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Introduction

In the PMP Media Skills Training Workshop & Manual, you will learn about 4 areas of skills:

1. How to influence the media to report in a more accurate and unbiased manner about the Palestinian/Israeli conflict.

2. How to motivate the media to cover local events more.

3. How to get published in the newspaper (op-eds & letters-to-the-editor)

4. How to be effective in advocacy and networking in the new medias associated with Web 2.0.

These skills will greatly enhance your ability to reach the public about what you are doing on behalf of the Palestinian struggle for liberation.

1. How to influence the media to report in a more accurate and unbiased manner about the Palestinian/Israeli conflict.

There are two approaches to holding the media accountable for the quality of their reporting:

1. Reacting to individual articles as they come up.

2. Focusing on a specific reporter or news outlet, or even the news outlets of a region, and writing them on a regular basis with reviews both good and bad on the quality of their reporting.  It is very important to give positive feedback when it is warranted.

Both approaches require the following:

1. To be respectful and polite.  If you attack them or are rude to them then the only result will be that they get angry and defensive and then they will not be motivated to improve or to be respectful about your topic.

2. Thoroughly document your claims and positions.  Utilize our Online Information Center for this purpose and to document long-term reporting trends you might be trying to draw their attention to.  Stick to the truth even if it makes Israel look good, because then this makes you look good – reliable and objective – which will benefit you in the long run.  Journalists are very, very concerned about accuracy, so you gain great advantage if they begin to see you as a reliable information resource.

3. Respond to articles in a timely manner if you are trying to get published –within 2-3 days.  Or take longer if you wish to be more thorough which definitely also has its advantages in terms of building a reputation as a reliable source and a relationship.

4. Be succinct and to the point in your writing because journalists are always rushed and do not have time to read through a long and meandering essay.  If you wish to be published follow their publishing guidelines which they publish on their newspaper website.  Always include in your writing lots of devices such as bullet points and highlighted subject headings to visually organize your writing and to draw attention to your main points.  This manual you are reading right now is an example of that kind of writing.

5. Follow up your written correspondence with a polite phone call if you are trying to build up a relationship with a particular reporter.

2. How to motivate the media to cover local events more.

To get your local media to cover your events more, five important points are required:

1. Research the Customer Base of the media outlet(s) you are considering for publicizing your event to make sure they are compatible with the target audience of your event.  You can get this information from both examining the materials in the newspaper as well as by requesting the info from their advertising sales dept.

2. Cultivate a Relationship with the newspaper(s) you choose not only the reporters but even with the clerical staff because the latter might give you special breaks when needed since they are the ones that actually handle the ads you place, etc.

3. Know the Procedures, News Cycle, and Contact Information of the newspaper(s) you have chosen in advance for submission of press releases, PSAs, advertisements, letters-to-the-editor, etc., as well as the timing of their news cycle so you do not miss any deadlines.  Also know in advance their contact info such as phone numbers, emails and fax machine numbers.

4. Newsworthiness:  newspapers and their reporters will only cover an event if they believe it is “news worthy”.  This means that they must feel like your event is:

a. Unique or different;

b. Of importance to their target audience,

c. Will draw readers to their newspaper.

Therefore you must develop an angle in your writing that proves that your event is “news worthy”.  Often the righteousness of your cause is not enough – you must make your event stand out above all the other worthy and righteous causes that the newspapers are always hearing about.
5. Publicity must Cover the 5-Ws:  when writing press releases, PSAs, advertisements, etc., organize your writing to draw attention to the 5-Ws:

a. WHY:  include a brief motivating statement or phrase why people should attend your event, including who the speakers or performers might be in case that also will motivate people to come.

b. WHAT:  give the name and describe the event.

c. WHEN:  give day of the week, date, and time.

d. WHERE:  give the full address and the name of the building, and possibly even brief directions to make it even easier to get to your event.

e. WHO:  include the contact info for obtaining further information, as well as the names (and some contact info) of the sponsoring organizations.

Keeping in mind the above five principles, check out in advance the local news outlets in your area, find out what population segments they serve and submission schedule for various publicity instruments, choose the ones that serve your target audience(s), and then utilize the following to maximize your contact with those populations through your chosen media outlets according to the talents and budget you have at your disposal:

· Press Releases – this piece is your initial announcement to the media about your event.  Write it in the style of a newspaper article – because after all it is news to them.  This also will model for them how they could write about your event, as well as tell them what is special or news worthy about your event and thus hopefully motivate them to cover it.  Press releases also have various important traditional formatting features which are covered further below.  

· PSAs – newspapers publish PSAs as a free community service.  Thus they are brief and to the point.  Their purpose is to announce the basic 5-Ws (what, why, who, when, where) to the community, but you can also include a single line dramatizing what is special about your event to attract the public to it.

· Advertisements – this is space in the newspaper which is sold to the public, which the public can then use for almost any purpose.  Thus this space can include graphics and text.  This also includes inserts which are more expensive but which are loose inside the newspaper and thus attract more attention.  Often the newspaper will provide a person who can work with you on design as well as negotiate a more visible location within the newspaper.  This includes very inexpensive advertisements called “Classified Ads” which are limited to only 2-3 lines of plain text, but which are sorted by subject in the newspaper.

· Blast-Fax – fax to every newspaper in the region the basic details of your event (5-Ws).  Format your fax like a hand-out flyer with emphasis placed on the ‘newsworthiness’ of your event.  In most areas there are organizations that provide blast-fax services for a price, which utilize up-to-date media lists and fax numbers.  Or you might have contact with an allied organization that will provide this service for free or for a discounted rate.

· Op-Eds – this is a newspaper article submitted by a member of the public (or the newspaper staff) which states a specific opinion and thus is not objective reporting of news.  The piece is more likely to be published if the writer is credentialed in the topic or has some kind of recognized expertise.  Also if the piece is very well written is it more likely to be published.  A dry academic style with comprehensive referencing unfortunately does not seem to be a plus.  Moderate amounts of drama or inflammatory prose seems to be, although this varies with the newspaper – check out previous op-eds to see what they have published in the past.  Newspapers publish guidelines for writing and submitting op-eds (length, etc.).

· News Articles – this is where you are able to get a newspaper reporter to write about your event in advance – which is very desirable.  This most often comes from having developed a relationship with a reporter or editor in advance, but it also could result from a strategic combination of a press release followed by phone calls to a specific editor or reporter.  Be polite, enthusiastic and knowledgeable, and emphasize what is news worthy about your event.

· Press Conferences – this is a planned event in advance of your main event (usually within the same day) which you invite the media to which you design to communicate to the media why your event is special and news worthy and why they should attend.  At the press conference you give out the basic 5-Ws as well as a mission statement which can be dramatic and inflammatory to motivate the press to attend.  But you should also appear professional and well-organized so that they sense you can be relied on for a quality event that is what you have said it will be.  Also, pass out handouts at the event with the 5-Ws on it to make sure the media has the details in writing.  The location can be on site of the main event, or in a meaningful location (such as the front gate of the embassy), or at a prestigious location such as the National Press Club.

· Follow-Up Phone Calls & Faxes – these should be used as reminders of the event or press conference.  They should be very respectful but yet friendly.  Be empathetic to all the pressures on reporters and editors – that will increase the chances that they will be empathetic to you.  Thus generally they are also brief.  Plan out in advance what you are going to say so you don’t fumble and stutter, but be ready for it to go in unexpected directions.  Try also role-playing the call with a friend.

· Press Packages – you give this out to the media when they show up at your event.  It should include all the information they need to (1) report thoroughly about your event (Mission Statement, speakers bios, descriptions of sponsors, background history of the issues covered as well as of your movement, contact info, etc.), (2) help them get the most out of your event, such as a schedule and map and on-site cell phone number to contact you.  This should be extremely professional and easily used so the reporter can get through it quickly and reference it frequently, and (3) past positive newspaper articles and reviews about your events.

· Thank You Notes – send Thank You Notes to journalists and other contacts who provided you press coverage or services, to keep the relationship going for future usage.
In advance, put all the submission deadlines for the above outreach devices on a calendar in relation to the day when your event is scheduled so that you will submit all your paperwork on time.  Such a calendar is included within the Event workshop included at the end of this manual (Chapter 6).

SPECIAL INFO ON PRESS RELEASES

If you are writing a Press Release, then it should be written like a news article, with some additional features presented in a specific format.  Here is a sample:

	“FOR IMMEDIATE RELEASE” or “FOR RELEASE ON <DATE>”

Contact Info for group issuing the release

Name of Contact Person

Name of Organization

Email

Phone

Fax

Address

URL

Headline:  Title written like a newspaper headline – designed to grab attention of reader, and motivate them to read onward.

Subtitle:  Further explanation of Title that gives a provocative or even paradoxical twist that further motivates the reader to read further.

Dateline:  Date the Press Release should be published.

Introduction:  Basic Info about the Subject (5-Ws + note on how the event is newsworthy).

Body:  Supportive evidence of newsworthiness (stats, background info, etc.).  Keep this brief and to the point, but motivating for the reader to follow-through.

Boilerplate:  this briefly describes the organization issuing the release.

End or More:  clearly indicate when your Press Release has ended by either typing word “END” or putting the traditional symbol for end - ###.  If you press release stretches into additional pages, then type the word “MORE” at end of first pages.




The first two paragraphs of press releases should give all the essential details of the 5 W’s (what, why, who, where, when) - for example give the city but not the full address (until closer to the bottom).

But the first sentence or two should tell what is special or news worthy about your event.  You can be dramatic but maintain the “style” of newspaper objectivity, for example “Speaker at Tuesday event lived in village destroyed for Israel’s wall”.

Subsequent paragraphs should give increasing levels of details.  But write with the idea of attracting your audience to the event – making it more and more interesting and news worthy.

The last paragraph should include the pertinent contact info (names, phone numbers and emails) of your media representative where your audience can get more info, arrange interviews, etc.

3. How to get published in the newspaper (op-eds & letters-to-the-editor)

In order to get published, consider the following suggestions.  Many are based on a talk given by Yousef Munnayer, media representative and political analyst for the American-Arab Anti-Discrimination Committee, in June of 2009.  Mr. Munnayer has had great success getting his op-eds published by major newspapers across the country.
1. Follow the publishing procedures for the news outlet you are writing to.  This may include size and timing limitations.

2. Research in advance what kinds of op-eds your chosen newspaper tends to print.

3. Write your piece in a dramatic but professional manner as befitting the type of piece it is (whether it is a op-ed or letter-to-the-editor).  This means for opinion pieces like op-eds and letters-to-the-editor, it is important to:

a. Use appropriate language;

b. Be dramatic but terse – just enough to draw your readers attention, but not so much as to undermine your reliability as an authority with excessive emotionality;

c. Maintain an aura of factuality using the kind of language they use in newspapers to convey the news;

d. Back up your claims with some references to give your piece additional authority and weight.

4. Structure your argument so that it is easy to follow.  For example, cover the following topics in order and as space allows:

a. Introduce your problem.

b. Tell why it is important and relevant.

c. Give some illustrative examples.
d. Give your solution.
e. Give examples and support for your suggested solution.

f. Conclude with your vision of what improvements your solution would lead to.

5. It also helps get your essay published if:

a. Your piece is timely - relevant to something happening today that the readers are concerned about.

b. Your piece has a local slant – which thus makes it more relevant to the readers, especially in smaller communities.

c. It helps if your piece is specific – relates to a specific problem or situation, rather than broad-ranging, covering many different topics even if they are related.

d. It helps if your piece has a unique angle, rather than just repeating a standard argument the readers have heard a million times already.

e. Make sure to write to the level of your audience – not too academic so they won’t understand it, but not too simplistic either which might insult their intelligence.

f. It helps if your piece offers solutions, rather than just complaining or describing how horrible a situation is.

4. How to be effective in advocacy and networking in the new medias associated with Web 2.0.
Web 2.0 reflects the newest evolutionary stage of development of the World Wide Web – it is characterized by interactivity which then facilitates virtual community, rather than being simply the transmission of text and graphics in answer to simple yes/no requests.

This new level of interactivity has manifested as such web-based phenomena as the blogosphere, wikis, social networking websites such as Facebook, audio-visual sharing sites such as YouTube, and rapid communication technologies such as Twitter (which is actually a social networking service as well) and RSS feeds.

The level of multi-level, multi-media interactivity has then led to the development of online, virtual communities like never seen before.  It is participation in these communities and utilization of the rapid communication devices that has led to the unprecedented potential for advocating political positions to millions of people with very little resources and at very low cost.

The challenge is two-fold:

1. To develop a consistent, comprehensive message that is well backed up mainly by online sources.

2. To develop a strategic multi-media, multi-themed advertising campaign for your message.

Here is a sample plan that looks to publicize an issue or specific political perspective in 5 steps.  This plan comes from an interview with Sam Sedaei, a program director with Nonviolence International and a regular blogger with the Huffington Post.
1. Blogging - The center of your efforts is blogging because in blogs you are able to present your message to its greatest depth, present your evidence and references and respond to comments from others.  In many blogs you can also include multi-media material.  There are two ways to participate in blogging:
a. Your own blog where you create the layout, visuals, mood, and control who participates – the challenge is to get people to visit it and participate.

b. Participation in major international blogs already viewed by millions of people such as those of major newspapers such as the New York Times, or major independent blogging dynasties such as the Huffington Post.  In addition the White House has now set up a blog.  Almost every organization that has a website has now opened some type of discussion facility by which its visitors can exchange ideas and get questions answered.

2. Utilize old Internet technologies to start off publicizing your blogging efforts:

a. Listserv – create a listserv of people you know to tell them about your blog and keep them up-to-date about its changes and growth.  Add to this listserv people who show extra interest in your blog beyond just reading it.

b. Website – put on your website information about yourself, your blog and your blogging topic which is more static, such as background info which might give historical info about yourself, your blog and the issue, human interest related to yourself or your blog or the issue, or related topics which do not quite fit into the flow of the blog, but which still broaden or deepen readers view of your blog or the topic.

c. Advertising Banner – an image link (approximately 1” X 5”) describing your blog which can be shared with other websites.

3. You can then use the other venues of Web 2.0 which are not as compatible with lengthy multi-media in-depth explanations to promote your blog/message.  The three main venues for doing this are social networking sites like Facebook, audio-video sharing sites like YouTube, and rapid communication sites and services such as Twitter and RSS feeds.

a. Facebook (the most important of the Social Networking sites) – Facebook is made up of a number of structures which are ideal for promoting your blog and message such as groups, fan pages, private and semi-public messaging, instant messaging, plus your personal profile.  It would be difficult to include in these structures in-depth discussion, so that is why you use these structures to stimulate excitement and interest in your blog.  You can include multi-media material in Facebook.  Design your Facebook material to motivate people to check out your blog.
b. YouTube (top Audio-Video sharing site) – Make a series of short videos (maximum of about 9 minutes) which motivate people to check out your blog.  In your videos use all sorts of medium if possible – music, animation, humor, special effects, expert testimony, tension, provocation, suspense, etc.
c. Twitter (top rapid communications site) – maintain contact and motivate visitors to your blog in quick little bursts of communication of 140 characters or less and sent as often as you like.  In such a little space, users often make tweets more personal to increase their impact.  Tweets can also accomplish your goals by being worded like a provocative headline hinting at more to be found on the blog.
4. You can then also promote your references as an indirect way to increase interest in your topic (and by extension your blog or viewpoint on it) through websites that center around sharing favorite links/favorite websites, and then judging and commenting on them, such as Digg.com, Reddit.com, Diigo.com, Furl.com and Del.icio.us, and a new category of this type of website called Folksonomies.
5. There are a few other important venue types that are part of Web 2.0, which you might find useful:

a. NewsTrust – where news articles are judged in terms of balance, accuracy, etc.
b. Wikis – joint information sharing where users cooperatively create information resources,
c. Mashups – technology for combining blogs, songs, etc.
d. TinyURLs – a web-based service that transforms your long and complex URLs to short easily memorized URLs.

Put links or mentions of each of these on all the others so they all lead to all the other services.  Try to link as much as possible to specific blogs you write rather than to the blog in general – a blog that is of special interest to a visitor might be more effective at drawing that visitor in rather than a general view of the blog.
Consider utilizing the methods of branding where you develop a distinctive look and style which you utilize on everything that you develop that then becomes identified with you.
One important goal is to automate as much as possible so that you spend less time on busy work and maintenance and more time writing blogs and responding to answers.

The key is to keep lots of notes, and organize them very tightly –

1. People you meet, and who they are, and what your interaction with them consisted of.

2. Information and arguments - what topics they cover, and comments on their usage and accuracy.

3. Websites & Services found on the Internet and/or the novel usage of different services, short-cuts, problems, pitfalls, etc.

Pro-Palestine activists can thus join millions of their comrades from across the globe and jump into this whirlpool/whirlwind/raging storm of information making myriads of connections and using them to transmit information about the Palestinian cause, and then receiving multitudes of responses and referrals, and then responding to them.

5. Some Useful Online Resources

PRESS RELEASES

http://www.artistsfoundation.org/art_pages/resources/resources_arts_presskit.htm

http://www.publicityinsider.com/release.asp

http://www.press-release-writing.com/

http://www.prwebdirect.com/pressreleasetips.php

http://www.tamingthebeast.net/articles3/press-release-tips.htm

http://www.infoscavenger.com/prtips.htm

http://www.rapidpressrelease.com/tips/writing.asp

http://www.ssdesign.com/librarypr/content/prtips.shtml

http://mediarelations.ifas.ufl.edu/writingnewsreleasesandPSAs.htm

=======================================================

PUBLIC SERVICE ANNOUNCEMENTS (PSA)

http://www.artistsfoundation.org/art_pages/resources/resources_arts_presskit.htm

http://ctb.ku.edu/tools/en/sub_section_main_1065.htm

http://www.italladdsup.gov/tools/resourcetoolkit/ResourceToolKit_I_PSAs.asp

http://mediarelations.ifas.ufl.edu/writingnewsreleasesandPSAs.htm

http://www.understandmedia.com/art028.htm

http://www.healthymarriageinfo.org/docs/televisionpsas.pdf

=======================================================

ADVERTISEMENTS

http://www.homebusinesscenter.com/quicktips.html

http://www.chitownads.com/k/idx/4/001/article/How_To_Write_Ads_That_Sell.html

http://ezinearticles.com/?Tips-For-Writing-Ads-That-Sell&id=742520

http://tnpsc2.com/products/KillerNetAds/

http://www.writebetterads.com/wbart009.html

http://bluegrassmerchants.com/reference-articles-by-category/marketing/internet-marketing/how-to-write-fre

e-classified-ads-that-sell/

http://kent.gumtree.com/kent/51/38139451.html

=======================================================

OP-EDS

http://www.cthealthpolicy.org/toolbox/opinion/op_eds_letters.htm

http://news.duke.edu/duke_community/oped.html

http://www.pathnet.org/sp.asp?id=22340

http://www.shellguilty.com/get-involved/spread-the-word/guide-to-writing-op-eds-letters-to-the-editor/

http://www.ti.org/howtooped.html

http://www.ucsusa.org/ssi/resources/writing-op-eds.html

http://www.social-marketing.com/blog/2007/07/tips-for-writing-op-eds-that-get.html

=======================================================

PRESS CONFERENCE

http://www.npaction.org/resources/WORC/pressconf12.pdf

http://communication.howstuffworks.com/how-press-conferences-work.htm

http://101publicrelations.com/sr27b.html

=======================================================

PRESS PACKAGES

http://www.home-business-network.com/newfeatured3.html

http://www.ehow.com/how_8794_create-press-kit.html

http://101publicrelations.com/sr8b.html

http://www.thefind.com/crafts/info-press-package
=======================================================

WEB 2.O

Blogs -- http://wordpress.com/

http://www.huffingtonpost.com/

http://www.blogsearchengine.com/

http://www.icerocket.com/

Listservs -- http://groups.google.com/

http://groups.yahoo.com/
Wikis - http://c2.com/cgi/wiki?WikiWikiWeb

Mashups -- http://mashupevent.com/

Branding - http://en.wikipedia.org/wiki/Brand_management

Guerilla Marke

http://www.Facebook.com

http://www.YouTube.com

http://www.Twitter.com

http://www.Digg.com

http://www.Reddit.com

http://www.Del.icio.us

http://www.NewsTrust.net

http://www.TinyURLs.com

6.  Media Relations Worksheet
EVENT PRINCIPLE DATA (5Ws):

WHAT: _____________________________________________________________

WHERE:  _______________________________________________________________

WHEN:  ________________________________________________________________

WHO:  _________________________________________________________________

===============================================================

LIST TARGET AUDIENCE(S) FOR YOUR EVENT:

===============================================================

DEFINE HOW THIS EVENT “NEWSWORTHINESS” FOR YOUR TARGET AUDIENCE:

===============================================================

MEDIA OUTLETS & CONTACT INFO:

	NAME & TARGET AUDIENCE & SPECIAL NOTES
	NEWS OUTLET TYPE (Newspapers, TV, radio, etc.)
	PUBLICATION FREQUENCY  (monthly, weekly, daily, etc.)
	PHONE & FAX NUMBERS
	EMAILS & WEBPAGE(S)

	
	
	
	
	

	
	
	
	
	

	
	
	
	
	

	
	
	
	
	

	
	
	
	
	

	
	
	
	
	

	
	
	
	
	

	
	
	
	
	

	
	
	
	
	

	
	
	
	
	

	
	
	
	
	

	
	
	
	
	

	
	
	
	
	

	
	
	
	
	

	
	
	
	
	

	
	
	
	
	

	
	
	
	
	

	
	
	
	
	

	
	
	
	
	


MEDIA CALENDAR:

List here the:

· Date & Time of Your Event;

· Date & Time of Press Conference(s);
· Submission Deadlines for Press Releases, Op-Eds, Advertising & PSAs;

· Dates of Initial Blast Fax & Follow-Up Faxes;

· Date of Initial Phone Calls & Follow-Up Phone Calls (including call recipient & phone number)

· Submission Deadlines for Follow-Up Op-Eds & Letters-to-the-Editors
· Mailing Dates for Thank You Notes.
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	TUESDAY
	WEDNESDAY
	THURSDAY
	FRIDAY
	SATURDAY
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