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�Media Relations



This guide provides instructions to help you make effective use of the media in your area to promote the conservation goals of the partnership. You will learn how to:



Organize a media program in your area

Build relationships with the media

Collect information about and for the media

Write news releases and announcements

Evaluate and improve your media program



Related Marketing Material



This guide elaborates on topics introduced in Phases 4 and 6 of the "Easy�to�Use Guide for Marketing Conservation Services" and the "Partnership Guide to Marketing." Phase 4, "Identify Customer Needs," suggests using the media as one technique for promoting conservation services to customers. Phase 6, "Develop and Implement the Marketing Plan," mentions using the media to expose customers to the partnership's message. This guidebook provides more detailed information about how to effectively use media.

�Introduction



The news media can reflect the needs, concerns, and issues that the community finds important. One key to successful media relations is knowing your media. What issues do the media feel are important to the community, and how does your conservation program fit into, or complement, those issues?



Gaining the attention of the media isn't limited only to announcing a new project or program; but might simply occur by putting together a list of conservation activities and letting the media know the status of these activities. Emphasize who you are, what is being done, the value of these activities to the community, and that these activities are a team effort.



�Organize a Media Program



Radio, television, newspapers and other printed media have a powerful impact on the ideas program and values of almost every American. The objective of a media program for the conservation partners is to turn that power into a force for conservation. Skillful work with the media can help gain public visibility and support.



Good news coverage can attract volunteers and  build rapport with other groups by making them interested in working with you. For example, business leaders may be more interested in working with a publicly visible group.



Here are some guidelines for organizing a media program in your area:



Appoint a lead person

Appoint one person to be in charge of your media program. This gives the media a clear contact person.



Build a committee 

There's strength � and ideas � in numbers. 	Organizing a partnership information committee can be the key to getting the job done. Each 	member of the committee should have specific responsibilities. You will want to choose members 	who possess the needed skills. Invite a local media professional to join your committee. A reporter, 	public relations expert, radio or TV station personality, or a journalism student can provide valuable help and contacts. 



List strengths and weaknesses of current program

Listing the strengths and weaknesses of the current information program enables you and the committee to identify areas of potential improvement. As important is identifying and utilizing the strengths of the existing information program. Who already knows about the work of the conservation partnership? How do they know? Who doesn't know about you � and should? How can you better inform them?



Set program objectives

Your conservation story should grow naturally out of the activities of the partnership. A news media program about the partnership's activities will likely be to raise awareness about the partnership's top conservation accomplishments and future priorities. Good media coverage that supports your program objectives needs to be planned in the same way you plan programs � with your customers' needs in mind.



Select the audience

Knowing what audience you want to reach is essential. You should be aware that most radio and TV stations, newspapers, and magazines target specific audiences within a geographic area. We call this "narrowcasting." Decide on the specific audience you want to reach for each of the major objectives of your program and target that group.

�

Think about what is important to different audiences. Your message will reach the audience only if it relates to the issues they believe are important. For the business community that may be the economics of conservation; for youth, it may be group or individual competitions such as the environmental essays or contests.



Select the most effective media

Once you've decided on the audience you want to reach, then select the most effective media to reach that audience. Most areas are served by multiple media. Compile a list of media by looking in the yellow pages of your telephone directory under "news publications," "television," and "radio;" or ask to use the media list of another agency, nonprofit group or the chamber of commerce. The information gathering guidebook shows methods to find out a particular audience's most used information source.

�Build Relationships with Media Sources





A. Identify the Four Media Groups



Divide your media into the following four groups:



Television

Radio

Newspapers

Other publications



The media of television and radio will present your story to a broad audience and have sight and sound appeal, but a print publication can do a more in�depth story.



For print media, look at the "angle" or slant on stories that the publication takes. Check different sections of newspapers. A business editor may cover a story with economic implications. A garden editor covers your tree give�away program. Outdoor editors are interested in the partnership's wildlife protection efforts.



For each of the above media groups, list the names of reporters, editors and producers who seem to be generally interested in resource�related issues.



In



B. Get to Know the Media



The key to building good media relationships is establishing a trusting, cooperative and mutually beneficial association with reporters and editors. Develop a strong working relationship with at least one person in each of the four media groups.



Get to know your reporters and editors. Invite them to conservation meetings, tours and workshops. Tell them about upcoming events. People are the essence of many good stories. Introduce the reporter or editor to your outstanding conservation leaders � the people who are making things happen.



A call to someone who already knows you and the importance of resource conservation to the community is more likely to broadcast a balanced and positive story.





C. Identify the Four Media Groups



Make an appointment with your contact person at the publishing house or station. Have a specific purpose for each visit.

�

�If you're meeting with the news editor, take along a good news item � such as the results of a recent survey. If you're meeting with the public service director, take along a public service announcement.



Comment briefly about what you like in the publication or programming. Point out that you can help the station or publication because you are both a news and information source. Ask your media contact what he/she needs. Then promptly provide the requested information or material.



Build a Reputation for Knowledge and Fairness



Reporters and editors usually aren't experts in the subjects they write or talk about. Media people are also often rushed, and don't have a lot of time for research and fact�finding before they go on the air or to press. They have to rely on having balanced and accurate sources of information. Don't hesitate to provide media contacts with information on both sides of an issue. Provide written background facts to your media contacts. Be accurate and factual and avoid expressing personal opinions.



�Collect Information About and for the Media



A. Build a Media Contact File

Building a solid media program takes organization. One helpful step is creating a file for each media source. As you locate key people, you may want to add a page for each contact person with comments on the conservation stories these people have written or carried. Possible contacts include:



Newspaper/publication



Managing Editor

City Editor

Feature Editor

Youth Editor

Editorial Writer

Business/Farm Columnist

Science/Garden Editor

Outdoor Editor

Reporters

Photographers



Radio or television

Station Editor

Program Director	

Reporters

Public Service Director 

Assignment Editor

Talk Show Producer/Host

News Editor

Editorial Director



Cultivate one strong contact at each targeted media. They can provide additional contacts. Be sure each key contact has your telephone number. Find out details like the hours they work, when they want information, and in what format. Keep this type of information in your media file.



Put your media contacts on the mailing list for your district newsletter. If you have time, you should provide a "personal touch" by circling or otherwise noting stories you think might be good leads for the reporter or editor. Let them know you are willing to provide information for a "follow up" story. Periodically send story ideas to your media contact.



Consider preparing a packet of conservation information and reference material. Some media people want you to develop and write the story; others just want the basic information so they can write the story themselves. The latter is preferable because you can get the writer on the conservation team.



In



B. Start a Photo File

Photographs can sometimes explain conservation practices better than words. They can show stripcropping, urban encroachment, and clarify the difference between furrow and drip irrigation. Ask your media contacts their procedure for photographs and videotaping. For example, do they want color photos or black and white? What size photos do they want? For videos, what size tape can they handle? How long a segment is preferable?

�

C. Submit Annual Reports

Some districts publish annual reports in their local newspaper. If the report features achievements and people, it is a way to reach a wider audience. Photographs of achievements are helpful. Consider releasing annual reports to the media in segments such as by programs � Soil Survey, Rural Abandoned Mine Program and Resource Conservation and Development.



D. Write a Regular Column

If you have an eager writer on the district board, state agency, or the SCS, you might want to consider contributing a regular conservation column to a local newspaper. Remember, this a continuing commitment.



Provide Creative Twists

Look for creative ways to illustrate facts, such as how many shovels�full of topsoil are lost in your county? Where does it go? Think of ways to get a spark in your stories.



F. Use Local People and Local Situations in Your Story

It is a good idea to quote local people or to cite local situations throughout the story. If readers are able to identify in some way with the article, then their interest will be peaked, and they will more easily remember the stories' message. By referring to local people or to local resource circumstances, you ensure that the story will be read, looked at, listened to, and discussed.

�

��Get Involved in the Media



Writing News Releases



Why Do a News Release?

Often a quick call to your newspaper contact is the right approach to getting a story printed. When you want to broaden distribution of your information, writing a short "news release" can save you time and get the facts to everyone quickly.



Content of a Release

The first hurdle for a news release is to catch the eye of the reporter or news editor. The first line, or lead�in, has to capture the reader's attention. A release should:

Lead (or begin) with the most important facts

Answer the five questions of who, what, when, where and why

Be brief, factual, and lively

Let the facts tell the story and avoid opinion

Keep paragraphs and sentences short

Use examples and details that "paint a picture"

Use statistics when they help; but avoid too 	many numbers

Use simple words

Be no more than two pages � one page is 	better (Tell the story � then STOP)



Mechanics of News Releases

Type your release, double�spaced, to make easier to read and edit. Be sure to include your organization name, address and telephone number on the top of the release, and also provide a contact person and telephone number so the reporter can call with any questions.



Start the news release by noting the place and date of the release. For example: Hometown, OK (October 30, 1994)



If your release is more than one page, type "MORE" on the bottom of the first page. Label the top of the second page with your organization's name as well as "page 2." Staple pages together. At the end of your releases type "END" or "###."



Read your release aloud to see if it "talks well." This is critical for radio or television. Be accurate. Check your copy to be sure details are correct. Double�check it for grammar, spelling, and punctuation.



Ask someone else to proofread and edit your release



Timing the Release

What is news today may not be news tomorrow. An event must be presented to the media as quickly as possible. In cases where events are scheduled in advance the information should be provided to the media prior to the event. Avoid times when there is pressure on the media, such as competing events, holidays and local crises.



All major events should have a communication plan that lists the action, date, and person responsible. For example, media should be alerted one to two weeks in advance of a scheduled event. On the day of the event, you should have background information, speech summaries and a suggested release. Phone contacts should be made one or two days before the event. Never forget to thank the media for their involvement and support.



Public Service Announcements for Radio/Television



Eligibility

Government agencies and nonprofit organizations devoted to the improvement of the community are eligible for free public service announcements � (PSA) time. Remember stations get more PSAs than they have time available, so getting to know your public affairs director is helpful.



Announcement Tips

Many radio, television, and cable systems have free community bulletin boards and calendars. A brief announcement of an event or service can be delivered to the station to be included in these. Use short sentences, action words, and informal language. Avoid any words that are hard to say. Read it aloud to see how it sounds on the air.



Going on the Air



Explore Opportunities

Participating in news or talk shows offers good opportunities for getting a conservation message to targeted audiences. Sometimes participation can be had for the asking � and you should explore this when contacting your local stations.



Be Prepared

�Radio and television appearances need to be professional. Prepare for it by studying your facts and thinking ahead to the points you want to make. Your remarks should have a "shape" � beginning, middle and end. Be brief. One good reason for controlling erosion is better than a very complex answer. Be prepared for unexpected or negative questions.



Consider Cable

Cable television is worth special attention if there is a system in your area. Many cable operations are actively interested in community programming and in educational programs.



Using the Wire Services



National News

If your organization is in a major metropolitan area, or if the “news” you are presenting is of national interest, send the article to major “wire services," such as the Associated Press (AP) and United Press International (UPI). News carried on these services fans out all over the nation.



Unique News

If your story has some unique "personality" or human interest value, the AP and UPI wire services may carry it even if it is not "national" in scope.



�



�Evaluate Your Media Program



Keep Clips on File



Track the results of your media efforts. Keep a file of everything in print about your organization. Ask media personnel when they plan to air your announcement or news item. Keep a record of what events are covered �and by whom.



Trouble-Shooting



If you've developed contact with editors and reporters, but your story still isn't getting coverage, try "troubleshooting." Ask your contacts why your stories are not being used and what changes are needed to make them usable. Decide if you're talking to the right person at the station or publication, or even if you're talking to the right station or newspaper.



Talk to Professionals



When you've done your own evaluation, if you're not completely pleased with the results then consider asking the opinion of a media professional in your community.



Evaluate Media Relations



In evaluating your media relations, consider all aspects of your public affairs: personal contacts, publications, field days, workshops, etc. Effort in media releases pays off best for conservation when the process is in tune with overall organizational goals.



Add Up Your Results



Take a look at which news releases and contacts got your story into print or on the air. Is there any pattern in what worked?



Set New Goals



Finally, after an evaluation of your efforts, set new goals. What worked well? What wasn't worth doing at all? What needs special attention? The answers to these questions will help you create an outline of your new media plan.



Stay Involved



Successful media relations can result in public support and awareness for conservation programs and services. Building rapport with the media and sending a consistent, issue�oriented message based on your role in the community is the foundation for a successful program. As a source of news, you are as important to the news media as they are to you. So get involved and stay involved! You can make a difference!

�For More Information



Working with the News Media�' A Guide for Conservation Districts. National Association of Conservation Districts, 408 East Main, League City, Texas 77573; (800) 825�5547. Single copies are free. Quantity orders are available for a fee. (1988)



Calvert, Patricia. The Communicator's Handbook: Techniques and Technology. Maupin House, P.O. Box 90148, Gainesville, Florida 32607. (1990)



Use the News to Protect Your Environment A Primer on the News Media. National Wildlife Federation, 1412 Sixteenth Street, N.W., Washington, DC, 20036�2266.
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Example

Contacts Lead to Favorable Results



An ongoing working relationship with a key farm broadcaster of a local television network resulted in the station contacting our state association to ask about sites to tape an evening broadcast. We’ve done interviews over the years and had established a reputation for providing credible material. Wehen the station needed an outdoor location, we were able to direct them to the Lincoln-Oakes Nursery. The state association employees own and operate the nursery and provide trees and warm seasopn grasses for the districts’ cooperators. Floweirng trees and shrubs probided the background for the 30 minute broadcast. The show was transmitted to 140,000 homes in the North Dakota, South Dakota and eastern Montan region.



-Executive vice president, North Dakota Association of Soil Conservation Districts.





Example

Weekly Announcements Keep the Public Informed



We’ve found that people have become better informed about the districts since we began supplying the local radio station and newspaper with news on a weekly basis. Each Wednesday at 12:30 pm, farmers and landowners receive and update about services from the district. As program administrator, I record the five-minute broadcast earlier in the week. I also submit a short story in the local paper’s Saturday farm edition each week. The articles focus on timely information such as the farm bill and tree planting programs. By developing a relationship with the editor of the paper and owner of the radio station, the district representatives have been able to strengthen our outreach.



Program administrator, Pickaway Soil and Water Conservation District, Ohio





Example

Magazine Praises Ohio Districts

An issue of OHIO magazine featured “Hot Spots and Bright Spots” in the state’s environment. While the overall prognosis was less than positive, Ohio’s 88 soil and water conservation districts are among the “bright sopts.” An article entitled “Hopeful Signs” highlighted 22 companies, organizations, individuals and agencies that are taking postitive steps to improve Ohio’s environment. The article said, “Out of the enbironmental gloom, they ride, green heroes…aiming to clean uo Ohio.” The write-up briefly summarized the work of districts, concluding that “…it’s amazing what these folks know and how willing they are to share it.”



- Communications coordinator, Ohio Department of Natural Resources, Division of Soil and Water Conservation.





Example

Prepare for the Negative



An SCS district conservationist appeared on a television 6:00 p.m. news program. He was asked for his feelings about all the people who would lose their homes because of a planned small watershed dam.





Example

Wexford SWCD Goes National

The Wexford SWCD and its American Chestnut Program were mentioned in a National Geographic article entitled “Chestnuts - Making a Comeback?” The district technician is quoted in the article as saying, “We are confident of our success. But the blight is still out there.” The district grouws seedlings and sheps them, for a small fee, to anyone who wants to plant an American chestnut.



-District technician, Wexford Soil and Water Conservation District, Michigan










