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Media Guidefor Worldwide Organizers

Types of Media

Media ownership and coverage varies from country to country. It’scritical to adapt these
suggestionsto the situation in your country. Generaly there are two magjor ways to get press
coverage for your organization’s message or Earth Day event: paid media (advertisements that
you purchase for televison, radio, newspapers, magazines, or Internet) and earned media
(publicity that you do not pay for, such as newspaper articles and televison and radio stories).
This checkligt deds exclusvely with earned media

Earned mediaiis one of the most effective ways of raisng public avareness about your project,
campaign, or event. Unlike pad advertising, thistype of publicity is dso something that any
organizer can generate, no matter how limited your budget is All it takesis congstency, some
understanding of how the mediain your country works and hard work.

Most media outlets get much more information than they can possibly use. It isimportant to
present your information in concise, interesting, well-organized, and visudly gppedaling ways,
with a condgstent, easy-to-recognize yle.

Most important, work to establish persona relationships with members of your local media
Find a spokesperson who brings good, established media rdations to your team—or at a
minimum, a good "people person” who is knowledgeable about your issue and message and
can communicate effectively with reporters and members of the generd public.

M essage: What is the one thing you want people to know about your organization, issue or
event? Maybeit isyour connection with the worldwide Earth Day 2001 campaign. It could be
the theme of your event. Perhapsit is one fact that beautifully illustrates the importance of your
issue. Whatever it is, that one thing you want people to know and remember about you is your
“message’ and should be included in every press release, every quote to areporter, every piece

of materid you produce — just like your logo.

Repetition iskey - a person needs to hear your message 7-10 times before it starts to stick. Craft
amessage that people will remember when they heer it. Be very disciplined and repest it at
absolutely every opportunity. At the point that you think you can’t bear to repeat your message
one more time, people are just beginning to heer it.



What to Givethe Media

Materids you prepare for the media can come in many forms. Below are some of the most
common and effective ways to inform the press about your activities. Follow these smple steps
for an effective media campaign.

Media Advisory

An advisory is generdly used to dert the media that some sort of event will be taking place. Itis
asmple communication that goes to mediain advance of the event and answers generd
guestions. when and wher e the event will be held, what will hgppen, who isinvolved.

A medlaadwsory should:
Be on your organization's letterhead
Include a contact name and phone number
Be no more than one side of a page long
Include a generd description of the evertt, followed by logigtica information
Conclude with a“boilerplate’ description of your organization for context (boiler plate
consists of one or two sentences that reporters can use to describe your organi zation)
Have“-30-“ or “###" a the bottom to Sgnify the end of the advisory.

*Please see the end of this document for an example of a media advisory.

Press Release

A press rdeaseis used as an announcement (not to convey logigtica details for an event — see
media advisory, above) or as a means to convey your point of view. You might use a press
release to announce the release of a study your organization has conducted, to respond to
someone else’ s research or comments, or to announce events. Y ou could issue apressrelease to
let the media know that you have partnered with aloca organization, government agency or
prominent officia to sponsor your Earth Day event. In short, apressrelease is used to give the
mediaany information you think they might find interesting or newsworthy.

Press releases should:
- Beon your organizetion’s |etterhead
Include a contact name and phone number
Be no more than two sides of a page (short is best!)
Alternate paragraphs that give factua context with short, pithy quotes from interesting
spokespeopl e that ddliver your message and your point of view
Conclude with a boilerplate description of your organization for context
Have “-30-“ or “###’ at the bottom to sgnify the end of the advisory.

*Please see the end of thisdocument for an example of a pressrelease.



Setting up your media program

1) Thelist

Compile a media list, or obtain a current one from one of your partner organizations. If you find
yoursaf compiling the list yoursdlf, check your locd public information sources — such as
libraries, public relations or advertising agencies, government information services, phone books
— they will often have ligts of local mediayou can copy. Don't forget to use your persona
contacts to assigt in finding media contacts as well. Then call each media outlet to find out which
reporter ismost likely to cover your issue or even.

Y our media directory should contain:

Media outletsin your region, including the content and style of radio and t.v. programs,
newspaper columns, and their deadlines

An up-to-date list of reporters and editors and how to contact them by phone, fax, and email,
if avallable

Be sure to keep your mediafile current. Contacts may change as often as every two to three
months.

2) Egtablishing relationships
Get to know your locd media. Once you establish which reporters cover the environment and/or
events, introduce yourself with aphone cal or a get-to-know-you medting.

Be prepared — assemble apress kit of important background materials.
Y our press kit could include a caendar of events, information from Earth Day Network such
asthe Clean Energy Agenda or other worldwide Earth Day events, Earth Day Network’s
mission, Earth Day history, web Site address, a press rel ease about your event or projects,
any press clippings you might aready have, and fact sheets on your group.

Keep your materiads consstent, professonal and short!’ Remember to include your (and/or
Earth Day Network’ s) logo and message on dl materials. Reporters may use any or dl of the
content you provide them with when they write, report or tape their stories. Check your
materialswith a critical eye— do they accurately reflect your misson and message? Will
readers or viewers understand and remember your message? Will your materials and message
excite people and get them involved?

Time with reportersis never wasted, even if they don’t write or cover agtory right away. When
you establish relationships with reporters, you are investing in their future coverage of your issue
or event. The more informed areporter is, the more accurate the story she eventualy writes or
reports on will be. If you are respectful of areporter’stime and interests, and you provide
vauable, rlevant information that they can use, you are establishing yoursdlf as a source for that
reporter — and good sources are hard to find.



3) Maintaining the flow of information

Once you have made contact with members of your local media, maintaining a positive working
relationship is a high priority. Here are some suggestions for ongoing communications with your
media contacts:

Be as hdpful and accessible as possible.

Provide background information when arelevant news story bregks.

Participate in relevant editoria board meetings or community meetings, especialy when
members of the media are expected to be there.

Conduct background briefings for reporters, giving them information about your
organization/codition, the specific event, how it relates to other events around the world.
Answer any questions they may have, especialy when you are about to make an
announcement or hold an event.

It is gppropriate to send along interesting materias or articles you come across, but ONLY if
you know the materid is relevant to whet the reporter isinterested in. Include a persona
note. NEVER inundate reporters with information they don't want or have no usefor.

Don’t hesitate to follow-up with a phone call to reporter sto make sure they received any
materidsthat you faxed, emailed or mailed to them. This gives you another opportunity to talk
with them and answer any questions they may have. But be respectful of their time — reporters
work on deedline, and often will not have time to talk.

Day of Event Coverage, Step by Step

1

2)

Make sureyour medialist isin order. Hopefully you have established rdaionships with
reporters who are likely to cover your event. Remember that often reporters are assigned to
stories only aday or afew hours in advance, so be prepared to meet some new reporters at
your event.

Try to get some advance cover age for your event. Tak to reporters you know and ask
them if their outlet might consder doing a story before the actud event. Think of good
anglestha might interest readers, listeners or viewers. Isthere agood human interest sory?
| s there someone interesting who has volunteered at your event over the past severd years?
Feature stories are a good bet for advance media, because the event itsdf is not “news’ until
it actudly happens. Y ou might also get some advance publicity if there are public service
aspects to having the event announced by the media beforehand (for example, if the Sreetsin
apart of town are going to be closed for your environmentd fair). It isnever too early to
gart talking about your event to reporters. Get them thinking about what a great sory itis
going to be. Remember that they spend their days talking to other people - pretty soon the
word will be dl around town.



3) Craft your media advisory (see above for details, and the end of the document for an
example). Your mediaadvisory should go to al locd caendar editors one month in
advance of your event — cdl to follow up and make sure they received it. Some will ask you
to re-send it when you are closer to the day of the event — make a note and re-send it when

appropriate.

Send your advisory out to al loca media outlets a least one month in advance of the event,
and then again one week before the event. The advisory should go to reporters you have
relationships with, reporters who usudly cover the environrment or events, and to a genera
assignment editor at each media outlet (you don’t need the specific name of the editor, it will
change frequently). Send it to the locd bureaus of the wire services (like BBC, Agence
France Presse, Reuters) or other media agenciesin your country. Remember that many
televison and radio stations will not assign areporter until the day before the event. Again,
cdl to follow up and verify that the appropriate people have received the advisory. Be
prepared to refax.

4) Craft your pressrelease (see above for details and the end of this document for an
example). It should include quotes by prominent loca |leaders, ddivering the message of
your event and talking about how greet the event is going to be, and what it means for the
community and the bigger picture. Intersperse the quotes with factua paragraphs estimating
the attendance and giving other important contextud information about the event. Send the
release out severd days before the event. Asaways, cal to follow up and be prepared to
refax.

5) Theday beforethe event and the morning of the event (if possible) call your local media
outletsto seeif they are planning on covering the event. Have your advisory and release
handy to re-fax. Don't be surprised if you end up talking with a generd assgnment editor
you' ve never spoken with before. Make your statement quickly, find out if they are planning
on covering the event, and move on to your next cal. At this point al you are doing isfina
veification of your press attendance — dl your legwork previousto this cal iswhat will get
you the coverage you deserve.

6) Haveamediaareaat the event.

Make sureit is clearly identified with Sgns whenever possible, and that your advisory,
release and follow up have dl been explicit about where the mediaareawill be. Itisbestto
have it right a the entrance to the event.

Have press kits with information about the event ready for reporters.

Make sure you collect abusiness card from al reporters or have them sgnin so you can
follow up with them later and make sure that they have dl the information they need.

It can aso be very helpful to have articulate, informed volunteers ready to help reportersfind
exactly the information or spokespeople they are looking for. Have your spokespeople
prepared to tak to the media so that reporters can get thelr interviews as efficiently as
possible. It isimportant to have a diverse group of spokespeople available and willing to talk
to the press— locd dected officids, business people, environmentd activists, teachers,



parents, youth, grandparents. They each have a unique view of why your event or issue is
important to the community;

Both the press coverage and your relationships with reporters will be enhanced by such
thorough preparedness.

7) Follow up with reporters.
Make sure that the reporters got al the information and interviews they need. Y our
professondism and attention to their needs will be greetly appreciated.

ADDITIONAL COMMUNICATIONS OPPORTUNITIES

Editoria Boards

Many newspapers have a board of writers that decide what positions the paper will take on a
multitude of different issues. Editoria boards decide which locd — and nationd — politica
candidates and issues to endorse and whether or not to support specific environmental solutions.
They can aso choose to write editorids supporting Earth Day and urging readers to take
environmenta actionsin observance of Earth Day.

Public Service Announcements (PSAS)

The public service announcement (PSA) can be a great way to get your message out. Since PSAS
are conddered a sarvice to the community and not an advertisement, many radio and televison
gationswill run them free of charge.

PSAs provide clear, concise answers to the who, what, when, where, why and how of your event.
There are generdly four different lengths:

10 seconds (25 words)

20 seconds (50 words)

30 seconds (75 words)

60 seconds (150 words)
If you provide dl four versions, the station can decide which one(s) to use. Good PSAswill
mention the name, theme and/or telephone number of your group or event twice, so listenerswill
be more likely to remember the information.

If you are planning to try to place PSAswith your loca media, remember that you should get the
announcement to a station’s equivaent of the Public Affairs Director at least two weeks— and
preferably up to eight weeks — in advance. Whether or not you want to develop an extensve PSA
drategy, keep your locd mediain mind — stations are often happy to include your event
information on their “ligtener hatlines’.  There are samples of PSAs running in the US & the end
of this document.

L etters to the Editor

Letters to the editor in newspapers are a public forum that can cal atention to your organization
both before and after your event. Contact your loca newspaper(s) to find out if they accept
letters, their length restrictions, and where to send them. Encourage volunteers and community




leaders to write letters about the importance of Earth Day, the specific issues of your campaign,
and highlighting your event.

Cable Access Tdlevison

Cable access televison, where available, is cheap to access and easy to use. Consider organizing
acouple of volunteers to spend a haf-hour each week doing ashow highlighting your Earth Day
project or activity.

Regiona Events Caendar

Find out if the mediain your area provide acaendar of eventsthat are likely to be of interest to
their readers, viewers, or ligeners. When you contact your loca mediato find out when they
prefer to receive information about your event, give them alist of dates and events hgppening in
your area. 'Y ou might also direct them to the calendar festure of the Earth Day Network web ste
(www.earthday.net) if information for your Earth Day events are listed there. If your loca area
does not have alot of events listed, consder compiling the events yoursdf as a service to the
calendar editors.

Coordinating with Earth Day Network & the Earth Day 2001 campaign

Contact Vickery Prongay at Earth Day Network at vickery@earthday.net or +1 206 876 2002
with any questions you may have about getting publicity for your event. We have awide range
of resources available, including an interactive listserv dedicated to event organizing, materials,
press ligts, and contacts throughout the world who are aso working on environmental protection
issues.




Sample M edia Advisory

[organization |etterhead)]

Media Advisory Contact: Name, Affiliation
Date Phone

EARTH DAY 2001 EVENTS TO DRAW 40,000

Earth Day UK will feature clean ener gy technologies;
inter active fun for the whole family

L ondon—Cedlebrate Earth Day at an exciting eco-fedtiva featuring flocks of seagulls on dilts, a
recycled instrument band, and avigting 50-foot inflatable whae! Other activitiesinclude a
tressure trail, arecycled kite festival and new exhibits aong with the permanent environmental
inddlations.

Thisyear will be the biggest ever Earth Day. Join us a the Millennium Dome in London for an
educationa and fun day!

WHAT: Eco-festiva, featuring food & entertainment, a children’s area, clean energy
technol ogies and much more!
WHEN: Saturday, 22 April 2001

10 AM until 10 PM
WHERE: Millennium Dome, Greenwich, London, United Kingdom

SPONSORS: Depatment of the Environment
Millennium Commisson
Thames Water

Earth Day UK isaloca codition of concerned organizations, government agencies, families,
teachers, dected leaders and sustainable businesses that works to increase public awareness of
environmenta issues through annua Earth Day events and activities. Earth Day UK isa
member of Earth Day Network, the internationa organization coordinating Earth Day 2001
events worldwide. For more information, visit [insert your web address here] or for worldwide
Earth Day information please vist www.earthday.net.

HHH



Sample Press Release

[organization |etterhead)]

For | mmediate Release Contact: Name Affiliation
Date Phone

30-DAY COUNTDOWN TO EARTH DAY OFFICIALLY
KICKS OFF WORLDWIDE CAMPAIGN

Morethan 30 groups around theworld release
details of their eventsfor Earth Day 2001

Seattle, WA, USA — Earth Day Network today officialy kicked off the 30-day countdown to the
thirtieth anniversary of Earth Day, with mgor partners around the world announcing plans for

Earth Day 2001. From France to China, organizers announced details of theralies, fairs,
conferences, and other eventsthat will be held in April 2001 to raise avareness of environmenta
issues, especidly the need for clean energy. Hundreds of millions of people across the planet are
expected to celebrate Earth Day 2001.

“Earth Day 2001 marks the 30" anniversary of the first Earth Day and aso herads the beginning
of anew millennium,” said Denis Hayes, Nationa Coordinator of the first Earth Day and Chair
of Earth Day Network. “Earth Day has always been about everyday people taking action in their
own communities for a cleaner, hedthier environment. This year, with hundreds of millions of
people around the world participating in the biggest Earth Day yet, we will take red stepstoward

acleaner, hedthier environment for our future”

Highlights of Earth Day events around the world include:

United Kingdom: Earth Day UK’ s Eco-Festivd & the renewably- powered Millennium
Dome near L ondon will feature green musica acts, educationd road shows, community
workshops, and interactive programs and exhibits.

--more--



Earth Day Network wor ldwide@earthday.net

30 Day Countdown to 30" Anniversary of Earth Day Kicks Off Worldwide
22 March 2001
Page 2 of 2

United States: Leonardo DiCaprio will hogt EarthFair 2001 on 22 April at the
Nationd Mal in Washington, DC. The event will feature ceebrity entertainment

and interactive exhibits powered completely with clean energy.

Poland: A far and picnic will be held at Pola Mokotowskie Park in War sawon
April 30th. The event, which will cap amonth of Earth Day activity on the clean
energy theme, will involve 60,000 people.

Italy: Aspart of Legambiente’ s Cities Without Cars’ campaign, cars will be
blocked from the centers of 150 Itdian cities on April 8" and 9™ to draw attention to
ar pollution. In Rome, more than 100,000 people are expected to attend an opent-air
fedtiva held in a blocked-off area near the Colosseum.

China: The Earth Day 2001 China codlition, the firse NGO codition in the country’s
history, is coordinating a series of events for Earth Day. The codition’s Green Life
Signature Campaign will ask thousands of people to pledge to make 12 lifestyle
changes for the environment. On Earth Day, a ceremony in downtown Beijing will
feature adisplay of dl the Green Life Signature pledges, dong with speechesand a
photo exhibit.

South Africa: groundWork is coordinating an Earth Day campaign to demand a
national trangtion to cleaner oil refinery practices and to clean energy technologies.
On April 22nd, ardly in South Durban will bring together residents affected by
polluting oil refineries

India: Hundreds of children will present a“Children’s Clean Air Manifesto” to
India s Firs Lady in aceremony in New Delhi. The Manifesto and a Children’s Bike
Raly will draw attention to the need for clean transportation aternatives.

Earth Day firg went international in 1990, when 200 million people in 141 countries
participated in activities around the world. Ten years later, Earth Day is poised to be the
largest organized environmental event in human history. The 30 statements in honor of
the kick off of the 30-day countdown to the 30" anniversary of the Earth Day are
available a www.earthday.net.  To find out about eventsin your city or country, or for
information about the 4500 organizations in 181 countries that are part of Earth Day

Network, please vist www.earthday.net.

it
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Earth Day Network wor ldwide@earthday.net

Sample Radio PSAs

Cal your locd radio gations to introduce yoursdf and find out whether they would be
willing to run some PSAs announcing your event. If they are willing to work with you,
you will need to arrange production logistics including who will do the voiceover. Have
some sample PSA scripts that deliver your message ready.

Below are the scripts for the radio PSAs that Earth Day Network has produced. Fedl free
to work from these scriptsif appropriate. 'Y ou can use the voiceover portion &t the end
(where an onair persondlity at the radio station could read more informetion for you) to
give detalls such as the location and time of your event.

:30 RADIO

Hi, thisis Edward James Olmos. 30 years ago the first Earth Day started the bal rolling.
Today we have laws that protect our air and water, and every year we recycle more and
more. But globd warming is ill getting worse. On April 22 you have a chance to change
that, as ahdf billion people around the world come together to participate in the biggest
Earth Day ever. Join us. Together, we can make aworld of difference.

ANNCR/NO: To find out more, vist www.earthday.net.

:15RADIO

Hi, thisis Edward James Olmos. The decisions we make today regarding the
environment are redlly for our children. So join usthis Earth Day as a hdf billion people
around the world come together to make sure the decisions we make are the right ones.

ANNCR/NO: To find out more, visit www.earthday.net

:30 RADIO

Hola, les habla Eduardo Jaime Olmos. Hace 30 afios que € primer Diade

la Tierraempez6 la campafia para salvar nuestro planeta. Hoy en dia

tenemos leyes que protegen nuestro aire y nuestra aguay cada afio

reciclamos mésy més. Pero d Cdentamiento Globa sige empeorando.

Pero € 22 de abril tienes la oportunidad de cambiar todo eso, Uniendote

amedio bill6n de personas drededor del mundo para participar en € Diadela Tierra

Anncr / VO: Para saber mas, www.earthday.net

:15RADIO

L as decisiones que nosotros hacemos hoy acerca del medio ambiente son verdaderamente
paranuestros hijos. Acompafienos este Dia de la Tierra cuando medio billon de personas
arededor dd mundo se unen para asegurarse que |as decisones que tomemos sean las
correctas.

Anncr / VO: Parasaber mas, vistad www.earthday.net
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