Media Outreach

Engaging the news media is vitally important for afterschool advocates.  It will help you to showcase the work you are doing in your program and the benefits of afterschool programs.  This provides information on media materials and events, as well as tips for handling the media. 

We hope that you will find the information included helpful, and please know that staff are available to provide additional information, media relations expertise, a sounding board for ideas, help with any problems or frustrations that might arise and more.  If you have any questions, be sure to call or email us at FowlerHoffman, LLC, 202-296-7010 or janelle_cousino@fowlerhoffman.info.
The Tools of the Trade:

A Checklist of Items for Media Outreach

Here’s a checklist of the most basic media outreach needs. 

· A telephone that will get answered by a responsible person every time it rings, or that is equipped with an answering machine or voice-mail system that somebody checks several times a day.

· A fax machine – both to send and receive.

· A computer and printer.

· A photocopier.

· A list of local news media, with phone and fax numbers, and mailing addresses.  Email addresses are helpful, but not yet essential.  Information on how to build a media list follows.

How to Build a Media List

To reach out to the media, you have to know where to find them.  Doing that requires nothing more than a little legwork.  Once you’ve done that work, you’ll have a media list that will be an enduring and invaluable tool.  Here’s how to build a list.

Step 1. Gather names of reporters, editors and producers who cover education, children’s issues, crime and your city. You can do that in several ways.  Your school district public information office probably has a good media list that they may be willing to share with you.  You can also scan back issues of newspapers and monitor radio and television broadcasts to see who covers which stories.  (The Internet can be very helpful here, because most newspapers post their archives on the web, and many broadcast outlets post a listing of stories they run every day and who reported them.  Your local library also should stock back issues of the newspaper.)  The third approach is to consult a local media guide, if one exists.  Again, the school district’s public information office may be helpful here.  Finally, you can call local outlets, speak to someone on the news desk, and tell them you’re going to be sending a news release on education, and would like to know which reporter should get the release.  Plan to update your list at least twice a year.

Step 2. Create a media list of the names, addresses, phone numbers, fax numbers, and email addresses of relevant journalists.  Don’t forget to include producers of “talking head” or “town hall”-style programs.

Step 3. Store your list in a computer database, on index cards or on a conventional rolodex.  Your list should be easy to transfer to mailing labels either through photocopying or by printing computer labels.  

If you have the technology to do it, you might also want to create a “fax group” for your media list.  Many computer fax programs let you load names and addresses into the software, and then combine various recipients into a single fax group.  Fax machines often let you do the same thing.

Track your contacts with reporters on your media list.  If they cover your program or your events, note that fact.  Most computer databases allow you to include a field for such notes.

News Releases

News releases are one- to four-page reports of newsworthy events.  Send a news release if you have something to announce to reporters – a new afterschool site or project, a major accomplishment, a new evaluation, etc.  Always follow up news releases with phone calls.

Some tips about news releases:

· A news release should sound like a news story written by a sympathetic reporter.  That means that it should be written in a reporter’s voice, not an advocate’s.  Commentary in a news release should be in quotes and attributed to your spokesperson.

· News releases should have a headline.  Some may also have a “subhead,” or a second headline.

· News releases should have a “lead paragraph” that clearly states the news of the release, and answers the Who, What, When, Where and Why questions.

· Many news releases are structured as follows:

Lead Paragraph:
Who, What, When, Where, Why

2nd Paragraph:
Quote from organizational spokesperson

3rd Paragraph:
More information about the announcement

4th Paragraph:
More information and examples

5th Paragraph:
Second quote from another organizational spokesperson

6th Paragraph:
Contact information for the organization

· At the top of the first page of your news release, include the date, and the name and phone number of someone the media can contact to follow up.

Sample News Release: 

NEWS RELEASE





Contact: Jill Smith

May 25, 2001







513/555-1234

MAYOR MILLSTONE ‘TURNS ON THE LIGHTS’ OF 

‘JUST FOR KIDS’ AFTERSCHOOL PROGRAM 

Program Will Provide Tutoring, Sports & Creative Arts

For Local Middle School Students

Rivertowne, Ohio – Mayor Stephanie Millstone joined the principal and faculty members of Stevens Middle School, AmeriCorp volunteers and local families today for the grand opening of Stevens Middle School’s afterschool program, Just For Kids.  At exactly 3 p.m., the mayor “turned on the lights for afterschool.”  Nearly a third of the students attending Stevens Middle School have already enrolled in the program that will provide three hours (3 p.m. – 6 p.m.) of supervised afterschool activities, including homework assistance, arts and crafts, and recreation.  The program is open to students in grades six to eight.  Program leaders say that 250 students are likely to be enrolled in the next month.

“The need and demand for high quality afterschool programs in our city is tremendous,” said Mayor Millstone.  “Too many children are unsupervised between the time the school doors close and parents get home from work.  Lack of supervision, structure, and academic opportunities can mean squandered opportunities for children to learn, and can leave young people vulnerable to trouble.  Just For Kids will help give children educational, safe, exciting places to spend their time after school.”

More than 28 million school-age children have either their only parent or both parents working outside the home.  As many as 15 million “latchkey children” go home afterschool each day to a house with no adult supervision, and without the opportunities to learn that afterschool programs can provide.  More than four in five parents want their children to attend afterschool programs, but less than one-third of public elementary and middle schools offer such programs. 

“We are proud our school is a part of the Rivertowne Student Success program and is helping to better meet the needs of our students and their families,” said Michael Koss, principal of Stevens Middle School.  “Afterschool activities pay enormous benefits.  They improve children’s grades and attitudes about learning.  They give kids a chance to make new friends, and learn from caring mentors and adults.  And they encourage parents to help improve their children’s education and development.”

The benefits are clear.  Just For Kids is the tenth afterschool program established through Rivertowne Student Success program in the past two years.  Nearly 2,000 students are enrolled in the program.  The nine other participating schools offering afterschool programs have seen a noticeable improvement in the students’ grades, fewer disciplinary problems and higher attendance rates.  The Rivertowne police department reports there has been a lower rate of juvenile crime between the hours of 3 p.m. and 6 p.m. since the Student Success program began.

“The response has been overwhelming,” added Principal Koss.  “With the help of the AmeriCorp volunteers, our local Boys and Girls club, several area businesses, and other community members who have generously donated their time, our school will be able to provide our children with a positive afterschool alternative to the streets.”

Rivertowne Student Success program is a collaborative effort of the Mayor’s office and the Rivertowne School District with the goal of making afterschool programs available to every public elementary and middle school student in the city.  For more information about Rivertowne Student Success program, contact Jennifer Greene at 513/555-4567.  Parents interested in enrolling their child in Just For Kids should call 513/555-2345.

###

Media Advisories

Also called media alerts, media advisories are one-page announcements of upcoming events.  They are designed not for the public, but for journalists.  Their purpose is to inform reporters of upcoming events, and convince them that these events are genuine news stories worthy of coverage.  Send a media advisory to alert media to an upcoming event that you’d like them to attend and/or cover – a news conference, an activity that the media might find interesting, a speech by an important figure.
Some tips about media advisories:

· Advisories can be written in narrative form, or they can be written in bullet form, answering the questions:  What, When, Where, Who and Why.  Regardless of the format, an advisory must announce an upcoming event.

· An advisory should say when an event is, where it is, and what and whom reporters will find there.

· At the top of your advisory, include the date and the name and phone number of someone the media can contact to follow up.  

Sample Media Advisory

MEDIA ALERT




Contact:
Jill Smith
May 25, 2001

                                                        513/555-1234         
MAYOR TO OPEN NEWEST AFTERSCHOOL PROGRAM DESIGNED
 TO IMPROVE ACADEMIC ACHIEVEMENT & MEET THE NEEDS OF
                                     WORKING FAMILIES

The Mayor of Rivertowne will join the principal and faculty members of Stevens Middle School, AmeriCorps volunteers and local families for the grand opening of Stevens Middle School’s afterschool program, Just For Kids.  The mayor will officially “turn on the lights for afterschool” at:  

3 p.m., Tuesday, June 5, 2001

Stevens Middle School

104 First Street

WITH

Rivertowne Mayor Stephanie Millstone

Michael Koss, Principal of Stevens Middle School

Just For Kids is the tenth afterschool program Rivertowne Student Success has opened in the past two years.  Rivertowne Student Success program is a collaborative effort of the Mayor’s office and the Rivertowne School District with the goal of making afterschool programs available to every public elementary and middle school student in the city.  Just For Kids will be staffed by Stevens Middle School faculty as well as five members of AmeriCorps.

Statements

Statements are remarks from a spokesperson. Distribute a statement from a spokesperson for your program at a news conference or other event where your spokesperson offers prepared remarks.  You can also distribute the statement to reporters who miss the event, along with a news release.

Some tips about statements:

· You should distribute a statement from a spokesperson at a news conference or some other event open to the media.

· The statement should excerpt the most important and quotable points in the speaker’s prepared remarks.

· At the top of your statement, include a name and phone number of someone the media can contact to follow up.  Be sure to date the document.

Calendar Announcements

Calendar Announcements are short, one-page notifications of events that are of interest to the public. Send a calendar announcement to the calendar section of your local newspaper (and to your television or radio stations, if they broadcast such information) if you have an upcoming event to which the public is invited.

Some tips about calendar announcements:

· Many newspapers print community calendars in which they use such information.  Call the newspaper before sending an announcement to find out who compiles their community calendar.

· Radio stations and some television stations do the same.  Call the station in advance to find out who should receive the announcement.

· The announcement should include:  who, what, where, when and information of interest about the event.

· Don’t forget to include at the top of the document a name and phone number of someone the media can contact to follow up.  Be sure to date the document.

Fact Sheets

Fact sheets are one- or two-page handouts, usually in bullet form, with quick and important facts about an issue.  Prepare a fact sheet on your program or on some aspect of it, so you can give it to reporters who ask for more information or who attend your events.  Include a series of bulleted facts, especially numbers, quotes, short descriptions, etc. 

Some tips about fact sheets:

· Fact sheets are great vehicles for statistics that catch the eye.

· Fact sheets should be short, and should not include quotes from your spokesperson.  Stick to the facts.

· Fact sheets should include facts, and not your opinions.  You’ll do yourself no favors if you demonstrate to reporters that you don’t distinguish between facts and opinion.

· At the top of the document include the name and phone number of someone the media can contact to follow up.  Be sure to date the document.

Backgrounders

Backgrounders are in-depth discussions of an issue that can be used to bring a reporter who is new to the subject up to speed. Prepare a backgrounder on afterschool in your community – a three- to five-page write-up – for media, if you have information on afterschool programs that they will find useful and interesting.

Some tips about backgrounders:

· Backgrounders are generally the only documents created specifically for the media that can be longer than three or five pages.  So it’s OK to stretch your legs a bit.  But don’t go on any longer than is useful.

· Use headings to divide backgrounders into sections for easy readability.

· Reporters read backgrounders to learn about an issue, and also to find out what you think is relevant.

· Don’t forget to include at the top of the document a name and phone number of someone the media can contact to follow up.  Be sure to date the document.

Press Kits

Press Kits are pocket folders containing several useful documents, such as news releases, fact sheets, statements, backgrounders, brochures and more.  You should distribute press kits at news conferences, news briefings, events and to introduce journalists to your program and the afterschool issue.  A press kit should contain general information on afterschool issues as well as on your specific program, fact sheets on specific activities or other related topics, relevant brochures and any other informational material that might be of interest to the media.  If you are using press kits as a way to introduce reporters to your program, be sure to enclose a personalized cover note to individual reporters.

Some tips about press kits:

· Press kits are typically distributed at news conferences, news briefings or in response to media requests for information.

· The kits should have the name and phone number of someone with your organization who can field follow-up calls from the media.  Every piece of paper in the kit must have such information as well.

· Although it’s not essential, it’s best if the kit has a label on the front cover identifying the kit and the group that distributed it.

· A typical press kit at a news conference might include:

· A news release;

· A biography for each of the speakers;

· A fact sheet on your afterschool program;

· A fact sheet on afterschool programs in general;

· Your brochure, if you have one; and

· Any other relevant written material that looks professional and is useful to the media.

Pitch Letters

Pitch letters are personalized letters to reporters or talk show producers urging them to cover a particular topic or to book a particular guest.  Pitch letters can also ask columnists to write about a particular issue. Send a pitch letter to the producer of a local talk show – radio or television – if you want them to consider you as a guest on the program.  Monitor your local television and cable stations’ programs for shows that have a “talking head” or “town hall” format and be sure to pitch yourself as a guest for these programs as well. Follow up with a phone call.

Here are some tips about pitch letters:

· Address your letter to the producer or columnist you hope to interest.

· Producers are looking for interesting guests to talk about interesting subjects.  Communicate that what you are proposing will make for a strong, lively broadcast.

· Don’t speak in moral imperatives.  Never tell them they “must” or “should” book a particular guest or write a particular column.  Tell them instead about an opportunity to book a guest who can talk about an issue of interest to the community, or to write a column on an issue of great interest.

· Columnists and radio talk show producers closely follow the headlines – both local and national.  The ideal time for a pitch letter to arrive is the day that the local newspaper has a major story on a given subject, or the day USA Today or the New York Times carries such a story.  If an opportunity presents itself in the form of a story in the paper, send a pitch letter out by fax that day!

S A M P L E   P I T C H   L E T T E R (addressed to talk show producer)

May 25, 2001

Rick Bird

WEBN-FM

1111 St. Gregory Street

Rivertowne, OH 45202

Dear Mr. Bird,

At 3 p.m. on June 5, Mayor Stephanie Millstone will officially open the Just For Kids afterschool program at Stevens Middle School, by “turning on the lights for afterschool.”  It is the tenth afterschool site to be opened in the past two years as part of Rivertowne Student Success program, a collaborative effort of the Mayor’s office and the Rivertowne School District, with the goal of making afterschool programs available to every public elementary and middle school student in the city.

Communities across the nation are adopting afterschool programs to provide students with a safe place to enjoy creative learning opportunities designed to help them improve their grades and self-esteem.  In two-thirds of U.S. households with married couples and children under age 18, both parents work outside the home.  More than 28 million school-age children have either their only parent or both parents working outside the home.  An estimated five to seven million – and believed to be upwards of 15 million – “latchkey children” go home alone after school each day.

Begun just two years ago, Rivertowne Student Success afterschool programs have already proven to be an asset to the community.  Nearly 2,000 students are enrolled in the program.  The nine other participating schools offering afterschool programs have seen a noticeable improvement in the students grades, fewer disciplinary problems and higher attendance rates.  The Rivertowne police department reports there has been a lower rate of juvenile violence between the hours of 3 p.m. and 7 p.m. since the Student Success program began.

Jennifer Greene, Director of Rivertowne Student Success, has overseen the development and establishment of each of the afterschool programs.  Ms. Greene is a former teacher and recognized the need for afterschool programs, as she and her husband have three daughters.  

I am writing to ask you to consider having Jennifer Greene as a guest on your program to talk about the need for afterschool programs and the benefits they provide to the children, families and community as whole.  Please call me if you would like additional information.  Thank you.

Sincerely,

Jill Smith

513/555-1234

Who’s Who on the Editorial Page Staff

One important outlet for your message is your newspaper’s opinion pages.  Most newspapers include several types of opinion articles every day, including editorials, op-ed articles, letters-to-the-editor, and opinion columns from local or syndicated writers.  Before approaching your newspaper’s opinion pages, it will be useful to know who does what.

Editorial Page Editor

On most newspapers, the editorial page editor directs the editorial page staff.  She or he makes final decisions about the issues on which the newspaper will editorialize and, with assistance from editorial page writers and senior newspaper staff, decides what positions the newspaper will take.  Some newspapers run editorials every day; others run them a few times a week or once a week.  Some editorial page editors also write editorials.  

Editorial Writer

Editorial writers write the editorials.  Some also write regular or occasional columns for the newspaper (sometimes you’ll see a bylined column on the op-ed page that identifies the author as a member of the editorial page staff).  In many cases, editorial writers focus on specific issues or areas.  For instance, a newspaper may have one editorial writer who covers education, another who covers local politics and a third who covers environmental issues.  You can often find out which writer covers your particular issue by checking a newspaper’s website or calling the editorial page.

Columnist

Columnists write editorial columns on a regular basis for a newspaper or several newspapers.  Some columnists are local, others are syndicated (Ellen Goodman, David Broder, George Will).  Syndicated columnists tend to write about national issues from a national perspective.  Local columnists tend to want local information about issues, whether they are local or national in scope.  Most columnists have very clear positions on most issues that are easily gleaned by reviewing their columns.  In many newspapers, columnists, like editorial writers, cover a specific set of issues or areas.  Columnists are often profiled on newspapers’ websites, which provide background information on them, as well as information on what they write about and their interests.

Op-Ed Page Editor

The op-ed page editor (sometimes called the opinion page editor) is responsible for selecting the op-eds or “guest editorials” for publication in the newspaper.  At smaller newspapers, the editorial page editor is often also the op-ed page editor.

Letters Editor

The letters editor selects the letters-to-the-editor that the newspaper will run.  The letters editor at some newspapers is also the editorial page editor and/or the op-ed page editor.  Most letters editors prefer to receive letters-to-the-editor via email.  Almost every newspaper provides information on how to submit letters to the editor on its website.

Letters-to-the-Editor

Letters-to-the-editor come from newspaper readers on issues of interest to the community.  Send a letter-to-the-editor to your newspaper if you want to respond to a story or opinion article.  Some newspapers require that letters respond to something they have printed; others use their letters-to-the-editor sections as a sort of readers’ free-for-all.

Some tips about letters-to-the-editor:

· Letters should be no more than three or four short paragraphs.

· Always use your letter to advance your own messages, not simply to criticize somebody else for getting it wrong.  It’s fine to begin your letter by saying the article to which you are responding missed some important points, but do not spend your letter contradicting or denying what somebody else has said.  You’re just giving their arguments more play if you do.  Make your case, not theirs.

· Refer in the first sentence to the article to which you are responding, and then move on to your point.  The classic first sentence for a letter-to-the-editor is some variation of “Your recent article on afterschool programs missed several important points.”  From there, move on to your messages.

· Sign the letter-to-the-editor and include a phone number so that, if the letter is chosen for publication, the newspaper staff can call to confirm that the letter is indeed from you.  The newspaper will not print your phone number.

Op-Eds

Op-eds are opinion articles 500 to 750 words in length.  Most newspapers print such articles on the pages opposite their editorial page.  Send an op-ed to your local newspaper if you have an opinion on a timely issue.  Follow up with a phone call to the Opinion Page Editor (who sometimes is also the Editorial Page Editor).

Some tips about op-eds:

· Op-eds should emphasize the writer’s opinion or experience and be of interest to the general public. 

· Opinion page editors look for op-eds that advance the public discussion of an issue, that are interesting and compelling, and that come from interesting authors.

· Check the paper’s preferred length by counting words in articles they publish, or by calling the op-ed editor’s office to ask for submission guidelines.  Don’t ever exceed the word limit, even by a couple of words.  Op-ed editors have so many articles submitted for their consideration that if you can’t make your point in 750 words, they can afford to wait for someone who can!  Don’t indulge the temptation to break this rule no matter how golden your prose.

Here’s how to place an op-ed piece:

1. Submit your op-ed by mail, email or fax, (sometimes editors prefer email, so always find out first!) with a brief cover letter addressed to the op-ed editor.  Your letter should summarize the key points in one paragraph, and explain the source of the author’s expertise on the issue.  Include your name and phone number are in the letter.

2. Place a follow up call a day or so later to ask if the op-ed has arrived safely and whether the op-ed page editor plans to use it.  If the newspaper rejects the op-ed, don’t be discouraged.  If there is another newspaper – daily or weekly – you are free to submit it to that paper.  However, under no circumstances should you submit an op-ed to two newspapers in the same market at the same time.  Newspapers deserve and will demand a “market exclusive” for an op-ed.  Submit it to one outlet and, if they turn it down, move on to the next.

Sample Op-Ed

Too Many Children Lack Access to Afterschool Programs

By [your name]

Drive past an elementary school at just the right moment any weekday afternoon, as the school buses are warming up in the parking lot, and you’ll hear it:  the dismissal bell or buzzer.  It’s a sound that signals relief to many students, but it begins a period of worry for millions of working parents whose latchkey children have no adult-supervised activity awaiting them.  As far as many parents are concerned, dismissal time begins a period of vast concern about their children’s well being.

But for some lucky parents and their children, the bell is the beginning of something very different:  an afterschool program that offers a vibrant and adult-supervised set of activities, ranging from help with homework and tutoring to field trips to athletics and exercise.  For those parents and children, afterschool programs have become a regular and much-appreciated part of daily life.  That’s why, in the last decade, we’ve seen an explosion of afterschool programs across the land, many created with seed money from the federal 21st Century Community Learning Centers initiative – a $1 billion stream of federal grant monies directed to individual afterschool programs by state officials.

The results have been overwhelmingly positive, at least judging from a growing mountain of positive evaluations of afterschool programs’ impact on children’s academic and social skills.  And new research on the reach of afterschool programs underscores that parents of children in programs are overwhelmingly satisfied with the services their children are receiving.

The new data come from America After 3 PM: A Household Survey on Afterschool in America, a unique, first-of-its-kind, and massive survey conducted for the Afterschool Alliance with support from The JCPenney Afterschool Fund.  Researchers found that fully 94 percent of parents of children in afterschool programs were either “satisfied” or “extremely satisfied” with their afterschool arrangements.  These parents know from experience that afterschool programs keep kids safe, help them learn, and relieve working parents of worries about their children’s afternoon hours.  So it’s no surprise they’re so popular.

Still, the survey also makes clear that we have a long way to go in meeting the need for afterschool.  Fully 14.3 million kindergarteners through 12th graders in the United States take care of themselves in the afternoons, and more than a quarter of these children are in grades six to eight – the middle school years, which are fraught with peril.  In fact, across the nation twice as many children take care of themselves as attend afterschool programs.  That’s a big part of why the survey found that the parents of 15.3 million children say their children would participate in an afterschool program if one were available. 

And there is the rub.  In many communities, these programs simply are not available, during the school year or in the summer.  The reason is money and, specifically, federal money.  Two years ago, Congress and the President agreed on a roadmap for steady increases in federal funding for afterschool.  They wrote it into the landmark No Child Left Behind Act, which President Bush signed into law in early 2002.  That appears to be the last time anybody in Washington consulted the map, however, because what should now be $1.75 billion in federal afterschool funding is instead just $1 billion.  And next year’s promised $2 billion for afterschool programs would require a near legislative miracle because the White House has proposed just $1 billion for Fiscal Year 2005, too.

In real terms, the difference between $1 billion and $2 billion is 1.4 million children without the afterschool care they need.

That’s way too many children left alone in the afternoons.  If America’s law enforcement community is right about the positive impact of afterschool programs on juvenile crime, if educators are right about how valuable afterschool is for kids’ academic achievement, and if parents are right about how valuable afterschool is to the well-being of their families, we’ll all suffer for the failure to fully fund afterschool.

That’s why we should all do what we can to make sure our kids have the afterschool care they need, to make sure that one day, the dismissal bell will be welcome to parents and children alike.

[Your name] is [title] or [organization].

Editorial Memos

Editorial Memos are short memoranda addressed to editorial page editors and editorial writers asking them to devote space to an issue. Send an editorial memorandum to the Editorial Page Editor and editorial writers of the newspaper if you want to urge that the paper do an editorial on afterschool.  The memorandum should be no longer than two pages.

Some tips about editorial memos:

· A good editorial memorandum makes a compelling case about why an issue matters to the newspaper’s readers, and to the community.

· It contains several well-written paragraphs that can be lifted and used in an editorial, in the event the editor decides not to meet with you but rather to write an editorial on afterschool for the paper.

· A hook always makes the issue more compelling – when schools re-open in the fall in your community is a time when editorial page editors are looking for fresh education issues to write about.  It should be clear to the reader of the memo why an editorial is timely – an upcoming event, pending budget cuts, etc.

· Make a strong case for your position – that there are not enough afterschool programs in your city, that policy makers need to devote more funding to afterschool, that afterschool programs benefit youth and families.  Include any national, state or local data that is available.

· Don’t be afraid to emote!  You’re trying to persuade the editorial writer to meet with you and ultimately to write about the subject.  If you have an example of a family in your community that is suffering because an afterschool program has closed, tell that story.

· Spell out somewhere in the memo what your credentials on the issue are, and who you would like to bring to the meeting.  You should ask to bring no more than four people.  They might be some of the following: a teacher who works in a local afterschool program; a principal who can talk about how an afterschool program has benefited students in her/his school; a city council person or school superintendent who is a strong advocate for afterschool; a parent who can speak to the value of afterschool from personal experience; or a college student who can talk about what a local afterschool program meant in her/his life.

· Follow up the memo with a phone call to the editor, asking if she or he has questions you can answer about the issue.

· Don’t forget to cc your editorial memoranda to columnists who might be interested in afterschool.

Public Service Announcements

Public Service Announcements (also known as PSAs or public service spots) are brief announcements made on behalf of nonprofit organizations on radio or television.  The Afterschool Alliance, in conjunction with The Ad Council, has produced television and radio PSAs that you can place with local tv, cable and radio stations.  

If you have reason to develop PSAs in the future, you may find the following tips about PSAs helpful.

· Call the public service or community outreach director of the station to ask if they accept PSAs.  Like commercials, television PSAs are limited to specific lengths.  Find out from a television station what their preferred length is, and then be sure the spot you submit is within those parameters.  The Afterschool Alliance PSAs are available as 10-, 20-, 25- and 30-second spots.

· Radio stations often accept PSAs in two forms:  spots that have already been taped, and spots that are in script form that their own deejays and anchors can tape or just read on the air.  They may even prefer the latter, because it lets the station showcase its own staff.  Talk to the station(s) you want your spot on before going into production.  The Afterschool Alliance’s radio PSA is available as a 60- or 30-second spot.

· If you do tape your own radio PSA, don’t use an anchor, host or reporter from one station if you hope to get the spot placed on another station.  Stations don’t like to advertise their competition’s talent.

· A PSA can’t be political.  Stations run them as a service to the community, not to dive into controversy.

News Conferences

News conferences are events staged exclusively for the media to make a newsworthy announcement.  Schedule a news conference to announce something important (like a new program or initiative), or to release a new document (like a new report on afterschool programs or a significant evaluation).
Some tips about news conferences:

· Don’t call a news conference unless you have something genuinely newsworthy to announce – the launch of a new program, or the results of an evaluation of the impact of afterschool, for example.

· At a news conference, one or more spokespeople (no more than four) should read prepared statements and answer reporters’ questions.  Hold a meeting before the news conference for all the participants, to review the order of speakers and what each will say, and to practice answering questions. 

· Set up a table just outside the news conference room where reporters can sign in and receive a copy of your press kit and news release.  Your sign-in sheet should ask for names, affiliations, phone and fax numbers.  Have someone sit at the table to make sure reporters sign in.

· News conferences should be held in central locations that are readily accessible to the media and at convenient times for reporters (i.e., 10 AM on a Tuesday, Wednesday or Thursday). Consider holding a morning news conference to make an announcement, and a media “opportunity” at an afterschool program in the afternoon, so that media can get photos and footage.  Remember to get permissions from parents of any student who might be photographed or videotaped.

· At a news conference, you should distribute a press kit that includes:  a news release; a fact sheet on your program; a biography for each speaker; a backgrounder on afterschool programs; if you are releasing a report or an evaluation, a copy of the document; and any other materials that will be useful to media.

· Several days before the news conference, distribute a media advisory to reporters with specifics on who will be at the event, where and when it will be, and its purpose.  Be careful not to “scoop” yourself by giving away the substance of your announcement, but be sure to include enough information to entice reporters to come.  After you’ve distributed the advisory, make a round of phone calls to reporters to make sure they’ve received it and to see if they plan to attend.

Editorial Board Meetings 

Most newspapers’ editorials are written by editorial writers, who are on the newspaper’s editorial board.  The editorial board usually includes the editorial page editor, editorial writers who cover specific issue areas, and other ranking members of the newspaper staff.  Often the publisher sits on the paper’s editorial board.

Editorial boards meet frequently with representatives of local organizations, elected officials, candidates and other community members who can inform them about issues that matter to their readers.  The meetings generally last about an hour.   Request an editorial board meeting to brief the board on afterschool issues and your program, and to generate an editorial supportive of afterschool programs.

The following ten steps can guide you through the process:

1. Take a look at your newspaper’s editorial page to determine if a meeting is likely to produce a favorable editorial on afterschool.  If the paper is hostile to government spending in general, to your school system’s performance in particular, or if there has been a scandal involving a local afterschool program, you may want to try another paper.  Keep in mind that there are mainstream, community, ethnic and other types of newspapers in most communities.

2. Decide on your message for the meeting.  Will you press for more funding for afterschool programs?  Emphasize the benefits that afterschool programs provide?  Discuss the harm caused by programs closing in your community?  Determine the three key points you want to make at the meeting and your specific ask.

3. Determine the best timing for your request for a meeting.  A week or two before schools open in the fall may be a good time, if your key participants will be available then.  Keep in mind that many editorial boards do not meet on Fridays.

4. Decide who you would like to bring to the meeting to discuss various aspects of afterschool.  Put together a group of three or four local afterschool advocates, including a representative of an afterschool program and perhaps a community-based organization leader, a parent and someone from your local business community.

5. Write a memo or letter to the editorial page editor requesting the meeting.  Lay out what you’d like to discuss, who you would like to bring and why a discussion of afterschool programs is important and timely.

6. Follow up your memo or letter with a phone call, a day or two after it should have arrived.  Don’t be concerned if you are told that they did not receive the memo.  Be prepared to fax it again, and to suggest some dates and times when your group is available to meet.  Generally it is best to avoid late afternoons and Fridays.

7. Have a preparatory meeting with your group before the meeting at the newspaper. Each member of your group should be prepared to offer a three-minute opening summary of important points.  Be sure each group member addresses a different aspect of the benefits of afterschool.  Following the presentation, you can expect discussion and questions from the editorial page staff.  Practice answering questions and decide who will take the lead in answering questions about specific topics.

8. After you confirm the meeting, call a day or two ahead of time to ask who from the paper will be there.  Some meetings are very formal and held around a large conference table, and include the full editorial page staff, which can range from four to 12 people.  Other meetings are very informal and include the editorial writer who covers education, plus perhaps an education, crime or youth reporter (who you may already know).  This will tell you how many sets of materials to bring.

9. Prepare materials to bring to the meeting.  These may include a fact sheet, backgrounder, or other information.  To the extend possible, include local data and information.

10.  Follow-up after the meeting with a thank you note and any materials you think the editorial page staff will find illuminating.

Press Opportunities

Press opportunities are events that are not planned specifically for the media, but that reporters are welcome to attend – open houses, PTA meetings, speeches, awards ceremonies, testimony before a city council or state legislature, for example.
Some tips about press opportunities:

· Alert the media about such events by sending a media advisory.

· Only invite reporters to events which you can open up to public scrutiny.  Be ready to give reporters background materials (backgrounders, fact sheets or press kits) on the event and the relevant afterschool issues.

· Be sure to have someone from your team who is assigned the task of assisting the media once they arrive.  That person should make sure the media are able to interview your spokesperson and others, offer suggestions to the media about who they might interview, provide any necessary background information, and otherwise make sure things go smoothly. 

· It sometimes helps coverage to include a local television anchorperson or on-air reporter as the emcee or as a participant, if that’s practical.  Such a strategy will increase the likelihood that the reporter/anchor’s station will cover the event, but may decrease the chances of the competition covering the event.

Photo Opportunities 

Photo opportunities are events where television and print photographers will find a compelling visual worthy of space on a broadcast or in the newspaper. Schedule a photo opportunity to give television reporters and photographers for the newspaper a chance to capture an image related to a news story about afterschool in general or your program in particular.

Some tips about photo opportunities:

· Don’t overuse photo opportunities by asking photographers to take a picture of an everyday occurrence that is not visually compelling.  (Field trips for afterschool program participants might make good photo opportunities.)

· Have the names and titles (if applicable) of photo subjects typed on a piece of paper for photographers, so that the information can be used in captions.

· Announce the photo opportunity to the media by sending a media advisory a few days in advance.

· Remember to get permissions from parents if you invite photographers or camera crews to film any minors.

Local Cable Access Programming
One frequently overlooked and underused resource for afterschool organizations is community access cable.  Cable systems are routinely required to provide opportunities for community groups to produce and place programming on cable channels, and to set aside channels for the purpose.

Precise procedures for arranging for such programming time vary from community to community.  The best way to find out how your local cable system operates is to contact its offices directly.

Keep in mind these other resources as well:

· Local community colleges, and sometimes even high school classes, may provide facilities, equipment and even trained personnel to handle various aspects of a video production.

· Cable access programs might also air any afterschool videos you’ve already produced.  Check to see what kinds of material the cable-access channels run, and then think about what you have on hand or could easily produce.

· Lights On Afterschool! events provide a perfect opportunity to capture children and recognizable local personalities on videotape.  Consider taping a Lights On Afterschool! event and then packaging it as a video for airing on cable access. 

· Many cable systems run local public-affairs interview programs.  Depending on the type of program, afterschool students or parents might be perfect guests.

How to Handle a Print Interview

Following are tips for how to handle print interviews.

· Before the first interview request comes, you need to know who your spokesperson is.  If necessary, it’s OK to have more than one, but then you must be certain the two coordinate what they say, and talk with each other frequently about how they responded to reporters’ questions.  Nobody other than designated spokespeople should speak for the organization.  The most obvious spokesperson is the director of the program.

· When a reporter calls to ask for an interview, it’s perfectly appropriate for the spokesperson to ask what the subject is and say they’ll call right back.  Always ask about the reporter’s deadline in the initial conversation.  You are entitled to collect your thoughts, but don’t leave a reporter hanging.

· Think carefully about what you want to say before you speak.  Know how you want to answer the basic questions before you get on the phone.  Your goal is to phrase your answers in short, punchy and quotable sentences that communicate your message.

· Listen to how reporters react to what you’re saying.  If you can hear the reporter clicking away on a keyboard, you’re on the right track.  If it goes silent for a long time, that’s usually a clue that you’re straying from the straight and narrow.

· Remember that the purpose of the interview is to say what you want to say, not to let yourself get drawn into talking about things beyond your area of expertise or knowledge.  Use every question as a chance to make your points and emphasize your themes.

· If you aren’t able to answer a question intelligently, don’t fake it.  If you’ve presented yourself to the reporter as a knowledgeable source on afterschool issues, it’s perfectly acceptable to tell the reporter who asks about some other topic that you just don’t know the answer.  You don’t have to be an expert on the politics of your school board, for instance.  When appropriate, try to help the reporter find a source who might be able to answer a question that is unrelated to afterschool.  Reporters are looking to get a job done, and will always remember sources who help them find something they need.

· Think about what sorts of background materials you can give the reporter to support your points.  Reporters want to know that you can support what you say.

· Don’t say something you’re not ready to see appear in print, no matter how chummy you’ve become with the reporter.

· Nothing is truly off the record.  If you say it, the reporter can report it, or at least quote you saying it to someone else so that the second party will respond to you.  If your instinct is not to say something, don’t say it; if the reporter asks you to go off the record, don’t.  Just explain that you’ve got nothing to say off the record that you wouldn’t say on the record.  If you decide to break this rule, at the very least remember that something isn’t off the record because you say so.  The reporter must agree.  So, if you say, “well, off the record, I can tell you that…,” you’re still on the record.  If you say, “can we go off the record so I can answer that question?,” wait for the reporter to agree, which will put you as close to being off the record as you can get.

· Reporters aren’t your friends, even if they’re friendly.  Be courteous, be polite, and laugh if something’s funny.  But don’t ever forget that anything you say can turn up in the newspaper or on the air.

· Don’t set up an adversarial relationship with the reporter by being defensive, hostile or dismissive.  Guide reporters who don’t know a lot about the issue to what’s important without passing judgment on what they do and don’t know.

How to Handle a Broadcast Interview

Perhaps no media relations work is as pressure-charged as a broadcast interview.  On the other hand, no other opportunity affords the chance to reach so many people with a message that is unfiltered by the media.  Short of running your own broadcast advertising campaign, broadcast interviews are the most direct route to getting your point across to large numbers of people.

The most important thing to do in preparation for an interview is to ask yourself what you are most likely to be asked, what you are most afraid to be asked, and what you hope to be asked.  Work through how you would answer those questions, and you’ll find that the rest of the interview will just flow naturally from there.  In addition, practice and be ready to deliver a short, compelling answer to the most basic questions an interviewer can ask:  “So, what’s this all about?” or “So what’s your view on this issue?”  If you’ve got your core message down, you’ll find a way to use it in the interview, regardless of what is asked.

Here are a few tips on how to make a broadcast interview successful:

Prior to the Interview

· Find out in advance the format of the show.  Will what you say be taped and then edited for use on a news show?  Will you be on the air live?  Will it be “live-on-tape” (which means that, although the interview is taped, it will be aired in its entirety without interruptions or editing)?

· If the reporter is taping your comments so that she or he can use some small portion in a newscast, you must speak in short sound bites.  Sound bites are short five- to 20-second answers that make a point in a punchy, even memorable way.  If you’re being interviewed for a talk show, you’ve got the luxury of a bit more time to make your point, but you’ll still need to get your points across quickly and in interesting language.

· Find out in advance what the audience of the station and the particular show is.  The answer won’t change your message, but it might change how you communicate it, what kinds of metaphors you use, etc.  If you don’t know, feel free to ask the producer who books you as a guest.

· Find out if a talk show takes phone calls from listeners.  If so, ask friends, colleagues, parents, and perhaps students in the afterschool program to call in while you are on the air.

· Find out if the interview is on a public radio station.  Public radio doesn’t have commercial interruptions, and you’ll want to know that in advance.

· Find out if the host has taken a position on afterschool, and if she or he is generally supportive or critical of your local school system.

· Find out what the host is like on the air.  The best way is to listen to the show.

· Find out how long the interview will last, and confirm that with the host or the producer just before going on the air.  Producers sometimes lengthen a segment without warning the guest.  If it matters to you, nail it down in advance.

· Find out if other guests will appear and what they are likely to say.  The producer or booker can tell you that, but you may want to do some research on your own about how an “opponent” will make his or her points.  If the other guest is sympathetic to your point, you might want to talk with that person by phone in advance to compare messages.

· Offer background material to the host or the producer before you go on the air.

· If the interview is in studio, find out what time you need to be there, and then arrive a few minutes early.

· If it is an interview conducted by phone, confirm in advance whether you’re calling the station or they’re calling you.  Be sure that your phone line is clear for 15 minutes before the show is to start.  Producers sometimes call to confirm, or to give you last minute information about the interview, and they hate to hear busy signals!

· If the show is in your market, listen to it while you’re waiting to go on.  It’s helpful to know what else has been said.  But be sure to turn the radio off before you start, or you’ll cause feedback on the air.

During the Interview

· Use the interview as a chance to convey your main message points.  Answer the interviewer’s questions, but also make your points about afterschool, even if they are not naturally part of the answer.  Don’t be afraid to move the discussion back to what you want to talk about by using a transition phrase like, “It’s important to remember that…” or “The really important point here is that…” If you’re asked a stupid question, don’t embarrass the host.  Instead, turn it around by saying, “Well, I think what you’re really getting at here is…” or something similar.

· Use the host’s name.  It conveys to the audience that you’re on a first-name basis, which, in turn suggests a measure of approval from the host.

· Repeat your message.  Don’t be afraid to repeat your point using different words.  Repeat your message.  (Studies tell us that repetition makes a message stick.)

· Make your answers brief, but not terse.  Don’t drone on.  Listen to the show in advance to get a sense of the flow of the conversation.  That failing, start by giving answers that are between 20 seconds and a minute in length, and then see how the host reacts.

· If the host interrupts you, stop talking.  If another guest starts to interrupt you before you’re ready to yield the floor, finish your point and let the host sort it out.  They get paid for that.

· Be clear and succinct.  Speak in short and relatively simple sentences.  Use topic sentences.

· Use words that cue the listener that something important is about to be said:  “Look, here’s the point,” “The important thing here is,” or “The thing you really need to understand about afterschool programs is that…”

· Speak in outlines if possible.  “I’d make three points about the benefits of afterschool programs.  First… Second… Third…”

· Don’t speak in jargon.  People will tune out in droves if you make them feel like they’ve wandered into a conversation in which they don’t belong.

· Don’t use acronyms or abbreviations for institutions.  Use the whole name, or some shorthand term such as “our afterschool program.”

· Use anecdotes or personal stories to illustrate your points.  Listeners relate to stories about personal experiences and remember them.  Tell of parents’ experiences, how students’ academic achievement has soared, what teachers say about improved attitudes of students who participate in afterschool.

· Don’t be afraid to gesture, even if you’re on radio.  It’ll help keep your voice energized.  Of course, if you’re on television, keep your hands away from your face.

· Assume no prior knowledge on the part of the viewer or the interviewer.  Speak as if you were talking with someone who was brand new to the issue.

· Know exactly how you would answer the baseline question about your subject – questions like “so, tell me how you think afterschool programs are working?”  Don’t let yourself be caught flat-footed by a softball question! 

· If you’re doing a radio interview by telephone, stand up as you talk, walk around the room, and gesture if you’re in the habit of doing that.  It’ll help energize your voice if you’re moving around.  Get a phone with a long cord.

· For radio interviews, never use cordless or cell phones, and always turn off call-waiting.  Find a quiet room to make the call.

Pre-Interviews

Pre-interviews are conversations that a broadcast journalist will have with a potential interview subject before agreeing to conduct an interview.  Not all shows conduct pre-interviews, but many do.

Some tips about pre-interviews:

· Broadcast interviewers or talk show hosts want to know in advance what an interview subject is likely to say, and just as important, whether they will say it in a way that is interesting and compelling.

· Be concise and knowledgeable.

· A pre-interview requires as much serious preparation as the interview itself.

Looking and Sounding Your Best on Camera

The truth is that how you look and how you sound are hurdles you need to clear before viewers can absorb what you’re trying to say.  If they are distracted by some aspect of your appearance – jewelry that flashes on screen, for example – they may never get beyond the distraction.  But if nothing about your appearance distracts them, and nothing about how you sound interferes, they will focus on what you are saying and whether it makes sense.  Only then can a message travel across the airwaves, into a living room, and into the viewer’s mind.

· Sit up straight or lean slightly toward the camera if you’re sitting head-on toward the camera.  Don’t ever let your back touch the back of the chair.  Pay attention to posture.

· Use hand gestures, but keep your hands away from your face, and contain them gestures so that they stay within the width of your shoulders.  That way your hands won’t run off the screen.

· If you usually wear glasses, keep them on while on camera.  Otherwise you may squint.

· Wear simply cut clothes – a simple pants suit, a dress, a blouse and skirt or trousers with a jacket or blazer.

· If possible, wear solid colors, but avoid any color that blends in with your skin tone.  Any shade of blue is almost always a good choice.

· Avoid loud plaids, stripes or patterns; very small patterns (like black and white houndstooth); and fabrics that sparkle (like lurex) or have a high sheen (like sharkskin, silk or satin charmeuse).

Women Only:  

· Wear make-up.  If you usually do not wear make-up, at least wear a lipstick color that is slightly darker than your natural lip color, so that your face doesn’t look monochrome.  Some stations in larger markets will offer you make-up.  Ask in advance, and take them up on the offer.

· Do not wear large bows or ties at the neck.  Unless you’re a pro at tying scarves, don’t wear a scarf.

· Keep your jewelry simple.  Avoid large earrings, necklaces that may be a distraction and bracelets that jangle when you move your hands.

Men Only: 

· Avoid loud ties and ties with small, complicated patterns.

· If someone offers to powder your face, accept it.  Powder is generally used to keep guests from looking shiny or sweaty on television.

Putting it All Together

Here are some examples of media plans to promote events, initiatives or other stories that might present themselves.

Example One: Lights On Afterschool! Event

You’re planning to hold a Lights On Afterschool! event on October 20, as part of the national calendar of Lights On events.  Your campaign to promote the event to the media might include the following elements:
· As you plan the event, think about including such media-friendly local notables as the mayor, a Member of Congress or the state legislature, or a popular local television personality.  Then give that person a prominent role in the event.  Invite your major community partners, too.  Be sure to create an opportunity for notables to say a few words to the media.

· Prepare a media advisory on the event, and fax or email it to the media about three days in advance.  Begin making follow up calls beginning two days out. 

· Prepare a news release on the event. 

· Prepare a press kit to distribute at the event that includes:  the news release, a short biography sheet on the speakers (one page altogether with a few lines giving the titles and qualifications of each of the speakers), a fact sheet on afterschool programs around the country, a fact sheet on your program and the other sites.

· Send a pitch letter to local television news and radio talk shows, offering to have a spokesperson on their program around the time of the opening.

· Call the opinion page editor of the newspaper the afternoon of the event and propose an op-ed on afterschool programs’ impact on the community.

Example Two:  A Service-Learning Project

Students in your afterschool program are planning a new service-learning project: replacing the boards on boarded-up windows in the neighborhood with mural art they’ve created themselves.  Students have done the artwork during their afterschool sessions, and you’ve arranged for private contractors to volunteer their time helping students install the boards on local abandoned buildings.

· Plan a “From Boards to Art” Day on a Tuesday, Wednesday or Thursday afternoon, beginning as early in the afternoon as your schedule permits.  (Mondays are more difficult because you won’t have the day before to iron out final details, and Fridays aren’t as good because Saturday newspapers have a smaller readership.)

· Prepare a media advisory on the event, and send it to the media several days in advance.

· Make follow up calls beginning two days out.  If you get a reporter’s voicemail; keep calling around to other reporters, editors or producers at that outlet.

· On the day of the event, gather all the art in one place – at the afterschool program, or outside one of the larger installation sites, and invite the media to a kickoff event there, where they can photograph and videotape it.  Make a short statement, introducing some of the child artists, and thanking your volunteer contractors, as well as the art teacher or whoever supervised the artwork.

· Distribute a press kit that includes a fact sheet on your program, a sheet naming all the community partners involved in the project, a sheet listing the names of all the student artists and a sheet with the exact locations where art will be installed.

· Install the artwork while cameras roll.

Example Three:  A New and Positive Evaluation of Your Program

By carefully tracking the progress of the students in your program, you’ve been able to compile data demonstrating that students in your afterschool programs have advanced academically at a faster rate and while having fewer discipline problems than their non-afterschool classmates.  You’ve compiled the data into a report, coordinated with your school system’s public information office, and are ready to release the report to the media.
· Because the story requires that a reporter spend some time digesting data, you decide to give the story first to an education reporter at your major daily newspaper – a reporter who has written positive stories on afterschool before.  

· Once the report is ready, call the reporter, describe the story to her or him, and ask if s/he would be interested in having the story as an “exclusive” for the newspaper.  Tell the reporter that you’ll give her/him all the data from the report (consistent with confidentiality requirements, of course), but will need to know what day the story will run so you can send a news release to other outlets after s/he has run the story.  If the reporter agrees to the arrangement, be sure to live up to your end of the bargain.  Also help the reporter find students and parents whose stories illustrate the gains your program has made.

· The morning the story appears in the local newspaper, fax a news release to other media in the market that lays out the report’s major points and includes a quote from the head of the program.  Follow the fax up with phone calls to reporters.  Offer to fax or messenger them the full report, and be prepared to have a spokesperson available for interviews, as well as a parent and child who can be interviewed for the story.

· “Pitch” a local columnist on the report either by sending a copy of the report accompanied by a pitch letter suggesting a column on it, or by calling him/her the day the story appears.

Example Four:  An Interesting Guest Speaker

A parent of one of your afterschool students works in the district office of your local Member of Congress.  You’ve arranged for the Representative to visit the afterschool program one afternoon.

· Arrange for the Representative to do something interesting – tutor children in reading, talk with children about his/her job in Washington, play a game of basketball with the kids, or something else with visual appeal.
· Working with the staff of the Member of Congress, prepare a media advisory on the event, and send it to the media a few days in advance.  Collaborate with the Member’s office on the media list.

· Make follow up calls beginning two days out. Call reporters, editors and producers at your local outlets, including city editors.

· At the event, distribute a press kit that includes fact sheets on the program, a letter from the school superintendent welcoming your guest, a biography of the Member of Congress.

· Arrange for parents to be at the event, and be sure to ask one of them to ask the Member of Congress about prospects for increasing federal funding for afterschool programs.

· Propose to the staff of the Member of Congress that he or she submit an op-ed to the local newspaper about the visit and the importance of afterschool programs.  Offer to draft the op-ed if that would help.

Don’t Be Afraid!

These are just a handful of examples of stories you might try to promote.  You’ll need to decide for yourself what you promote and how you promote it, depending on your time, resources and the afterschool stories available to you.  But above all else, don’t let yourself think that what you’re doing isn’t newsworthy.  Afterschool programs play a vital role in our communities, helping children learn and thrive and providing support that parents get from no other source.  By all means be proud of your work, and proud to talk about it with the news media.

Good luck!





























