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Working with the Media – Some Tips to Get You Startedi 

Involving the media in your fundraising and awareness-raising campaign for AYUDA can help 
you broaden your fundraising potential, while at the same time help educate the public about 
the important issues relating to youth empowerment and diabetes education.   

In the fast-paced, plugged-in world we live in today – involving the “media” no longer just 
means sending out a press release to your local newspaper.  There is a flood of sources and a 
never-ending need for news – which can be overwhelming.  Online news sources and social 
media offer all kinds of new access points from which “media” can be approached but you 
have to be savvy about your approach to ensure maximum reach. The “24-hour” media cycle 
means that news sources are always looking for new stories. The trick is to ensure you story 
gets noticed – not just added to the pile. It can all be overwhelming – but the good news is 
that staying on message, researching your approach and being persistent can have huge pay 
offs.  Due to social media – your little news story to sprout legs you’ve never even imagined.  

What is Media? 
The word “media” has many definitions. But what we are referring to within this toolkit is as it 
pertains to sources for news.  

• Newspapers and online news
• Magazines
• Community, alumni, trade orgs and business newsletters (and e-newsletters)
• Radio
• TV
• Internet (websites, blogs, video)
• Social Media

A few things to consider: In the past “news” came from sources such as newspapers, 
magazines, TV networks.  Often before getting approval to run a news story, news offices had 
to verify the facts or sources in a story.  Now, due to social media and internet – the sources for 
media have grown and often news is no longer verified in the same way as before.  Please 
keep this in mind before contacting news or media sources. Do you trust what they are 
saying?  Remember that if you align yourself with an untrustworthy source, it could look badly 
on your reputation.     

Involving the Media ii 

When to involve the media 
You want to ensure that when you pitch a story to media source that they are interested in 
what you have to say.   

Consider the following times when thinking about when to involve the media in your 
campaign  

-‐ When you are just starting out 



-‐ When you have a “success” or you have made good progress 
-‐ When a goal is not being realized due to barriers, drawing attention to 

your issue that the media could help you support 
-‐ When there is a burning issues 
-‐ Community event or action 
-‐ When you are looking for allies 

When not to involve the media 
-‐ When the timing is not right 
-‐ When there are bigger issues dominating the media 

Media Strategy 
To save time and effort, do your research before contacting media sources!  Before 
approaching the media – consider what you want to achieve. You might not get it right 
everytime, but finding a media source that aligns to your interests or one that you have a 
personal connection with will help your chances of getting your story in print.  Consider the 
following questions.  

Picking the Right Media Source 
-‐ What kind of relationship are you looking for? On going relationship or one off? 
-‐ What is your expected outcome? 
-‐ Who are you trying to reach? 
-‐ Do you have a personal connection with the news source (alumni magazine, local 

paper or news station, etc.)? These are incredibly helpful!!! 

Identifying your most relevant media outlet 
-‐ Who is their audience? 
-‐ Does your story connect? 
-‐ What stories do they usually cover? Or what is their priority agenda? 
-‐ How do you personally connect to them? 
-‐ Are they credible? 

Tip: Persistence Pays off!  Don’t give up! 

Interviews 
Once you have media interest, you may be asked to do an interview or fill out a questionnaire 
vis-à-vis email.  If you are participating in the Ganemosle or WDD  Programs in Santo 
Dominigo – you might even participate in an in-country Spanish interview! Being prepared for 
interviews and sticking to key messaging are very important.  Here a few more tips. 

-‐ Make sure that the most important information comes across in a concise way 
-‐ In advance of the interview, write down the main 2 – 3 messages you want to get 

across. Either bring these notes to your interview (if not a TV interview!) or memorize 
them! Make sure if you get stuck to come back to those important points. 

-‐ More is less! Try to stay concise and on point 
-‐ Remember if you are doing a phone or radio interview you can use your notes! 
-‐ If you don’t know the answer to a question – don’t make it up.  You can also say: “I’ll 

have to get back to you on that” or “I’d prefer someone with more experience in 
AYUDA answer that question”.  



-‐ Make sure you are comfortable using AYUDA language!  Remember for 
many people this might be the first time they have heard of the issues 
around youth empowerment and type 1 diabetes education.  So the way 
you say things can make a direct impact on your audience! 

-‐ If you are living with diabetes – be sure to check your blood sugar before any 
interview!  

-‐ Be ready with your action.  Don’t forgot to include your web link or action you’d like 
your audience to take. 

Media Messagesiii 
If your pitching story to a media source (often this can include just sending an email with your 
story pitch, or if you know someone who works for a news source, contacting them) be sure 
you are ready with a concise “Pitch” that answers the following questions: What is Wrong? 
Why does it matter? What can be done? 

More specifically, you should have your message prepared with the following: 

Main Statement  
– Can also be called an “elevator pitch”.  This is the main idea of your message and you should 
be able to say this in just a few sentences.

Evidence    
Include evidence that backs up your statements. Stick to one or two stats – you don’t want to 
bog an interviewer down.  You can always offer to send along for information if the media 
source is interested in writing a longer story.  We will have more in-country information from 
Haiti and the DR coming shortly on our E-course Library.  

Example – Personal anecdote 
How do you relate to this story? What is your personal stake? Telling a story always helps to 
personalize and emotionalize your message.  If you don’t have personal story, think about the 
people you have come in contact with since starting with AYUDA. 

Action Desired!  Keep it short 
Don’t forget to include an action!  This is critical! 

Make your message Multi Media 
Give your story multiple dimensions. Have multi-media options for your media source. 
Consider the following: 
Videos- Youtube, Vimeo, Instagram  
Photos – Instagram, Facebook, Twitter – tag!  
Blogs – Wordpress, Blogger, Tumbr 

Press Release 
Another way to approach the media is to email them a press release.  This is particularly 
effective if you have an event or new initiative you are launching.  Well-written press releases 
provide all of the basic information to the media that they need to consider writing a story.  



Often press releases on their own become news stories – added to blogs and 
online news sources. 

Tips on Writing a Press Releaseiv 

-‐ Strong and informative Headline (with social media in mind, search engine friendly) 
-‐ Well Written Lead Paragraph (it’s the most read paragraph, so put in all of the most 

relevant and interesting information!) 
-‐ Quotable Quotes 
-‐ Call to Action 
-‐ History background at the end! 
-‐ Don’t Forget Contact details!! (include links, email and phone number) 

Questions to Consider when Writing a  Press releasev 

-‐ If the headline were a Facebook post, would it catch your eye? 
-‐ Would you want to learn more if you saw 140 characters of the release as a tweet? 
-‐ What would make it more relevant? 
-‐ Do you understand what is being said? 
-‐ Is the language complicated or unnecessary? 
-‐ Have you included AYUDA language? 

For more on Press Release 

http://blog.marketo.com/2013/07/introducing-the-modern-press-release.html  
http://myob.com.au/blog/how-to-write-a-modern-press-release/  
http://ezinearticles.com/?The-7-Secrets-of-Writing-a-Great-Media-Release&id=150596 
http://www.enhancemymarketing.com/prhowto.html  
http://blog.hubspot.com/blog/tabid/6307/bid/27623/3-Characteristics-of-Successful-Modern-
Day-Press-Releases.aspx  

Contacting the Media – Ready, Set, Go! 
Below are links to media sources in all 50 states to get you started.  When pitching a story – try 
to contact the news editors with most interest in your story – for example the “community  
news editors” or “health news editors” 
http://www.abyznewslinks.com/ 
http://www.newslink.org/  

i  Adapted from: Towards Universal Accesses : Young People in Action - Working with Media for Advocacy Campaigning,  pages 31 – 35. World AIDS 
Campaign, 2010. 
ii .  Adapted from: Towards Universal Accesses : Young People in Action - Working with Media for Advocacy Campaigning,  page 31. World AIDS 
Campaign, 2010.  
iii Adapted from: Advocacy In Action: A toolkit to support NGOs and CBOs responding to HIV/AIDS, by NAM, AIDS Map, ICASO, http:// 
www.aidsmap.com/en/docs/pdf/Adv5Section4.pdf 
iv http://ezinearticles.com/?The-7-Secrets-of-Writing-a-Great-Media-Release&id=150596 
v http://blog.marketo.com/2013/07/introducing-the-modern-press-release.html


