
Dealing with the media for “Being a Voice” and local club service activities
Publicizing our role in and service to the community is a vital part of being Zontians.

Positive media publicity about the role of Zonta International and our activities can help to raise awareness about the organization.

There are a few simple rules that can be employed to ensure that your interaction with the media is successful whether you are dealing with radio, television or newspaper personnel.

This guide provides details about how you can increase your chances of getting positive media exposure, and provides tips about some of the issues that need to be considered when planning a media campaign.

The spokesperson

Before your organization raises an issue with the media it should choose a spokesperson. 

That spokesperson will become the primary media contact, and should be prepared to make himself or herself available day or night to answer the telephone, do radio and television interviews, and answer reporters' queries.

The spokesperson should have the authority, knowledge and presence to answer questions accurately and with confidence. If the issue remains newsworthy the spokesperson will become the public face of your organization.

Tips on targeting the media - and being persistent

Create a guide for your media sources – newspapers, magazines, radio and TV. The guide provides the names of the editors of specific subject matters. It is often a good idea to target the subject editors, especially on more 'meaty' issues. Decisions are usually taken at a very late stage, and you may need to 'hang-in there' to gain coverage, especially if you target the bigger media. It is a lot easier to get the attention of smaller, local media - they are often desperate for material.

Send the information about your activities and issues to your selected media two or three weeks before your event. Follow up by phone a week before, especially if your event presents photo opportunities - and then again the day before - and on the day.

Use your local knowledge and networks when identifying your target journalist - you might even contact the librarians in national media for tips about individual staffers who you can target.

Television and radio interviews

There are a number of ways of getting your message across using television and radio. You cannot get a detailed case across in the very short time that is usually available in a television or radio interview, but what you do say reaches a wide audience and has considerable impact. 

It is therefore important to be well prepared. Work out what points you want to make and rehearse your comments so that your points are made simply and clearly.

First, decide the three or four most important arguments you wish to make, and ensure you make them, whatever the questions. You will often see skilled spokespersons briefly answering a question and then, before they can be interrupted, continuing with the point they want to make.

Often the interviewer will pick up the point and continue along the same line.

The interviewer, even if he or she is sympathetic, will be usually attempt to be even handed and will question your case against the opposing case. This means you should prepare for the difficult questions, the ones you really would rather not answer as they are invariably the ones you will be asked.

Many of the principles of good communication apply equally to both radio and television interviews:

Be on time: Arriving early will not only create a good impression, but allow you time to get ready, and make last-minute changes if required. It also allows you time to ask questions of the interviewer, and to find out more about what to expect.

Look/sound professional: Media trainers will tell you to wear makeup for television interviews and to wear clothes in a single strong color. For television interview avoid clothing extremes.  Some patterns will “dance” on television, white and black are not good TV colors and avoid wearing big or dangly jewelry.  Sit comfortably, and speak clearly in a calm, considered voice. 
On TV, ignore the camera.  Look at your interview while you’re talking and not matter how nervous you might be don’t let your eyes wander around the room or stare upward when thinking of your answer.  A steady confident gaze tells your audience ‘listen to me, I have something interesting to say.”

On TV, lean forward to look slimmer.  While you want to look relaxed during your interview, sitting back in a couch or chair will make you look like a slouch. Hold yourself up high and lean forward slightly into the camera and you will look your very best.

On radio, your voice is all the listener can use to build a mental picture of you and your message. Radio is a personal and emotional medium.  You need to be conversational and accessible to your interview.  Don’t treat a radio interview like a speech or lecture.  Don’t forget to smile.  Listeners can hear you smile.  Really.

Breathe deeply and normally while on the air.  It will help you to remain relaxed.

Never read your comments.  Even though the audience can’t see you, they can tell in a second if you are reading your message rather that just talking to them about it. 

Correct misinformation: By correcting misinformation early you are better able to put your case and prevent the issue from being sidetracked. It also allows you an opportunity to move the subject of the conversation back to the area of focus.

Make sure you've made your point: Even if you have to repeat it again and again. Rarely will your interviewer ask you to go into great detail about the issues under discussion, so it's a good idea to prepare by selecting no more than three key points that you want to make, and make them clearly and firmly. This will mean in some instances you will need to answer questions in a creative way in order to get your message across.

Remember also that to gain television coverage usually requires novelty, colorful events and sometimes high-profile personalities.

If you want coverage, you may need to develop your event with television in mind - and time the event for before noon if you are to get into the news that evening.

Give the station as much advance notice as you can and follow up with a phone call to keep up the memento and to clarify arrangements/appointments.

To gain radio coverage, you may need to identify a specific story or angle, and one or more good spokespersons for the station to choose from. You and they would need to be willing to go to the station when required, unless the station will come to the library for an event.

Local radio is often receptive to interview requests. 
For radio and TV interview, assume the camera or tape is rolling. Never say anthing in front of a microphone that you don’t want broadcast.

The print media

Words should be chosen carefully when dealing with the print media. The process of moving your written or spoken words to paper can involve a great deal of manipulation, from reporter to subeditor to editor.

It is important to be as concise as possible and to present material in a form that requires little manipulation.

Letters to the editor

Writing a letter to the editor of your local paper is an easy way to share your opinion on an important issue with the community and policy makers.  You can use your letter to supplement or correct facts in an already published article, explain your organization’s position on an issue or to praise or criticize a recent article or editorial.

Find out the newspaper’s policy for print letters.  Many have requirements on length and residency in the coverage area.  Most will request your name, address and phone number so they can confirm your authorship before they print.  Their policies can usually be found on the “Contact us” portion of the newspaper’s website or by calling the newsroom directly. 
Keep your points short, concise and engaging.  Personal references will mean more to readers than long dissertations of facts.  Generally letters should be three or four paragraphs in length. 

Media releases

There is more to gaining media coverage than sending out a media releases, but a media release is nevertheless a must.  Write about the benefit to the reader, not about what’s good for you.  Editors print what is good for their audience.  The trick is to make what’s good for their audience good for you too.  Don’t blow your own horn – make it sound like real news. A cleanly written press release will generate more attention than your paid ad ever could.
1. The first sentence and certainly the first paragraph must deliver the news 'hook'. Generalizations or explanations are not suitable for opening statements. A news story must answer the questions who, when, where, why and sometimes, how and to whom. 

2. Always use the active rather than the passive voice. 

3. Ensure that dates, times, places and details for further information (preferably with a named contact person) are included in the media statement. 

4. Include some general information on what Zonta International is, who you serve, the types of services and the innovative service programs you offer, key statistics, the difference you make. 
5. You may send in eMail, but not as an attachment.  Do the release in a word processing tool and paste into eMail.  If photos are available, mention at the end of article that they are available.  In subject line put:  “News Release: Title”
Speaking to reporters
Ask yourself “What is the most important information I need to communicate to this interviewer”.  That answer must be the focus of everything you say during your interview.  Answer the reporter’s questions by never forget to go back to your key issues.  Set goals for the interview.

Chose no more that three key points and remember simple facts or examples to support them. You should script a very quotable core message.  A 20 second ‘sound bite’.  Remember  to never ‘wing it’. 

If you don't want to be quoted say so clearly. Be aware too that whenever a journalist calls that your answer may be used in a story, and be alert to the fact that nothing in fact is ever 'off the record'.   Do not say anything you don’t want to see in print or hear on the air. If you are happy to be quoted but need a few moments to get your thoughts together indicate that you will call back. Sometimes it is useful to provide some written material that can be used by the journalist. 
Don’t fill awkward pauses.  Often a reporter will wait after you’ve answered your question to see if (out of awkwardness) you’ll say more than you originally planned.  This often works so don’t take the bait.  Simply wait for the next question.

Be honest, be friendly and most of all be yourself.  Never lie and never say “no comment”.  If you don’t know the answer just say so.  No one expects you to be an expert on every aspect of the issue, so if a reporter asks something you can’t answer, don’t hesitate to tell them so.

You have more control over the interview process than you may think.  If you answer question concisely and stay on target with your chosen issues you will leave the interview satisfied that you’ve expressed your views.

Journalists will often ask for background information about a topic they are researching. Prepare a takeaway and make sure it contains all your contact information, including websites and other places to find more information.  Make it as easy as you can for the journalists to get the facts and figures right.  If the interview is via phone, you can eMail or fax the takeaway.

eMail
Many journalists encourage eMail correspondence. While it has a level of informality and a false sense of anonymity, words plucked from e-mail messages are easily reproduced elsewhere, and easily reproduced out of context.

It is important to ensure that words are chosen carefully and succinctly. Long e-mail missives are not often read fully. Readers of eMail always prefer to have a summary of what you are writing about at the beginning of any lengthy article.

The world wide web

Websites are an increasingly important mechanism for distributing information. The way that the information is presented is important, and judicious use of graphics is essential. Information presented on web pages is accessible to the online world as long as it can be found. Try to set up pointers from search engine sites, popular sites or from your most popular pages so that access is maximized. 

Remember

Zonta Clubs may express their opinion on issues only as clubs.
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