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Annotated Agenda

EARNING MEDIA COVERAGE: GETTING THE PRESS TO COME TO YOUR EVENTS
TIME ALLOTTED: 1 hour 15 minutes
PRESENTER(S): 

MATERIALS NEEDED:

· Projector and PPT
· Flip Chart
· Markers
· Sample Press Advisory
· Earning Media Coverage Handout
· Earning Media Coverage Worksheet
GOALS FOR THIS SECTION:
· Understand the steps that go into getting press to cover your earned media events
· Practice each of these steps including making press pitch phone calls
· Feel confident about getting more press coverage than ever before when you apply all these steps
SKELETAL AGENDA:

1. Introduction and Goals
2. Basics of Earning Media Coverage
3. Hands-on Practice
4. Debrief, Next Steps and Closing
ANNOTATED AGENDA

0:00 – 0:05 
Introduction and Goals


0:00-0:03
Personal story introduction

· [Slide 1] [Trainer should give a two-minute version of their personal story as relevant to this module. If possible, try to weave earned media into your story. Don’t forget to share challenge - choice - outcome and practice it like any other section!]
0:03-0:05
Goals and Agenda
· [Slide 2] We have three main goals for today’s session.
· Our first goal is that you leave here understanding all the steps that go into getting press to cover your events.
· Our second goal is that you get a chance to practice these steps, including how to make press pitch phone calls
· And finally, by the end of this session, our goal is that you have a boost in confidence about your ability to get press to come to your events by applying these skills.
· [Slide 3] So to accomplish these goals, here is a look at our agenda.
· We’re about to wrap up the introduction and goals.
· Then we are going to cover the very basics of earning media coverage.
· After that, we are going to spend the majority of our time doing some hands-on work to learn each step first-hand.
· And once we’re done with that, we’ll debrief and close!
· [Animation cue] So with that, let’s jump into the basics!
0:05 – 0:10 
Basics of Earning Media Coverage


0:05-0:06
Why Press Coverage is Important

· [Slide 4] Before we get into any of these steps, I just want to talk for a minute about why any of this even matters.

· Our mission at OFA is to win issue campaigns while building grassroots strength.

· Now, in order to get our Members of Congress to support the issues we’re supporting, we need them to know that their constituents support those issues.

· Every day, every Member of Congress in the country has a staff that closely monitors the press to find out what public opinion is on these issues.

· By holding lots of events and getting lots of press clips, we start to drive that narrative and make our Members of Congress understand the will of the people they represent.

· Here is a collection of some of the best press hits we’ve gotten. [Explain the impact these events have had and point to positive results, such as MOCs voting the right way or voicing their support publicly.]

· So if they are seeing press clip after press clip of people in their district voicing their support for these issues, they’re going to start to realize that they need to vote the right way.

· So as we go through these steps, I just encourage you to keep in mind what is at stake. The more media we have telling these stories, the better we can make our Members of Congress understand what their constituents want, and the better chances we have of getting them to vote the right way.



0:06-0:10
Basics of Earning Media Coverage

· [Slide 5] So now that we’re on the same page about why earning media coverage is so important, and how it helps us achieve our goals, we’re going to dig into the steps required to get reporters to come out and cover our events.

· But first, I want to make sure we’re all on the same footing with some of these key terms. Many of them you may be familiar with, some of them you may not be, so we’re just going to define some terms.

· [Animation cue] When we say Media Market, we are referring to a jurisdiction of news outlets. Just like every Congressional District or County has boundaries, media markets have boundaries too.
· If a news outlet is in the [insert local media market name] media market, its job is to cover news that happens within that media market, and not outside it.
· We’re in the [insert local media market], and some of our nearby media markets are [insert nearby media markets].
· [Animation cue] The next term is news outlet. When we use this term, we’re simply talking about one news entity - one TV station, one website, one newspaper, one radio station, you get the picture. 
· [Animation cue] The third thing we have here is Press Advisory. This is an important one.
· A press advisory is a written communication that tells news outlets about the events they might want to cover. Think of it as an invitation you send out to news outlets to invite them to your events.
· This is different from a press release. Does anyone know what the difference is?
· [A press advisory tells reporters in advance about events they might cover. A press release will go out after an event, with photos and a recap, and news outlets will actually use that release to create a story. In fact, a lot of times, they’ll just print the press release verbatim!]
· We typically don’t do press releases, except on rare occasions at a national level. So it’s really important that we’re getting press advisories out to make sure the press is covering our events.

· [Animation cue] Finally, we have pitch calls. These are the calls we make to actually contact the news outlets and convince them to cover our events.

· We should be making pitch calls before every earned media event - we can never count on just the press advisory to get reporters to show up. Even if there is a reporter that comes to every event no matter what, we can’t count on that, and we have to be diligent about making these pitch calls.

· [Slide 6] Great, so now that we understand all these key terms, we’re going to dig into the important steps that go into earning media coverage.

· This is a checklist with the big picture steps, and the top priorities. You actually have a more detailed version of this checklist in your packet.
· [Animation cue] The first step is to send out a press advisory three business days before your event. 

· We send it three days out just to get the event on their radar, although they typically won’t make any commitments this far in advance.

· We are going to take a look at a sample press advisory a little bit later and discuss it in more detail.

· [Animation cue] Once we’ve sent out our press advisory, it’s time to go into call mode. The first call we make is just to confirm they received the advisory, and we’ll make this call the day after the advisory was sent.

· Again, no news desk is going to commit to covering your event at this point, so you’re just calling to chirp in their ear and make sure they got your release.

· [Animation cue] The next day, you’re going to make your first real pitch call. This is the type of call we’re going to practice later in this session.

· [Animation cue] On the morning of your event, you want to make another pitch call. Think of this as a confirmation call to make sure they’re planning to put your event on their schedule.

· Most news outlets will hold morning meetings around 9am where they talk about what events they’ll be covering that day. It’s great to get your call in before and after that meeting!
· [Animation cue] Now, the work doesn’t stop once the event begins! When you’re at the event, and the outlets you’ve contacted actually have sent a reporter, it’s important to grab that reporter’s contact info. We’ll talk more about why this is important later.

· [Animation cue] And finally, it’s important to have a designated photographer take photos at the event, [Animation cue] which you can then upload to the news outlet’s website immediately after it’s over.

· So those are the key steps, and we’re going to dive into each of them through a few exercises, but before we do, are there any burning questions? [Encourage people to save non-urgent questions for the end.]

· Great, so with that, we’ll dive into our exercise!

0:10 – 1:00
Hands-On Practice

0:10-0:15
Explanation of Case Study
· [Slide 7] We are going to spend the rest of this session walking through each of the steps we outlined earlier.

· What we’ll do is we’ll read a sample press advisory from an event that actually recently happened here in our state.

· Once we’ve read the advisory, we’re going to pretend that we are the organizers of this event, and will walk through each of the steps of getting the press to cover that event. Participants will read a sample press advisory together, and from there extrapolate everything they need to know and do to successfully get press to cover this event if it were theirs.
· In your packet, you should have a few materials we’ll use for this.
· You should have a sample press advisory that looks like this [hold up the press advisory so people know what they’re looking for in their packets-.

· You should have a 4-page document called “Earning Media Coverage,” and that is going to have the more detailed version of the checklist we reviewed earlier [hold up this handout].

· And finally, you should have a 2-page worksheet, with a series of questions on one side, and a spreadsheet on the other side.

· [Slide 8] Since the process always starts with a press advisory, we are going to start there.

0:15-0:25
Step 1: Read and discuss sample press advisory
· [Animation cue] One thing to know is that every time you hold an earned media event as part of a national push, you’ll get a press advisory like this one from headquarters.

· If you are holding an earned media event for something more local, just talk to your Chapter Lead or Press Lead about what that process looks like.

· [Animation cue] So for the first step of this exercise, we are going to take a minute to read the sample press advisory, and then answer the questions on the first page of our worksheet.

· [Participants can either work in pairs, small groups, or independently.]
· In about 5 minutes, we’ll come together to review the answers.

· [Give participants 5 minutes to read and work on their worksheet, then go question by question and ask people to share their answers.]

· [On the question of Talkers, it will likely be unclear who the surrogates/real people/validators are from the press advisory. Explain to participants that this information is typically not on press advisories, usually because things can often change and speakers will be added or subtracted with short notice. This highlights the importance of making pitch calls that explain who the speakers will be. For the purpose of this exercise, ask participants to brainstorm who might be good talkers for this event, and then settle on 1-2 make-believe talkers to use for the rest of the exercise.]

· [Be prepared to inform participants of the answers two the last two questions, which they may not know: what is the media market, and what geographic boundaries does this media market have?] 
0:25-0:45
Steps 2 and 3: Brainstorm Press Outlets and Research Contact Info

· [Animation cue] Now that we have fleshed out the basics of our event and we know what media market it’s in, we’re going to take some time to do some brainstorming and research.

· Take a moment to brainstorm some news outlets within this media market. Try to fill the whole second page of your worksheet with the names of these news outlets, and fill in what type they are.

· Once you’ve filled in all the news outlets, do some research and see if you can find their phone number and email address.

· You can use a smartphone, laptop, and of course, discussion with other participants! 
· [Give participants 5 minutes for brainstorming.]
· If you haven’t already moved on to start doing some research, go ahead and do so now with the outlets you’ve brainstormed.

· [Give participants 5 minutes for research.]

· [Animation cue] [Take 5 minutes to debrief the exercise, highlighting that it’s important to build a strong list and keep it updated, and also to use the relationships we have offline to track down this info. Suggested discussion questions to draw from are below:

· How was that exercise? Super easy? Super challenging? Somewhere in between?

· What were some of the places you looked?

· Any key takeaways?]
0:45-0:55
Step 4: Role Play Phone Calls

· [Slide 9] Okay, so now that we have done our research, we know where we would email this press advisory, and we also have a phone number for some of these news outlets.
· We use this phone number for three types of phone calls:

· First, we call the outlet to confirm they received the advisory.

· Then, we call them the day before to make a full-on pitch.

· And finally, we call them on the morning of the event, almost like a final confirmation call.

· [Animation cue] Keep in mind, you will typically talk to the assignment desk, but every outlet is a little different, so you should talk to whomever you can get on the phone - and then find out who the best person is to talk to for next time.

· [Animation cue] So now that we have all the info we need, we’re ready to make our calls, so we are going to use this time to practice!

· We are going to focus on the second call - the one-day-out pitch.
· Take a moment to read the sample press pitch phone call in your packet.
· Then, review the basic information you wrote about your event on page one of your worksheet, 
· After you’ve done that, try and build a script for yourself on the last page of your packet, after the sample script.
· Take about 3 minutes to prepare, and then find a partner to play the role of the assignment editor.

· Take 2 minutes to make your pitch, 2 minutes to debrief with your partner, then switch roles and repeat.

· [After 3 minutes, announce that participants should be getting with their partners and starting their role-plays.]

· [Circulate around the room while participants practice their pitches, announcing when it’s time to go from Partner 1’s pitch, to debrief, to Partner 2’s pitch, to debrief.]

· Alright, whose partner did a great job? Can you tell us why? [Call on 2-3 participants to briefly share what made their partner’s pitch successful.]

· Great, so now we are going to move from the “before” phase to the “during” phase!

· [Animation cue] So we’re at our event, we have great turnout, and sure enough, many of the news outlets you’ve contacted have sent reporters!

0:55-1:00
Step 5: Getting to Know Reporters

· [Slide 10] After all the work it takes to get reporters to our events, it’s important that we do what we can to keep them coming back.
· You want to make sure and grab the reporter’s business card or contact info, and also find out when the piece will print or air.

· [Animation cue] Why do you think this is helpful?

· [Ask participants to volunteer their ideas, and guide them toward the following:

· It’s good to have a direct line to reporters and also build professional relationships with them.

· It’s good to keep track of which reporters cover which events. You might pick up on a pattern of who gets assigned to different events by topic, location, or some other factor.

· Every reporter has a certain type of story in mind that they are hoping to tell when they cover an event. If you keep track of what kinds of stories each reporter is telling, you can get a sense of how to pitch events to them in ways that will appeal to them. You can also get a sense of whose coverage is consistently favorable, or consistently unfavorable.]
· Excellent, so for any reporters who show up, we always grab their contact info.

· [Animation cue] But sometimes, despite our best efforts, there are outlets that just don’t show up.

1:00-1:05
Step 6: What if they don’t show? Upload photos to website! 
· [Slide 11]  But all is not lost!

· [Animation cue] If you have someone take pictures at the event, a lot of news websites have a place where you can actually submit your photos, and a lot of times, those photos will turn into a news story!

· [Animation cue] So for this step, we’re actually going to assign some homework.
· When you take your worksheet home, you should continue your research until you have not just the phone numbers and email addresses, but also some information about how to submit photos and stories online. Once you’ve found that submission page, you should write down some instructions for finding it as well as any other directions that might be useful in the future.
· You can write these notes in the second to last column of your worksheet.
· Once you do that, you’ll have a press list for any future event in this media market, and you can even use it! Just log the results of your calls in the very right hand column of your worksheet.

· You should definitely follow up with your Chapter or Press Lead and make sure your data gets logged somewhere, since every chapter tracks these things in its own way.

· [Animation cue] So that brings us to the end of our checklist for earning media coverage! We’re going to go ahead and debrief and wrap up.
1:05 – 1:15
Debrief, Next Steps and Closing


1:05-1:10
Key Takeaways and Next Steps
· [Slide 12] So, we came into this session with a few goals, and I have three key things I hope you’ll take away from this session.

· [Slide 13] Before we review those, I’d like to just open it up for discussion. Anyone want to share their key takeaways or big light bulb moments? Raise your hand if you do.

· [Have 2-3 people share their key takeaways.]

· [Animation cue] [Acknowledge if any of these were mentioned.] There are three main things I hope you take with you.

· First, remember that press outlets don’t just automatically come to events - it takes a coordinated approach of sending an advisory, making phone calls, and effectively selling the story and compelling them to cover it.

· Secondly, don’t ever forget why this is so important. Earning media coverage helps us win issue campaigns because it makes our legislators’ perception match reality. We know that the majority of their constituents support us on our issue - now, we need those Members of Congress to know it.

· And finally, next time you’re organizing an earned media event, make sure to apply all of these steps, and I am sure you’ll be pleased with all the press coverage you get!
· [Slide 14] In terms of next steps, [review the next steps you want volunteers to take to put these skills to action.]



1:10-1:15
Q & A and Closing
· [Slide 15] All right, and with that, let’s take some questions! We probably won’t get to every question, but will answer as many as possible. 

· If you have more, please take a moment to write them down now, and ask them in your evaluation at the end of the day.

· [Answer questions for as long as time allows]

· Thank you!
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