week lag time before you gel on. Excellent way to mix media 
and cosls you nothing but paper, envelopes, and stamps. Thank you notes when you 
gel on the air arf a nice touch. 

Special &.venti 
Before you do anything else. decide what you want out o( the event, then put the 
elements together accordingly. 11 good way to renew or maintain personal contacts 
on t large scale. Rl!member the invitation Itself Is a promotional tool. Be c:aref\ll of 
special eVl!nls as fundrai,lo8 Khemes. Expect a sense o( let down when It's a/l over. 

Specialty Ad"ertiling 
A great option when you have I small budget and want '0 do somelhlng run or 
uniquf!. Check your Yellow Pages for a company In your area. Someone will be 
available to show you cataloas with everythins from refrlger~lor m:a8nel!: to custom
ized mugs to thank you notet with little packages of jelly beans stapled Inside. Ask 
aboul nonprofit dilCounts. 

Talk Showl 
Radio, network, and cable television offer many opportunities for everythlns from 
offbeat opinions to live public service announcements 10 serious discussion. Call 
and ilsk to talk to lh'fl producer of the show you are Interested In. Think through your 
sales pilch-why this person sho",ld have you on their ~how. If you do gel on, write 
down ahead of time Ihe three things you absolutely want to be sure to say and Ihen, 
no maner what you are asked, find a way 10 say them. D@pendlng on the popularity 
of the show, you can get significant. although shott-lived, response. Another great 
free way to mix media. 
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T e1emarkeling . 
fancy language fOr using the phone. like direct mail, this I~ a /'lumbers same and 
something or a science. Look ror a one·day seminar to get bt!!tter educated If you are 
c:onsideting telemarketing on a large scale. Otherwise. think of it a~ a way to mix 
media, reinrorce relationships, check lor quick reactions, and aI, well, "'he next best 
thing to being there." 

Television Public Sen-ice Annobnceml!nll 
Defore you &0 to the trouble of producing a PSA, make Sure you know Its chances or 
gettinG on the air. Every pOlential broadcaster-Including local and national cable
treats them dlrferenlly. TV $\alion!i like PSAs that look Iik!! real commerciAhl, so 
anything YOu can do to make the grade will help. These can be worth the trouble. 
TV i5 a powerful medium and good PSAs have been known to produce excellent 
response. Local cable stations have many different formals (or PSAs. Be SUf@ to 
check out each one. : 

Trade 'ai,. 
No one fllCpects to make deitls at trade fair'. Your purpose should be to make 
confac', Be lure to have a way to Bel people's names and addresses. It', the follow
up thaI can produce che best rtl$-..Its. Have a dish o( candy at your booth and ~ take
,way ltamwlth your namq 011 It that I'eople will be. lilRly I~ l«eep and uSlt. (See 
Specialtv Advertising. previous page.) 

Video. 
When well done and geared to their audience, videos definitely command attention. 
But what YOU do with the attention is more Imponant. Look at a video as a part of an 
overall J)romQtional stralegy, never In plate of One. Il Is difficult to set free vldflu 
production, and rml~ AfIl! S'Mp. In mOit ca ... , thl' i. J lu~u(" itvm, 

Word of Mouth 
Long (;allOO Ihf! beSt kind o( advenlling. but how do you get itl Three waYI. Fll'St, by 
doing what you do .so well that people are excited and want to talk about It. Seeond, 
by rnaklng lure everyone associated with your organization is Informed, enthuslas· 
tic, and pleased to ten anyone and everyone about who you au! and what you do. 
Third, by askIng evetyQne you khow Ul pm ./onl in. eoad wOld. 

,. 
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HOW MUCH DO PfOPLE KNOW ABOUT YOU?: A QUESTIONNAIRE 
.. L4 , 1 

. Rebutt.al ./ Target Required 
Audience if 
Response Response Requires 

Question Yes No Was: Rebuttal 

Are they familiar with Your ~o 
organization? (program? 
campaign?) 

I 

Do they know about your vic\o/.S 
and positions? 

\ 

Are they familiar'with your , 
competence? I \ V I 

J 
Do they aCcept your authority in I . 

I the area discussed7 I 
\ 'I ! 

I 
I , 

I . I I 

Do they know about your Associa-
tions or endorsements or interest 

\ V to them? 

Are they deeply interested in 
your efforts? \ V 

Are they inclined to think or foel 
the way you do, because of identi-

\ V fiable reasons? prejudices7 
experiences? 
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HOW MUCH DO PEOPLE KNOW ABOUT YOU?: A QUESTIONNAIRE (cont1d.) 

Rebuttal 
/ Target Required 

Audience if 
Response Response Requires 

H Question Yes No \~as : Rebuttlll 

.. I S I Aro ~hey a5socla~ed. formally O~ Nu 
informally. With groups th~t arc 
involved in some way with your 
program or campaign? I 

I 
I 

9. Would they be particularly In-
terested in one aspect of your 
organizationr--Cone group of your 
clients? one progr~m you run? \V' one action you propose?) 

I 
, 

10. Is your organization (program, I Yes 
or campaign) threaten!"& to them i 
in any 'l"y? 

11. Would your organizatiQn (program 
or cpmpaign) require chan&! in 
their attitude or. behaviorV \ V 

12. Are they committed to a ViCH~poil\t t 

opinion, ot action other than the 
ones you favor? \ V 
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SELECTING THE APPROPRIATE MED1A 

for each Public Relations campaign, you will CTeate a 

"mix" of rntdia to llli!l yuur me!;'!;:J.ge out '1:0 th~ Al,Jd1lrn.:~(~). 

The specific media you use will be determined by: 

• Who you want to reach 

• l1hat you want to tell them 

• How much time you have 

• How much money you have 

• How much control you require for your message. 

Use the following work;heetl to evaluate the t~rgQt 

media you may use. Uncontrolled media CTV, newspapers, etc) 

are risks: when rou send them your message, you do not kno~ 

if they will print it or change it. Controlled media (bro

chures, etc.) are ones where you maintain the final control 

over what they will say and what they will leok like. 

Start-with the media that 1s a) most accessible to you, 

b) least costly in production end time, and c) most avail

able t.o your ta rge t· audi ence. Thest! aTe the "b.,nefi ts" tha 1: 

you must look for with all J1\edia t when you do C05t·benefit 

analysis of each. 
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UNCONTROLLED NED1A: ADVANTAGES & DISADVANTAGES 

Media 

Television 

iladio 

Advs.ntllges 

Believability, due to im
mediacy of message 

Huge audiences, no matter 
wh~t time· slot or show 

Visual possibilities 

Possible physical demon p 

stration of product$ 

Popular 

Selectivity of audience 

Good saturation of local 
markets 

Easy to alter copy 

Production costs for psa's 
or ads may be low 

Cr~a~iv~ use of musie with 
message is possible 

Disadvu.ntag'es 

Shotgun coverage: you get 
all audiences, without know
ing which audiences 

Mess~ge limited by short 
time segments 

Preparation is importAnt, 
may be costly or difficult 
to arranee 

No possibility of future 
referral to the message 

Message limited by short 
time segments 

No visual possibilities 

N~ possibility of futu~~ 
referral ~o the message 

Covers broad audiences you 
may not need 

~. ____ ----__ ~ __________________________ ~------------------------1 
Maaa1ines Selected audience 

Frequently affluent 
audience 

Pass· along readership 

Use of ~olor & visuali 

Newspapers Geographically limited 

Relatively low cost 

Reaches all income groups 

Deadlines for copy are re
latively short (~ays or 
weeks) 

Deadlines may be months in , . auvance 

Plecements mey be difficult 
1:0 obtain 

Duplication of ciTculation 
may occur 

MRTket is unlikely to be 
local 

Short message life 

Placem~nts are limited. may 
~e difficult to obtain 

High co.t for national 
coverage 
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CONTROLLEO MEDIA: ADVANTAGES AND DISADVANTAGES 

Media Advantages Disadvantages 

Direct Moil Selective of audience Poor image of "jux:tk mail" 

Pamphlets 
& 

Brochures 

Slide 
Shows 

Message can be personalized Di££i~ult to maintain good 
; lists 

Easy to provide means for 
reader action (return en
velopes, etc.) 

Measureable effects (how 
many returns) 

Expensive (but good) lists 

Expensive to produce good 
mailings 

Cgmpetition is not directly Postage 1s expensive and 
with other sdverti$ers heavily regulated 

Detailed message 

Future reference 

Deadlines may be long for 
prin~ing and production 

Production costs and time 
Thoughtful presentation and may be hlgh 
distribution enhances 

Many possible formats and 
colors 

May be directed to selected 
lludience 

Effectiveness difficult to 
measure unless coupon is 
used 

Difficult to convey algt 
of information 

Communicates a specific 
idea or impression to a 
specific audience 

Cannot be longer than lO~ 
Communicates in a fixed 10- lS minut.s, Without boring 
cation or at a fixed event or confusing the audience 

Ente~tains and uses pic
tures and words to convey 
concepts and ideas 

An omni.scient· narrator and/ 
or experts convey the mes
sage, enhance your credi
bility 

The Budiencc cannOt refer 
back to the show for clar
ification or facts 

Alterations may be costly 

Fund~, facilities, and 
skills are required to 
produce a shoW. 

~--------~~---.,--------------------~--------------------------~ 
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CONTROLL.ED M~I,lIA i ADVANTAGES .A.Nb DI SADVANTAC:g9' (cont' d.) 

~ledi a Advantages Disadvantages 
. 

Slide Entertains . 
Shows 
((;;ont'd.) Sophisticated shows may . 

synchronile taped narration 
and music with the slides 

@ 1980 Public NBnagement Inst1t~t~ 

-.' 
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SELECTING THE MEDIA FOR YOUR P.R. CAMPAIGN 

INSTRUCTIONS; Complete this workSheet for EACH P.R. CAMPAIGN, 
using the previous worksheets as a guide. 

P.R. CAt-JPAIGN OBJE~TIVE: 

AliDIENCE(S): 

NESSAGE: (5) : 

r;- Question Response 
t -

1. How quicklY do we need coverage? 

2. Which me~la will be mQ~~ avai1abl~ '" ..... .. -- -- ................. 
to us? 

:So Which media are easiest for us to 
gain ac~ess to? 

4. Which media·will have the il'eatest 
audience impact 
audiences? 

for our taraet 

S. What limits do -..Ie ha.ve in staff 
time, for preparing and "pitching" 
media? (See Section I II J Pit ch in e ) 
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SELECTING THE HEDIA FOR YOUR P.R. CAMPAIGN (cont'd.) 

, Question Response 

6. \\'ha t budg et limitations do we have? 

7 • Where can we use P.R. materials we 
have already eomplel~d or partially 
completed (Example: ~rochures. 
flyers. Advertisements, public ser-
vice announcements needing a new 
tag-line)? 

8. Where have we never received cover-
age (and therefore are unlikely 
sources)? 

9. Where do we frequently get coverage 
. (therefore, likely sources)? 

I 
o 1980 Public Management In'stitute 
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CREATING A lftlEDIA CAA1PAIGN 

establish a goal 
target your key audiences: who are they? 
who is going to do what? 
create a time li'ne 
identify desired products 
newspaper & magazine articles -- features & news 
tv & radio segment -- feature, news, PSAs 
informational flyers 
identify outreach tools 

press releases 
PSAs 
letters to the editor 
fact sheets 
press conference 

cultivate the media 
identify potential contacts 

make sure your spokesperson is prepared 
find a famous person who can be quoted 
Internews: a special resource 
keeping in touch with the disability journalists 
reaching key government officials 
keys for success: 

find a news angle 
research the publication and the reporter 
offer third party sources 
cite statistics & human interest 
follow up 
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Media Advocacy: 
A Strategy for Empowering 

People and Communities 

LAWRENCE WALLACK 

If you don't exist in the media, for all practical purposes, you don't exist. 

INTRODUCTION 

Daniel Schorr 
~ews Correspondent 

YO>~~N eighth-grade girl in Pojoaque, New Mexico, a fam-

~
(,A ~ ily physician in Davis, California, and a network of 

tobacco control advocates around the country all 
share a strong belief in the power of the media to 

f Ii) promote public health goals. They rook on power
~~<!A ful "manufacturers of illness" (1) and, with creative 
use of mass media, were·able to achieve their objectives. In Pojoaque, 
a schoof substance-abuse project turned into a battle to remove alco
hol billboards from the immediate area of the school. The combina
tion of community organizing and the power of the press made a 
young girl into a giant-killer and brought the billboards down. In 
Davis, a physician concerned about children inadvertently killing 
other children with easily availa-ble handguns that often were mis
taken for roy guns, combined scientific research with a topic the 
media could not resist, to focus attention on the need for policy 
change. One short-term outcome is the difficulty of finding certain 
kinds of toy guns in California stores. Tobacco control advocates suc
cessfully developed a media strategy to counter the Philip Morris 
"Bill of Rights Tour." The cigarette maker's public relations dream 
turned into a nightmare when advocates successfully reframed the 
issue in the media and made it a health story. 

The experience of these people is part of the foundation of a cre
ative and innovative approach to use mass media as an advocacy 

420 
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tool. What they learned, and what people are learning in communi
ties across the country, is that the power of the press can be claimed 
by advocacy groups and used to promote changes in the social envi
ronment. In breaking from traditional public education campaigns 
that convey health messages, they developed a "voiceW to wield power. 
Media advocacy can be a significant force for influencing public de
bate, speaking directly ro those with influence, and putting pressure 
on decision makers. Media advocacy is a tactic for community groups 
to communicate their own story in their own words to promote social 
change. It is a hybrid tool combining advocacy approaches with the 
strategic and innovative use of media to better pressure decision mak
ers to support changes for healthy public policies. 

Historically, the mass media have tended to present health issues in 
medical terms with a focus on personal health habits., medical mira
cles, physician heroics or technological breakthroughs (2-6). High
tech curative treatment and low-tech preventive behavior-change 
have been the primary focus. Social, economic, and political determi
nants of health have been largely ignored by the most pervasive media. 
Media advocacy tries to change this by emphasizing the social and 
economic, rather than individual and behavioral, roots of the problem. 

The research base in public health strongly suggests that while a 
balance of initiatives is necessary, policy change is a key facror in pro
moting public health goals. Current research in public health and 
mass communication clearly indicates that it is time to shift the bal
ance of our efforts in using the mass media from individual change ro 
social change, from promoting health information to promoting 
health policies, from giving people a message about their personal 
health to giving communities a voice in defining and acting on public 
health issues. Certainly the provision of clear, accurate information 
about risk factors and personal behavior change through public in
formation campaigns must be a constant part of the media environ
ment. However, the research indicates that it is appropriate and nec
essary for public health to move from the public affairs desk to the 
news and opinion desks. 

Health advocates are attracting news attention more and more fre
quently on issues such as violence, alcohol, tobacco, and HIV infec
tion (4). Public health issues are newsworthy because they can link 
personal stories with broader social and political concerns. Commu
nity initiatives have provided solid evidence that local groups can 
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gain access to media, reframe issues to focus on policy, and advance 

community initiatives for policy change. 

THE INFORMATION GAP VERSUS THE POWER GAP 

Traditional forms of mass media interventions emphasize the "infor

mation gap" which suggests health problems are caused by a lack of 

information in individuals with the problem or at risk for the prob

lem. Public education campaigns provide information to fill that gap. 

Media advocacy, on the other hand, focuses on the "power gap," 

where health problems are viewed as a lack of power to define the 

problem and create social change. The target of media advocacy is the 

power gap. It attempts to motivate broad social and political in

volvement rather than changes in personal health behavior. 

The mass media regularly reinforce the view that health matters are 

personal problems rather than social or community concerns (7,8). 

The definition of the problem at the personal level leads to solutions 

designed for and directed to the individual. In this "information gap" 

model the person is seen as lacking some key information, and it is 

this lack of information which is the problem. When people have the 

information and "know the facts," it is assumed they will then act ac

cordingly and the problem will be solved. If every individual gets the 

right information and makes the right decision, then the community's 

problem will be eliminated. The role of the media is to deliver the 

solution (knowledge) to the millions of individuals who need it. 

The information gap model sees the context in which the problem 

exists only as a place to deliver a message. It accounts for the pres

sures and demands of daily life only in determining how to deliver the 

message. It assumes people have adequate available resources for 

meeting those demands. Family,.school, community, and social vari

ables are seen as less important than having the "right information." 

A classic example of using the media to fill the information gap is 

the Partnership for a Drug Free America. This program is based on 

the idea that "if only people really knew how bad and uncool drugs 

were they wouldn't use them." Many of these ads are memorable, but 

their strong statements generally do not take a public health ap

proach. Instead, they focus almost exclusively on individual behavior 

and personal responsibility. The Partnership ads insist that: "the drug 

problem is your problem, not the government's. The ads never ques

tion budget allocations or the administration's emphasis of [law] en-

WALLACK' STRATEGY FOR EMPOWERING PEOPLE 42 3 

forcement over treatment ... If there are mitigating reasons for drug 

use-poverty, family turmoil, self-medication, curiosity-you'd never 

know it from the Partnership ads" (9, pp. 31-4)' The Partnership ads 

laud volunteerism, self-discipline, and individualism (10, p. 34), pre

cisely the values that resonate with the American people. And the 

Partnership strategies meet with little political resistance because they 

are consistent with a victim-blaming orientation toward public health 

(II). 
The Partnership campaigns, like virtually all public information ef

forts, assume that information is the magic bullet which inoculates 

people against drugs. Social conditions that form the context of the 

problem such as alienation, poor housing, poor education, and lack 

of economic opportunity are ignored. Because the context of the 

problem is part of the problem, any solution that does not take the 

context into account inevitably will be inadequate. In fact the Part

nership's public service advertisements, despite their intent to im

prove the public's health, ultimately may do more harm than good by 

undermining support for more effective health promotion efforts that 

focus upstream on power relationships and social conditions. The ads 

occupy valuable media time with compelling messages that reinforce 

a downstream, victim-blaming approach. 

Media advocacy emphasizes the power gap by highlighting alter

native definitions of problems and policy level approaches to ad

dressing these problems. In the traditi~n of sociologist C. Wright 

Mills (12), media advocacy takes personal problems and translates 

them into social issues. A primary strategy of media advocacy is to 

work with individuals and groups to claim power of the media ro 

change the context or environment in which the problem occurs. 

The focus on policy addresses determinants of health which are ex

ternal to the individual. These determinants include variables such 

as basic housing, employment, education, health care, and personal 

security, and might be considered under the general rubric of social 

justice issues. A second set of determinants focuses more closely on 

immediate marketing variables associated with health-compromising 

products such as alcohol, tobacco, high fat foods, and other danger

ous products. These marketing variables include advertising and pro

motion, pricing, product development, and product availability. For 

example, alcohol activists are concerned about advertising and pro

motion of alcohol at events or in media which attract large youth au-
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diences. In addition, the pricing of alcohol so that it is competitive 
with soft drinks, coupled with its easy availability, contriputes to an 
environment that is conducive to problematic use of the product. 
Store owners who indiscriminately sell malt liquor to children, or 
companies that develop new products such as wine coolers which tar
get youth, further contribute to the seductive environment. These are 
all potential focal points for media advocates. 

THE PRACTICE OF MEDIA ADVOCACY 

Media advocacy is the strategic use of mass media to advance a so
cial or public policy initiative (13). It uses a range of media and ad
vocacy strategies to define the problem and stimulate broad-based 
coverage. Media advocacy attempts to reframe and shape public dis
cussion to increase support for and advance healthy public policies. 
Fundamental to media advocacy is knowing what policy goals you 
want to accomplish. Thus, the first step is to establish what your 
group's policy goal is-what do you want to happen? The second step 
is to decide who your target is-to whom do you want to speak? Does 
this person, group, or organization have the power to make the 
change you want to see happen? The third step is to frame your issue 
and construct your message. The fourth step is to construct an over
all media advocacy plan for delivering your message and creating 
pressure for change. Finally, you want to evaluate how well you have 
done what you set out to do. 

To illustrate the planning process, consider a coalition that is seek
ing to reduce deadly violence among youth. They decide on three 
local policy goals: limit handgun availability; limit alcohol availabil
ity; and increase employment opportunities for youth. They decide 
their primary audience is th~ city council, with community opinion 
leaders as a secondary audience. The general message they decide to 
use is that violence is a public health issue, is predictable, and can be 
prevented. They frame their message to emphasize the social and eco
nomic aspects of violence among youth. They develop a media strat
egy to reach their audience with the message and to promote their 
policy initiatives. In their media strategy they consider methods for 
creating news, taking advantage of existing news opportunities (e.g. 
localizing a national story), and buying media time and space to 
speak directly to their audience. All through the process they institute 
feedback mechanisms to get a sense of how they are doing. 

• 
r--.." 
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The process and success of media advocacy, however, are linked to 
how well the advocacy is rooted in the community. Local media out
lets feel a legal and civic responsibility to their communities. They are 
concerned about what the community wants. The more support and 
participation at the local level for media initiatives, the more likely 
journalists will define the issue as relevant and newsworthy. As T uch
man notes, " ... the more members, the more legitimate their spokes
person" (14, p. 92). Media advocacy, then, really combines the sepa
rate functions of mass communication with community advocacy. 

Traditional public health communication strategies tend to see in
dividuals and groups as part of an audience to be addressed in a one
way communication. At best, if the "audience" is included in the 
planning, it is after major boundaries of the issue have been set. 
Media advocacy treats the individual or group as potential advocates 
who can use their energy, skills, and other resources to influence what 
issue is addressed and what solutions are put forth. While traditional 
campaigns seek to convince individuals to change their health habits, 
media advocacy initiatives create pressure to change the environment 
which, in large parr, determines these habits . 

THE FUNCTIONS OF MEDIA ADVOCACY 

Mass media are like the beam of a searchlight that moves rest
lessly about, bringing one episode and then another out of dark-
ness into vision. 

Walter Lippmann, 1922 

The three functions of media advocacy can be thought of in terms of 
Lippmann's classic image of the mass media. First, media advocacy 
uses the media to place attention on an issue by bringing it to light . 
This is the process of agenda setting. Substantial evidence suggests 
that the media agenda determines the public agenda: what's on peo
ple's minds reflects what's in the media (15-17). Second, media ad
vocacy holds the spotlight on the issue and focuses in on "upstream" 
causes. This is the process of framing. Recent research from the po
litical science field suggests that the way that social issues are framed 
in the news media is associated with who or what is seen as primar
ily responsible for addressing the problem (8). Third, media advocacy 
seeks to advance social or public initiatives as a primary approach to 
the problem. Changes in the social environment through the devel-
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opment of healthy public policies are viewed as the means for im
proving public health. 

Setting the Agenda: Framing for Access 

A local news program in the San Francisco Bay area used billboards 
and television commercials to tell people, "If it goes on here, it goes 
on [Channel] 4 at 10." The implication was that if you do not see it 
on the news, then an event has not happened. When AIDS was not 
covered by the New York Times, it did not make it on the nation's 
policy agenda either. If the press does not cover your demonstration 
to highlight a contradiction in health policy, it might as well have not 
taken place as far as the broader community (and probably the per
son with the power to make the change you want) is concerned. 
Daniel Schorr, National Public Radio commentator and longtime 
journalist says, "If you don't exist in the media, for all practical pur
poses, you don't exist" (18, p. 7). Gaining access to the media is the 
first step for media advocates who want to set the agenda. 

Gaining access is important for two reasons. First, the public agenda
setting process is linked to the level of media coverage and thus the 
broad visibility of an issue. The media alert people about what to 
think about, and the more coverage a topic receives in the media, the 
more likely it is to be a concern of the general public (15,16,19,20). 

Second, media are a vehicle for gaining access to specific opinion 
leaders. Politicians, government regulators, community leaders, and 
corporate executives are people you might want to reach specifically. 
In successful media advocacy both objectives will be met. For exam
ple, recent efforts to remove PowerMaster malt liquor from the mar
ket were able to get the problem out in the media which helped to 

make it a public issue (4). At the same time, specific politicians and 
government regulators at the Bureau of Alcohol, Tobacco, and 
Firearms were exposed to media reports which gave them a greater 
sensitivity to the issue and a greater expectancy that others around 
them would be aware of the issue. Journalists themselves put pressure 
on bureaucrats just by doing the story, apart from what might hap
pen with public opinion after the story is broadcast. With tape 
rolling, officials had to answer for their actions. Consequently, advo
cates were able to muster enough public and regulatory pressure to 
prevent the product from staying on the market. 

Newsworthiness. None of us is the President of the United States 
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or an editor for the New York Times, so how can we get access to the 
media? Media advocates gain access by interpreting their issue in 
terms of newsworthiness. In a variety of ways, media advocates take 
advantage of how news is constructed and what its objectives are. 
Their issue will be covered only to the extent that it is timely, relevant, 
defined to be in the public's interest and/or meets a number of other 
news criteria. Shoemaker and Mayfield (2I) present an extensive list 
of factors that go into determining newsworthiness. Criteria for se
lecting news "include sensation, conflict, mystery, celebrity, deviance, 
tragedy, and proximity." To that list Dearing and Rogers (17, p. 174) 
add "the 'breaking quality' of a news issue, how new information can 
be molded to recast old issues in a new way, and the degree to which 
new information can be fit into existing constructs." "Human inter
est," which focuses on people overcoming difficult odds, or helping 
others, or unusualness, are also important variables. 

Very few social problems are new. Alcohol problems, teen preg
nancy, drugs, and poverty have been around for a long time and are 
periodically rediscovered. Gaining access for a particular issue may 
depend on where it falls in a cyclic media attention span. Anthony 
Downs (22) has identified a well ordered "issue-attention cycle" for 
many domestic problems. His first stage is the pre-problem stage. At 
this stage the problem fully exists and can be quite bad, but it is yet 
to be discovered and seen as a .problem by the broad public. The April 
1992 civil unrest in Los Angeles brought ·to light basic problems of 
racism, poverty and alienation that have long existed but were below 
the threshold of mainstream public attention. The uprising provided 
the basis for the second stage of the cycle: "alarmed discovery and eu
phoric enthusiasm" by the media and the mainstream public. Many 
thought that racism was no longer a problem in our society; the up
rising brought home the fact that conditions remained, in fact, quite 
bad. Fundamental to the American character is a basic optimism that 
even the most intractable problems can be solved. Soon the media en
thusiasm moved from the horrors of the violent disturbances to the 
"road to recovery," highlighting how volunteers from many different 
areas were pitching in to clean up the devastation. The media pictures 
and descriptions, of people joining together to clean up, reinforced 
the idea that through diverse people working together the problem 
can be solved. I 

Downs' third stage involves a realization of the cost of making 
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significant progress. Most important here is the awareness that 
change will require sacrifice and that better-off groups may have to 
bear a burden to help those who are less well-off. However, from this 
stage it is a short trip to decline in public interest and pessimism 
about whether change can take place at all. Next is the post-problem 
stage which is a kind of twilight where the problem continues to exist 
but gets little public or media attention. The trail in Los Angeles from 
Watts of 1965 to South Central of 1992 illustrates two complete cy
cles of the media attention process. 

When the media spotlight fades, attention recedes and often we re
turn to prior arrangements and prior levels of concern. The shift of 
the media away from a problem is a curious form of both cause and 
effect of public perceptions. It is a cause of attention fading, because 
without the media spotlight issues will gradually fall out of public 
discussion and will lose a sense of legitimacy as a problem and ur
gency as a concern. It is an effect because the media will shift only 
after they sense that people are bored with the issue or that some new, 
more pressing problem has emerged. The media, after all, are in the 
business of attracting large audiences, and if they bore or threaten 
people because the solutions are complex or call for personal sacrifice, 
they will lose their audience and diminish their economic base (i.e. 
audience for advertisers) . 

Shaping the Debate: Framing for Content 

Gaining access to the media is an important first step, but it is only a 
first step in influencing the public and policy agenda. After access, the 
next barrier that media advocacy seeks to overcome is the definition 
of health issues in the media as primarily individual problems. As 
Henrik Blum, a well-known .health planner notes, "There is little 
doubt that how a society views major problems ... will be critical in 
how it acts on the problems" (23, p. 49). If we alter the definition of 
problems, then the response also changes (24,25). Problem definition 
is a battle to determine which group, and which perspective, will gain 
primary "ownership" of the solution to the problem. 

The tendency in the U.S. is to attempt to develop clear and concise 
definitions of problems to facilitate concrete, common-sense type 
solutions. This is a very pragmatic approach with strong appeal. 
Oftentimes, however, problems of health and social well-being are 
difficult to define, much less solve, and increasing levels of problem 
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complexity are highly correlated with rising degrees of disagreement 
in definition. Our tendency is to simplify the problem by breaking it 
down into basic elements which are easier to manage. In most cases 
this is either a biological unit and the solution is medical, or an infor
mation unit where the solution is education. 

This misguided pragmatism about problem-solving reduces soci
ety's drug problem, an enormously complex issue that involves every 
level of society, to an inability of the individual to "just say no" and 
resist the temptation to take drugs. Generally diseases are reduced to 
cognitive, behaviorial, or genetic elements. Public and private institu
tions end up allocating significant resources to identifying the gene 
for alcoholism while leaving the activities of the alcoholic beverage 
industry largely unexamined. Even though 30 percent of all cancer 
deaths and 87 percent of lung cancer deaths are attributed to tobacco 
use, the main focus of cancer research is not on the behavior of the to
bacco industry, but on the biochemical and genetic interactions of cells. 

The alternative is to see problems as part of a larger context. To
bacco use, for example, rather than being seen as a bad habit or a stu
pid thing to do, can be seen as a function of a corporate enterprise 
which actively promotes the use of a health-compromising product. 
Decisions at the individual level about whether to smoke could be 
seen as inextricably linked to decisions of a relatively few people at 
the corporate level regarding production, marketing, and widespread 
promotion. Smoking, in this larger context, is seen as a property of a 
larger system in which a smoker or potential smoker is one part, 
rather than simply as a property of individual decisions. The same 
could be applied to automobile safety, nutrition, alcohol, and other 
issues. This type of analysis takes the problem definition upstream. 
The key for media advocates is to frame their issue in terms of up
stream problem definitions. 

The environmental perspective. In public health a new environ
mental perspective has evolved that directs attention to the role of 
policy and community-level factors in health promotion. This envi
ronmental perspective includes both a physical and a social element. 
For example, policies and practices that support product availability 
and marketing of alcohol and tobacco, both of which help cultivate 
positive social perceptions about these products, are primary targets 
for change. Thus, tobacco control advocates have shifted the focus 
from the behavior of the smoker to the behavior of the tobacco in-
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dustry and to the policies that support advertising and general mar

keting activities contributing to excess mortality. Limiting billboard 

advertising, vending machines, and tobacco company sponsorship of 

community activities, while also promoting clean indoor air legisla

tion, are key targets of the tobacco control movement. 

The focus on the immediate marketing and community-level envi

ronment is important but still fails to address the most significant 

variable regarding health status. An extensive body of literature 

clearly indicates that social class is the single most important deter

minant of health (26). Virtually every disease shows an association 

with measures of social class (27). This is not the result of a simple 

rich-poor dichotomy but a graded response that can be seen even in 

the upper quadrant of society (28-30)' Recent work suggests that the 

most important factor within the social class construction may be 

level of education (3 I). Also, in cross-cultural comparisons, it ap

pears that a society'S health status is not linked solely to per capita in

come, but to income variability and therefore the extent of relative 

deprivation and discrepancy within a society (32). The United States, 

for example, fares poorly on a number of key health indicators when 

compared to some countries that are less affluent but also show less 

variability in income across social strata. Successful health promotion 

thus relies less on our ability to disseminate health information, and 

more on our efforts to establish a fairer and more just society. 

'There are twO important reasons for emphasizing the environment. 

First, as the history of public health amply demonstrates, prevention 

that is population-based and focused on social conditions is more 

effective than efforts aimed primarily at treating individuals (33-35). 

It is the policies that define the environment in which people make 

choices about health that appear to have the greatest potential to im

prove health. Second, public health research points to the importance 

of equality and social justice as the foundation for action. Environ

mentally oriented solutions try to address the underlying conditions 

that give rise to and sustain disease and thus promise long term change. 

Advancing the Policy 

The ultimate goal of media advocacy is to create changes in policies 

that improve health chances for communities. This requires clarity 

about the policy being advanced, appropriate framing of the issue 

and consistency in the messages about the policy, and the ability to 

"'"" 
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capitalize on opportunities in the media to advance the policy. Mass 

media can be used to put pressure on policy makers and influential 

persons, but the pressure is not automatic. The media coverage must 

be carefully crafted and reflect broad-based support. There are many 

examples of how this can work, and a series of nine brief case-stud

ies have been presented by Wallack and his colleagues (4). 

In many cases media access is relatively easy, but shaping the story 

and focusing it on policy goals can be quite difficult. Consider a typ

ical, and tragic, example from a major city in California. Early in the 

evening, on her way home from work, a young woman was kid

napped on the way to her car from public transportation. Her ab

ductors put her in the trunk of her own car, robbed, raped, and mur

dered her. 
The tragedy received tremendous coverage on television and in the 

local papers. Community members were horrified, frightened, and 

desperate to do something about public safety. A local church held a 

candlelight vigil for the woman, and more than 500 community 

members attended her funeral. 
Several community-based organizations (CBOs) were involved in 

organizing the vigil, which they anticipated would attract significant 

media attention. It did. Nevertheless, members of the CBOs were 

frustrated with the type of coverage the woman's death and the vigil 

received. They blamed the reporters for focusing too much attention 

on the drama of the event, rather than. on the issues of importance for 

safety and well-being in the community. 

Indeed, news reports that discussed safety emphasized what indi

viduals should do to protect themselves. Articles quoted mass transit 

official giving advice such as: 

-Observe all posted parking regulations and park in designated 

areas. 
-Before leaving, check your headlights, lock your car, and do not 

leave valuables or packages where they can be seen. 

-Carry your keys in your hands. 

-When at stations at night, be aware of your surroundings and 

stand in the center of the platform. If you need help, call station 

police. I 
' 

-If you do not fe~l safe walking to your parked car, go back to the 

station. 
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While all' of this is good advice, it places almost total responsibility 
for safety on the rider. This is important. However, who is asking the 
question, "What would it take to make the environment safe, re
gardless of what various individual passengers do?" The stories did 
not focus on environmental factors such as lighting in the station 
area, cutbacks in station security personnel, or the much larger issue 

of violence against women. 
The responsibility for news coverage does not rest solely with jour-

nalists. While members of the CBOs were unsatisfied with the cover
age, they also had not clearly articulated the solutions they desired in 
terms the media could easily use. Access, in this case, was abundant. 
The work, from the media advocacy perspective, needed to be done 
to frame for content in order to articulate the solution and move a 

policy forward. 
One of the key goals of media advocacy is to advance a policy or 

approach to address the problem. Getting the media's attention and 
having stories air or appear in print is often the easy part of the job. 
The difficult part occurs when advocates have to put "their issues and 
approaches in the media and in front of the people they want to reach. 

The important work of media advocacy is really done in the plan
ning stage before calling the media. Advocates need to know how 
they will advance their approach, what symbols to use, what issues to 
link it with, what voices to provide, and what messages to communi
cate. The issue can be re-explored in terms of media opportunities. 
Strategies can then be developed to frame for access and frame for 
content. Framing for access and framing for content force advocates 
to think in terms of the media and its needs. 

In reality, most CBOs do not have the resources or training to use 
mass media effectively. In"this example, the CBOs were in a reactive 
position. Community groups can anticipate similar situations and pre
pare their policy solutions, and how they want them framed in media 
coverage. Articulating this vision is the hard work of media advocacy. 
Media advocacy can then effectively be used to help communities 
claim the power and confidence they need the better to tell their story. 

CONCLUSION 

For advocates, the press is a grand piano waiting for a player. 
Strike the chords through a news story, a guest column, or an 
editorial and thousands will hear. Working in concert, unbiased 
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reporters and smart"advocates can make music together. 
Susan Wilson, New Jersey Network for Family Life 

Since the late 1980s media advocacy has become an increasingly pop
ular approach to using mass media to promote public health goals. 
This approach seeks to enhance the visibility, legitimacy, and power 
of community groups. Media advocacy represents more than just a 
different way of using mass media to promote health. It is an effort 
to fundamentally shift power back to the community by cultivating 
skills that can enhance and amplify the com"munity's voice. Instead of 
giving individiuals a message about personal health behaviors, it 
gives groups the ability to broadly present approaches to healthy 
public policy. It is based on the premise that real improvements in 
health status will not come so much from increases in personal health 
knowledge as from improvements in social conditions. It is the power 
gap rather than the knowledge gap which is the primary focus of 
media advocacy. 

Media advocacy reflects a public health approach that explicitly 
recognizes the importance of the social and political environment and 
defines health problems as matters of public policy, not just individ
ual behavior. Media advocacy attempts to help individuals claim 
power by providing knowledge and skills to better enable them to 
participate in efforts to change the social and political factors that 
contribute to the health status of all. The health of the community, 
not necessarily the individual, is the primary focus. Active participa
tion in the political process is the mechanism for health promotion. 

Social and health programs generally tend to focus on giving peo
ple skills to beat the odds to overcome the structural barriers to suc
cessful and healthy lives. In the long run it makes more sense to change 
the odds so that more people have a wider and more accessible range 
of healthy choices (36). Media advocacy helps to emphasize the im
portance of changing social conditions to improve the odds. Media 
advocacy can be instrumental in escaping a traditional, limited focus 
on disease information, and, instead, promote a greater understanding 
of the conditions that will support and improve the public's health. 
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ABSTRACT 

Media advocacy is a new strategy that is emerging in the public health com
munity. It has been particularly visible in communities of color. Media ad
vocacy is defined as the strategic use of mass media to advance public policy 
initiatives. Media advocacy is rooted in community advocacy and has as its 
goal the promotion of healthy public policies. It can be differentiated from 
traditional masS media strategies in a number of ways. Media advocacy 
shifts the focus from the personal to the social, from the individual to the po
litica~ from the behavior or practice to the policy or environment. While 
traditional media approaches try to fill the "knowledge gap," media advo
cacy addres$es the "power gap." Improvements in health status are believed 
to come about primarily from gaining more power over the policy environ
ment rather than simply gaining more knowledge about health behaviors. 

Highway Deaths: False PR on the Effects of PR 

LEON S. ROBERTSON 

INTRODUCTION 

yt>~~ AN advertising change behaviors to reduce deaths 
~~ C eJ~ on the roads? Carefully controlled studies of adver

tising to promote seat belt use in the 1970S found 
that the ads had no effect (I). Well-designed recent 

f ') research on bicycle helmet use indicates that a broad 
~~<!A community-based approach including advertising, 
school lessons, incentives for using protection, and reduced costs of 
the protection has an effect on use (2). The effect of particular ele
ments of such campaigns is unknown (3). The known effect of incen
tives alone, such as giving prizes to persons observed using seat belts, 
suggests that the incentives are the major factors in the success of the 
campaigns (4). 

Readers of the May 24, 1993 issue of pr reporter were greeted with 
the news that an advertising campaign in the state of South Carolina 
had reduced the road death rate 38 percent since 1988. Wonderful 
news indeed, if true. Since vehicle-related death rates declined sub
stantially nationwide in the late 1980s and early 1990S, however, 
there is reason to question the extent that the advertising campaign 
can be credited with all-if any-of the reduction in South Carolina. 
Seat belt use laws, motorcycle helmet use laws, changes in drunk
driving laws and court actions against drinking drivers, increased 
installation of automatic wraparound seat belts and of air bags in 
new cars, and junking of older cars that were less crashworthy, are 
several competing explanations for reductions in road deaths gener
ally. Also, South Carolina is located on the north-south corridor be
tween the northeastern states and Florida. Laws in the other states in 
the corridor or recession affecting types of traffic during the period in 
question could have influenced South Carolina's death rate. 

Called the "Highways or Dieways?" campaign, the South Carolina 
advertising was initiated in June 1988 and attempted to show the 
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LIST OF TELEVISION STATIONS WHICH BROADCAST "LOCAL TIME" 

CITY STATION CODE FAX PHONE 
1. Almaty KTK 3272 63-1090 63-2062 
2. Aktyubinsk Rika-TV 3132 N/A 53-1597 
3. Channel 4 3432 23-6033 23-2041 
Yekaterinburg 
4. Yerevan BARS-Media 3852 56-7629 52-4227 
5. Ivanovo BARS 0932 32-6254 32-0160 
6. Irkutsk AIST 3952 33-4358 33-4356 
7. Kazan Efir-TV 8432 38-0122 55-6220 
8. Kaluga Nika-TV 08422 4-9550 4-9363 
9. Kostroma Nastya 0942 55-2920 55-0841 
10. Kiev Gravis 044 274-1023 274-2114 
11. Krasnodar Yekaterinodar 8612 52-5378 52-6728 
12. Afontovo 3912 23-0756 23-1971 
Krasnoyarsk 
*13. Kursk Takt 0712 (2) 56-1338 2-1777 
** 14. Kursk Tvirs 0712 (2) 2-5341 2-7127 
15. Tera-S 3511 32-1705 32-3212 
Magnitogorsk 
16. Minsk MM-4 0172 76-8497 29-1666 
17. Novgorod TVS-Novgorod 81622 3-0706 3-53-57 
*18. Nizhny Seti-NN 8312 65-8983 65-9552 
Novgorod 
19. Channel 12 3832 43-5355 47-4597 
Novosibirsk 
** 20. NOVIS 86134 6-4255 3-8156 
Novorossiisk 
21. Zarya 86134 3-8232 3-3752 
Novorossiisk 
22. Nizhny Telekon 3435 N/A 25-3563 - Tagil 
23. Obninsk CINV 08439 N/A 2-2644 
24. Orel Orel-Inform 08600 5-6340 6-7855 
25. Nika 81400 7-64-70 1-9439 
Petrozavodsk 
26. Perm Rifei-TV 3422 N/A 34-1213 
27. Samara Skat 8462 34-7563 34-7563 

I 
28. SoIikamsk Soltek 01710 3-7909 5-4800 

-
I 
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29. Sochi Nika-Telecom 8622 92-1418 91-5251 

30. Safonovo SNT 15 N/A 4-1033 

31. StavropoI SSKB 86522 5-5589 3~5684 

32. Tomsk TV-2 3822 26-5884 26-6495 

33. Tbilisi NT 8832 N/A 93-3057 

34. Tambov Polis 0752 22-0712 22-3298 

35. Ulan-Ude Tivikom 30122 2-3951 2-91-52 

36. Kharkov ATN 0572 43-4056 43-0936 

37. Channel 5+ 8350 20-2875 20-2031 
Cheboksary 
38. Yaroslavl City 0852 22-1755 2206212 

TeIeChannel 

* Broadcast but don't send shows. 
** Send shows but don's broadcast. 

World Learning, Public Education through the Media, St. Petersburg 
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Date 

Name 
Title 
Address 
City, State Zip 

Dear ____ , 

SAMPLE INVITATION LEITER - ELECTED OFFICIALS 

Everyone has a role to play in raising infant immunization rates in the United States, and we would like to 
invite you to help in this important effort during National Infant Immunization Week. The need for your 
help shows in the present statistics. 

3 

Many deadly childhood diseases considered \\iped out still strike thousands of unprotected children. In 
fact, only two thirds of our two year olds are fully vaccinated. Low rates resulted in tragedy in 1989-91, 
when out of 55,000 cases of measles reported in the United States, nearly 130 resulted in death, and nearly 
half of those were infants. 

Immunization saves money. Following the recommended schedule not only makes children less 
susceptible to debilitating and fatal diseases, it also reduces health care costs. Every S 1 spent on 
vaccinations saves $14 in health care costs. The measles outbreak of 1989-1991 caused over 44,000 days of 
hospitalization. Studies show that costs to treat a pre-school child hospitalized for measles range from 
S6,800 to $15,000. 

We need to reach 90% infant immunization rates by 1996 to protect our children and prevent the spread of 
disease. At present nearly 33% of our nation's children are not properly immunized by the age of two. To 
reach the national goal for immunization rates, we need your help. 

National Infant Immunization Week (NnW) is coming up, April 22-April 29. This year the "Seven Days of 
Immunization" emphasizes the importance of infant immunization, and the fact that everyone has a role to play 
in ensuring proper immunization rates. Each day highlights an important sector of the community that can 
participate in the week as well as a sector that .needs to be educated. 

As a key official voice in our (city, state, county) we are asking you to assist us in delivering the immunization 
message. As a i1i1I.cl we are asking you to formally present a proclamation of your administration's commitment 
to protecting our children. We would also like to work with you to arrange a press·release on your 
proclamation and possibly even a press conference. 

Beyond this, you may want to look at other, long-term ways of getting involved with immunization issues, 
such as establishment of a semi-annual award for immunization programs, and yearly updates on infant 
immunization rates through newsletter copy. Through all of these efforts, you can playa critical role in 
helping to raise infant immunization rates to over 90% by 1996. 

We believe that as a cornerstone of our community, you serve a crucia. ....... tion in the effort to immunize our 
children, and we look forward to your participation. • 

Your contribution to this effort is greatly appreciated. Thank you for your time and please call us at 222-333-
4444 if you have any questions. 

Sincerely, 

Your name 

National Infant Immunization Week 

World Learning, Public Education through the Media, St. Petersburg 
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How tOe Handle 
. Controversy 

No controversy can ever be completely anticipated. However, it can be managed. TIle 
following are some basic guidelines for effectively managing a controversial situation. 
(please refer to Worksheet #3, !he issues checklist in the appendix.) 

1. Before taking action, define the real problem. Obtain copies of the article, television 
transcript, information from Ule state or federal agency or other documents that 
describe the situation. TIus action may be followed by telephone calls,to Ule 
original source to verify Ule facts and get more delruled ullormation. '-

.2. Detennine the scope of the problem by assessing wheUler Ule problem is a local, 
regional or national concern. TIlis will entail anticipating Ule extent of the media 
coverage and evaluating whether an issue, such as an allegation about a policy, is . 
national or confined to one area. 

3. Detennine the potential impact on your organization, such as whether Ule problem 
can be isolated to one department or issue, or wheUler it nlfects your entire 
ngency. TIle impact also will depend on wheUlcr Ule problem has "staying 
power" or is limited to a "one-time story." 

4. Mobilize your issues management team. \\llen a conlroversy has developed, Ulese 
individuals should be allowed to devote Ulemselves entirely to Ule situation. An 
issues management plan should be in place and ready to go. 

5. Centralize the control of Information Umt is flowing to Ule public. Be sure Ulat your 
messages are consistent and clear. Appoint only one spokesperson, backed up by 
experts as appropriate. 

6. Communicate with internal audiences. This is critical during a controversy. Besides 
the media, be sure to communicate willi your employees, local officials, service 
recipients and ollier government agencies throughout Ule controversy. Only by 
providing infonnation quickly will it be possible Lo "speak. with one voice" and 
avoid confusion. 

7. Work with the media. 'fry to accommodate journalists, reporters and producers by 
providing timely and accurate information. Local media do not treat stories in 
the same way as national reporters. l\·lake sure your spokesperson understands 
the different needs of Ulese media and can anticipate the kinds ofinformation 
Uley are seeking. 

Managing Issues 

World Learning, Public Education through the Media, St. Petersburg 



Ho\v to Work with 
the Media 

During a controversy, when infonnation needs to be provided quickly to the media, 
working with reporters and journalists can be particularly demanding. It is best to 
try to establish a rapport with Ule media before a controversial situation may 
develop. Below are some proactive tactics for malting sure Ulat your message gets 
communicated clearly UU'ough Ule media. 

Correctlng errors In the media 

Sometimes, regardless of how UlOrough and accurate Ule infonnation Ulat is 
provided to tlle media, errors "ill appear. These mistakes do not usually 
constitute a news crisis. Sometimes, however, an erroneous story may precipitate 
negative news coverage. 

If an error does arise and it is significant or results in public misconceptions, take 
steps to correct it. Thy contacting Ule reporter and providing the correct 
information. OITer documentation to support your claim. Explore wiU} Ule 
reporter what you might do to correct Ule infonnation. lfit is a small factual 
error, tlle paper may print a correction in Ule next day's edition. It is unusual for 
tlle media to run a new slory Ule follovving day. 

If you think Ule elTor is serious enough to precipitate a decline in funding or 
otller support, or raise concerns in Ule minds of your service recipients, take tlle 
initiative and write directly to supporters and service recipients. Do not restate 
tlle Original error or assi gn blame; just discuss Ule facts. 

Preparing a statement 

During a controversy, your department may need to release a brief, prepared 
stateme":t on a particular issue. A statement is a tool tllat enables you to quickly 
and widely dislribute your views to all interested parties, such as Ule media, 
service recipients, etc. Any statement should be factual, no more Ulan a page 
long and contain all Ule important information needed by reporters or the public. 
The key is to make it short, keeping in mind Umt it may be used as a "sound bite" 
on radio or television. 

ManagIng Issues 
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Special Events 
'.' Special events (i.e., local health fairs, AIDS Walks) require long-term planning and

attention to de~, vYhen developing the event and planning publicity, keep in mind 
who you want to reach. Tailor your event to suit the age, lifestyle and conunon inter
ests of those you invite. 

From a communications perspective, special events can be used to help: 

• Create awareness about your agency (and perhaps other local agencies) and its 
services in a certain area or among a certain group of people. 

• Create a local angle on a national or international AIDS-related issue or event. 

• Create a platform for developing or deepening relationships with other commu
nity organizations. 

• Extend the r~ach of an existing education or awareness campo..ign. 

• Generate publicity. 

To extend coverage of your event, set up a system for measuring the results of the 
event TIlls could include detennining how many people attended, how much 
media coverage you received or how many volunteers were recruited. Post-event 

. news releases then focus on these 14accomplisiunents." 

To build excitement for the event and encourage media coverage: 

• Plan your event aroWld a national holiday or national calendar date. 

• Look for ways to tie in \\ith national HIV/AlDS campaigns, such as CDC's 
America Responds to A.IDS campaign. 

• Take the event "on the road," co-sponsoring a series of similar events in different 
communities. 

• Consider having a radio or television station co-sponsor the event, which gener
ates community good will for the station as well as potential free publicity for 
your evenL Pick a station whose audience matches that for the evenl-an urban 
contemporary radio station [or an event expected to attract young African~ 
American adults. for example. Try Lo work out additional ways to increase 
awareness of your HIVI AIDS issue for the week or day of the event by running 
America Responds to AlDS PSAs or by placing your spokesperson on relevant 
call-in or public affairs programs. 

• Develop a theme for tile event to attract both media and public attention. Use it on 
all publiCity-related materials from invitations to media kits, buttons and banners. 

WOMgdl~,,\kIAS'p bl' . 
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• Allow plenty or plaruling time when selecting your date and time. Select i1 lime or 
day and day of Ule week when your most important audiences will be available, 
and make sUre the lime Is appropriate to the type of evenL AJso check to make 
sure your date does nol conllict \ViUl oUler events. Local chambers of conunerce, 
departments of tourism, newspapers and United Way chapters mny keep a cen
tralized calendar of cOlnrnwlity events. 

Media relations for special events requires attenlion to detail. Well-planned publici
.t:t for a special event will not only attract more people.lt will also create long-term 
awareness of your message. 

Before the event: 
• Contact reporters who cover conununity events and pitch Ule event as a reature 

story. Don't rorgel weekly or shoppers' newspapers. 

• CaJlthe conunwlity calendar.reporters at area newspapers and television. cable 
and radio stations, askIDg Ulem to place a calendar notice. 

• Hand-dellver or mail invitations to the event two weeks In advance. 

• No more than two to tlu:ee days before Ule event, call each editor and reporter 
and ask them IfUley plan to attend. If they are lnterested,you should fax or send 
by messenger a copy or your media advisory. Explain special photo $Ipportunities. 
(n case Utey can't send a pbotographer, make sure you rwd out Ute newspaper's 
photo deadlines and arrange to get a black-and-white photo to them in time. 

• TIle day before Ute event. call Ute media again to politely remind Utem about the 
e\'enL Most tele,,;sion stations and daily newspapers do nol decide what they'll 
cover until the day before or Ule day of an evenL . . 

During the event: 
• Set up a media sign-in table WiUl media ltits. 

• When Ute reporter(s) and photographer(s) arrive, spend lime with Utem.lf possi .. 
ble, set up interviews with approprial~ people right away and escort the media to 
Ule appropriate spokesperson. 

• Have someone from your agency lalte black-and-wWte photos to accompany 
nrtlc1es in newsletters and other pubUcations and for your own flies. 

After the event: 
• Send a news release lnunediately aIlerward to any reporters who were unable to 

altend your evenL 

.Medla Relations 
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II Send foUow-up letters to the editors oflocal newspapers, thanking the connnuruty 
and informing them of your success (monetary amoWlt of donations raised for an 
important cause, conununity alliances forged, number ofvolWlteers recruited). 

• Write a follow-up article for inclusion in appropriate community publications. 
Illustrate'rvith photos from the event. 

Be Creative 
Most people struggle ,vith how to come up ... vith that "big idea" that'vill attract pub
lic and media attention. Here are some tips on how to get started. 

HoJd a Brainstorming Session 
'The best ideas come from the meeting of ~everal minds. Hold a brainstonning ses
sion to generate theme, event, speaker or program ideas. Here are some "rules" on 
how to conduct such a meeting: 

• Keep the group a manageable size and the time limited. Have no more than six 
to eight people and insist on no more than one hour for the session. Shorter times 
are okay if the meeting has been productive. 

• Invite people who can offer a different perspective. Having a few participants 
who are not immersed on a daily basis in your program can be very beneficial. 

• PrOvide relevant information in ad vance. Consider writing on one sheet of paper 
the purpose of the meeting (e.g., getting ideas for a special event tied to World 
AlDS Day) and key information such as your corrummications objective. target 
audience. message and even your budget to give people something to "chew onlt 

before coming to the brainstonning session. 

• Establish the ground rules at the beginning of the meeting. It is the responsibility 
of the discussion leader to make the session productive and fun by emphasizing 
the follo'ving: 

Et:ery idea deserves to be heard. Brainstonning sessions are by nature freewheel
ing but directed discussions that should encourage one idea leading into another. 
People need to feel comfortable saying what pops into their minds without fear of . 
criticism. The discussion leader must ensure that the group stays on track and 
doesn't gel bogged down in criticizing an individual and his or 
her ideas . 

This is nOl the place at" time for amuyz.ing the issue at" discussing the merits of a 
program. Focus on action-oriented ideas. 

Media Relations • 

World Learning, Public Education tj1rough the Media, St. Petersburg 
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PEM TRAINING EVALUATION FORM 

1. What is your overall impression of the seminar? 

__ excellent __ good __ satisfactory __ poor 

2 Which apectsjsessions of the seminar did you find most useful? Why? 

3. Which aspects of the seminar could be improved? 

4. What was missing from the workshop? What other topics could have been covered? 

5 How do you rate the material in the seminar workbook? 

__ excellent __ good __ satisfactory __ poor 

6. What other materials could be included in the book? 

7. Do you think the workshop should be longer or shorter? Why? 

8. Are you satisfied with level of participation the trainers provided? 

9. 

__ Yes __ No 

If not, how couold we improve the seminar to make it more participatory? 

What C!O you feel would be the best way for us to do follow-up to the seminar? 
For example, individual visits to each organization? or another joint meeting of 
all participants? 

World Learning, Public Education through the Media, St. Petersburg, Russia 
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St. Petersburg Russia, April 1996 

Dear Workshop Participant: 

On behalf of World Learning, I want to welcome you to our Public Education through the 
Media workshop. I hope you find the workshop and the enclosed materials interesting 
and appropriate to your organization's needs as you work for the benefit of your 
communities. In addition to experienced workshop leadership, another critical element in 
the success of this training experience is the active participation and shared wisdom of 
the participants themselves. I thank you for your willingness to enhance our program by 
your participation and for your commitment to work for the betterment of your 
organization and the NGO sector. 

Over the past several months, World Learning has conducted fourteen workshops in its 
series of institutional strengthening workshops, exploring Strategic Planning and External 
Environment, Human Resource Development, Public Education through the Media and 
Financial Management issues invaluable to an organization. Like this week's PEM 
workshop, all World Learning's workshops focus on key elements of good organizational 
development, in addition to touching on the interconnectedness of the five themes. 

The target group for the training program is the 46 World Learning Subgrantees, with 
workshops organized in five geographic areas to enable full participation of Subgrantees 
throughout Russia and the New Independent States (NIS). The training sites include 
Moscow, St. Petersburg, Ekaterinburg and Novosibirsk in Russia, plus locations in 
Georgia and the Ukraine. Each workshop will be three days in length with a maximum 
enrollment of 25 persons to facilitate a more in-depth learning experience. 

It has been a pleasure for all of us at World Learning to get to know you and your 
organization and to witness the continued growth and effectiveness of your work. As we 
continue our work in this phase of NGO development activity, the implementation of 
World Learning's Institutional Strengthening Training Program, we look forward to your 
further participation and continued partnership which has been so meaningful to us over 
the past few years. 

Have a successful workshop! 

Sincerely, 

Scott H. Charlesworth 
Field Director 
World Learning - Moscow 

World Learning, Institutional Strengthening Program - General Materials 
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• School for International Training WORLD LEARNING INC. 
• Citizens Exchange and Language Programs Founded in 1932 as 

The U.S. Experiment in 

International Uving 

• Projects in International Development and Training 
• The U.S. Experiment in International 

HISTORY 

MISSION 

SCOPE 

World Learning Inc. was founded in 1932 as The Experiment in International Living, a 
pioneer in people-to-people exchange. It is one of the oldest private, nonprofit, 
international educational services organizations in the world, and the oldest institution of its 
kind in the United States. For more than sixty years, it has sustained its founding concept -
- learning the culture and language of another country by living as a member of 
one of its families -- while it has also pioneered new initiatives in response to a changing 
world. 

The scope and diversity of World Learning's programs have grown well beyond the 
institution's original homestayexchanges, but its mission remains intact: to enable 
participants to develop the knowledge. skills. and attitudes needed to contribute 
effectively to international understanding and global development. 

Today, World Learning's broad range of international expertise is represented by its three 
operating divisions: its accredited college, the School for International Training; its 
traditional Citizen Exchange and Language Programs; and its private, voluntary 
organization activities operated by Projects in International Development and Training. 
World Learning currently administers more than 260 programs in nearly seventy countries, 
providing direct program services to more than 54,000 partiCipants and indirectly 
benefiting more than 500,000 other people. 

World Learning's School for International Training was established in 1964 as a direct 
outgrowth of the institution's role in providing the original language training and teaching 
materials for the U.S. Peace Corps. Today, the School offers a bachelor's degree program 
in international studies, master's degree programs in inter cultural management and the 
teaching of languages, and college semester abroad programs in more than thirty 
countries. 

Citizen Exchange and Language Programs is World Learning's cornerstone diviSion, 
operating the institution's Summer Abroad program which was pioneered in 1932. For 
more than sixty years, World Learning has been dedicated to a Simple approach known as 
the homestay, the best cross-cultural learning laboratory. Families and individuals of all 
ages from all over the globe partiCipate in World Learning's various exchange and 
language programs. 

Building on its pioneering efforts in international educational exchange and training, World 
Learning applied its expertise to institutions and individuals working in development. 
Through the Projects in International Development and Training diviSion established in 
1977, World Learning has become a prominent private voluntary organization (PVO) 
dedicated to furthering world peace through economic and social development initiatives. 

World Learning is one of more than twenty-five member organization of the worldwide 
Federation of National Representations of The Experiment in International Living, which was 
incorporated in Switzerland in 1954. The Federation has held consultative status with the 
United Nations Educational, Scientific, and Cultural Organization since 1958, with the 
United Nations Economic and Social Council since 1978, and with the Council of Europe 
since 1981. The Federation is composed of member organizations that are privately run, 
nonprofit, nonpolitical, and nondenominational. 

World Learning, Institutional Strengthening Program - General Materials 

\tA 



STAFF 

SCHOOL FOR 

I NTERNATI ONAl 

TRAINING 

CITIZEN 
EXCHANGE AND 
LANGUAGE 
PROGRAMS 

PROJECTS IN 
INTERNATIONAL 
DEVELOPMENT 

AND TRAINING 

World Learning employs more than 1,200 staff, of which about fifty percent are dispersed 
among its headquarters in Brattleboro, Vermont, and its U.S. offices in Washington, D.C.; 
Belmont, California; Greenwich, Connecticut; Jacksonville, Florida; and Boston, 
Massachusetts; and about fifty percent are dispersed among filed offices around the 
world. 

• Master of Arts in Teaching Languages - A program that prepares language teachers 

committed to professional development and service in their field. Participants 

concentrate in French, Spanish, or English to Speakers of Other languages. 
• Master's Program in Intercultural Management - A graduate program that provides 

competency-based, professional-level training for intercultural managers. 
Participants concentrate in Sustainable Development, International Education, or 
Training and Human Resource Development. 

• Bachelor's Program in World Issues - A two-year, upper-division bachelor's program 
offering a degree in international studies. Participants concentrate in at least one of 
these studies: Peace, Social and Economic Development, Environment. 

• College Semester Abroad - Over forty-five programs in more than thirty countries in 
every part of the world for college and university students. 
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• Summer Abroad - Programs for high school students that offer homestays, travel, 
language training, ecological adventure, and community service in Africa, ASia, 
Australia, the Caribbean, Europe, and Latin America. 

• ElderhosteJTM - International homestay and education programs for participants aged 
60 years and older, offered in cooperation with Elderhostel, Inc. 

• Homestay/USA - A homestay program that welcomes international participants, aged 
13 to over 80, into U.S. homes for several days, weeks, months. 

• International High School Program/Congress-Bundestag Youth Exchange Program -
Full scholarship programs funded by the U.S. and German governments in which 

high school students from around the world stay with host families and attend 
school in the USA, while U.S. students do the same in Germany. 
• AuPair/Homestay USA - A yearlong cultural exchange program that offers a practical 

solution to child care for U.S. families and a cost-effective way to work and study in 
the United States for European au pairs. 

• AuPair/Homestay Abroad - A cultural exchange program in which U.S. au pairs live 
with host families in several European countries, while providing child care and 
studying for up to one year. 

• International Students of English - An intensive English language training program 
for college-age and older students, featuring small, four-week classes on U.S. 
campuses. 

• Corporate Language Programs - Intensive language and cross-cultural training 
programs tailored to the global marketplace. 

• Youth Adventure Camp - An ideal blend of language training, recreation, and cultural 
discovery for 11- to 15-year-old students from around the world. 

• Development Management - Projects that support local public and private 
institutions to promote social and economic change through on-the-job training and 

formal training-of-trainer' workshops. 

• Human Resource Development - Projects that help to increase the capabilities of 
individuals to secure employment, play dynamic roles in their chosen fields, and 
contribute to the communities in which they live. 

• Development Training - Courses that enable mid- and senior-level professionals to 
develop knowledge and skills that are immediately useful in their work at home. 

It is the policy of World Learning Inc. to provide, in an affirmative way, equal employment and educational opportunities for 
all parsons regardless of race , color I religion I gender I sexual orientation I national or e1hnic origin, agB, or disabili1y. 
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SUB GRANT MANAGEMENT 

MONITORING AND EVALUATION 

INFORMATION SHARING 

ALLOCATING PVOjNIS PROJECT FUNDS 
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f •• ........., 
World Learning 

In May 1992, the U.S. Agency for International Development (AID) selected World Learning to manage the 
Private and Voluntary Organizations Initiatives to the New Independent States of the former Soviet Union 
(PVOjNIS) project. 

The PVOjNIS Project is mandated to fulfill three functions. The first is to award subgrants to US nonprofit 
organizations, focusing on NIS NGO development accompanied by respective service delivery. The 
second is the monitoring and evaluation of subgrantees. The third mandate of the PVOjNIS Project is to 
provide "lessons learned" to AID and the broader PVO community on collaborative US PVOjNIS NGO work 
in the NIS. 

FUNDS GRANTED BY SOLICITATIONS 

The first round of competitive solicitations under the Project was held in June 1992. Invitations for 
Applications (IFAs) were sent to over 300 US nonprofit organizations. Over 60 nonprofits answered the 
call and submitted proposals. The main focus of this round of solicitations dealt with humanitarian aid and 
health care delivery in order to strengthen the social safety net -- a general void since the breakup of the 
USSR. Total funding for the first round amounted to $3,550,000 awarded to 8 organizations. 

In October 1992, a second smaller solicitation was held, focusing on the impediments to voluntarism. 
Developing legislation and NGO advocacy were the main criteria sought. Under this SOlicitation, $483,350 
was awarded to 3 organizations . 

In January 1993, a third solicitation was held with two due dates, in January and March. This effort 
focused on NGO institutional development as an aid to civil society building and ensuring the survival of 
NGOs and their service delivery. Sixteen (16) organizations received funding totaling $6,670,500. 

In February 1994, a fourth solicitation, which originated at the AID-Moscow office, was held. This 
solicitation, which was for Russia only, emphasized support to Russian non-governmental organizations to 
improve administrative, management, and communications capabilities. Funding totaling $2,000,000 was 
awarded to 7 organizations. 

A fifth soliCitation, originated at the AID-Moscow office with a proposal submission deadline of July 14, 
1994, distributed funding to US PVOs and their local Russian partners working together on projects that 
promote the development of NGOs involved in health care in Russia. Grants were recently selected and 
range from $375,000 to $750,OOQ, from a total funding of $6.5 million. 

PVO/NIS PROJECT • ALLOCATING FUNDS • SUMMER 1994 • PAGE 1 
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FUNDS ALLOCATED TO GEOGRAPHIC REGIONS 

To date, most of the funds have been awarded to US nonprofit organizations working in Russia. However, 
groups working in other countries of the NIS, or in more than one NIS country, have also received support. 

Following is a breakdown of funding to the NIS regions. 

Russia 

Western NIS (Moldova, Belarus, Ukraine) 

Central Asia (Kazakhstan, Kyrgyzstan, 
Tajikistan, Turkmenistan, Uzbekistan) 

Caucuses (Armenia, Azerbaijan, Georgia) 

TOTAL 

$15,836,350 

$ 2,055,000 

$1,137,500 

$ 175,000 

$19,203,850 

PVO/NIS PROJECT· ALLOCATING FUNDS· SUMMER 1994 • PAGE 2 
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WORLD LEARNING MOSCOW 

1. STATEMENT OF PRINCIPLES 

World Learning Moscow seeks to be a dynamic force in the development of the NGO community in the 
former Soviet Union. In so doing, World Learning's principle priority is providing quality service, in the 
form of training, technical assistance, and information dissemination to the 46 Subgrantee organizations 
involved in the PVO/NIS Project. This function of support extends to all 46 subgrantees regardless of their 
current grant status, albeit active or closed. 

In further support of the development of the Subgrantee organizations, World Learning Moscow endeavors 
to promote and advocate for the strengthening of the broader NGO community in the republics in which it 
operates. This effort is enhanced through forming appropriate linkages and coalitions with other 
concerned organizations, implementing public education campaigns on areas of common concern to 
organizations and communities, and by taking leadership in identifying and addressing important and often 
complex issues which have significant impact on the prospects for successful NGO development. 

In carrying out its mandate, World Learning Moscow recognizes that its greatest resource, first and 
foremost, is its thoughtful, committed, capable, and unified professional staff. This supportive relationship, 
characterized by its integrated and mutually respectful operational style, is furthermore extended outward 
to join in cooperation with other key participants in the NGO development process including World 
Learning Washington, the Subgrantee organizations (PVOs/NGOs), and other organizations and 
individuals working on behalf of the emerging NGO sector. 

While the historic developments leading to the formation of what has come to be known as the New 
Independent States (NIS) and the subsequent inflow of international organizations and resources can 
have an intoxicating effect on those involved, World Learning Moscow recognizes that the only true 
measure of its success is the growth of healthy programs and organizations capable of meeting 
community needs on an ongoing basis. As such, it is substantive action rather than rhetoric that counts, 
and as World Learning Moscow conducts its daily affairs it strives to put these principles into practice and 
never lose sight of the well being of the Subgrantee organizations and the people they serve. 

2. PROGRAM PRIORITIES 

I. Project Monitorina and Technical Assistance to World Learning Subgrantees; 

II. Oraanizational Development Training, specifically in the areas of human resource development, 
financial management, strategic planning, public education through the media, and the external 
environment; 

III. Public Education and NGO AdvocacY. 

World Learning, Institutional Strengthening Program - General Materials 
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WORLD LEARNING 

PVO/NIS OFFICE - MOSCOW 

Moscow Field Director - Scott Charlesworth 

Scott Charlesworth joined World Learning at the beginning of March, 1995, after leaving his position of 
Associate Director of the International division of the YMCA of the USA. Most recently, Scott managed the 
YMCA's international development grants, including the World Learning-funded program to assist 
emerging local YMCAs in Russia, Belarus, Georgia, Armenia and Ukraine. Based overseas for more than 
six years, he served as Country Director of Covenant House, Panama, working with street children in 
Panama City, and was the founder/director of the YMCA in Belize. He trained NGO youth leaders in Papau 
New Guinea and was Peace Corps volunteer in Honduras. Mr. Charlesworth has a BA in Economics from 
Rollins College and a Masters degree in Public Management from Carnegie Mellon University. 

Project Officer (Health) - Donna Barry 

Donna Barry joined the PVO/NIS Project in December, 1994 and spent the first month in Washington as 
the Project's Health Officer. In February 1995 Donna moved to Moscow, where she took on the position of 
Project Officer, monitoring a number of the Project grants. Donna formerly worked as a Program Officer 
for Family Health International for the former Soviet Union, organizing, implementing, and evaluating 
reproductive health related projects. Proficient in written and spoken Russian, Donna has lived and 
worked in Russia and the FSU for five years. In the fall of 1993, she organized and coordinated a training 
of trainers workshop on reproductive health for physicians in the Central Asian Republics. She has 
Master's degrees in Public Health and International Affairs from Columbia University. 

Project Officer (Operations Management) - Alexander Borovikh 

Alexander jOined World Learning in 1993. He deals with the overall functioning of the PVO/NIS office in 
Moscow, and is responsible for logistics for World Learning's conferences and workshops. He reports on 
financial aspects of the Moscow office, provides information on World Learning's activities in the NIS, and 
participates in designing articles for the newsletter, as well as maintains and develops the database. 
Alexander graduated from Moscow Linguistic University and for several years worked as an interpreter in 
different institutions in Russia and abroad. Recently Alexander received his degree from Moscow State 
University Law Department. 

Program Associate (Training/Information) - Tatiana Galkina 

Tatiana joined World Learning (Moscow Office) in June 1995 as a Program Associate. Her responsibilites 
are organising and coordinating World Learning's training program and aSSisting in information collection 
and dissemination. Tatiana formerly worked at the Carnegie Endowment for International Peace/CEIP 
(Moscow Center) as a Project Coordinator - a jOint CEIP and IREX project. Her focus at Carnegie was 
publishing a guide of Russian research organizations (Institutional Map) working in the international 
relations and foreign affairs fields.The Guide was published both in Moscow and Washington DC in 
Russian and English (February-March, 1995).Tatiana has previOUS experience at the Canadian Embassy 
maintaining and developing immigration data base files within the Immigration Section. For two years 
Tatiana was an freelance correspondent at INTERFAX News Agensy. Tatiana is finishing her degree at 
Moscow State University's History Department in Cultural Ethnography. 

World Learning, Institutional Strengthening Program - General Materials ,v» 
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Project Officer (Information) - Ekaterina Greshnova 

Ekaterina joined PVOjNIS Moscow staff in January, 1994. She handles publication issues, collects and 
coordinates project information, maintains the database, and establishes contacts with mass media and 
NGOs. In addition Ekaterina coordinates designing and publishing the Moscow Newsletter, "/NFOHELP". 
Ekaterina graduated from Moscow State Institute of International Relations and undertook postgraduate 

10 

course work at the Institute of African Studies of the Academy of Sciences. For seven years she worked as 
a journalist and participated in setting up the first Russian independent news agency "Interfax". Ekaterina 
has been involved in Russian-American humanitarian projects as a program coordinator for the Citizens 
Democracy Corps. 

Project Officer (Training) - Jeff Jacobs 

Jeff joined the PVOjNIS Moscow staff with his experience working for CARE as a sub-office administrator 
in Alma-Ata, Kazakhstan, Baku, Azerbaijan, Ekaterinburg, Russia, and a project assistant in Togo. Jeff 
graduated from World Learning's School for International Training and participated in a homestay program 
in France with The U.S. Experiment in International Living. Moreover, Jeff worked in the Ivory Coast as a 
program manager in charge of developing rural, micro enterprises and also was an assistant at the 
African-American Institute in New York. 

World Learning, Institutional Strengthening Program - General Materials 
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WORLD LEARNING 
PVOjNIS PROJECT 

TENTATIVE TRAINING SCHEDULE 

Public Education through the Media 

25 - 27 May 1995 - Ekaterinburg, Russia 
15 - 18 January 1996 - Kharkiv, Ukraine 
8 - 12 April 1996 - st. Petersburg, Russia 

16 - 20 April 1996 - Georgia 
24 - 28 June 1996 - Moscow, Russia 

External Environment 

21 - 23 June 1995 - Nizhnii Novgorod, Russia 
30 October - 2 November 1995 - Dniepropetrovsk, Ukraine 
12 - 16 March 1996 - Bakuriani, Georgia 
13 - 16 June 1996 Petrozavodsk, Russia 
19 - 21 (? November) 1996 - ?, Russia 

Strategic Planning 

14 - 16 September 1995 - Lviv, Ukraine 
28 - 30 September 1995 - Novosibirsk, Russia 
26 - 28 October 1995 - Borjomi, Georgia 
10 - 12 November 1995 - st. Petersburg, Russia 
22 - 24 February 1996 - Sofrino (Moscow Oblast), Russia 

Financial Management I Financial Sustainabilitv 

7 - 9 December 1995 - Georgia 
14 - 16 December 1995 - Nikolaev, Ukraine 

8 - 10 February 1996 - St. Petersburg, Russia 
22 - 25 May 1996 - Novosibirsk, Russia 

? - ?? May/June 1996 - Central Asia 

Human Resource Development 

4 - 7 October 1995 -Yaroslavl, Russia 
All Subgrantee Conference 

- complete 
- complete 

- complete 
- complete 
- complete 

- complete 
- complete 
- complete 
- complete 
- complete 

- complete 
- complete 
- complete 

- complete 
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Author: N. Belayeva 
President of the International Charity Foundation 
"INTERLEGAL" 

What is the "THIRD SECTOR"? 
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The Third Sector is a reality that has long been in existence not only in the West but in this 
country [Russia] as well, although it might not necessarily be aware of being called so. This is a 
huge sphere, sector, of a society's life that is no part of either state structures, or business but 
makes up an independent sphere of organized civil initiatives directed at improving the society's 
life and being implemented independently of the personal material advantage from this kind of 
activities. 

The Third Sector is all the spheres, directions and organized forms of implementing collective 
non-profit initiative, all types of organized public activities -- from organizing mass social 
movements to creating charity canteens, homes and doss houses. 

The Third Sector is all professional associations and artistic unions; it is voluntary societies and 
organs of independent public activities as well as associations, councils, guilds and clubs. 

The Third Sector is joint realization of common interests -- from philately and cacti-growing to 
studying the cultures of Northern peoples or mastering the Japanese martial arts. 

The Third Sector is organizing regular aid to those who need it -- disabled and sick adults and 
children. It is also preparing "breakthroughs" in science and culture and technology. It is 
methods of upbringing and development of mentally handicapped children and campaigning for 
the human rights of convicts, as well as organizing a tourist club for the teenagers in your 
neighbourhood. 

The Third Sector is your creative initiative or a problem you are concerned about that can only 
be resolved by forming a team since the state does not want or is unable to address it and 
business circles disregard it as not-cost-effective. 

The Third Sector is "third" exactly for the reason that there is no room for it either in the first, 
state, or second, private, sectors; it is that sphere of life, those tasks and problems that cannot 
be resolved either by virtue of authority or by the power of money. 

The Third Sector, therefore, is equally needed to the state and to business as it complements 
them, makes them more "human", creates an opportunity for a more gradual transition from the 
overall "state" interest, via a collective form of interest, to individual, private interest and does it 
independently of the authorities. 

Besides, the Third Sector is a testing ground for making large-scale experiments as well as for 
state and profit-making programs; it is an inexhaustible source of businessmen and politicians, 
the "forge of the cadre" as the popular Russian clichC1 has it; it is a faultless indicator or public 
interests. But the main thing is that the Third Sector is a huge reservoir of social energy, when it 
is efficient and ensured with resources, is needed to_ the society itself so that it could address 
the emerging problems and needs by means of civil initiative where and when it is necessary 
today without waiting for state budget allocations and independently of the financial reliability of 
the local businessmen and their wish to be "understanding". 
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