Media coverage significantly magnifies your voice and the voices of other working on your issue and similar issues. It’s up to all of us to generate the media and doing media work can be a great way to involve your supporters. Doing just a little bit of media outreach is a positive way to bolster your message, reach the targets of your protest and contribute to outreach and popular education.  Send a press release to local media outlets – newspapers, TV, community radio stations – and follow up with a quick phone call. Invite a reporter to your next meeting. Write a letter to the editor of your local paper that connects a recent article with the story of your action.

Things to do before talking to the media:

· Be ready to tell them your name and the name of the group or organization you represent.

· What’s your goal? Know the story you want to tell about your action and/or event. Tell it to yourself. Transform it into interview airtime.

· PRACTICE your core messages and bridging.

· Fact check.

Talking to the Media:

Not all reporters are antagonistic. However, some may try to divert attention away from the issue, attack you, or belittle you and your cause. Don't let this distract you from getting your message out there. You define the issue on your terms! Find a polite and creative way to redirect the question.
Bridging 
When a reporter asks you a question that is leading away from the core messaging build a bridge to bring it back around to where you want it. Bridging is a good way to answer a question with your messaging without sounding “evasive”. 
The ABC’s of bridging:

Acknowledge the Question ● Bridge to your issue ● Communicate your message

Example: 

Reporter: How did the police treat you when you were arrested? 

You: 

A – The police took us into custody very quickly. 

B – But it is really important …. 

C – To take a bold stand for justice by risking arrest to 

     demand that the SOA/WHISEC be closed. 

Nonverbal Communication:
When talking to the press it is important to take into account your surroundings, body language and appearance. 

· Try and do the interview by a good banner, backdrop or image that can help bolster your message 

· Wear a button, sticker or shirt with some of your message on it during the interview

· Look the reporter in the eye. If your eyes are looking every which way it can make you look less credible and sincere. 



<Organization logo>
FOR  IMMEDIATE  RELEASE :: DATE

Contact:

Name

Phone/email

Media Advisory HEADLINE
Short and catchy, all caps
If you plan on having exciting visuals, alert photographers here: 
PHOTO OP: ZZZ will stage a theatrical event at ZZZ
Two or three sentences about WHAT is happening
WHEN:  Time and date
WHERE:  Location, with specific directions
WHO:  Info on your organization, collective, or coalition
Paragraph – with quote – on why the event is significant or newsworthy.  Should include a hook, factual support of argument, etc.
###
Indicates end of the advisory
<Organization logo>

FOR  IMMEDIATE  RELEASE :: DATE

Contact:

Name

Phone/email

Press Release HEADLINE
Provide a headline for reporters – should contain a hook
SUBHEAD
May contain most newsworthy part of story, elaborates on headline
The first paragraph should contain your main pitch with the news hook – WHY the event is happening on that day, i.e. what is significant in local/national/international news for that day.  End this para with a quote – your basic message in soundbite format, attribute to a member of your organization.  Remember to include the person’s position with the organization.
Second and third paragraphs look similar to the first, format-wise.  Add more information and details about the event and the issues behind it.  Use the quotes to either provide facts and statistics to back up general statements, or to sum up a paragraph.
Fourth paragraph is a short description of your organization.
###

Indicates end of the release
Tips on talking to the media





Be calm and passionate. Take a deep breath. Speak from your heart and your own experience.


It’s not about the question they ask. It’s about your issue and the story you tell.


Everything is “on the record.”


Look at the reporter, not at the camera.


If you didn’t see it, it didn’t happen. Do not comment on actions or events that are not yours—stick to your own story and remember to fact check.





Interacting with the Media





Sound Bites


The average sound bite in the US is 5-25 words or 5-13 seconds. Make sure you have 2-3 sound bites ready before you talk to the press. A sound bite should covey who you are, why you are there and what your core message is. For example: who you are, that you are taking part in the action, and why you are taking the action














General bridging strategies





◦ I am here because…


◦ That’s really important, but…


◦ What’s really important here is…


◦ In my experience…





From: School of the Americas Watch and the Mobilization for Global Justice


www.soaw.org                                      www.globalizethis.org 








Sample Press Advisory and Release


Remember spellcheck!








