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Some starting pointers on how to do press outreach work

By Chris Geovanis and HammerHard MediaWorks

So, you want to get your message to the press. The first thing to remember is: you know more than you think
you know. That's right, even if you've never written a press release before, never called a reporter -- let alone
talked to one in person -- or done a television interview, you still know way more than you think you know.

Why? Because press work -- pitching or promoting your issue to the corporate press -- is first and foremost
about effective storytelling. And we've all told a story. You've likely told your story hundreds of times -- to
friends, family members, neighbors, a stranger at the bus stop, the clerk at the store, a customer at your job.

That means you've got the one basic, truly essential skill you need to do media work -- the willingness to tell
your story. It's that simple. Furthermore, you are, in many ways, much better positioned to tell your story and
promote your issue than a 'public relations professional.' Why? Because there is no substitute for a passionate
commitment to an issue. A PR pro can help you build your outreach skills, sharpen your argument or tweak
your press strategy, but they will never ever bring the same sense of urgency and investment to the issue that
you and your comrades can. They -- we -- are hired guns, and by nature not house experts on the
issue...certainly not like you.

That said, there are tricks of the trade to make your press work more effective, and a number of basic
guidelines to help people understand how newsrooms work, how to reach out to reporters, and how to more
effectively organize their media work. The articles in this guide are designed to help you develop those skills.
Most of their suggestions will work for your group, but remember to give yourself permission to set aside a
particular strategy -- or modify or even invent a new approach to your work. Creativity is a powerful asset in
press work, as long as you keep the message sharp. Remember, the 'creative' approach should not obscure
the message, but instead help bring it out with even greater clarity.

After you've gone through these short crash courses in press work and the examples that follow, and you
found you still want more, contact us at HammerHard MediaWorks, and we'll set up trainings, skillshares --
whatever you think you need to move to the next step in siezing control of your message and your oureach.

A couple of caveats:

First, avoid one mistake above all costs: never let your press strategy drive your mission. For that matter, don't
let anything -- a fundraising prospect, advice from a 'moderate' friend, political 'expediency' -- drive your
mission. Your mission drives everything else: your organizing strategy, your media strategy, your fundraising
strategy -- everything. Literally thousands of very good projects have come to a bad end by sanitizing,
softening or otherwise 'improving' their message and their goals...and in the end they're left with a sanitized,
watered-down message and a betrayal of the very goals that got them out in the streets in the first place.

Second, recognize that there are profound flaws in the ways in which the corporate press works. That said, it
is one of a range of challenging venues in which progressives can -- and sometimes must -- engage in order
to advance our views and our values. We will not necessarily change the world by our press work, but our
enemies will certainly use the corporate press as a bully pulpit from which to attack us. No reason we can't
play right back at them in this arena.

Third, remember that there are a growing range of options offered through the internet -- blogging, alternative
progressive news outlets, easier access to corporate news reporters. BUT ... millions of Americans and
millions more outside of this country confront the digital divide every day, cut off from the web and all of its
offerings by the cost of access and lack of access to infrastructure. Often this audience is OUR audience, so
don't forget the good oldfashioned tools we can use to get our message out and build our movement: phone
calls, door-to-door canvassing, street poster campaigns, and the host of other strategies that are founded on
people-to-people outreach.



The lists below are by no means comprehensive, but they should get you started. If you find a website or a book that
people would find useful, let us know, and we'll plug it into this guide and then some.

To learn more about how the corporate media works, as well as efforts to hold media accountable to higher standards,
check out the following websites:

Fairness & Accuracy in Reporting: www.fair.org
Reclaim the Media: www.reclaimthemedia.org
Media Matters: www.mediamatters.org

Media Channel: www.mediachannel.org

Media Alliance: www.media-alliance.org

Chicago Media Action: www.chicagomediaaction.org
Media Education Foundation: www.mediaed.org
Media Lens: www.medialens.org

Free Press: www.freepress.net

DIY Media: www.diymedia.net

To learn more about how to do media work on behalf of your group, check out the following links. Some of these sites are
commercial, so take a couple of minutes to surf around for free content. Others are oriented to a specific issue, like
education or the environment, but their tips and skillsets can be applied to many issues and campaigns:

Equal Justice Works' media toolkit: www.equaljusticeworks.org/participants/mediatools.php

U.S. Labor Against the War media toolkit:

Pennsylvania Center for Environmental Education's media training website: www.uwsp.edu/cnr/neeap/media/
Spitfire Communications' Smart Chart: www.smartchart.org

The Media Evaluation Project: www.mediaevaluationproject.org

The ACME Coalition: www.acmecoalition.org

IMPAC's communications toolkit: www.impacs.org/files/CommCentre/communications_toolkit.pdf

IMPAC's Guide to Media Skills: www.impacs.org/files/=CommCentre/dev_effective_media_comm_skills.pdf
Green Media Toolshed: www.greenmediatoolshed.org

Bulldog Reporter: www.infocomgroup.com

Physicians for Human Rights' media toolkit: www.phrusa.org/campaigns/aids/week_of _action_04/media.pdf
PT3 media toolkit: pt3.altec.org/mediakit/

Media Awareness Network | Accessing the Media: www.media-
awareness.ca/english/special_initiatives/toolkit/accessing_media/index.cfm

For good lists of corporate/other media outlets (to help you build your lists, get fast info, check press coverage on your
story, et al):

Green Media Toolshed's Newsdesk: www.greenmediatoolshed.org/public/newsdesk.adp

Common Dreams: www.commondreams.org [check their left column lists for links to virtually every press outlet on the
planet].

RESULTS media toolkit, a smorgasbord of sample letters, press lists, and more:
www.results.org/website/article.asp?id=997

For alternative/non-corporate news outlets, check out the following:

Black Commentator: www.blackcommentator.com

CounterPunch: www.counterpunch.org

Chicago Indymedia: chicago.indymedia.org

The larger Indymedia global network: www.indymedia.org

Free Speech Radio News: www.fsrn.org

Znet's list of alternative media outlets: www.zmag.org/altmediaresources.htm
Stan Goff's great blog 'Feral Scholar': www.stangoff.com

Free Speech TV: www.freespeech.org

PR Watch/Center for Media & Democracy: www.prwatch.org

Take Back the Media: www.takebackthemedia.com

Jay's Leftist & Progressive Internet Resources Directory: www.neravt.com/left/




MEDIA TOOLKIT

Getting Labor’s Message to the Media
Abernathy-Associates | March 2005

GETTING STARTED

Is it really possible for a labor union to get good press?

The day after the union's two year contract is signed, the local newspaper runs an article summarizing the
negotiations. A management spokesperson is quoted as saying, "At the last minute, the union just caved in."
There is no quote from a union spokesperson.

This is called "bad press."

During a strike, one of the bigger television stations in town comes out and interviews workers on a picket line
about their reasons for striking, talks to customers who are affected by the strike, then follows one of the striking
workers home and interviews the family about the hardship the strike is causing. The result is a seven-minute
piece of the evening news that is extremely sympathetic to the striking workers and strengthens the picket line.

This is called "good press."

It's not so hard to see why a local labor union needs "good press" instead of "bad press." It's very hard to keep the
members satisfied when the local newspaper is telling them you sold them out. And it makes it a lot easier to
maintain a picket line and hurt the employer when the public is on your side.

The media is the pipeline through which a labor union talks to most everybody it wants to influence: unorganized
workers who may be prospects for a campaign; politicians who are needed in a legislative fight; voters
participating in a referendum issue; management (with whom the union may have no other form of productive
communication), and the general public the union depends on for support in times of crisis.

It has also become apparent that the press is also the main form of communications with most labor union
members. Despite the flyers and the brochures and the union newspapers, members often attach more credibility
to what they read and see and hear in the public media than what they get through union communications.

So how does a local labor union get the "good press" that carries the union message fairly and fully? How do you
avoid the "bad press" that distorts and damages the union?

Indeed, is it really possible for a labor union to get any sort of decent treatment from the press?

The two examples mentioned previously give us a clue. The bad article about the contract settlement was
written about a local public employee union. The president distrusted the press and had a policy of being as
inaccessible as possible. When the reporter called the union hall for an interview for the union's side of the
story, the union president refused to take the call.

The good television piece about the strike actually occurred during a meatcutters strike in New Jersey. It came
about because an industrious business agent called the television station, "pitched" a story line about the



effectiveness of the picket line and the sacrifice of the workers, prepared the workers for their interviews, met
the television crew in front of a local grocery store and fully backgrounded the reporter on the strike before the
shooting even began.

No matter how strong the stereotypes of labor and union members are, you can usually get good press if you are
prepared, accessible and willing to work at it. Equally true is that most local labor unions (and even most
International unions) don’t enjoy good treatment from the press precisely because they are habitually
unprepared, inaccessible—even hostile—and do not work at it.

It’s up to us to use the media to communicate our issues to the public. We certainly can’t leave that up to
management or other labor adversaries.

Working with the media is not easy. It’s also not rocket science. The key ingredients are hard work and
persistence as well as a little bit of knowledge and understanding. Hopefully, this toolkit will help impart some of
that knowledge. We at Abernathy-Associates are here to work with you along the way to answer any questions
that come up or discuss strategy.

You and the media

Reporters are a willing conduit - it's their job to expose news and information and you are a valuable news
source. Knowing who to contact can be the key to exposing your message in the most effective manner. Your
press list — a comprehensive list of the key contacts at each local media outlet and their contact information —
will become your most valuable tool.

The different types of media outlets

The media comes in many shapes and sizes — from radio and TV outlets to newspapers and wire services. Each
type has distinct characteristics and different types of people that staff them. Each is important, because together
they help us reach a wide spectrum of the public. Below is a synopsis of every kind of media outlet— and the
who’s who and what’s what of each.

Radio
WHO’S WHO

Owner/Station Manager: In larger cities and in larger stations, the owner and/or station manager is usually far
removed from the news and information functions. But in smaller stations, this individual oversees virtually
every aspect of station operation and can be a valuable contact.

News Director: Most every station has someone in charge of all news activities and, because radio stations have
small staffs, you should know the news director and communicate with him/her freely about news events and
story ideas.

Reporter: Often very young and always overworked, the reporter for a radio station runs from news event to
news event, often filing stories over the telephone. Indeed, the reporter at small stations may be the news
director.

Disc Jockeys: Although well-known to the public, disc jockeys, except in the smallest stations, have little to do
with the news and can do little for you. In smaller stations, however, the disc jockey is often the only person on
duty at the station and can take news items or interviews over the telephone.

Program Hosts: Many radio stations have regularly scheduled news or public affairs programs on which
newsmakers appear in person or via telephone. In many smaller stations, the host does his/her own bookings and



scheduling and is the primary contact.

Producers: In larger radio stations, the primary contact for a news or public affairs program is the producer, the
person who puts the show together.

Public Service Director: Although it's no longer part of their license requirement because of deregulation, most
radio stations still devote part of their programming to free advertising on items of community interest or special
public affairs shows. The public service director decides what will be aired.

NOTE: At some radio stations, individuals may wear two or three hats. The news director, for instance, may
also serve as a DJ and/or public service director.

WHAT’S WHAT

News broadcasts: Usually 2-5 minutes long, newscasts are broadcast at regular times during each hour. Some
stations do as little as one broadcast per hour, others four or five, others broadcast continuous news during rush
hour or all day. You should know when and how frequently. The broadcasts use stories from reporters on
location, news picked up from wire services and telephone interviews with newsmakers.

Programs: Depending on the station, several types of programs may be broadcast regularly: in-depth news
specials, interview talk shows, two-way talk shows, and public service programs. All of them utilize guest
newsmakers provided primarily by people like you.

Television

WHO’S WHO

Owner/General Manager: In most instances, the owner or station manager is far removed from the day-to-day
news operation. But this individual is the chief architect of editorial policy of the station (remember those awful
station editorials, delivered by someone you rarely see). It's good to keep them informed on matters of major
importance, such as voting rights.

News Director: The news director is the person who decides what goes on a news show and what doesn't ---
and he/she is rarely seen on the air or out in the field. You should try to communicate with the news director on
major stories, but don't be surprised if you are directed elsewhere.

Assignment editors: These people are the real key to television news coverage because they are the "traffic
cops" who decide which stories get covered. There are usually two or three assignment editors working different
shifts and it is essential that you know them. The assignment editor is your primary contact for news coverage.

Anchors: The people you see on the news shows are most often performers rather than news reporters,
moderating the stories reported by others. Except in rare cases, anchors are useless to you and should not be
contacted.

Reporters: Like radio reporters, television reporters work in the field at the direction of their news editor and
assignment editor. But the reporter is a key contact because he/she decides what questions to ask, how to
characterize the story and usually edits the film or videotape used in what you see on the air. When you are
pushing a major story, it is usually good to contact reporters you know as well as assignment editors.

Hosts: Television stations usually produce one or two local programs each week, a morning talk show or
Sunday public affairs program. More often than not, the actual host of the show has little to do with who
appears, except with smaller stations.



Producers: Local television shows are usually controlled by a producer who decides subject matter and then
"books" guests who will appear. The producer is your major contact for the show.

WHAT’S WHAT

News Broadcasts: Usually a half-hour to an hour long, news broadcasts are aired in early morning, at noon, in
the early evening and in late evening. The material comes from reporters on location, from wire services or from
the networks. Some news broadcasts also feature live guests either on location or in the studio and you should
know how and when these guests are scheduled.

Public Service Programs: Many stations sponsor at least one weekly public affairs program and, more often
than not, the program is devoted to ethnic or "minority" affairs.

Talk and Interview Shows: A few stations carry locally-produced talk shows, usually in early or mid-morning.
These feature local as well as national newsmakers or celebrities.

Public Service Commercials: Just as radio stations provide free time to community groups, television stations
make certain amounts of time available in :10 second and 30 second lengths. Many stations also broadcast
"Community Bulletin Boards" noting items of community interest.

Editorial Comment: Some television stations carry editorial comments from viewers, either in person or in the
form of letters. The format is most available to those who want to rebut or disagree with an editorial made by
the station.

Consumer Reports: Increasingly, television stations are devoting a portion of their news broadcast to special

consumer reports, usually in the form of a reporter who regularly advocates on behalf of consumers and solves
problems.

Newspapers

WHO’S WHO

Owner/President/Publisher: The person up top is typically a nameless, faceless business person.
Occasionally, you will run into a traditional publisher who may be involved in the editorial side of the paper, but
rarely in the day-to day news operation (and always, incidentally, inaccessible to you).

Editor: Depending on the size of the paper and it’s adherence to the tenets of the newspapers of old, the editor
of a paper may be in charge of everything except the advertising content, or he/she may in reality be only the
"editor of the editorial page." Good editors are accessible, however, and you should be in contact with them on
major issues.

Editorial Writers/Columnists: Every newspaper has two or three people who write exclusively for the editorial
page and several "by-line" columnists who write articles for the editorial page or for other sections. In many
cases, these individuals write exactly what they please and you should consider them key contacts on all matters.
For instance, even the most conservative papers usually have a "liberal" editorial writer just for balance and you
should find that person and cultivate him/her.

Managing Editor: The "ME" is the chief executive of the news part of the paper and ultimately decides what is
printed. The ME, however, is usually very inaccessible and you should attempt contact only on really important
items.

City Editor: The City Editor is the "assignment editor" of the paper and is the most important contact for you:
no matter how friendly you may be with a reporter or labor writer, for instance, any story coverage must be



approved by the City Editor. The City Editor is your key contact and it is his/her job to be completely accessible.

Other Editors: Newspapers usually have several "editors" overseeing key portions of the paper -- Business
Editor, Health Editor, Political Editor, Food Editor. Larger papers may have several Metro Editors. If you have
a story that applies to their particular section, these editors can be key contacts.

Reporters: Working under the City Editor or other editors, reporters are the people that actually gather and
write the news. Some reporters are assigned regular "beats," such as city hall, the police station, or labor. Others
are called "general assignment reporters" and cover stories as directed by editors. Reporters, because of their
critical functions, are more than just key contacts: they are your potential friends and enemies.

WHAT’S WHAT

Hard News: The main sections of the paper are devoted to "hard" news stories, about things that are timely and
important to large numbers of people. Hard news stories are mainly the work of reporters in the field and
concern actual events.

Features: A good portion of the paper is devoted to in-depth articles, usually carrying the by-line of the author.
Frequently, feature articles are about an issue or an individual newsmaker or personality. They are often
prepared from personal, one-on-one interviews.

Editorials: Appearing only on the editorial page, these short essays are intended to be pure opinion of the paper
on matters of importance. They are often prompted by hard news events and are often influenced by enterprising
public relations operatives. The editorial page also carries a regular "Letters to the Editor" column.

Columns: The regular columns you see in the paper are a mixture of "syndicated" columns, written by people
who write for a national audience and sell their work to many papers, and "local" columns written by writers
who work for the paper. Most local columnists write what they want to write with little restriction from the

paper.

Op-ed: Most newspapers feature an "OP-ED" page, so named because it faces the editorial page. The articles
that appear are written by people outside the paper and often oppose views taken by the paper, sometimes run at
the request of the outside party.

Ombudsman: Many newspapers employ an ombudsman who monitors news and editorials and takes exception
when facts have been garbled or journalistic ethics violated. The ombudsman is supposed to be accessible to all
readers and can be helpful in refuting unfair or inaccurate stories.

THE MESSAGE

The repetition of a short and dramatic message is one of the most powerful tactics for controlling debate and
framing a story in the media. A media message can be delivered in many forms: sound bites, talking points,
slogans, mission statements, logos, tag lines, and more.

While campaign goals determine the particular content of any message, there is a consistent set of tactics for
scripting powerful messages.

Keep It Short, Simple, and Clear. Good sound bites are rarely longer than two sentences. Longer messages
have trouble getting through the media. Keep editing your message until it is tight and snappy. Try cutting out
words to see if your message can get shorter. The longer your message, the more likely journalists will edit it
before reporting it.



Multiple messages only produce noise. Repeat yourself! Prioritize your campaign goals so you only lead with
one message at a time.

Put it in your own words. To sound fresh and avoid putting a reporter to sleep, make sure the message reflects
your passion about labor rights. Do you know people whose labor rights were not protected, who were injured
on the job, or who are unemployed because their jobs moved offshore? If so, use that passion to tell reporters
your story.

Make it memorable. Although the way we communicate how become more sophisticated, the basic frame of
stories hasn’t changed since we lived in caves. Stories contain conflict, heroes, beginnings and endings. Don’t
go off on a tangential hour-long summary that amounts to little more than a lot of hot air.

Personalize the issue. By putting a human face on something as vague-sounding as ‘contract negotiations’ or a
‘decert drive,” you give the public a way to connect to your people, your issues, and your solutions.

Name an Enemy. Pointing out the “bad guy” adds the potent sense of injustice to the message. It turns a sad
fact of life into an issue, a problem that needs solving. Audiences are quicker to understand stories with clearly
defined “bad guys” and “good guys.”

While it is important for you to communicate the message in your own words, it is also important for you to
STAY ON MESSAGE. It is good for you to feel passionate but remember when you are talking to the press it is
important to stick to statements that are facts, or statements that you can back up with facts.

Also, don’t be afraid to give the right answer to the wrong question. Many times, the reporter will try to take
control of an interview. You don’t have to let them. You can always get your message across by answering their
question simply and concisely, and then adding “But the important point here is that....”

GETTING PRESS COVERAGE

The number one rule of news making is that we must do something in order to get press. Neither the media nor
the public is necessarily interested in our sublime thoughts on an issue. It's up to us to package those thoughts
and positions, those messages, and present them in such a way that they gain attention and demand news
coverage.

Here are some examples of how you can make news:

1. Put out a press release

The press release is the very least you can do and it is the staple of good press work; it is to a press effort what a
flyer is to an organizing campaign. It is the format with which you communicate with the media and, if you do it
well enough, you will control your message.

Once you’ve prepared a press release:

1. Fax or email it to every person on your press list;

2. Call the key reporters on the telephone beforehand, and then call them after they have received the
release.

If you've written a good release on a strong issue and it is timely, the newspaper reporters and wire services
reporters may move a story based on the release and your comments alone.



If the television and radio stations are interested they will want to do an interview. Make sure you have a
spokesperson available and prepared and if you get an indication of interest, tell the radio or TV station you are
perfectly willing to make that person available on the telephone, at the station itself or somewhere else that is
mutually agreeable.

2. Hold a press conference

News reporters dislike press conferences. Know why? It's because they know you are in total control: they can't
print, tape or report on anything you do not actually say.

If you are well-prepared and your spokespersons are well-prepared, a press conference can give you ultimate
control over your message and over the media.

Never hold a press conference on a soft news item or a feature story. But if you have a hard news angle, don't
hesitate to gather the media together and victimize them!

Keys to holding a good press conference:

1. The best location for a press conference is one that helps us convey our message. For example, if we are
holding a press conference to talk about the state’s unwillingness to work with us to solve voting rights
problems - we could hold a press conference on the state house steps. Or, if we want to talk about how several
different community groups are working together to solve problems, we could pick a spot that conveys civic
involvement or interest. The key is to use your imagination.

2. It is also important to hold a press conference at a location that is easy for the press to get to — they are not
likely to drive an hour out of their way to cover something when they are faced with a strict deadline.

3. Set up a simple head table with a lectern and a sign telling them who you’re with.

4. Send out a press advisory a day ahead of time to make it easy for the media to grasp the importance of the
story (see appendix for sample press advisory).

5. Send a press release that makes the subject of the news conference easy to grasp and includes a quote or two
from some of the key speakers.

6. Notify the daybooks and the city wire services and make it hard for the media to forget about the time and
place.

7. Select no more than two spokespersons and write a statement no more than two minutes long for each of
them - then rehearse them.

8. Hold the press conference before 11 a.m. and make it easy for the newspapers to make their afternoon
deadlines and for the television stations to make their noon as well as the evening newscasts. Avoid Mondays —

always a difficult day to get news.

9. Be sure and have adequate materials on hand, such as a backgrounder, bios and pictures of the spokespersons,
and a backgrounder on the issue (see enclosed backgrounders in the appendix).

10. Make sure to have the press sign in when they arrive (name, outlet, phone number, fax, email) and keep a
list of media attending the press conference.

11. Start the press conference on time. Introduce the spokespersons and outline the format, have the



spokespersons read their statements and then open up the floor for questions.

12. Rehearse possible questions ahead of time with your spokespersons, making it hard for the media to
misinterpret anything.

13. After about 20 minutes, cut off the press conference and get the spokespersons out of the room, making it
hard for lingering reporters to delve into extraneous subjects or small talk.

If you execute the press conference properly, here's what will happen: the television crews will tape the prepared
statements, make a few cover shots, then speed out of the door; the radio stations will tape the prepared
statements and then the questions and answers, but mostly use the prepared statements because they didn't tape
the questions; the print reporter, facing deadlines, will also have to rush off, press release in hand, to file for the
next day’s paper. You are in control!

After the press conference:

1. Use the spokesperson and call all the radio stations that did not attend.

2. Call the TV stations that did not attend. Tell them you are sorry they could not come, and offer to bring one of
the spokespersons to the station for an interview. Be sure to mention the other stations that did attend.

3. Call the newspapers, bureaus and wire services that did not attend. Tell them you're sending a release over,
and ask if they would like to do a telephone interview.

4. Send the press release to your entire press list, just as a double-impact measure (weekly newspapers, for
instance, rarely attend news conferences and the same goes for editorial writers and columnists).

3. Arrange an interview

If you know the media well and have reporters or friends who are columnists, perhaps the best way to transmit
your message is through an interview - on radio or television or in the newspaper.

All you have to do is make inquiry phone calls, provide the writer or reporter with background material ahead of

time, then schedule the interview, prepare your spokesperson and follow up after the interview with additional
details.

4. Visit an Editorial Board

A meeting with the editorial board of local newspapers or with managers at television and radio stations can
help frame the issues at the beginning of contract bargaining. If you go in prepared and submit proof that
workers need and deserve better wages, hours and working conditions, you can often generate left-handed
support from the in-house liberal writer ("It's time to treat workers right, no matter if they do belong to a
union"). At the very least, a solid editorial board visit can blunt impending criticism and gain the respect of the
Editors.

Community groups, candidates for public office, business-interest groups and others regularly meet with the
editorial board of newspapers in order to offer their point of view on issues important to them. The paper then,
in turn, takes this information into consideration when deciding what editorial stances to take and even what
stories to cover. Such a meeting can give us a chance to influence some editors' opinions -or at least soften the
blows if the paper is against us. An editorial board meeting on this issue may include the editorial page editor,
an editorial writer and, possibly, a political or labor reporter.



To set up a meeting with your newspaper:

* Decide the two to four people who should represent the union in the meeting. Be sure to include rank
and file workers, not just union officials.

* (all the editorial page editor for an appointment. Most newspaper editors will know exactly what you
are talking about when you request a visit with the editorial board. Generally editors like to meet
between 10 a.m. and 2 p.m. Smaller newspaper may not have an editorial board, and the editor may want
to meet with you along with a reporter.

* Prepare all the participants with background materials and any articles written by the newspaper on your
subject.

NOTE: The presence of a prominent member of the community can help to underscore the importance of
protecting labor rights

Making the presentation:

Often, one participant acts as the spokesperson. The spokesperson outlines the format of the meeting, introduces
himself/herself and asks other members of the team to briefly introduce themselves. The spokesperson then
outlines our position in a 15 -20 minute presentation. The spokesperson will then ask for questions and direct
them to the appropriate members of the team.

Sometimes it makes sense to have each participant address a separate point pertaining to the group's position.
This style of meeting may take a little more preparation.

Each member needs to be disciplined about keeping their piece to 5 -10 minutes and focusing on their
designated point.

Pass out background packets, and give editors time to look through them. They should include:
* Fact sheets
* Backgrounders
* Favorable op-eds, letters to the editor and articles that have appeared in other publications.

BE PREPARED for the meeting. Have points that you want to make, regardless of what questions you are
asked. If you encounter an institution sentiment, don't get mad. Just have your facts ready and present them in a
professional manner. Remember that you are always talking on the record.

In closing the meeting, ask for specific actions and/or responses from the newspaper:
* Consider the facts when forming editorial stances;
* Allow us to submit an op-ed article for their consideration.

The meeting should last 30-45 minutes. Follow up with a letter or phone call thanking the editorial page editor
for his or her time, and restating your position.

5. Appear on a local radio or television show

Most radio and television shows that are locally produced -- interview, two-way, news or public service
programs -- thrive on newsmakers and experts as guests.

When you call the host or producer of a radio TV show, make sure you have a theme and a guest to suggest.
Then follow your call with a letter outlining the theme and giving some details about the guest.



Some shows book two days in advance, some two weeks in advance, some two months in advance: Keep up the
pressure and you'll get your booking.

6. Write and place an op-ed piece

As mentioned in a previous section, op-ed pieces are by-lined articles that appear on the page opposite the
editorial page of a newspaper, usually written by an expert or a spokesperson outside the newspaper. Most
newspapers accept op-ed pieces from guest writers that typically run 700 to 1000 words in length.

How to get your op-ed in the paper:

* (Call the newspaper's op-ed page editor, introduce yourself, and say you would like to submit an op-ed
article. Some newspapers don't accept unsolicited pieces, but most will.

* Ask for suggestions about what should be included. Sometimes the editor would like extra facts and
figures that can be used to develop an info-graph to accompany the piece.

» Send the piece to the editor with a signed cover letter including all relevant titles and positions as well as
the address and phone number of the writer.

* Expect that the op-ed page editor may wait a week or two to publish your piece.

* Keep in touch and offer to supply any extra information they need.

7. Write Letters to the Editor/Comment

There are two important little giants in public relations - the letters-to-the-editor column in the newspaper and
the editorial comment portions of radio and television news shows.

When an editorial or column appears in the newspaper that deserves rebuttal or comment, respond quickly with
a letter-to-the-editor signed by your spokesperson or local coordinator. To make sure you get attention, send the
letter as a telegram or telecopy or via certified mail and by email. Many newspapers have a specific email
address for letters to the editor, call beforehand to find out where to send your letter. Many also have length
requirements — typically 150 to 200 words — call to find this out as well.

When a television or radio station features an editorial (usually by the owner or station manager) with which we
disagree, call the station manager and ask for time to do an editorial reply. If you are successful, the station
manager will ask your spokesperson to come by and tape a 30 second or 60 second message - and you must
write a good message and prepare the spokesperson properly.

The key element in getting letters published and replies aired is the swiftness of your reaction. There are other
groups and individuals who also wish to reply and they may beat you to the punch.

And don't forget: mass letters-to-the-editor campaigns are a public relations as well as a political tool. Don't
hesitate to organize such a grassroots campaign around major issues.

8. Ask for Public Service Announcements (PSA) on the Radio

Call up your local radio stations and ask to set up a meeting with the general manager and the news director, and
the public services director if the stations still have one. Let them know that you are working on a program to
protect jobs in the local community and you would like to talk to them about this issue.

Take your well-briefed media team to the meeting and give a rundown of what you are doing on a local level
and tell them about what issues you have discovered in your local community. Then ask if you could place a
PSA urging people to protest unfair working conditions, the loss of jobs offshore, etc.



Be sure to give them a fact sheet and a backgrounder as well as all of your contact information. Follow up —
write them a letter thanking them for meeting with you and once again stress the importance of this issue.

9. AsKk for Public Service Announcements (PSA) on TV

Call up your local television station and ask to meet with the general manager and the news director. Do not
settle for the fourth person on the totem pole; be sure that you can get a meeting with the general manager along
with the news director.

Again, assemble your media team and give a rundown of what you are doing on a local level and tell them about
what issues you have discovered in your local community. Tell them that you will provide them with as much
information as you can on this topic and that you look forward to working with them to better educate the
public.

Ask if you could place a PSA, and be sure to give them a fact sheet and a backgrounder as well as all of your

contact information. Follow up — write them a letter thanking them for meeting with you and once again stress
the importance of this issue.

10. Hold a Phone Bridge

If you have an issue or an event that is of interest nationally or are announcing breaking news, you can hold a
phone bridge with reporters. This is basically a telephone press conference and you should prepare materials just
as you would for a regular press conference. You will have to work with a telephone conference call company to
set up the actual call. Phone bridges can be easy and quick to put together. This is a good way to get coverage
when you have breaking news and do not have time to put together a press event.

Keys to Having a Successful Phone Bridge

1.Call a telephone conference call company and set up a call for the day and time that you have agreed upon.
Make sure that you have enough “ports” or lines for all the reporters that you invite.

2.Have the operator set the call as a call-out format. This way, the operator will call the reporters and it will not
be left up to the reporters to call in.

3.Have the operator give you a call in number for emergencies and reporters that come on late.

4.Have the operator gather the moderator and participants of the call in one “room” or on one line and the
reporters on another. When it is time, conference the two together.

5.This is basically a phone press conference, so you should prepare an advisory, press release and train
spokespeople just as you would for a press conference

6.Make your pitch calls as you would any other event. Make sure you tell the reporter that is a phone bridge and
get the number that they would like to be reached on.

7.Afterwards, the operator will provide a list of who was on the call. Call the reporters that were not on the
phone bridge to make sure that they received a copy of the press release and to offer them an interview.



Mass media for activists

By Peter Wirth

A few years ago, continuing 16 years of social and political
activism, I started a media consulting business with the goal of
helping progressive organizations get wider coverage on their
issues. Much of my media work has been with a variety of
social justice and labor organizations in upstate New York,
conservative Republican country.

Having arranged hundreds of news interviews, editorial board
meetings, and talk show appearances on a variety of issues
relating to Central America, Cuba, Haiti, occupational safety
and health, and the Contract with America, I have often found
that is possible to work with journalists and get a more or less
undiluted message out to the public.

While corporate ownership of the media, increased
concentration of ownership, and shrinking news departments
may be daunting, it is my experience that there are many more
positive opportunities available to activists than we may
realize. The following are some observations on the obstacles
we place in our path and my experiences with journalists.

Accepting marginal status

In workshops I run as a media consultant, activists frequently
express very understandable feelings about the media based on
discouraging experiences: "Don't trust them"..."not on our
side"..."scared to talk to them"... "massive indifference."

Publications aimed at activists may intensify this negativity.

Out of 51 recent articles in the Nonviolent Activist, only
three mentioned the media as an outreach strategy, and only
one article indicated that mainstream media actually ran stories
on the activism discussed.

While negative comments about corporate media are
understandable, the lack of success stories in activist
publications fosters an attitude that ignores the mainstream
media as a resource for activists to utilize.

"Activists need to take some responsibility for getting our
story out," says Pat Kipping, a 20-year social justice activist
and media education consultant in Canada. "We have to
understand and engage with the workers and the processes of
the media institutions. We need to use the same tactics and
efforts as the big boys to get the ears and eyes of the media,
only we need to be better and more creative."

Kipping argues that progressives do not have an expectation
that mainstream journalists are interested in our work and
therefore do not place a priority on learning public relations
skills and forming relationships with reporters.

"We tend to accept marginal status for our ideas," she says.
"We expect to be rejected and don't realize there are many
people in [the media] who are open to our ideas."

Media critic Noam Chomsky agrees. "It makes sense to keep a
realistic grasp of the factors that limit and distort the media

product," he says, "while at the same time recognizing the
many opportunities the media offer to introduce new
perspectives and understanding. Many fine journalists,
commentators, and activists have shown how much can be
achieved with dedication and commitment."

Activist success stories

In looking around the country, I see examples that reinforce
my belief that the mass media, with all its limitations, holds
great potential for activists.

The Cleveland Interreligious Task Force on Central American
coordinated a speaking tour on the School of the Americas, a
U.S. military training facility for Latin American military
personnel that includes many notorious human rights abusers
and dictators among its graduates. Estimated media audience:
2.6 million, including a City Club speech rebroadcast to 170
radio and TV stations in 39 states. An editorial board meeting
resulted in a Cleveland Plain Dealer editorial calling for the
closing of the school.

The Piedmont Peace Project, a peace and justice project that
operates in rural North Carolina counties that are strongholds
of the Ku Klux Klan and Christian Coalition, integrates media
planning into its overall strategy. The group's work has been
featured in dozens of national articles, national wire service
stories that have appeared in several hundred daily
newspapers, television stories on CNN and CBS network
news, and hundreds of radio broadcasts including National
Public Radio. This is in addition to coverage in their local
media.

"We've got to be careful that we don't get so righteous in who
we will work with and who we won't work with," says Jesse
Wimberley, an organizer for Piedmont Peace Project. "You
know you can take that sentiment a little too far. You can use
[mass media] as a tool for organizing the same way the far
right uses it as a tool for organizing."

Activists trying to reach the general public need to accept the
fact that most people get their news from mainstream media,
Wimberley says. Progressive publications, newsletters, and
periodicals, while very important, reach limited audiences.
"We have to get out of this purist mode that unless its totally
politically correct we shouldn't be messing with it," he says.
"That's a very defeatist position to take. We end up talking to
ourselves. We'd end up having all our stuff published in liberal
magazines. We'd be preaching to the choir."

That's why Piedmont Peace Project worked so hard to get an
article in Family Circle, according to Wimberley. "Who
reads Family Circle? Middle-class, low-income women. So
if we want to do a story about women finding their voices and
using them to take a larger role in this economy, both local,
state, and national 6 what better place to reach that set of
people?”



Kathleen Rumpf, a Catholic worker activist in Syracuse, N.Y .,
brought national media attention to abuses in the local jail,
including coverage on "60 Minutes," National Public Radio,

and articles in 7The New York Times and Boston Globe.

She started her campaign by setting up a mock jail cell outside
Syracuse's Public Safety Building. This provided a great photo
opportunity for newspapers and visuals for TV. As the story
developed, she fed material to reporters and formed
professional relationships which helped tremendously as
different aspects of the story broke.

Thinking like a reporter, she knew that an upcoming
Physicians for Human Rights report, which described a
method of prisoner restraint as a form of torture, could provide
a news peg for a front-page metropolitan story. The resulting
media coverage helped bring about changes in the way
prisoners were handled.

Media hints

e Give activists a clear message that the mainstream
media, with all its limitations, is a resource to get our
message out.

e Provide media training resources and workshops for
your members. Develop a public relations plan for
your different activities.

¢ Create an expectation that activists will take the
initiative to get our stories into local newspapers and
on radio and TV news and talk shows.

*  Develop a relationship with reporters and become
identified as sources for good stories.

¢ Think about news from the perspective of people
inside the newsroom.

e Think visually and exploit photo opportunities to get
your message across.

Tips for press releases

e Learn what interests particular editors and slant your
press releases accordingly.

e Address press releases by name to specific editors or
reporters who cover your subject. (Religion editors
are often receptive to social justice-oriented material.)

¢ Give your press release an exciting, headline-like
title.

e Put your hook (what makes your story newsworthy)
in the first paragraph.

e Keep the release non-rhetorical and concise 6 limited
to one page if possible.

e Make sure it includes the "who, what, when, where,
and why."

¢ Include the name and phone number of a contact
person.

e Always follow up with a phone call to make sure your
press release was received.

Peter Wirth is a partner at GW Associates of Syracuse, New York, a public relations firm that provides services to activist
organizations. Email: pwirth@ican.net. This article first appeared in the November/December issue of Extra! Reprinted with

permission.

This article was published in the January/February 1997 issue of Freedom Writer.
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Introduction: How to Work Miracles

Coordinating media for a direct action is more art than science, and sometimes owes more to luck than either. News is a quirky,
complicated, unpredictable endeavor - much like an action itself. Put the two together, and it can seem like a miracle when an action
actually communicates the intended message to the desired audience. As media coordinator, your job is to work miracles.

There's no formula for working miracles, but there are certain steps you can take that will greatly increase your chances of coverage.
You have to stay flexible and willing to do whatever works, but following the basics will put you in position to respond most
effectively if you have to change course.

Much about media work, up to the point when the action finally goes down, is tedious, exacting, and detail-oriented. (Then it's exciting
as hell.) But if you ignore the fundamentals, you're giving the news media - who are already naturally disposed to regard activists as
naive amateurs - one more reason to ignore your action.

This chapter includes a checklist of what you should do, and when you should do it, to have the best shot at getting your action's
message out. But these steps can be for naught if not done with thorough professionalism - journalists are professional cynics, and if
you're sloppy they will notice it, and it will color their coverage. So go the extra mile; proofread the press release again; make
the extra phone call. Never cut corners.

And always remember this advice from Wes "Scoop" Nisker, a legendary counterculture journalist of the '60s: "If you don't like the
news, go out and make it yourself."

How the News Media Works (Or Doesn't)

The structure of the U.S. and global news media is undergoing rapid change - change that may soon make outdated the concept of
news (as opposed to entertainment or other "soft" information media).

Much of this change stems from the trend toward media conglomerates - vast empires that may include a chain of papers, lifestyle
magazines, radio and TV stations, a cable network, a movie studio, a book division and an online service. News outlets are no longer
run as public trusts with a unique responsibility to society, but as pure consumer products, marketed like soft drinks. (In the news
business, cities aren't cities any more; they're "markets.")

As recently as the 1970s, newspapers dominated news coverage, with TV and radio playing catch-up on whatever stories the papers
broke. No more.

Go into any newspaper these days, and you'll find the editors keeping a close watch on a bank of TV sets tuned to local newscasts and
CNN. With the exception of a few prestigious national papers - The New York Times, The Wall Street Journal, The Washington
Post and the Los Angeles Times - U.S. papers are driven by the same values that prevail on TV: short, simple, reader-friendly reports,
heavy on crime and celebrities. (More on these trends can found in Ben Bagdikian's invaluable The Media Monopoly.)

Still, it does no good to whine. If you want to reach a mainstream audience, learn to work with the media structure as it exists.

In the U.S. there are three main wire services: the Associated Press, United Press International and Reuters. AP is by far the dominant
player, with UPI struggling with near-bankruptcy in recent decades and Reuters, based in Britain, still building its American base.

Each has its quirks, but all wire services are alike in one way: Almost all reporting is done by phone, with very few reporters available
to go to the scene of a breaking story. They must work fast - they have a deadline every minute - and their stories aren't very long, so
the more skilled you are in concisely and accurately describing your action over the phone, the better.



Wire services also offer a great opportunity for getting coverage even when no reporters show up: If you have a reasonably
skilled photographer on hand, he or she can take an action photo and offer it to the wires as a freelancer. If it's an interesting
breaking-news photo, the wires often aren't that picky about who took it.

AP reaches nearly everywhere, and seems to have reporters everywhere as well. Dozens of major American cities, and all state
capitals, boast AP bureaus, and smaller cities and towns usually have an AP "stringer" - typically, a reporter for the local paper. In
most metropolitan markets, AP also circulates the Daybook, a listing of news events happening that day, consulted religiously by all
other news outlets. The Daybook is a great place to get a press conference or demonstration listed - send a press release a day in
advance to ""Daybook Editor," then call to confirm - but obviously, you don't publicize a direct action this way.

UPI's remaining strengths are two: Its reporters, although harried, are often more accessible to unusual stories; and a majority of its
remaining clients are radio stations. In some states, UPI operates its own radio network.

In Europe, REUTERS is as dominant as AP is in America. For now, U.S. papers use it as a secondary service, often emphasizing
business news. But if your action has an international angle - for example, stopping a shipment of rainforest plywood - there's a good
chance Reuters will move a story. (In the largest markets, check also for bureaus of other foreign services, such as Japan's Jiji Press.
Anytime you're doing an action against an international corporation, make sure you get word to the press in the company's home
country.)

Many cities now have a LOCAL WIRE SERVICE - City News Bureau in Chicago, Bay City News in San Francisco - that covers
stories the big papers and TV stations don't have time to get to. They also publish daybooks.

Conglomeration is shrinking the number of dailies, so that most cities support only one main metropolitan paper. There are very few
afternoon papers left, so newspapers are often reporting stories broken the day before by TV and radio. This can work against action
coverage - what seems exciting on live radio or TV may be shrugged off by the newspaper as old news.

As breaking stories, actions are usually covered by a general assignments (GA) reporter. GAs are versatile, but don't expect them to
know much about environmental issues. They'll focus more on the police aspects of the action - what laws are you breaking, who got
arrested - all the more reason to refine and deliver a simple, unmistakable message.

Is a picture worth a thousand words? Yes: A dramatic newspaper photo of your action will draw many more readers than an article -
and the wire services may pick it up and move it around the world.

An essential step in planning your action is to work backwards from the photograph you'd like to see in the next day's paper.
(This imagery should ideally translate well to television.) Ask yourself: If the only coverage of this action is one wire service photo,
what single image will best convey our message? Consider everything: lighting, camera angle, visibility of the target, size of the
banner, even the clothes your activists are wearing. In the absence of a banner, effective messages can be delivered by symbolic
costumes.

News radio is in some ways the most desirable coverage for an action. It's live and dramatic; during morning and afternoon "drive
time" it reaches large, captive audiences; and radio reporters live for catchy soundbites (as opposed to TV reporters, who value good
video footage.) These days, equipping your activists onsite with a cellular phone is a must: News radio loves those "live from
the scene of the action' interviews.

Most cities now have one or two all-news stations, but a lot of music formats also do local news. (In a number of markets, alternative
rock stations promote a "green" image, and will give environmental actions prominent and favorable coverage.)

All-news stations generally belong to one of the national radio networks - ABC, CBS or Mutual. The networks' staff are almost all
based in New York, but for an action with national impact you should call them.

News reports on commercial radio are quite short - a minute or less. More thorough are the non-commercial stations and networks,
including National Public Radio (NPR) and Pacifica Radio News.

NPR, supported in part with tax dollars, has, to the general public, a liberal image. Activists joke that it stands for National Pentagon,
or National Petroleum, Radio. Still, NPR stations tend to take local news seriously, and the network is one of the more thoughtful and
objective national news operations. They and their audience are interested in the environment. (NPR is the main source of news for
contributors to Greenpeace.)



PACIFICA is unlike any other news operation in America. It's a string of six listener-supported stations (Berkeley, Los Angeles,
Boston, New York, Washington and Houston) with an unabashedly leftist viewpoint. The production values and reporting skill may
lag, but the audiences are sizable, and KPFA (Berkeley) and (WBAI) New York put on credible news shows.

Television

The most famous description of American TV is "a vast wasteland" - and that was 40 years ago. Now it's much worse: A study by
Rocky Mountain Media Watch found that the average local TV station runs so much mayhem and fluff - crime, disaster, pets, sex,
showbiz - there's almost no time for real news. The networks are more serious, but focus heavily on Washington politics. Still, a
creative, timely direct action with good visuals can get coverage - and the vast wasteland has a vast audience.

LOCALTV:

Very few local television stations, even in the largest cities, have reporters assigned specifically to cover the environment - or any other
specialized topic, for that matter. Almost all TV reporters are generalists and, while exceptions do exist, employed more for their hair
than for reporting ability.

Add to this the fact that TV reporters are often assigned to cover two or even three stories a day, forcing them to race from story to
story with only the most cursory research and preparation. You'll begin to see why local TV news is so shallow - forcing you, the
activist, to make your message as simple and easily understood as possible in order to have any chance at accurate coverage.

The gatekeeper at the local station - the person to whom you want to get your press release and make your pitch - is the news
assignment editor. But since this is TV, it's not enough to have a relevant story and coherent soundbites. TV needs pictures - preferably
pictures of people in action.

A creative direct action should, of course, provide such pictures - but even that's not enough unless it's staged well. Choose a setting for
your action that's not only visually interesting, but also symbolizes your issue. For example, if you're protesting a federal law that
prohibits citizens from filing appeals against off-shore drilling, stage your action on the steps of the US courthouse. But if your main
message is the irresponsibility of the company responsible for the drilling, take your action to company headquarters.

Here are some other ways to add visual interest to your direct action:

¢ Banners, of course. Banners should not only express your message, but should be designed for easy reading at a distance. This
means that not only should all the colors and symbols used be legible, but the banner itself must be big enough to be seen
against whatever backdrop you're hanging it on.

¢ Clothing. Sometimes, what your activists are wearing can tell the story as well or better than a banner. For example, for a
protest at a toxics facility or nuclear dump, dress everyone in haz-mat suits. If you're raising hell at a stockholder's meeting,
dress up as caricatures of fat-cat capitalists. Or skip the banner altogether, and have your message spelled out in letters on the
protesters' t-shirts.

THE NETWORKS:

Much of what we just said about local TV applies also to the networks - although, thankfully, national news broadcasts tend to have
somewhat less fluff and filler than their local affiliates, and reporters may actually have time to research a story. But because the
networks have only 22 minutes a day to cover the world (or pretend to), it's much less likely that they will cover a direct action
as breaking news. You may see a snippet of an action included as part of a larger feature story on the issue, or a very brief mention of
an action that made international news. But in such instances, the networks are most likely to have gotten their footage from a local
affiliate. Therefore, concentrate on getting your action covered by local TV, but send press releases and make follow-up calls to the
networks and let them know a local affiliate was present. If they want the footage, they'll let the affiliate know.

The great exception to the rules of local and network TV is, of course, Cable News Network. CNN has an enormous news hole to fill
- 24 hours a day, 7 days a week, 365 days a year - so if your action features a relevant message and good visuals, it has a pretty good
chance of getting on.

Although CNN's audience, at any given moment, is only about 1 million (compared to 5 to 10 million for the ABC, CBS or NBC
evening news), it is a tremendously influential audience - journalists, policy makers and news junkies. Try to bring your action to the
attention of either the local CNN bureau chief, or to the Environment Unit at world headquarters in Atlanta. CNN is more likely to
send a crew to your action than the networks, but remember, they also have the capability of borrowing local footage.



Checklist for Effective Direct Action Media

One month to one week before the action

7.

10.

11.

Decide what person or persons will be in charge of media strategy. The benefits of consensus aside, it is nearly impossible to
write a press release, focus on a key sound bite, contact key reporters, or accomplish any other media tasks by committee. So
empower a media team to make these decisions, and let them do their jobs without second-guessing and micro-managing.

The most logical makeup of the media team is a media coordinator, an action coordinator and the lead campaigner. During the
action itself, each of these people will likely be stationed at a point where they can serve as media spokespersons. If the media
coordinator is to be stationed at the action site, you need one more member of the team: Someone to stay in an office and
work the fax machine (unless you have on-site fax capability).

Settle on one simple message. Accept it: You're not going to be able to communicate all the points, sub-points and shades of
gray about the issue you'd like to. An action is like a freeway billboard, designed to hammer home one - and almost always
only one - message. If you can't focus on one issue that's the main reason you're doing the action, you shouldn't be doing the
action at all.

Choose a strong image that clearly communicates the message. Remember the freeway billboard: With one glance it is (or
should be) unmistakable what product or idea is being sold. Ideally, your action should communicate the message without any
words of explanation - and always in as few as possible.

If you find yourself saying, "They'll understand it when they read the banner," your image isn't clear enough. But the banner,
which will probably contain language very similar to the sound bite, must also be capable of communicating the message on
its own. You may not pull off the image; or you may not get the banner up; each, therefore, has to be able to stand alone.

Craft sound bites that communicate the message and enhance the image. Assemble the media team. Take out a legal pad. Lock
the door. Throw out short, simple, declarative sentences that express your message. (Remember: The average soundbite on
U.S. TV is less than 10 seconds.) Write them down. Stay in the room until you have five that might work. From five, choose
three. From three, choose one. Shape and refine it until it's as close to perfect as hard work and creativity can make it.

Choose a date and hour for the action that will maximize your chances for coverage.

Sometimes you have to do an action when it is possible to do it, or when it's safe to do it. But if circumstances permit you to
choose the date and time, make your choices with the media's convenience in mind. Again, there's no formula, but there are
some general rules of thumb:

Morning is better than afternoon. Almost no event short of a major catastrophe gets covered on the evening news, or in the
next morning's paper, if it occurs after 3 p.m.

Monday through Thursday are the best days, and Monday's best of all, because the later you go in the week, the greater
the chance that some other big story will come along and blow you off the news map. Avoid Friday (lowest TV viewership
Friday night; lowest newspaper readership Saturday morning; lots of competing news.). Saturday and Sunday are also not the
best, because news outlets operate with skeleton crews on weekends.

Combining the above guidelines, we arrive at the theoretical best time for a hypothetical action: 10:30 a.m. on Monday, after
news crews have reported to work for the day, but before they've got other stories going.

But that's assuming your action occurs in a news vacuum, which it won't. Try to time the action so that it either anticipates or
responds to an event the media will recognize as a story - "the news peg." If the President plans to sign the bill you're
protesting on Thursday, do your action on Wednesday.

One week to a few days before the action

12.

Write a draft press release. Circulate the draft release to the media team. Discuss and revise, discuss and revise, until it's
perfect or you need to move on.

Remember: The press release is not the message. It also is not the action. The action is the message. The press release is an
advertisement to get the media to cover your action. The first two paragraphs are far more important than the rest of the
release; the headline is even more important than that.



13. Make a list, with phone and fax numbers, of every news outlet you can think of that might be interested in the story.

If you have time before the action, consult a media directory. The standard national references are the Bacon's News Media
Guides, with geographically indexed volumes for print and broadcast. (Bacon's, 332 S. Michigan Ave., Chicago, IL 60604.)
They're expensive, but available in good libraries. Or try to find a directory for your state or region, which may be published
by a press club or the like. In a pinch, get out your Yellow Pages.

Check the phone number and fax number listed in the directory to make sure they're correct. Prioritize this list in order of
most important outlets, but remember: The Associated Press is (almost) always first.

14. Begin practicing sound bites and mock interviews with the media team.

If someone's never been interviewed on camera and you have one available, videotape each other, play it back and look
carefully for anything - words, gestures, expressions, mannerisms, posture - that doesn't enhance effective communication.
Practice until you eliminate those things.

15. Decide what supplementary materials - fact sheets, background papers, maps, etc. - are needed for the press kit.

Assemble the materials and folders to put them in. Get them all ready to go, except for the press release, which you'll add after
any last-minute changes.

A few days to one day before the action

Gut check: Decide if it's safe to tip off key reporters in advance.

If there are one or two reporters whose coverage is key, and you decide they can be trusted, approach them now - strictly off
the record - and let them know what's going to happen. You may find out they'll be out of town, but they can tell you who will
be covering in their place. They may tell you they live two hours away, so they need extra notice. They may want to cover the
action from a strategic vantage point. Make adjustments to accommodate them if you can, but never at the expense of a safe,
effective, authentic action.

The day before the action
1. Finalize the press release.

If at all possible, keep it to one page. Spell-check it. Proofread it. Get someone else to proofread it again. Print it, copy it
and add it to the press kits. (An example of a press release for a breaking-news action follows this checklist.)

2. Alert all media you can trust, and who might possibly want to be on the scene, that the action is going down.

Obviously, there are times when you can't tell anyone. The local newspaper may be in the pocket of the industry you're hitting.
The TV anchor in a small market may not know enough not to "accidentally" break a pledge of confidentiality. But in general,
if you approach the news media straightforwardly and make sure that you're off the record, they will honor your request to
keep the information confidential.

Sometimes you just have to take a deep breath and take a chance, because if news outlets know what's coming you're almost
certain to get better coverage. But do not, under any circumstance, fax them the press release, or anything else except a
map - nothing on paper until the action is safely under way. Faxes can be lost or intercepted.

Ideally, you should speak directly with the reporter who's going to cover the story. If that's not possible, you should ask to
speak to the city editor of a newspaper, and the assignment editor of a TV or radio station. Be prepared to tell them in 30 to
60 seconds what you're doing, why you're doing it and why it will make a good story. Make sure they get the exact time and
place of the action, and phone numbers where you or someone else on the media team can be reached from that moment until
the action.

The best time to do this round of calls is the late morning or early afternoon before the action. Before 11 a.m., most editors
are in meetings; after 4 p.m. they are on deadline and they will not want to talk to you. If you can't call before 4 wait until 7
p-m. and call the night editor.



If you know you'll have reporters on the scene when the action starts - or even think you might have some - do whatever you
can to keep news cameras away from the actual site until the action is underway. Have them meet you at a nearby staging area
and take them in once your activists are in place. Or tell them to be there half an hour after you expect things to be in place, if
you can control the timing that closely.

The night before the action

1.

At a meeting of everyone involved - action people, ground protesters, support people - go over the press release, emphasizing
the main message and the lead sound bite.

Spend some time with everyone who might possibly be in an arrest or interview situation, letting them practice the sound bite
or variations on it. If there are too many of you, partner off and practice in pairs.

The morning of the action

1.

Get on the phone by 7:30 a.m. (assuming it's a morning action, which is almost always best for coverage).

Call the TV and radio stations again, to make sure someone on the news desk got the message from the day before and knows
what's happening. Again make sure they have the exact time, place and the correct phone numbers for contacts. Most
newspapers won't have someone on the desk until 9 a.m.; call them if time permits.

Double check to make sure that the person stationed at the fax machine has copies of the release and the prioritized list of
news outlets.

As soon as the action begins

You "have an action" at the moment protesters are in place and/or the image and banner are deployed. If you are some
distance from the action site, work out a radio signal with the action coordinator, who should notify you the instant this
occurs. Then:

Contact the person at the fax machine and tell them to start pumping out the faxes.

It is ideal, if you have the capability, to use multiple fax machines or to pre-store the list of numbers in your fax machine so
you can start the process with one command. Do your best, but anything that gets out the maximum number of faxes in the
shortest amount of time will help.

Begin calling, in order of priority, the news outlets on your fax list. Identify yourself by name and organization, and clearly
and succinctly, inform that you have a peaceful protest underway, its location and the purpose. Be calm and businesslike, not
urgent or lecturing.

For example: "This is Zazu Pitts with Rainforest Action Network. This morning we are conducting a peaceful, nonviolent
protest against Unocal's destruction of the Amazon. Five minutes ago, two climbers scaled to the top of Unocal's headquarters
in downtown Los Angeles, and they're going to stay there until the company agrees to meet with us."

At that point, they'll usually say: "Send us a press release." Tell them one is on its way, then say something like: "I just wanted
to tell you the protest is going on right now at 123 Main Street, let you know how to reach us, and see if I can answer any
questions for you." They'll either say no thanks, or start asking questions. For an action in a major U.S. metropolitan area,
these will almost surely be the first few calls you make:

The Associated Press

United Press International and/or Reuters
The 3 or 4 leading TV news stations

The 2 or 3 leading radio news stations
The local newspaper

If you're in a smaller town - one without an AP bureau or TV station - your first calls may be the local newspaper and
radio station. But get in touch with the closest AP office as soon as possible.



During the action

* Do not keep calling back with updates, unless they are truly big and unexpected developments. If the outlets are interested,
they will be following the action through the authorities.

*  With cellular telephones, it is now common for action protesters to speak live to the news media from where they are
hanging or locked down. News radio stations in particular love this, so if you didn't reach them at the beginning of the
action, keep trying and make sure they know they can go live to the site.

e It's best to let the people who are actually engaged in direct action deliver the message - it adds undeniable authenticity to the
coverage. As media coordinator you should of course also be prepared to deliver crisp, on-message soundbites. But your main
responsibility is to help journalists do their jobs.

*  Reporters will ask all kinds of questions unrelated to the action's message - How do they go to the bathroom up there? You
should be ready to provide a courteous answer that nonetheless quickly turns back to the topic at hand. ("They wear diapers.
It's inconvenient, but that's nothing compared to the danger this toxic waste poses to this community.")

After the action

When the protesters are arrested, or leave peacefully, or whatever marks the end of the action, call the main outlets
mentioned above (at least, those that showed any interest at all) and tell them that the protest ended, what time it
ended, and the outcome. Again, make sure they know where you can be reached the rest of the day - and often the
following day. If there were arrests and people are released later that day, call again with that update.

Courtesy of the Ruckus Society
http://ruckus.org/man/media_manual.html



An Activists' Guide to Exploiting the Media

By George Monbiot

Every battle we fight is a battle for the hearts and minds of other people. The only chance we have of reaching people who
haven't yet heard what we've got to say is through the media. We might, with good reason, regard the papers and
broadcasters with extreme suspicion, we might feel cheapened and compromised by engaging with them. But the war
we're fighting is an information war, and we have to use all the weapons at our diposal. Whether we use the media or not,
our opponents will. However just our cause and true our aims, they will use it to demonise and demolish us, unless we
fight back.

EXPLOIT THE MEDIA, OR THE MEDIA WILL EXPLOIT YOU!

PART 1:WHAT WE'RE UP AGAINST

A. Triviality
Every media outlet shares the same principal aim: to expand its share of the market. It does this by seeking to grab and
hold onto people's attention. This is why the media concentrates so much on events rather than issues, and especially
trivial, flashy and colourful events. Most journalists are convinced that people can't concentrate for more than a few
seconds. This is mainly because they can't concentrate for more than a few seconds. On the face of it, this is a major
disadvantage for us, as our aim is to make people aware of big and important issues.

B. Bias
Many outlets have a secondary aim: of pandering to the prejudices of their proprietors. As most large news-gathering
organisations are run by perverse billionaires whose interests are at odds with those of the rest of society, this makes life
still harder for us.

In practice, it means that there are some outlets we simply have to avoid: there's no point in approaching the Sun, for
example, unless you're appealling to narrow nationalism or are prepared to get your tits out. Stay well away from the Daily
Mail, unless you're highlighting an animal rights issue which doesn't involve a confrontation with big
business/landowners/hunters etc. If there's one thing the Mail hates more than genetic engineering, it's anti-genetics
activists. The Sunday Times has been waging war on protesters for years, and has no qualms about peddling utter
bollocks in order to discredit the movement. On several occasions its journalists have attempted to infiltrate protest
groups, or tried to secure incriminating information while pretending to be sympathetic (see Appendix 1: Emails from
Jonathan Ungoed-Thomas). Avoid this paper at all costs. Never grant a Sunday Times journalist an interview, however
ingratiating she or he might be.

But there are a surprising number of opportunities for making use of other parts of the right-wing media: some of the things
that occasionally slip past the editors' noses at the Telegraph and Sunday Telegraph, for example, are pretty unexpected.

While their editors and proprietors may be total bastards, some of the journalists are reasonable people, trying to make the
best of an unreasonable situation. They want to help, and will look for opportunities to do so without upsetting their bosses.

Newspapers are allowed to be partisan, and expected to be by their readers. But the broadcast media are legally obliged
to be balanced and fair. In practice, as we know, this isn't always the case, and there are certain programmes, such as
Littlejohn, which you must avoid. Don't accept invitations from the programme 'Central Weekend' - it's a bear-pit. Don't
appear on any programme produced or directed by Martin Durkin, the deranged far right libertarian who made the Against
Nature series. More importantly, the broadcast media's concept of fairness is a narrow one: as long as both Labour and
Tory politicians have had their say, balance is seen to have been achieved, even if the view from Westminster represents
just a tiny part of the political spectrum.

Most broadcast outlets are also very conscious of the views of their advertisers, and even more trashy than the printed
ones. The result is, once again, conservatism: broadcast journalists appear to be terrified of telling their audience
something it doesn't know already.

C. The Game
Another way in which we're up against it is that we take our campaigns seriously, while interviewers tend to see their work
as a game, whose political outcome is immaterial, but which must be played by a set of rules. These rules are, at first
sight, obscure to people without a lot of media experience. If you don't play by the rules, it's a foul and you're sent off. As
our only objective is to win, regardless of etiquette, we tend to foul more often than other contributers. As a result,
sometimes we come across very badly.

That's the bad news, but there's also plenty of good news: we have several significant advantages over our opponents.



PART 2: OUR ADVANTAGES

A. Integrity
We're genuine people, not hired hands defending a corporate or institutional position. This shows when we allow it to: an
open and straightforward appeal to commonsense can cut through the clamour of self-interest and spin-doctoring with a
powerful resonance. When we keep our message uncluttered and get straight to the point, we can be devastatingly
effective.

B. Articulating Public Sentiment
People are increasingly prepared to listen to what we have to say: many know in their heart of hearts that things are going
badly wrong, and could be very much better. Activists in the media have often been able to reach parts of the public
psyche that no one else can touch, as they articulate sentiments that have never been put into words before. Hard as it
may be to believe, a lot of mainstream journalists are secretly sympathetic to the causes we espouse.

C. Inherent media friendliness
We're colourful, fun, outlandish and outrageous. Much as television executives might claim to hate us, television cameras
love us.

PART 3: HOW TO GET THE PRESS TO COME TO YOUR ACTION

News doesn't just happen; it is made to happen. News, in other words, is managed and manipulated. And if we don't
manage it, someone else will.

A. Coordination
Media work tends to be tacked onto actions as an afterthought, with the result that there's almost always too little of it and
too late. Invariably, far too much is left to chance, which means that actions often end up alienating more people than they
reach or, even worse, get completely ignored. If we built our tree houses with as little forethought and care as we conduct
our press work, there would have been some pretty gruesome accidents by now.

Reaching the media is as time-consuming, as demanding and as necessary as building lock-ons or digging tunnels. If we
don't start tackling this task with the efficiency and creativity that we bring to the rest of our work, we'll be worsted again
and again by our opponents.

This means that every action aimed at altering public opinion must have a dedicated media coordinator, whose job is to
ensure that the activists' point of view reaches the wider world. She or he must be responsible for planning a press
strategy, drawing up a list of journalists, preparing press releases and briefing spokespeople. Ideally the coordinator will
build up a small team, including someone who stays behind to write and despatch up-to-the-minute press releases and
people who will meet and escort the journalists who come to an action.

Not everyone is going to be good at handling the press. To do the job well, you need to be confident, sociable and pretty
mouthy. At least one person on the team should be able to write well. But media skills, like any others, can be learnt, and
surprisingly quickly.

B. Timing
Is critical. You have to give journalists enough notice of your action or initiative, but not so much that they forget about it. A
good time to put out a first, advance press release, for example, is about ten days beforehand, with a second one sent out
two days beforehand. Journalists don't only have a three-second attention span, they also have a three-second memory,
so you've got to keep on their case.

The day of the week is also important. A great day for an action, from the point of view of publicity, is Sunday, as not a lot
happens on Sundays, and journalists need something to put in Monday's papers and in Sunday afternoon's news
programmes. If you can do it before lunch, so much the better. The later in the day something happens, the less likely the
newspapers are to cover it, as they can't get it to press on time.

If you really want your action to be ignored by the press, then do it on Budget Day. In other words, look out for what else is
happening that day. If there's a huge story pending, you don't want to be competing with it. Nor do you want to be
competing with another alternative event: they won't cover two protests on the same day.

C. Pre-publicity
Most journalists are also astoundly unimaginative and cowardly: they don't want to touch an issue unless it's already been
mentioned in the press. If you can pull it off (and it's not always possible), it's very useful to get a friendly and trustworthy
journalist to flag the action up a week or two beforehand, without giving too much away.



The best way to achieve this is:

e First find your journalist

Invite her/him to your meetings, under what are called "Chatham House" rules. This means that they can't make use of

anything they hear there without your permission.

« Create an atmosphere of secrecy, excitement and intrigue, which only that journalist (or, as a maximum, two or three
journalists) is privy to. All journalists love to imagine they're in the Famous Five.

* Be very nice to them and make them think they're part of the gang.

Once it's been mentioned in the press, you'll find that there's a lot more interest from other reporters. Pathetic really, but
there you have it.

D. Press releases
Journalists speak only one language, and that's their own. If you're going to reach them you have to speak that language
too. This means that your press release should mimic the format and style of a news story. It's a simple and
straightforward formula and (sorry to be dictatorial) it MUST be applied. If it isn't, your press release won't work. Period.

Here's how to do it:

(from top of page)

i. Your contact details

ii. Embargo

iii. HEADLINE (NO MORE THAN EIGHT WORDS)

iv. First paragraph: one sentence which tells the whole story.
v. Two or three short paragraphs explaining the story.

vi. Contact details (again)

(bottom of page)
(new page)
vii. Notes for journalists

Here's how to fill it in, section by section:

i. Your contact details. No journalist will run a story without them. Essentials are:
« The name of your organisation/disorganisation (preferably big, bold and across the top of the page)
*  One or more contact names

« Contact number(s): where contacts are DEFINITELY going to be for at least the next two days (mobile phone numbers
are useful).

ii. An embargo means that you are instructing journalists not to publish or broadcast the information in the press release
before a certain time. There are several good reasons for an embargo:

« Journalists will know they aren't going to be trumped by anyone else getting in before them.

* It creates a sense of event.

« Timelines concentrate journalists' minds.

e You know when to expect publicity, so you can plan subsequent news management around it.

NB: An embargo doesn't mean that journalists won't be stupid enough to phone the police or the company due to be
occupied and ask what they think. So don't stick anything on your press release which you don't want to be generally
known.
This is the usual format:

EMBARGO: 00.01am, Friday 15" May
00.01 is a good time, as the papers can then keep up with the broadcasters, and it's less confusing than 00.00.
DON'T put on an embargo if you've got some immediate news, that you want on the radio or TV straight away. Generally,

you'd embargo a press release giving advance warning of an action (till about 24 hours before the action's due to start),
but not a press release which comes out once the action's started.



i The headline must be short, pithy and to the point. Avoid mystery, elaborate puns or being too clever. The
purpose of the headline is to grab the journalists' attention and give them an idea of what the press release is
about. If it doesn't do both of these things, they'll read no further and dump it in the bin. It must be NO MORE than
eight words long. Use a big, bold font.

Writing headlines isn't easy, and generally takes a good deal of practice. So practise. Look at how they do it in the
papers, then try writing headlines for imaginary actions, or real ones which aren't going to happen for a while.
Remember: in this as in all writing, a straightforward, plain style is best.

ii. The first paragraph. This isn't easy either but, like the headling, it's essential to get it right. You've got ONE
sentence in which to tell the whole story. If the journalist doesn't get the jist of it, she or he won't read on.

There is nothing so complicated that its essential point can't be summarised in a simple sentence. So work out
what you're trying to say, then boil it down to its essence. As before, look at the news stories in the papers and see
how they do it.

iii. The rest of the text. Must be no more than two or three paragraphs long, each of which should be no longer than
one or two straightforward sentences. They should expand on what you say in the first paragraph. Keep it simple
and avoid jargon. Assume (and you won't be far wrong) that journalists know nothing. If there is other essential
information which you can't fit in, put it in the Notes for Journalists section. (see below).

Above all, make sure that the first and second paragraphs have covered all the five Ws: WHO, WHY, WHAT,
WHERE and WHEN.

iv. Your contact details again. Remember: most journalists have a three second memory, are wilfully blind and very,
very stupid, so you have to keep on their case.

V. Notes to journalists. This is optional. Preferably they should be on a separate page. Journalists have got very
little time, and the sight of a huge block of text which is hard to digest will put them off. They want to look at the
first page and know that the essentials of the story are there. If they want more, they can turn over and read on.

Generally, you'd write no more than four or five paragraphs of notes (and certainly no more than a page). They should give
more details about the rationale for the action: eg facts and figures about genetically engineered soya, DBFO roads etc. In
other words, this is the place for the complex information which might put journalists off if it's on the front page.

Number the paragraphs in this section, as it makes it them look easier to digest.
E. What makes a press release effective

News, of course, is meant to be all about novelty, so emphasise what's new about your action. This shouldn't be difficult as
the DIY movement is so creative and innovative: people are always coming up with exciting new approaches, so all you
have to do is make sure the press hears about them.

Take the Birmingham Northern Relief Road protest, for example. A headline like "Protesters occupy trees along route of
new road" will consign a press release straight to the bin, as most journalists will imagine they've heard it all before. But
"World's longest sermon threatens to stop new road" (telling the story of the vicar who has discovered that it's illegal to
interrupt a priest during his sermon, and intends to preach continually in front of the threatened trees) will make them sit up
and wonder what it's all about. If you want to mention the tree-sit, you can do so further on in the text.

There might also be a new political aspect of the story you can use to attract the journalists' attention to your protest: "New
road could destroy region's economy, experts say" would, for most journalists, be counter-intuitive and interesting (which
shows how much they've been paying attention).

If your action's outside London, and you're organizing transport to get there, say so in the press release, pointing out that
journalists are welcome to join you on the coach. Many reporters are so lazy that they won't bother turning up unless
everything's laid on for them.

F. When to send press releases
The most critical press release is the one that goes out about two days before the event. Without it, you won't get much

coverage, if any at all. But it's a good idea to put one out much earlier than that as well - about ten days prior to the event -
so that when the journalists get the second one they should be ready to respond to it.



It's also important to send out a third one the moment the action begins, telling them you've succeeded in stopping work on
the bypass/locking Group 4 in their offices etc.

If it's @ one day action and your press person has still got the energy and resources, it's no bad thing to send out a fourth
press release saying how it all went. A journalist's interest is pretty unpredictable, and could be stimulated at any time.

If the action lasts longer than one day, send out a new press release every day, as long as you've got something to say.
Once the event's in the press already, there'll be plenty of opportunities for follow-ups. This is the time when you can
sometimes get them to cover the issue you're trying to highlight, rather than simply the event.

G. Who to send them to

The secret of all successful press releasing is getting them to the right people - so find out who the right people are. Make
a list of:

¢ Media outlets you want to reach
« Individual journalists who seem to be interested in/sympathetic to the cause

The more you can reach the better, of course, but, unless you're just aiming at the local press, realistically you want to try
to press release at least forty places. If it's a national action and you want national publicity, they must include the
following:

All the broadsheet newspapers

BBC newsroom

ITN/Channel 4 newsroom

Newsnight

The Today programme (on Radio 4), plus PM, The World at One, The World Tonight
Radio 5 Live

NB: You should adapt the tone and contents of your press release to the media you're trying to reach. "Road protesters
come to Romford" might be of interest to the Newham Recorder, but to get to the nationals you'd need something more
like "New front opens in road war".

H. How to send press releases

Faxing is still the best way to send them, and a fax modem is invaluable. Some journalists are beginning to emerge from
the Neolithic, so they might be contactable by email, but on the whole the communications industry is the last place to use
up-to-date communications (except the Department of Trade and Industry, which runs the government's Technology
Foresight programme, yet can't use email). Don't use snail mail: it invariably gets lost/disregarded/placed on the bottom of
the pile.

To get fax numbers, simply phone the papers, TV and radio stations in question and ask for the fax number of the
Newsdesk. If you also want to send your press releases to named journalists at the same organisation, it's best to get their
fax numbers off them: reception will often give you the wrong fax number, or one that's been out of date for months. Keep
all the fax numbers you get for future reference. Best of all, load them permanently into your computer, so, once you've
decided who should get what, your fax modem can contact them automatically.

l. Following up
One thing of which you can be absolutely certain is that something will get lost in the newsrooms you're targetting: either
your press release, the journalist's concentration or the essence of the story. This means you MUST follow it up with a
phone call.
Just a quick one will do. Ask: Did you get it? Will you be covering the action? Do you need any more information?
They're likely to be rude, gruff and unhelpful. But don't be put off - they're paid to be like that. Make sure you're ready, if
need be, to summarise the story in one or two sentences; the first question the journalist will ask is "wot's it all about

then?", and her/his attention will wander if you spend more than ten seconds telling them.

However rude they are, never fail to be polite and charming: at the very least, you'll put them to shame.



PART 4: HOW TO DEAL WITH THE JOURNALISTS WHO COME TO YOUR ACTION

The whole media-exploitation process is about news management, and this is just as much the case once journalists get
to the action as it is when you're trying to attract them. You've got to give the best possible account of what you're doing,
and provide the clearest possible explanation of why you're doing it. This means:

A. Make sure the right people talk to the journalists.

Different people do different things best. Some are brilliant at building treehouses or digging shit pits, but not much good at
being charming to the running dogs of the counter-revolution. Some people will have just dropped a tab of acid or have last
night's vomit stuck in their hair. This won't endear them to journalists, who, in most cases, will be having enough trouble
crossing the cultural divide as it is.

Talking to the press is something of an art form: you must be charming, persuasive and well-briefed. Best of all, you'll have
practised, by persuading your friends to pretend to be hostile reporters.

B. Be careful, but don't come across as suspicious.

Some of them will be there to help you, others will be there to get you. Sometimes the ones out to get you will pretend to
be out to help you. The only real safeguards are:

« to know who they all are. Ask them who they are and who they work for. If they ring from the Sunday Times asking for
details of where to come to, tell them you're busy and will ring back later, then forget to ring back. You should find out
who the dodgy people are before the action, so you'll know to be ultra-careful if they turn up.

* not to say anything stupid or risky

« be friendly towards them, whoever they are. Bite your lip. Don't put their backs up even if you hate the bastards.

C. Be a tour guide.

Take them round the site and show them what you want them to see. Introduce them to the people who'll get on well with
them, and keep them away from the people who won't be able to restrain their contempt. If it doesn't seem like a major
intrusion on their privacy, stay with them, in a friendly way, and talk them through everything they see.

D. Be ready to deal with the ones who don't turn up

However good your publicity, lots of journalists won't be able to make it, but might still be interested. They'll want to know
what's happening and how things are going, so there should be at least one person on site with a working and charged-up
mobile phone whose number has been posted on the press release. Journalists are suckers for on-the-spot reports, so
when they ring, put some excitement into your voice. Give them plenty of colour, make them feel they can see it.

PART 5: BEING INTERVIEWED

Interviews and studio discussions are a bloodsport, and you, the interviewee, are the one of the combatants. People watch
or listen to them in the earnest hope that one or other of the participants will be gored to death. Like any other fight, you
win not through brute force but through skill. And, like any other sport, there are rules you have to follow.

So here are the rules and tactics. Try them out on your friends. Practice, as in any other sport, is absolutely critical. If you
haven't done many interviews before, get someone to pretend to be the interviewer a day or two before you're due to go
on, and get her or him to give you a hard time. See how you do, and find out which parts of your technique you'll have to
brush up.

If you don't practise, expect to be caught out every time. If you do practise, you'll find that all you have to do is repeat what
you've been through already, which isn't a scary prospect at all.

Rules and tactics
i. Beinformed. This is the golden rule. Remember, this is an information war, and the best warriors are the ones with
the best information. Don't go into a studio unless you're confident that you know your subject better than the person you're
up against, and can head her or him off if they try to outfox you with some new facts. This means lots of reading. Make
sure your information is reliable and stands up to critical examination.

ii. Be calm. However much the issue, or your opponent, winds you up, you mustn't let it show. Generally the calmest
person is the one whom the audience sees as the winner. This doesn't mean you can't be passionate and enthusiastic -
indeed these are good things - but your passion and enthusiasm must be tightly controlled and mustn't, repeat mustn't,
spill over into anger. If necessary, take a deep breath before answering the question. Be polite but firm with everyone.



iii. Be concise. It's amazing how little time you get. You must know exactly what you want to say, and say it in as few
words as possible, with clarity and determination. The main point must come at the beginning of the interview: you should
summarise the whole issue in just one or two sentences before expanding on your theme.

iv. It's the answers that count, not the questions. \When you go into the studio, you must know exactly what you want
to say and how you want to say it. Don't be too scrupulous about answering the question: deal with it as briefly as possible,
then get to the points you want to make. You must leave the studio at the end of the interview knowing you've made the
most important points as effectively as possible.

v. Don't try to make too many points. You want to have a maximum of three main lines of argument. Any more and
both you and the audience will get lost.

vi. Finish your point. If the interviewer tries to interrupt you before you've got to the important thing you want to say,
don't be afraid to carry on talking until you've said it. Sometimes it's useful to say "Just a moment" or "If you'd let me
finish". Be assertive without being rude. Don't let yourself be bullied.

vii. Simplicity. Make your points as clearly as possible. Use short sentences and simple words. Try not to use sub-
clauses (a sentence within a sentence), as you might confuse the listener.

viii. Turn hostile questions to good account. There are at least a couple of ways of doing this:

« Deal with the question quickly, then move on to what you want to talk about. This is the simplest and safest way of
handling tricky questions. A good way of going about it is to agree with part of the question, then show that it's not the
whole story. "Yes, of course human welfare is critically important, but that doesn't mean we should neglect animal
welfare. At the moment, x per cent of all dairy cows die before they're six years old because of the terrible conditions
they're kept in. Now that doesn't do them any good or us any good." Or: "Yes, destroying the potatoes will affect the
farmer's livelihood to a small extent. But the issues at stake are enormous. If these plants were allowed to reach
maturity ..."

« Undermining the factual content of the question. In other words, don't let the interviewer push you into a corner.
(eg Q: "But, given that biotechnology is necessary to feed the world, what you're really doing is putting wildlife before
humanity.” A: "In fact you're wrong to suggest that biotechnology is necessary to feed the world. By concentrating
food production into the hands of a few multinational corporations ...").

But always, always, bring your answer back round to the point.
ix. Leave your notes behind. If what you want to say isn't in your head, you shouldn't be in the studio.

X. Project. You're not having a casual chat with the interviewer or the other guest. You have come to make some
important points, and you must get them across in such a way that the viewer or listener can't possibly ignore them.

This means that you should put more emphasis into your voice than you'd do in a normal conversation. It might sound
strange to you when you first do it (and practice it before you do a real interview), but on air it'll sound fine. In fact, if you
don't do it, you'll sound flat and boring. TV and radio are all brightness and colour, and you must sound bright and colourful
to make an impact. It's a bit of a balancing act, projecting well without ceasing to stay calm.

xi. Use your body. On TV a good rule is that your head and torso should stay fairly still (which makes you seem solid
and trustworthy), but your hands should lend emphasis to what you say (they can help to drive your points home).
Eyebrows are pretty useful too.

xii. Humour. If you can do it without making it sound frivolous or irrelevant, a bit of humour can help a lot to win your
audience over. Gently satirising your opponent's position is often quite effective. ("Well, let's take a look at this Countryside
Alliance. Its main funder is the Duke of Westminster, who, as his name suggests, is a horny-handed son of rural toil.
Unfortunately, his rolling green acres in Mayfair and Belgravia keep him in town quite a bit, but at least that allows him to
fight off the undemocratic tendencies of the urban oppressor from the benches of the House of Lords...").

xiii. Don't hate your opponent. This is perhaps the hardest task of all, but it is absolutely necessary. Whatever you might
think about the person you're up against, you must leave your feelings at the door of the studio. If you allow yourself to
hate them, you'll lose your cool, lose focus and lose public sympathy. One way of dealing with your feelings is to regard
your opponent as someone who has been misled and needs to be told the truth. Think of your role as being to put them
right, rather than to put them down, and you'll find that when you go into the studio you'll be a lot less tense.

And remember - when you go into a studio, you are there to tackle one issue and one issue alone, not to put right
the ills of the whole world. Concentrate on one task, and you'll make life a great deal easier for yourself.



PART 6: FOLLOWING UP
A. Keeping up your contacts

It's a good idea to write down the names and numbers of all the journalists you meet, and maybe make a brief note of what
they're like and how they treated the subject. If you're going to be involved in a long campaign, keep the sympathetic ones
informed about it every so often, so that when the next event comes up, they won't have forgotten what it's all about. Share
your contact lists and experiences with people in other campaigns: it could help them a lot.

B. Complaining

Activists are treated unfairly by the press more often than any other group of people except gypsies, travellers and asylum
seekers. The reasons are not hard to divine: we are challenging powerful vested interests, we are prepared to break the
law and, above all, we can be discussed collectively without any fear of libel, as we do not belong to incorporated
organisations.

So, for example, the Sunday Times could claim that "eco-terrorist" tree-sitters at Solsbury Hill booby-trapped buildings,
attacked guards with catapaults and crossbows and dug pitfall traps full of metal stakes, safe in the knowledge that, as
long as no one was named, no one could sue, even though the whole bullshit story was refuted by the police. Had it, on
the other hand, made the same allegations about security guards, Reliance would have sued the pants off it, even if
neither the company nor the guards were named, as Reliance was the only security company on site.

Redressing bullshit stories is difficult, time-consuming and often very frustrating, but sometimes it works. If we don't
complain, the media will feel free to do the same thing again and again, so it's worth trying, even if it ends in failure. Here
are the options:

i. If you're fantastically rich, have been named in person and have lots of free time, sue for libel. It's not an option
for most of us, but if you know a lawyer who's prepared to work for free and the case is a clear-cut one, it is worth
sending a threatening letter. If it's sufficiently convincing, it might prompt the paper or programme to issue an
apology and settle out of court: and a few thousand quid for your cause never goes amiss. Don't try it without a
lawyer: they'll just laugh it off. There is no legal aid for libel cases.

ii. If you or your movement have been slagged off unfairly in the papers, but there's no possibility of legal redress,
there are several other options. None of them are ideal, but they're all better than nothing:

e Write a letter for publication. Make sure it's short, pertinent and not personally insulting. Humour and irony
are particularly useful weapons.

e If you can bear to, talk to the journalist who stitched you up. Be ultra-reasonable and put your case calmly
and clearly. Just occasionally, this works, and she or he will relent and write a follow-up piece, putting your
side of the story.

e This is very long shot but, if you've got good writing skills, see if you can persuade the comment editor to let
you write a column putting your case.

* Appeal to the Press Complaints Commission. It's a voluntary body set up by the newspapers themselves
and is, as a result, pretty useless, even though most of its members are now drawn from outside the press. Its
code of practice includes guidance on respect for privacy, the right to reply and journalists' behaviour.

The Press Complaints Commission, 1 Salisbury Square, London EC4 8AE. Fax: 0171 353 8355. Tel: 0171
353 1248

iii. If you've been stitched up by the broadcast media, your prospects are rather better. It's governed by quite a few
laws and codes, which are supposed to protect both the public interest and individual rights.

If you've got a small complaint, take it up with the progamme concerned: preferably with either the producer or the series
editor. If you don't get satisfaction, try one of the following:

« Ifit'sa BBC TV or radio programme: The BBC Programme Complaints Unit, BBC Broadcasting House,
London W1A 1AA

« Ifit'san ITV programme: The Independent Television Commission, 33 Foley Street, London W1P 7LB. Fax:
0171 306 7800. Tel: 0171 255 3000. Email: 100731.3515@compuserve.com

< Ifit's an independent radio programme: The Radio Authority, Holbrook House, 14 Great Queen Street,
London WC2B 5DG. Fax: 0171 405 7064. Tel: 0171 430 2724.

If you've got a major complaint, contact the Broadcasting Standards Commission, as well as one of the above. BSC, 7 The
Sanctuary, London SW1P 3JS. Fax: 0171 233 0544. Tel: 0171 222 3172.



In all cases, ask them for a copy of their regulations before you make a complaint, so so that you know precisely what
constitutes a valid and effective application. Remember to include the name and date of the programme. Be prepared for a
long wait, and keep on their case.

Cumbersome and slow as it is, complaining about unfairness in the broadcast media can be spectacularly worthwhile, as

the producers of Channel 4's asinine Against Nature series found to their cost. Following scores of viewer complaints, the
Independent Television Commission delivered one of the most damning verdicts in its history, with the result that Channel
4 had to make a humiliating prime-time apology and the series director, Martin Durkin, had to resign from the company he
worked for.

Remember: if they stitch you up and you don't complain, they'll do it to you again and again.

PART 7: CONCLUSION

All campaigning is hard work, and exploiting the media is just as hard as any other aspect. We've tended to neglect it in
the past, and then wonder why no one comes to our actions. Our movement needs specialist media workers just as much
as it needs specialist tree-climbers. The more there are, the more clearly our message will come across, and the more
people will be attracted to our cause. This is how small rumblings turn into earthquakes. The revolution will be televised,
but that doesn't mean that it won't also be live.

This report was originally available on oneworld.org.
@nti-copyright for activists. Copyright for everyone else.



The role of an alternative media is to produce reportage where the mainstream is failing

By FLACO (cribbed from Sundance/Lost Film Festival copy, 2002)

There's been a debate kicking around the UK
video activist scene for a few years about
whether cameras at actions are a liability or a
means of protection. By liability, people mean -
you're a liability if the police grab your camera
and use the footage to prosecute someone
else. But sometimes we don't need the old bill,
coz we can bury ourselves without them.

| was at an underground film screening in the
West of England a couple of years ago. This
geezer gets up to introduce a film he'd shot in
the Balkans around the time Nato ground troops
entered Kosovo. It sounded promising. His line
was: look this is so easy, all you need is a video
camera and a ferry ticket and you are the
alternative media. He then went on to show us
an hour and a half of the most misguided,
boring, irrelevant, pointless, information-free
durge I'd seen for a good while. Despite the
scale of human suffering, the across-the-board
misinformation being touted by the 'liberating
army' and the hundreds of ready and willing
interviewees, the filmmaker had failed to tell us
anything about the situation other than 'look, |
was there'. While he was leaping on the first
available hoverspeed, it had never occurred to
him what he hoped to achieve once he reached
the war zone, or why he was making a film in
the first place, or what reaction he hoped to illicit
from his audience once he got home.

Disappointing as it may seem, ease of access
to DV cameras has done precious little as far as
bringing genuinely alternative viewpoints to the
fore is concerned. It may be obvious to the
punters that the role of an alternative media is
to produce reportage where the mainstream is
failing, yet a good chunk of independent media
is still little more than blinkered, third rate,
corporate TV with a left wing liberal bias. This is
not to say the camerawork aint slick or the edits
not seemless, but | would question the
motivation propping up your average XL1. If you
aim to inspire, then inspire, if you aim to inform,
then inform, if you want to incite - then fucking
do it. Pictures? Pictures we can get from the AP
newswire.

Despite claims to the contrary most
independent journalists and filmmakers (some
of the most able among them) are still
massively in awe of the mainstream press. At
the height of the A16 actions against the World
Bank and IMF in Washington DC, one budding
media graduate (...er | mean hard nosed activist
hack), jumped up on a table in the DC
Independent Media Centre (IMC) holding a

magazine open above her head. "Look
everybody," she shouts. "We made Time
magazine." The room erupts in cheers. Not
even a fucking hint of irony, just fifty CVs getting
a swift mental update. Hmmm...

This adherence to society's diktats is a curse
that goes beyond the media wing of the anti
capitalist/social justice 'movement'. Hands are
tied and compromises are continually struck in
order to appease the more liberal elements of
the (misnamed) movement, or worse still, to
sweeten the politicians/landowners/publishers
or some other band of ruling class scumbags.
Self-censorship is, unfortunately, as alive and
well in the left wing press ghettoes as it is in the
broadsheet newsrooms.

One popular line is: 'lf we don't do x,y or z the
media won't take us seriously.' More often than
not, this comes from people who have spent
their entire lives getting fucked over by
corporate media. With the flat-earth
omnipotence mastered by reformists the world
over, they refuse to accept that the mainstream
media agenda, mirroring that of the State's, is to
discredit everything they fucking stand for.
Subsequently these 'activists' spend their time
watering down every potentially decent action
they are involved with, in order to 'get good
press'.

One of the most popular themes of independent
media during mass actions is police violence.
We know the police are twisted violent
assholes. We know the State is a vicious, bogus
institution. We know that financial and
governmental power elites are a jealous bunch
of cocksuckers that will stop at nothing to
maintain control. So why do we get so excited
when laws are bent and constitutions broken by
these vermin's henchmen anyway? The
question is, if the police hit people hard - should
they start whining and run to the nearest fucking
magistrate - or should they hit them back
harder?

Following last year's action against the G8
summit in Genoa, IMC Italy produced a film that
can safely be described as 'a victim-television
special' (not their description). Half an hour of
cops cracking heads and people pissing blood
and tears. Everywhere it was screened, ashen-
faced zombies would stagger from the venue
assuring themselves that they would never,
ever, go on any kind of anti-state action again.
The Trotskyite groups loved it - perfect
recruiting material - but as far as forwarding

global resistance went, it was a shotgun blast
straight in the foot. Captains of industry and
police the world over would have been delighted
that the West's young upstarts were showing
shit like this to each other... 'maybe make 'em
think twice about taking to the streets next time
eh!"

The point I'm getting at is this. If you are a
media-activist, of any ilk, don't cling to the
completely false objectivity worn like a catch-all
force field by the completely anti-objective
mainstream media. Face it, any filmmaker or
reporter who claims to be objective is either a
fucking liar, or is being manipulated by his
editors to the point of having a glove for a lower
intestine. If it's honesty you want, then be
fucking honest about why you're covering the
subject you're covering. Let the corporate
media's knees jerk when the fires start burning -
if you have no paymaster, why fall into the
traps? (unless of course it's a job you seek).

In the wake of September 11, commentators
across both the mainstream and independent
press were falling over each other to embrace
'moderate’ Islam. What the fuck??!! Islam is not
some innocuous fucking picnic in the park - but
a twisted doctrine of bogus servitude. Ditto
Christianity. Ditto Judaism. The accepted myth
may be that freedom is to choose your chains -
but that doesn't make it right. Would it not have
made more sense for the independent voices to
have said to people: isn't this a good time to
shrug that particular monkey (religion) off your
backs, to squat the fucking temples and strip
the lead from the church roofs to feed the
fucking kids (not to mention the flames of
course).

When the BBC or CNN set out to spread fear
and hatred, a genuinely independent media is
there to counter their crap - generate strength
and nurture communal unity. When Channel
fucking Nine screams: 'Nobody move! You're all
going to jail /hell /back to where the fuck you
came from', an independent media is there to
say 'Sod that - now's the time to storm the
fucking citadels!" And the truly alternative voices
will be saying: 'C'mon everybody - we know all
the gaps in the CCTV system and we got the
keys to the fucking armoury... let's have 'em!' |
guess it comes down to whether you want to
change the world, or just make a film about it

Flaco is the mediamaker behind the short films
Crowd Bites Wolf, Big Rattle in Seattle, and
others



Maximize Media Coverage of Your Event

By Jason Salzman

[Cribbed from Cause Communications: www.causecommunications.com]
Portions of the following article are based on the book Making the News: A Guide for Nonprofits and Activists. To order a copy, call
Westview Press at 1-800-386-5656 or (+1)303-444-3541, or visit Amazon.com

Making an "event" of your cause is vital to garnering news coverage. The news media, particularly television, rarely cover ideas,
isolated opinions or abstract views. But with some creativity, you can transform an idea or an opinion about a cause into an event --
with a visual component -- that can be covered.

Here are eleven key steps for organizing a media event.

STEP ONE -- REFINE YOUR MESSAGE

First, identify one simple message that you want to communicate. Your message should be one phrase (e.g. Don't drink and drive.) and
you should build your media event -- with images, slogans, soundbites, signs, location -- around it. Remember the advice of Henry
Thoreau: "Simplify, simplify, simplify." And remember also what politicians do: Check polling and focus group data to determine
which words are phrases resonate with the public.

STEP TWO -- SELECT THE RIGHT MEDIA EVENT

Sometimes you know what the foundation of your event will be (e.g., You're releasing a major report.), and you need to embellish this
event with appropriate visual imagery, location, and timing. In other cases, you'll have to create your own event or "stunt" to gain
coverage.

In any case, creating strong visuals for the news media is critical. (See "Ideas for Creating Newsworthy Visual Events" below.)

STEP THREE -- SELECT THE RIGHT TIME

Reporters generally work regular hours. Both broadcast and print media pare down staffs on weekends and after deadlines on
weekdays, leaving only a couple of reporters in the newsroom instead of dozens. It's best to stage your event Monday through
Thursday between 10 a.m. and 2 p.m. Plan an event with excellent visuals for 5 p.m. or 10 p.m., allowing local TV news to broadcast
live at the scene. Staging an event on Friday is not a good idea because Saturday's paper usually has fewer pages of news. For
weekends, try Sunday morning -- before professional sports games begin.

The news value of an image-based stunt -- dropping a banner from a building, dressing in costume, a candlelight vigil -- can be
increased substantially by staging it when a major story breaks in the news media about your cause, and local news outlets are looking
for "local angles" and local images.

STEP FOUR: FIND AN EFFECTIVE LOCATION

The location for a media event should maximize its chances of being covered and help communicate the message your are sending. For
example, if you are promoting an after-school recreation program to counter gang violence, you could stage your event in a
playground, with safe kids playing basketball in the background.

STEP FIVE: COMPILE A MEDIA LIST

Obtain a list of news media from the library or from a like-minded nonprofit organization. Be sure to take advantage of the diversity of
the media. Although the most powerful news media are very similar (witness network television news), there are other outlets that
specifically seek stories that the major media ignore or serve specific audiences that you may want to reach. Don't ignore wire services,
neighborhood newspapers, alternative weeklies, community radio, and others.



STEP SIX -- WRITE A NEWS RELEASE

"I might have 30 seconds to spend on a news release," says Paul Day, a veteran reporter for Denver's CBS affiliate, adding that he has
to be "hit over the head with ideas" and that the important information should "leap off the page."

Overall, keep a news release short and clear. It should explain your event in one page, emphasizing what's unique and visually
interesting. Spend 75 percent of your time writing the headline and first paragraph.

STEP SEVEN -- DISTRIBUTE THE RELEASE

Often you need not send a press release to all media outlets you've got on file. If your strategy dictates that you reach only a segment of
your community, target specific media outlets that will reach your target group. For example, if you're trying to send a message about
birth control to teenagers, you'd probably want to focus on pop radio -- not the newspaper.

Who should receive the release? At newspapers, send it to a reporter who covers your issue. If the paper is too small to have
specialized reporters, send the release to the city editor or the editor. At television stations, assignment editors are the point of contact.
Address releases to the news director at radio stations. Make sure your local Associated Press bureau gets your materials. If you've got
a personal contact at any news outlet, use it. Send releases by fax, mail, or internet

STEP EIGHT -- REACH OUT AND CALL A REPORTER

You could have the country's best event, the planet's best release, the universe's most up-to-date media list, be blessed in heaven -- and
all of it may not matter unless you make follow-up calls to make sure journalists know about your event. Call well before your event
and, possibly, again on the morning of your event.

Don't be afraid. Although busy, most journalists are friendly people who want to hear from you. Be aggressive, persistent, and polite.

STEP NINE -- PRACTICE FOR INTERVIEWS

Develop different styles for communicating and interacting with television, radio, and print journalists. This will maximize the chances
that your central message -- not some tangential point -- will be delivered to the public.

Prepare talking points and practice delivering "soundbites." A soundbite is the type of speech commonly found on television and radio
broadcasts. It's defined by how long it takes to deliver (five to twelve seconds) and by the style of language (action verbs) it contains.

STEP TEN -- HOLD A PRESS CONFERENCE

Many community organizers think of "publicity" and "press conference" pops in their minds. In reality, a press conference is usually
the wrong way to attract the media. It's often a better idea to stage an event and have a spokesperson available to give individual
interviews as requested.

But a press conference is called for when you expect many news outlets to cover an event or an announcement. Under these
circumstances, a press conference should last about 20 minutes, plus 10 minutes for questions, with a maximum of four speakers. Start
on time and have a sign-in sheet for reporters. A moderator should cut off presenters who run on too long. Make sure your
amplification system is adequate.

Practice the entire press conference in advance, including questions, and make sure your speakers have props to hold.
Even if you decide not to hold a formal press conference, you should distribute a folder of easy-to-read information at your event. Do

not include more than 10 pages of material in this "press packet," including: your news release, brief biographies of speakers at your
event, two recent articles about your cause, and one feature article about your cause, preferably from a national publication.



STEP ELEVEN -- ASSESS YOUR MEDIA EVENT

Take time to evaluate your media event. Don't take it personally if you received scant coverage. It wasn't your fault that Mayor Blunder
broke his leg tripping over a pothole, dominating the day's news. The best definition of news is "what's in the newspaper," and this
changes each day with the competition.

Don't give up. But also remember that eight fleeting inches of ink in the daily newspaper can be next to worthless if it is not linked to a
strategy for winning your campaign (e.g. reaching decision makers or a targeted audience).

Think strategy first, media second.

IDEAS FOR CREATING NEWSWORTHY VISUAL EVENTS

The keys to doing good media work are being creative and aggressive, but not stupid. This section focuses on one creative component
-- developing visual imagery. It contains categories of media events that generated news coverage. Under each category are examples
of how citizens adapted it for their issue.

In most cases, the same idea has been used by nonprofit activists representing completely different causes.

Nonprofits in Action

Recognize when your organization is doing something visually interesting, and publicize it! Cleaning up a river, removing graffiti,
helping a senior citizen find a lost cat -- all of it can be newsworthy, especially if it happens to be a slow news day.

Police often generate coverage by asking reporters to ride with them in police cars, and teachers call the paper when their classes are

up to something interesting and colorful, like creating a giant globe on Earthday. (Remember, the news media are always looking for
new ways to cover annual holidays.)

Expose the Actual Problem

Disabled activists in Denver demonstrated the need for access to the Capitol by abandoning their wheelchairs and trying to crawl up
the Capitol steps.

Display a piece of the actual problem -- offering politicians water from a contaminated site, publicly exposing elements of poverty, and
the like.

Making the Most of a Petition

Instead of quietly delivering petitions to politicians, pro-choice activists in Kansas City received substantial media coverage by simply
draping taped petitions over the railings of the Capitol rotunda.

The AFL-CIO delivered a "petition carpet" of signatures on a 36-inch-wide roll of paper, which was unfurled on the U.S. Capitol steps
in Washington, D.C.

Cameras Love Costumes

Activists in Boulder, Colorado, dressed in pig costumes to make the point that the Rocky Flats nuclear bomb plant was a "pork-barrel
waste of money."

Other activists have dressed as clowns (Stop clowning around in the legislature.), Santa Claus (Stop giving corporations all the gifts.)
trees (Stop clear-cutting.), Sacred Cows (Cut expensive pet projects of politicians.), and almost anything else you can think of.



Create a Realistic Replica of the Threat

After viewing political artist Barbara Donachy's 34,000 miniature clay bombs and submarines representing the U.S. nuclear arsenal, a
teacher told the International Herald Tribune: "Wow, I thought we only had 100 bombs. It's good to have something like this so people
know." The piece, which is now permanently displayed at the National Peace Museum in Nebraska, is called "Amber Waves of Grain."

Activists have made replicas of nuclear-waste transport casks, radioactive waste itself, and South African shanty towns.

An Endorsement

After struggling to raise the profile of the fight against a waste dump on the Mississippi River, activists in Minnesota enlisted Bonnie
Raitt to perform a benefit concert, generating intense print and broadcast coverage.



FAIR: Fairness & Accuracy in Reporting

Independent, aggressive and critical media are essential to an informed democracy. But mainstream media are
increasingly cozy with the economic and political powers they should be watchdogging. Mergers in the news industry have
accelerated, further limiting the spectrum of viewpoints that have access to mass media. With U.S. media outlets
overwhelmingly owned by for-profit conglomerates and supported by corporate advertisers, independent journalism is

compromised.

Ultimately, FAIR believes that structural reform is needed to break up the dominant media conglomerates, establish
independent public broadcasting, and promote strong, non-profit alternative sources of information.

Almost all media that reach a large audience in the United
States are owned by for-profit corporations--institutions that
by law are obligated to put the profits of their investors
ahead of all other considerations. The goal of maximizing
profits is often in conflict with the practice of responsible
journalism.

Not only are most major media owned by corporations,
these companies are becoming larger and fewer in number
as the biggest ones absorb their rivals. This concentration
of ownership tends to reduce the diversity of media voices
and puts great power in the hands of a few companies. As
news outlets fall into the hands of large conglomerates with
holdings in many industries, conflicts of interest inevitably
interfere with newsgathering.

FAIR believes that independent media are essential to a
democratic society, and that aggressive antitrust action
must be taken to break up monopolistic media
conglomerates. At the same time, non-corporate,
alternative media outlets need to be promoted by both the
government and the non-profit sector.

Advertiser Influence

Most of the income of for-profit media outlets comes not
from their audiences, but from commercial advertisers who
are interested in selling products to that audience. Although
people sometimes defend commercial media by arguing
that the market gives people what they want, the fact is that
the most important transaction in the media marketplace--
the only transaction, in the case of broadcast television and
radio--does not involve media companies selling content to
audiences, but rather media companies selling audiences
to sponsors.

This gives corporate sponsors a disproportionate influence
over what people get to see or read. Most obviously, they
don't want to support media that regularly criticizes their
products or discusses corporate wrongdoing. More
generally, they would rather support media that puts

audiences in a passive, non-critical state of mind-making
them easier to sell things to. Advertisers typically find
affluent audiences more attractive than poorer ones, and
pay a premium for young, white, male consumers-factors
that end up skewing the range of content offered to the
public.

It is becoming harder and harder to escape from the
propagandistic effects of advertising. Many students are
now forced to watch commercials in school on Channel
One. Even supposedly "noncommercial" outlets like PBS
and NPR run ads-euphemistically known as "underwriter
announcements." FAIR believes that commercial
advertising should be taxed, with the proceeds earmarked
to fund truly noncommercial media.

Despite the claims that the press has an adversarial
relationship with the government, in truth U.S. media
generally follow Washington's official line. This is
particularly obvious in wartime and in foreign policy
coverage, but even with domestic controversies, the
spectrum of debate usually falls in the relatively narrow
range between the leadership of the Democratic and
Republican parties.

The owners and managers of dominant media outlets
generally share the background, worldview and income
bracket of political elites. Top news executives and
celebrity reporters frequently socialize with government
officials. The most powerful media companies routinely
make large contributions to both major political parties,
while receiving millions of dollars in return in the form of
payments for running political ads.

In this incestuous culture, "news" is defined chiefly as the
actions and statements of people in power. Reporters,
dependent on "access" and leaks provided by official
sources, are too often unwilling to risk alienating these
sources with truly critical coverage. Nor are corporate
media outlets interested in angering the elected and
bureaucratic officials who have the power to regulate their
businesses.



Telecommunications Policy

The United States' original communications policy is the 1st
Amendment. Freedom of the press was guaranteed in the
Constitution because an exchange of information and an
unfettered debate were considered essential components
of a democratic society.

Today, however, government policy is designed less to
facilitate a democratic discussion than to protect the
investments of media corporations. Regulations tend to
promote the formation of huge media conglomerates and
discourage new, competing voices.

Public Relations

The drive to maximize profits compels corporate news
outlets to produce more and more news with fewer and
fewer reporters. With less time to do each story, journalists
are increasingly pressured to rely on the public relations
industry to do much of their work for them: Reporters can
rewrite press releases rather than do their own independent
research, and TV stations can broadcast promotional
videos that are designed to look like news footage. This
symbiotic relationship between news outlets and the
industries they cover, however, is a bad deal for the public.

Pressure Grouns

While institutional pressures are enough to keep most

journalists from straying from the conventional wisdom,
pressure groups stand ready to punish the exceptional

reporter who challenges the official agenda.

FAIR believes that grassroots activism around media

issues is legitimate and indeed essential. When does an
activist group become a pressure group? A pressure group
is more concerned with suppressing viewpoints that is
disagrees with than ensuring that a wide range of
perspectives is available. Since pressure groups are often
funded by companies or industries whose interests they
promote, these groups often push ideologies that are
already well-represented in media debates.

The Narrow Range of Debate

Given that most media outlets are owned by for-profit
corporations and are funded by corporate advertising, it is
not surprising that they seldom provide a full range of
debate. The right edge of discussion is usually represented
by a committed supporter of right-wing causes, someone
who calls for significantly changing the status quo in a
conservative direction. The left edge, by contrast, is often
represented by an establishment-oriented centristourage
legitimate investigations. The most frequent form of
censorship is self-censorship: Journalists deciding not to
pursue certain stories that they know will be unpopular with
the boss.

Profit-driven news organizations are under great pressure
to boost ratings by sensationalizing the news: focusing
attention on lurid, highly emotional stories, often featuring a
bizarre cast of characters and a gripping plot but devoid of
significance to most people's lives. From Tonya Harding to
0O.J. Simpson to Elian Gonzalez, major news outlets have
become more and more dependent on these kind of tabloid
soap operas to keep profits high.
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