	SAAM Media Kit


The involvement and support of the media is essential to the overall success of your awareness and prevention activities during SAAM.  The media can help you highlight the issue of sexual assault and how individuals and communities can become more involved and interested in ending sexual violence.

If you do not have a comprehensive list of key media contacts in your community, consider these tips for building a good media directory that can be used during SAAM and throughout the year:
· Ask members of your organization and other community partners to provide you with contact information for media persons with whom they have worked with in the past.  Combine all contacts into a “master list” and distribute it to everyone who contributed.

· Assign volunteers to read, watch and listen to different media outlets for six weeks prior to April 2006 – including newspapers, radio, network and cable television, and the Internet.  Ask them to document a list of reporters who do a good job of covering issues relating to sexual and other forms of violence and oppression, and healthy relationships and communities.  Have volunteers send a brief note or e-mail to such media persons complimenting their news coverage, and then include them on your master media list.

· You can compile a basic media list by simply entering the words “media listing” into any Internet search engine.  Different media outlets will be highlighted, usually by the type of medium (print, broadcast and/or Internet-based), as well as by geographical regions.  A volunteer can document key contact information and, time permitting, make calls to each medium to ask, “Who is the best contact for stories involving violence and victimization or healthy communities and community organizing?”

Print, broadcast and Internet-based media may all take an interest in 2007 SAAM activities if they receive timely well-written information that they consider newsworthy.  The samples provided are designed to be personalized in order to offer a state and local perspective of sexual assault issues and prevention efforts.

Media Resource Folders:
Media materials should be printed on your agency’s letterhead and put into an attractive folder.  A label on the front of the folder that has your program’s name, the event title and date is important.  A media resource folder also offers reporters and community members additional information that they may not have obtained during an actual event.

Some components you can include are:

· Contact sheet

· News Release

· Agenda

· Background Document

· Fact sheet

Materials should be inserted into the folder in order of importance.  Other “fun” materials, such as ribbons, buttons or brochures can also be apart of the kit.

Five Important Steps to Successful Media Relations:
1. Identify the key messages for your program

2. Identify your target audience

3. Simplify the message

4. Select specific vehicles to carry the message

5. Convey the message with frequency

Proclamation

One of the most effective ways to widely promote awareness of SAAM within the broader community is to seek public proclamations or resolutions from local and state governments (including city or parish councils, mayors, and county boards of commissioners) that officially proclaim the month of April 2007 to be “[Local] Sexual Assault Awareness Month.”

The enclosed sample proclamation is written in the format that is “standard” for government proclamations or resolutions and will be the one used by the Governor to proclaim April as Oregon’s Sexual Assault Awareness Month.  Victim assistance organizations and coalitions should coordinate efforts to seek proclamations, and request multiple copies that can be “officially” presented to them in conjunction with 2007 SAAM activities.  These proclamations can be framed and displayed in the offices of programs that co-sponsor 2007 SAAM activities, in libraries, or other public areas of display.

Press Release

A press release gives you the opportunity to provide the news media with general information about your Sexual Assault Awareness Month activities.  It offers a statewide perspective with information about sexual violence prevention efforts in Oregon.

Your press release should also be personalized to highlight the key activities that will be sponsored in your community to commemorate SAAM.  It is helpful to attach a one-page summary of such activities that includes the type of activity, date, time, location, sponsors, a brief description of the event and contact information.

Your 2007 SAAM press release should be sent via mail, fax or email at least 10 days prior to when you would like the information to appear.  Volunteers can make the important follow-up telephone calls to offer additional information, and/or confirm media participation.

Public Service Announcement

Your public service announcement (PSA) should be personalized to your community including contact information for the sponsoring organization, telephone number, and/or website.

PSAs can be submitted as scripts for on-air personalities to read, or you can ask the television or radio station to tape your preferred spokesperson(s).  One option is to utilize volunteers, staff or co-sponsors in taping your PSAs.

Your PSAs are more likely to receive airtime if you invest time in advance preparation.  Here are some helpful tips:

· Your PSA should be submitted at least four weeks in advance of your event.

· Personal contacts with the public service or news directors of local television and radio stations are essential.  You can provide them with a brief overview of SAAM, its goal and theme, and collaborative efforts to commemorate this month in your community.

· If your PSAs are specific to activities in your community, ask that they be aired during the week prior to your activity.  Otherwise offer a specific time period for broadcast.

When your PSAs receive airtime, it’s a good idea to send a thank you note to your news media contact that emphasizes the value of their contribution to SAAM and to increasing public awareness about sexual assault services and prevention efforts.

These materials have been adapted from the 2006 NCVRW Resource Guide, online at http://www.ojp.usdoj.gov/ovc/ncvrw/welcome.html

Glossary of Terms:

Advertising – “paid media”, controlled use of print or broadcast media.  

Calendar Release – Modified news release designed to provide community editors (TV, Radio, Print) basic information about an event.

Commercial – A paid for announcement or advertisement. (Radio / TV)

Editorial (Op-Ed) – (Print & Broadcast) A reaction to another recent editorial, event or news story.  Use it to make a point, state a fact or offer an opinion.

Letter to the Editor – An opinion of a notable public figure is often expressed in a “letter to the editor” or guest opinion piece.

Media Advisory/Alert – A brief, one-page, typed notice intended to notify the media of upcoming “hard” news event, like a news conference.

News Release – Offers more information than an advisory, and usually goes out to more media vehicles.  A release may precede a news event you want covered or provide a response on a recent story.

Public Service Announcement (PSA) – A radio or television spot that provides a message to its target audience.  The Spot is free of charge so this tool is reserved strictly for organizations that qualify as nonprofit under federal tax laws.

Follow-Up  - Following up with media is the key!  Distribute materials, make follow-up phone calls and this will set aside your news release or advisory apart from the volumes that are received each day.

Message – The essence of the concept being conveyed.

Sound Bite – Created from messages that are presented to the media.  Tailored to fit into time restraints and very “catchy”. 

