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Conventions 2008 Media Guide  

 
 

 

 
 
 
 

Why are you going to the DNC or RNC?  
The Press wants to know! 

Share your story with your local newspaper, television, and 
radio outlets. 

Wondering how to do it?  
It's much easier than you think Ð check out this guide  

and find out! 
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What’s inside this guide 
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Why are you going to the convention? Who are you targeting?  Why should the media care?  
 
II. Media tools           4 
How to write a press release, make press calls and get the media to cover your event. 
 
III. Back-door media strategies       8  
How to write a letter to the editor, an op-ed piece, and calendar listings. 
 
IV. At the conventions        10 
If someone from the media does interview you, before you leave for the convention or while 
you're attending the convention, you'll want to consider some tips from Kelly Jacobs, Mississippi 
state coordinator for CODEPINK. 
 
V. A little more on how to interview...     11 
If youÕre not sure you have the skills to give a live interview, you will feel confident after reading 
these great tips from media guru, Celia Alario. 
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I. Strategy time! 

 

Ask yourself: 

Why ar e you going to the conventions? What is your  goal? (e.g. To bring an end 
to the occupation of Iraq; to prevent war against Iran; to participate in the political 
process, etc.) 

Who is the tar get of your  goal? (e.g. The presidential candidates, the 
Democratic/ Republican representatives, other activists, etc).  

Who should car e that we'r e going?  Whoever you want to care about your trip Ð 
your audience Ð determines which newspaper, TV station, etc. you want to contact. The 
Òbiggies,Ó like the New York Times or CNN, reach an international audience Ð and it's 
toughest to get their attention. Leave them to national! Local media, like your hometown 
newspaper, reach your hometown audience and are much easier for you to attract with 
your news. They'd probably be most interested in hearing your plans to attend the 
conventions. If you  are attending to the DNC and RNC to bring more attention to 
ending the war to free up funds for, say, education, you may want to reach out to 
specialized media, like your school district newsletter. 

Why should the media car e? How do we stand out? It doesn't matter how much 
work you do Ð if the media doesn't know about it, no one else beside your group will. Get attention to 
your cause! But make sure you make it clear why your group is worthy of attention Ð will 
you be doing anything unusual at the DNC/ RNC? (Yes, CODEPINK activists will be 
wearing many costumes, Rollerblades, brigades, however you decide to participate. You 
will join us in our great, creative message).  That's what you describe to the media! 

 

 

 

 



 

 4 

II. Media tools 

!  OK, you've asked your questions, you have answers. Now how do 
you attract the media?  
 
Start with a press release! Think of  attracting the media like fishing: the media are the fish, 
and you need a hook with a fat, juicy worm.  Your press release is the hook, and the information 
is the worm.  It describes why a journalist should clear out a time in their very busy schedule, get 
in their car, drive to your headquarters and spend time talking with you.  
 
What would it look like?  Check out the release weÕve attached with this guide.   
 
T ips to keep in m ind: 
 

Keep it short -- Never go longer than one page. 
  

Always include a headline. (ÒCODEPINK activists to block...etcÓ) 

Always include a Òwhat, when, and whereÓ under the headline   

Use a catchy, opening-sentence, enticing the reporter to read more.  

Always include contact information at the top AND at the bottom. 

Always write if  there will be good photo or video opportunities (photographers and TV 
crews LOVE that. ex. If  you're dressing up like Karl Rove condoms, include that in your 
release!). 

 

Who do you send it to? 

You can try to find phone numbers or e-mail addresses of your local newspapers, TV 
or radio stations online, but youÕll most likely find the address and numbers that lead 
to dead ends Ð crammed mailboxes that are rarely cleared out. YouÕll have better luck 
finding specific reportersÕ or editorsÕ contacts. Search this database available through 
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Congress, or this one from the Progressive Democrats. You can also contact me at 
jean@codepinkalert.org and ask me to send you a contact list for your area!  

YouÕll want the emails and phone numbers of these people:  

¥ The REPORTER who covers politics, or education, or young people, or 
whatever issue that brings you to the convention!! 

¥ The ASSIGNMENT or NEWS EDITOR who determines whether a television or 
radio station will call a story and also decide which journalist to send. Alter the 
assignment editor to next day or same day news.  

¥ The FUTURE EDITOR, who looks at news events for the upcoming week and 
determine whether a television station is likely to cover them. 

¥ The CITY/ METRO EDITOR, or BUREAU CHIEF or NATIONAL 
EDITOR, who determine whether a newspaper will likely cover an upcoming event 
and may decide who to send or pass the information on to the appropriate  reporter!! 

¥ The DAYBOOK Ð this isn't an editor, but a daily calendar compiled by news 
services (called ÒwiresÓ) such as the Associated Press, UPI, and Reuters. Newspapers 
and other services also sometimes have these.  

¥ **Don't forget to contact alternative media (like weekly newspapers) and ethnic or 
community newspapers or magazines, radio stations or TV stations! 

3. CODEPINK Central subscribes to an online media database and can provide you 
with a media contact list for your area.  If youÕd like a media list, email 
jean@codepinkalert.org.   

When and how do you send it? 

Send the release in the morning before reporters. producers or editors  get very busy. The 
weekend is a bit different; it never hurts to send in the release on a Thursday or Friday and to 
make your follow-up calls before the weekend.  Make sure you send at least a couple weeks 
before you leave for the conventions, to give them time to see you making banners, organizing 
and getting ready!! Then send it... 

By fax: 

Faxing is still the best way to send your advisory or release to the newsroom.  

 Find the fax number by calling the newsroom Ð ask for it!    
 Include the name and title of the reporter you are trying to reach.   
 Try not to send more than two advisories to the same fax number. This is unnecessary 
 and clogs up the machine!  
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By e-mai l :  

E-mail is super convenient for many reporters, especially because they can forward it to other 
reporters or editors who may be interested!         

When you ask for reporters phone numbers, be sure to ask for e-mail addresses, too.  
Always address the e-mail with ÒDear LAST NAMEÓ and write it like a letter (with 
proper grammar and spelling). 

OK, you've sent the release. Now what??  

Make Press Calls!  So you put out your juicy worm....and the fish weren't biting. So time for 
another -- call every media outlet to pitch your trip to the convention. They might have missed 
your release in the million they get every day Ð don't be offended. Just call up the reporter, editor, 
producer, whomever with a two-sentence pitch!! Like this:  

 
Call and ask for the assignment desk or the news desk.  

       Say youÕre calling from your organization (ÒHi, this is Jean from CODEPINKÓ). 
 
Include when, where, and why...and why what you're doing is unusual. 
 
Offer to send the press release, even though youÕve already sent it. Often the person will 
give you his/ her personal email or fax line, and that way you can send it out again to a 
real person.  
 
Ask pointedly if they or someone from their news outlet might be interested in writing 
about you... 

DonÕt forget to make press calls again on the day of the event (usually before noon is best). 

What to do right before a reporter arrives for an interview: 

Keep a copy or two of your release on hand. Identify a spokesperson to answer most of the 
questions. But because reporters might ask anyone in the group their questions, come up with a 
list of Òtalking pointsÓ -- or quick, little answers they can easily get down. 

 
What is a talking point or  sound byte? A sound byte is a short way to express what 
your action is about. Your sound byte will be most effective if it is: 

Short and sweet, about 1 to 2 sentences. The more you say, the more reporters could 
misquote! 
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Memorable for the way it sounds (rhyming, cultural reference).  
 
Expressed in a common language and common values (remember youÕre trying to 
influence your audience, too, not just a reporter). 
 
Spoken from the heart. 
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III. Back-door media strategies 

If you're having no luck getting any coverage, never fear! Time to try 
some other strategies. 
 
Letters to the Editor! 
  
Newspapers publish letters from community members that relate to a controversial issue, locally, 
nationally or internationally. So, write a letter describing why you're attending the conventions 
and why it matters to people in your hometown.  
 Not sure how to write one? You can use CODEPINKÕs Letter  to the Edi tor  tool  on 
our website to easily send a letter to your local newspaper (Note this tool was for our ÒGive Peace 
A VoteÓ campaign, but you can always change the text of the letter). 
 
T ips to keep in m ind: 
  
 Write clearly and concisely following the limitations usually given on the editorial page 
 or letters-to-the-editor page.  
  
 Include your major points within the first few paragraphs.  
 
 Type your letter and double space between lines.  
  

Use your spell check and then proofread.  
 
Sign your name and include your phone number and address if required.  

 
 
How to submi t a letter  to the edi tor ? E-mail it to the editor (the address should be included 
in the ÒOpinionÓ or ÒEditorialÓ section of the newspaper). 
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Op-Eds! 
 Newspapers also publish opinion essays, called Òop-eds,Ó on various topics, about two or 
three each day, depending on the size of the newspaper.  Longer opinion pieces (600-800 words) 
donÕt have to relate to a story in the newspaper, but do have to link to a current event. Like...the 
conventions! Or the war! Or whatever reason you are going to the convention! Write an essay 
about why that is important. 
 Be clear and concise. 
  

Include major points in the first few paragraphs. 
 

Be clever Ð editors prefer sassily written essays!  
 

Make it personal Ð and timely! (Why is it relevant right now?)    
 
Be early. Submit it as soon as possible Ð opinion editors like to get a copy of the letter at 
least three days before they publish it, so they have time to edit it with you, if needed. Do 
not send an op-ed that will lose its meaning or relevance by the next day! 

 
Not sure how to submit an Op-Ed? You can find out how to submit these to the opinion 
page editor by calling the newspaperÕs main number to ask for the opinion editor's phone 
number or e-mail address.  

 
 
Calendar listing! 
  

Having a pre-convention costume making party? Or just a we're-so-excited-we-want-to-
party-before-we-leave party? Submit a calendar listing!! (Hey, free advertising!) 
 Call up your newspaper, radio station or other media outlet and ask how you can add 
your event to the event calendar. Or scour their Web sites for a community calendar. Then 
follow their directions. Not sure how to write the announcement about your event? Here's an 
example: 
 
ST. LOUIS WOM EN PREP FOR PEACE CONVENTION PARTY!  
 
WHEN: 7 P.M. Saturday, August 20  
 
WHERE: The Green House, 53 Elm St., St. Louis 
 
WHAT: Local women from CODEPINK: Women for Peace, invite you  to come join us for pre-
Democratic and Republication National Convention kick-off party!! We'll be going to Denver 
and Minneapolis/ St. Paul to rally for peace, environmental protection and other causes, and we 
want to celebrate!  Come see us off in style! 
  
COST $5 for refreshments!  Call 555-5555 for more information!  
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IV. At the conventions 
 
 If someone from the media does interview you, before you leave for 
the convention or while you're attending the convention, consider 
some tips from Kelly Jacobs, Mississippi state coordinator for 
CODEPINK.  
 
 Ask for the reporter's business card. Go back and look them up later! 
  

If a reporter asks a question and you don;t know the answer, don't answer. Say ÒI don't 
know.Ó 

  
Carry a small pink postcard-sized flier, printed with your name,  age, where you're from, 
the name of your group (i.e. CODEPINK New York City), what you stand for at the 
convention, how long you've been involved and why you're doing this.  HAND IT to 
every reporter you meet or talk with.  
 
(For more tips, continue to next section.) 
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V. More interview tips 
 
Nervous about interviews? Here are more tips:  

Befor e the inter view:  

      Develop your message (Problem, Solution, Action)  

Control the Frame (Your analysis of the issue, the frame defines whatÕs in your story) 

Consider getting the opinion of someone outside the immediate group about the clarity of 
your message.  Does it make sense to them?  What other details are important? 

Know you talking points and be well practicedÑ practice in front of the mirror, in front of 
your friends, and if possible even in front of a camera. Practice in the shower!! 

Be familiar with both the short term (this cycle) and long term (campaign) media strategy and 
how this interview fits into each. 

Know your audience and know the medium (watch the show, research the reporter, 
understand who watches). 

Know the interview format and prepare yourself for the specific type of interview.  Choose a 
focal point for Ôstate-shiftingÕ (an image, a sound or a body stance); prepare for distractions 
and interruptions 

Think about what the others interviewed (the ÒoppositionÓ) will be saying.  

Ask the reporter a series of questions LONG before they ask you any! 
o Find out what kind of a story the outlet is doing (how long, what angle, etc). 
o What topics will be discussed in the interview? 
o Who else is being interviewed? 
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o Are you live? 
o When will it air? 
o Where will it appear (and can you leverage that for more)? 

¥ Visualize the results! 

Warm up your voice and use the music of your voice (tone, intonation, emphasis) 

Image and posture are very important.  Be conscious of how you look and the impact of your 
appearance on your message. ALL of you is the message, not just what you say!   

Choose the right clothes:  Avoid busy patterns, think polished and a bit more conservative 
than you usually dress, avoid accessories that are too bright or dangly, be ready for hot lights 
if youÕre in studio. Put a CODEPINK button on your shirt below your collar bone so it will 
be captured in a portrait view. 

Dur ing the inter view: 
 

Remember you have something important to say.   
 
Remember that this is YOUR interview; the reporter needs you for the story. 

There are no such things as Ôoff the recordÕ and no Ôoff cameraÕ remarks! 

Avoid ÒNo CommentÓ responses. 

It is ok not to know the answer, but refer them to someone who does, and tell them what you 
want them to know (your talking points!) 

Don't be thrown off by the question; "discipline" the message. 

Speak slowly and clearly and avoid pause words (ÔumÕ ÔlikeÕ ÔuhÕ) 

Practice the art of ÔbridgingÕÑ Build a bridge from the question you are asked to the talking 
points you have ready to deliver.  (Especially important in live interviews!) 

Practice the art of ÔflaggingÕÑ make statements before your talking points that flag for the 
reporter and editor that what is coming is the key point.  (Especially important in taped 
interviews!) 

When preparing to answer:  Stop, Breathe, Relax, Think, Speak! 

When answering:  Listen, Respond, Expand (ONLY if necessary), STOP! 

Don't try to explain everything; stay on your key messages. 
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You can often determine the time, place and length of an interview; you can also set the 
pace of an interview. 

It is OK to ask the reporter to repeat the question. 
 

If you are not doing a live broadcast, it is OK to start over if you make a mistake.  (Let 
them know you would like to begin again.) 

 
Know where to look:  look at the interviewer, NOT at the cameraÑ unless you are on a 
satellite ÔtalkbackÕ style interview, in which case you do look into the camera.  When in 
doubt, ASK where to look.  And look at the same place throughout the interview! 

 
Know how to hold yourself:  if you are standing, straight but not too stiff, no rocking, one 
foot slightly in front of the other, hands clasped in front or behind you, or on the 
podium.  If you are sitting, sit up straight a few inches away from the back of the chair 
and watch out for how your clothes may bunch up. Always avoid fidgeting and excessive 
hand motions, donÕt tap your foot or your pen, donÕt touch the mike or your hand piece. 

 

 For satellite ÔtalkbackÕ style interviews:  assume you are always being broadcast, even 
before the interview begins or when the host is talking to other guests.  DonÕt be afraid to 
interrupt the host or other guests that you cannot see.  You can request a monitor, but it 
can be distracting! 

The movement will not collapse if you mess up your sound-byte! 
 

Keep love in your heart, and let it come through in your interview.  Let your integrity 
show! 

 
After  the inter view: 
 

Debrief with others; how do you feel about the interview?  What did they  think? 
 
 Watch yourself (request a copy or have someone record it!) and evaluate how it went:  

notice which bytes made it, did they ask the questions you were expecting, did you 
control the frame, did you stay on message? 

 
Leverage the interview!  What can you do with the video to further your goals? 

 
Practice some more based on what you learned!!! 

 


