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By Christine Glaser

Working the Media for Peace – 

Keeping Iraq in the Forefront
Working the Media involves careful planning of media outreach and publicity, both before, during and after an event.

The purpose of this media work is keeping Peace for Iraq in the forefront (of the 2008 Election Campaign and in the 110th Congress), by:

-  Using available media for educating the public on issues related to the war and about steps to end it.
-  Establishing ongoing relationships with media and congressional offices, and let Congress members know that you are informing the public.
-  Increasing attendance and public participation in peace-related efforts and events that you organize (for example congressional visits, matches and rallies, town hall meetings, panel discussions, speakers, film showings, delivery of petitions to congressional offices, public presentations on the  Declaration of Peace Comprehensive Peace Plan).
Why Keeping Iraq in the Forefront during election campaign? 

a. Congress keeps on funding the Iraq war, and it is Congress who has the constitutional power to start and end wars by making funding available. The responsibility for continuing the funding rests with Congress. Drive that home to your Congressperson -  don’t let them get away with blaming the President.

b. We need to remind members of Congress and the public that the majority of people in the U.S want a change in Iraq, they want soldiers to come home.

c. Majority of Iraqis and of Iraqi Parliament want the U.S. to get out  - completely -and have been opposed to the Iraqi government signing a so-called security agreement that would allow a long-term presence of the U.S. in Iraq, including military bases and U.S. control of Iraqi air space. 

d. Withdrawal has to be complete. Do not get fooled by promises for “withdrawal” that leave tens of thousands of troops and U.S. military basis in Iraq. Insist on complete withdrawal.

e. We are deeply concerned about how Obama is talking about withdrawing some troops from Iraq and increasing troop strength in Afghanistan. This is the wrong approach, because the invasion of Afghanistan is just as illegal as the invasion of Iraq. 

f. For more in depth practical reasoning for a complete U.S. withdrawal from Iraq refer to the Declaration of Peace “Comprehensive Peace Plan for Iraq” and Talking Points , which can be accessed on the DOP Home page under Comprehensive Peace Plan. 

1) Free Announcements 
Public and Community Radio Stations, as well as commercial radio stations, may be willing to do free announcements of community events. Often these announcements are on the day of the event only, and if you want better coverage (like announcements during the week leading up to the event), you will have to pay.
Newspapers often have short announcements for events coming up, but you have to make sure to get the information in before their deadlines, which may be a week or so earlier.

You can also avail yourself of free internet “community calendars,” maintained by many newspapers, university websites, etc. Usually, you have to go to their website and enter the event yourself. 

In communities with Community Cable Programs that provide live coverage of City and County meetings you may be able to make statements during Public Comment Periods at these meetings. This would be especially appropriate if you are working on convincing your city or county officials to sign on to a “Cities for Peace” initiative.
The key to using these opportunities successfully is 

· To put together a list of e-mail contacts (and deadlines) for free announcements. 
· To develop a list of internet sites that have community calendars.
· Compile a list of meeting dates for relevant City and County councils and commissions. 
· To have all the important information about an event (date, time, location, a catchy “title”, a short description of the event, and your contact information), ready. 
2) Letters to the editor: Encourage members of your group to write letters to the editor, or to do a “Speak Your Mind” on Public Radio, and include information about the upcoming event. With letters to the editor, it is important that they relate to some coverage of the issue in the paper where you hope to publish the letter. 
You may also request to be able to write a longer guest editorial..  

3) Request Editorial Board Meeting: If your local paper does not seem inclined to cover your events or position, it may make sense to ask for a meeting with the editorial board of your paper, during which you present them with information about why you think they should pay more attention to the issue of the Iraq war and withdrawal of the U.S. military.
4) Opportunities for Paid Publicity 

If you have the resources, you can pay for local radio announcements and ads in a local/regional paper. 
A kind of a newspaper ad you may consider is a signature ad showing the names of individuals in your community who support the message of the ad and have contributed money for it. 

5) Pre-Event Newspaper and Radio Coverage

Most effective -- in terms of drawing attention and attendance -- is an article written in your local newspaper about your event before it happens. 
Also, you are likely to have large exposure to many listeners if local radio stations interview you (or a featured speaker) the day before the event, or you are invited to a talk show before the event. 

For this to happen, you need to contact the respective media representatives (local reporters, talk show hosts of programs that might host you) with sufficient lead time for them to schedule a program or article. 
A key to being successful with this is a well written and well timed media release.
6) Media Releases 

A Media Release can be faxed or e-mailed for example to: 
· Newspapers

· “Alternative” magazines and papers 

· Radio Stations

· TV Stations

· Peace Groups (including your own)  and other  groups or community organizations with related interests (for example churches) 
· List-serves 
· Congressional offices 

· City Council members

· Associated Press Offices in your state
Contact information is available on internet sites. 
Ideally, send the media release and then follow up with a phone call the same day or on the next day. Depending on how many media/groups/offices you want to contact (locally, regionally) this could involve quite a bit of work, and may require a team effort, where a group of people divides up the task of sending out the press release and following up with phone calls.

If anyone in the group already has personal connections with any reporters, by all means, use them. 

If you do not have the time or people to do follow-up, then just send the media release by e-mail or fax. 
While following up is more work, it also builds personal connections with reporters and staff of congressional offices, and increases the likelihood that your media release is noticed. 
When following up, just ask whether the e-mail has been received, and if there are any questions. State that you, or someone listed on the press release, is available for any follow-up questions. 
7) When to Send a Media Release
If you hope to get invitations to participate in a talk-show or get pre-event newspaper coverage, send a media release at least two to three weeks in advance of an event, and then send follow-up releases as the event gets closer.
If you have time and energy for only one media release, send it closer to the event. 
Ideally, you will get some coverage before, during and after the event. Even if there is no coverage before the event, the release will alert the media to the event. TV media will most likely want to be present at the event itself (for photo opportunities). Photo journalists will also be more interested in covering the event itself. 
8) Media Release Text: The purpose of diligently crafting the Media (Community) Release is to create interest in event, and to make it as easy as possible for reporters to put together a good story with accurate information about your event and your position.
The press release should have the following essential information: 

· Media Release: “Title of event” 
· Date of the release

· Contact information for one or more people associated with your organization. If you have invited a speaker or featured guest, include contact information for that person.

The purpose of having contact information is that media representatives can contact someone for an interview. Make sure to include phone numbers (in addition to e-mail contact)  – reporters often have very little time when working on a story and have to get it out quickly, they will call a number listed on the media release and if they cannot reach that person, just move to the next one on the list. If a reporter leaves a message for you, reply quickly.
· Name of your organization, contact info, webpage. Name of co-sponsors of the event.
· Date, time and location of the event (make sure to include complete information for the location - Street address, City and Zip Code, since the media release may go outside or be forwarded outside of your local area. 
· The announcement of the event itself does not have to be long. You should probably keep it to about a page (or two at max.). Be aware that portions of your announcement may be used verbatim in a news article, or in radio announcement.  Therefore, the more useful information you include directly in the press release, the better.  For example, if you plan a film festival, include a detailed schedule of the films to be shown, or include a link to a website that has this information. If you have invited a speaker, include information about the speaker’s background and expertise. If a person well known in the community has agreed to introduce this speaker (or to open the film festival, or panel discussion, etc.), mention that in the media release as well. If you plan a rally and march, include a time schedule and the name of scheduled speakers. 
If you have the time and resources, consider some of the following as well: 

· Include quotes: If possible, include direct quotes. For example, if you have a speaker, include a quote from the speaker (for example: a quote from something this person has written, or a quote from previous news coverage about this speaker). Or ask the person who will introduce your speaker to comment on the speaker. You may include quotes from members of your organization (for example commenting on the reason for and importance and goals of the planned event), or quotes from local Congress members (for example things they said during congressional hearings that pertain to the issue, or quotes from their press releases or letters to constituents).  
· Invite key people to the event and talk about it in the media release: If you are inviting your Congress members to the event, you can mention that in the Release, and state what response you received. (“The office of Congresswoman X  has been contacted and we were told that a staff person will be in attendance.” Or: the office of Congressman X has been contacted but we have received no confirmation that the Congressman will attend the event).  If you are in or close to a university town, avail yourself of expertise available at the University. Invite interested members of the faculty to the event and ask them to comment. Use that comment in your press release.

9) Creating “Photo Opportunities”: Coverage by TV stations and through photos of the event itself promise a lot of public attention. Make sure to include TV stations in your media release, you may even think of specifically creating or pointing out photo ops for them. 
10) Local Cable Access Coverage: If you are organizing an event, check in with your local Cable Access Station on whether they are willing to film the event. The benefit is that you can then request the recording to be shown repeatedly on the Cable channel, so many more people will be able to listen in than are able to attend your event. You probably will have to fill out an application to make that happen, and you should allow ample lead time for them to decide on your application. 
If they do not agree to film the event, you may be able to do it yourself (Community Cable Stations may have equipment for rental and teach you how to use it) and put the footage on Cable Access.
11) After the Event is Over: Watch the news coverage. You may find that reporters have not reported accurately about everything that was said. Use this as an opportunity to contact the reporters, and to write letters to the editor. 
12) Send out a Post-event Media Release – Swiftly. Summarize what happened, reiterate your position, include poignant quotes from participants, including from members of Congress.
