Media Event and News Conference Planning Guide
Greetings, SSCers!  This guide is designed to help you plan a rockin’ media event or press conference, and we hope you will find it useful.  If you have any questions, please feel free to contact us at sierra.student@ssc.org or 1-888-JOIN-SSC. 

What’s a News Conference?

A news conference (or press conference) is an opportunity to, quite simply, make news.  This is a formal presentation of newsworthy information that features speakers and visuals, and that allows you to articulate your message to the press.  News conferences also provide reporters with the opportunity to ask you questions (and you with the opportunity to answer them).  

What’s a Media Event?

Media events are more informal than news conferences, feature more spontaneity and, sometimes, content that’s surprising to reporters.  A media event typically features groups of people doing something visually interesting, and is often outside.  Ideally, both the action and the setting symbolize or evoke the campaign message.  
NOTE:  As these two types of media events are very similar, the guidelines below will generally apply to both!
When should I hold a News Event?
Both news conferences and events can be time-consuming, so it’s important to choose your moment wisely.  Do you need to exert major pressure on a target who cares what the press has to say?  Do you have a breaking story to report?  Did you just accomplish something major?  Ask yourself questions like these to determine whether or not to plan an event.  
It’s also important to remember that reporters will not cover your event unless it delivers real news. You must be announcing something newsworthy such as a controversial report, a lawsuit, a boycott or a significant new development in your campaign.  It’s also important to have good visual images (especially if you hope to attract TV cameras) and a clear message that you want to convey.
Ok, But How Do I Do It?
Oh, so you’re ready to go?  Read on for a step-by-step guide and sample materials.  Happy news-making!

How to Plan a News Event
Before the Event:

1. CHOOSE A GOOD LOCATION, GENERALLY OUTSIDE 
· Where you hold an event can greatly enhance the story you end up generating. Location tells a story.  For instance, doing an event at an oil refinery would tell one side of the energy story, and would emphasize your critiques. Doing it at a wind farm would, however, emphasize where we need to go.  Ideally, you should hold your media event outside in a location that is symbolically or concretely related to your message and campaign. 
· The location should be safe, easy to reach, conveniently located for the media, and have good access to parking. Be aware of the weather forecast if you decide to hold your conference outside. Have a rain location planned and inform the attending reporters well in advance if the location is changed.  If you hold the conference inside, your room should neither be so big that it seems like nobody attended, nor so small that the reporters are packed together.
2. IDENTIFY AND INVITE SPEAKERS

· Ideally, a media event will feature a speaker from your group or organization, as well as 1-3 speakers from other groups that also have a stake in the issue and are willing to support your work.  

· People to consider inviting include: key professors, friendly administrators, the president of student government, club presidents who support your efforts, and off-campus figures who might be relevant.  

· Try to give these speakers a week or two of advance notice, and be sure to find out what times work best for their schedules before you commit to a date and time for your event.

3. CHOOSE A GOOD DAY AND TIME
· The best days to hold a news conference are Tuesday, Wednesday and Thursday. Mondays are not ideal because it is difficult to do reminder calls over the weekend. Fridays are not ideal because fewer people watch the news on a Friday night or read the Saturday paper. If you choose to hold it on a Monday, remind reporters on Friday and again Monday morning.  Weekends can be difficult because there are significantly fewer reporters working.  If it must be over the weekend, alert the weekend assignment editors well in advance.
· You should not plan a conference before 9:30 a.m. because not all reporters will be able to make it that early. Nor should you hold it later then 2 p.m. because many reporters will not be able to meet their deadlines for filing stories.
· Note – while this can be true for both on- and off-campus media, it’s worth asking the reporters at your campus media outlets what days and times are best for them.  On-campus media outlets tend to be more flexible than off-campus ones.
4. ALERT REPORTERS AHEAD OF TIME 
· Send out a written advisory (preferably by fax or email) a few days ahead of time.  Use the sample below if you aren’t familiar with the format of a news advisory.  
· The advisory should include the five "W"s (who, what, where, when, why) of your event, but should not reveal the core of your news. In other words, the advisory shouldn’t tell the whole story.  That’s what the news conference is for. 

5. USE "DAYBOOKS" 
· Note – this can be a helpful tool if you are holding an event that will be of interest to major off-campus media outlets.  If you aren’t, though, feel free to skip this step.
· A daybook is a computerized calendar of media events maintained usually by the local newswire (Associated Press, Reuters, or regional wire service) and sent electronically into newsrooms. The assignment editors regularly consult them. You should fax a copy of your news advisory to the local newswire service and call to confirm that your event will be included in the daybook.

6. PREPARE A PRESS KIT 
· A press kit should be provided to every reporter when they arrive at your media event and put their contact information on your sign-in sheet (which you should also have).  

· Press kits should include a news release summarizing the story (see below for a guide to writing news releases and a sample), a list of speakers including full name and title (and biographical information, if possible), fact sheets, backgrounders that support your position, and any other relevant material. 
· You should also be sure to deliver or send a press kit after the news conference to reporters who did not attend.
7. PREPARE THE SPEAKERS
· Write a statement for you or a representative of your group to read at the news conference (see below for a sample press statement).  This should be a short, simple explanation of the reason for the media event and the message that you want to deliver.

· Make sure that whoever is speaking in front of the media practices the statement several times.  Public speaking is a lot less scary if you really know what you’re going to say!

· Anticipate tough questions ahead of time. You may want to make a list of questions and practice delivering short, quotable answers. Hold a practice news conference to polish your statements and ensure that the speakers are not too repetitive (or, even worse, contradict each other).

8. MAKE PITCH CALLS 
· Call key reporters the day before your news conference and ask if they received your news advisory. If not, offer to send it again. Explain what the topic of the news conference will be but, again, do not give too much information.  Convince the reporter that this topic will be of interest and is important to her audience.
· Keep track of who said they’d come and who didn’t.  This will allow you to have realistic expectations for reporter turnout.

· Do another round of reminder calls the morning of your event to confirm who’s coming one more time! Only call the folks who said “yes” or “maybe” and the people you didn’t reach during your first round of calls.  There’s no point in calling the people who said “no.”
During the Event:
9. SET UP THE LOCATION 
· If possible, you should plan to offer reporters juice, coffee, tea and ice water. If you can, provide a podium that has a Sierra Club sign (or the logo of your campus group, or your school) on the front so it is in all camera shots

· There should be space toward the back of the room for TV cameras and a table near the front for radio reporters. Definitely have one or two greeters with a sign in sheet so you know who attended and who did not.

10.   USE VISUALS 
· Any good visuals, including pictures, charts, graphs, or maps will increase your chances of getting coverage. Your news advisory should note that there are "excellent photo opportunities,” if that’s the case. You should also include a description of what the photo opportunity will be.

11.   DON’T BE LATE 
· Start the conference within five minutes of the designated starting time. Begin by introducing yourself and the speakers, and then move right into people’s comments.

12.  ANSWER QUESTIONS 
· After all the speakers have made their statements, the news conference should be opened for questions. Each question should be answered at the podium so that microphones pick up the quotes. Requests for one-on-one questions after the interview are fairly standard, particularly by TV and radio stations that may want to polish up a sound bite from the news conference.

After the Event:

13.   FOLLOW UP!
· After the news conference, deliver press kits to any key reporters who did not attend. Make calls to key reporters or outlets that did not attend to offer a one-on-one interview. You should return to your office as quickly as possible after the news conference so reporters can contact you with additional questions.


14.  COLLECT YOUR CLIPS
· Watch the papers, listen to the radio, and watch the news to find coverage of your event!  Be sure to collect all print clips (hard copies are better than web links or printed copies) and to order tapes of radio or TV coverage.
· Let us know you got covered!  Please send electronic copies of media hits to eliza@ssc.org and for hard copies to:
Eliza Simon
Sierra Student Coalition

408 C St., NE

Washington, DC 20002
CONGRATS!  You’re done!

EMBARGOED until: August 30th 2004

**Media Advisory**

Contact: Adriana Raudzens, Sierra Club, 303-746-1491
Citizens Camp Out at Regional Forest Office to Support Colorado's Forests

"Pitch-in" Calls on Bush Administration to Stop Destroying Roadless Rule


WHAT: Citizens pitch their tents in front of the Forest Service Regional Headquarters in support of protecting Colorado’s forests. The Bush administration is proposing to put Colorado’s forests at risk by reversing the Roadless rule, despite over 2.5 million public comments from citizens urging the administration to protect our precious wild forests. 

WHO: 
 Native Coloradan Becky Dickson, Professor and Sierra Club Leader;
 Bill Leuchtan, Owner of Front Range Anglers; 
 Dozens of concerned citizens.


WHERE: Forest Service Regional Headquarters, 740 Simms St., Lakewood (take US 6 to the Simms/Union exit and head north on Simms approximately 1 block. 740 Simms is a large red brick building on the right, set back from the street, and roughly across from the IHOP). Parking is available on the street. 
WHEN: Tuesday, August 31, noon-1:00 p.m. 

 

VISUALS: Citizens camped out in front of the Forest Service in a sea of colorful backcountry tents and recreational gear, “Forest Protection” s’mores, signs and banners.

###

How to Write & Distribute a News Release

A news release is the standard document for carrying a basic message about your campaign or your issue to the outside world. The biggest mistake people make regarding news releases is that they write too many. News releases should be saved for a newsworthy (meaning new and different) event or story.  Some examples of when to issue a news release include: to announce your organization’s stance on or response to an issue, to release an evaluation of the work of public officials, to inform the public of the appointment or election of a new leader, or to call for the passage or defeat of legislation.

Writing a News Release:

GIVE YOURSELF TIME — Releases take time to write well.

USE THE PROPER FORMAT — Use the media team’s sample news release as a guide for proper formatting. The important components of the formatting include:

· Use organizational letterhead (ask us if you want Sierra Club or SSC letterhead!), and type "News Release" in a large-sized typeface on top of the first page.

· In the top left, type "For Immediate Release" if appropriate or put a specific day the story should be released.

· In the top right corner put the name and phone number of the contact person(s).

· Try to keep the release to one page.

· Type "more" at the bottom of each page except for the final page where you should type "###" which indicates that the news release is finished.

· Use a catchy headline to attract attention to your news.

WRITE IN PYRAMID STYLE — Your news release should read like a news story. Say the most important things first, and use a catchy lead sentence to engage your reader.  A limited amount of background information and supporting quotes should be put in the following paragraphs. In general, paragraphs should be limited to one or two sentences. The first time you use an acronym, make sure it appears in parentheses after the full name of whatever it represents.

USE OF QUOTES—Your press release should include 2 or 3 pithy soundbite quotes.  Quotes should be front-loaded; in other words, the conclusion should come first followed by the argument (this contradicts how we usually make arguments).  Quotes need to be framed well, so make sure that they connect to the contextual text around them.  Finally, be sure to only quote one person per organization and read their quotes aloud to make sure they don’t sound stilted.

KEEP IT SHORT — Limit the release to one page, two only if absolutely necessary. Keep it simple, clear and direct. Do feel free to include visual aids, such as photos from the campaign, to increase interest when possible.

Distributing a News Release:

ALWAYS FOLLOW UP WITH A PHONE CALL— Follow up the release with a phone call to the news outlets to make sure they received the release and to urge them to cover the story. Try to reach a live person with your phone call. If you must leave a message, keep it as brief as possible but give the top reason for why the release is newsworthy. If an outlet did not receive it, offer to send it again. Both your release and your phone call should convey a sense of urgency without being hysterical or crying wolf.  In other words, pitch alarming news but don’t be an alarmist.

For Immediate Release                                       Contacts: Carlos Rymer 551-556-0189

February 11, 2007



             Kimberley Schroder 925-766-8813
Cornell Considers Climate Neutrality

ITHACA, NY- Members from the Cornell University student organization, Kyoto NOW!, met with President David Skorton and members of the administration on Friday to discuss the possibility of Cornell signing the College and University President’s Climate Commitment, an initiative recently launched by Second Nature and the Association for the Advancement  of Sustainability in Higher Education’s (AASHE).  This Commitment would obligate Cornell to developing and implementing a plan that would make the campus climate neutral.  This meeting comes on the heels of the passage of a Student Assembly resolution in favor of a Renewable Energy referendum that the student body will be voting on in March.  

In the weeks leading up to the meeting, KyotoNOW! launched a campus wide effort to educate and garner support for a climate neutral Cornell.  Students worked to gain endorsements from faculty, student organizations and the Cornell community at-large.  A petition drafted by KyotoNOW! resulted in over 91 faculty signatures, two departmental endorsements, 17 student organizational sign-ons and more than 4,700 student signatures.  “We could not be happier with the overwhelmingly positive response we have received from the Cornell community on this issue,” stated Kimberley Schroder from Kyoto NOW! “People recognize the threat that global warming poses, see the pressing need for action and want Cornell to be at the forefront of the response to combat climate change.”

The meeting with President Skorton resulted in a promise to examine the President’s Climate Commitment further.  The Cornell administration is generally very receptive to the idea of committing to climate neutrality and keeping pace with what other academic institutions are doing to address global warming.  An ad hoc committee, consisting of students, staff and faculty, will be formed in the near future to answer the question of what climate neutrality means and to draft a plan should Cornell sign on.  “We look forward to a comprehensive but speedy conversation determining our responsibilities as would be required for a member of the Presidents Climate Commitment and a University committed to climate neutrality,” says KyotoNOW! member, Katherine McEachern. To date, 66 colleges and universities have signed on to the agreement.  The University of Pennsylvania is the only Ivy League university committed to the agreement at this time.

“Cornell began the campus climate movement when it became the first university to commit to the Kyoto Protocol in 2001,” stated Carlos Rymer from Kyoto NOW!.  “Now that we are on track to meet the emissions reductions targets set forth in that landmark agreement, it is time to take the next step and move beyond Kyoto towards climate neutrality.  We are pleased with the administration’s initial response to this very important issue and want to thank everyone for their tremendous support.”

###
SIERRA CLUB RESPONSE TO PRESIDENT BUSH'S STATEMENTS REGARDING NUCLEAR POWER
STATEMENT BY DAN BECKER, DIRECTOR OF THE SIERRA CLUB'S GLOBAL WARMING PROGRAM

“In his interview published in today’s Wall Street Journal, President Bush calls for building more nuclear power plants as a solution to the environmental dangers he now admits are posed by coal burning power plants.  Nuclear power is a dangerous energy source that creates more problems than it solves.  It is irresponsible for the President to advocate building new nuclear power plants that will endanger communities and serve as potential terrorist targets.  

“Switching from dirty coal plants to dangerous nuclear power is like giving up smoking cigarettes and taking up crack.           

“President Bush’s energy policy makes America less safe by increasing our dependence on polluting fossil fuels, nuclear power, and foreign sources of energy.  It puts our energy future in the hands of foreign countries, while funneling billions of taxpayer dollars to polluting energy companies.  The Bush energy policy does not aggressively pursue energy efficiency and renewable energy, even though these solutions are our quickest and cleanest alternatives.  President Bush should scrap his energy bill and replace it with a bill that serves the American people, not just giant energy companies.

“It’s time for America to harness its own innovation to move towards energy freedom.  The technology exists today to make our cars and trucks go farther on a gallon of gas, produce more of our energy with clean, renewable sources like wind and solar power, and become more energy efficient.”

Contact info and cellphone





“Embargoed” means that the reporter can’t break the story until that date. 





Same header and subheader that your news release will have. 





The body of your advisory is just a simple “what, 


who, where, when.” 





It helps to give directions and parking info.





Be sure to include a section on “visuals” aimed at TV stations. 





The ### sign shows that this is the end of the advisory.
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Sample Press Statement








