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Introduction
This handbook focuses on how you, as a member of a non-profit organization, can work with the
media to draw attention to the issues that concern you most.  Whether you have never had expe-
rience with the media or are already somewhat familiar with how it works; whether you are
interested in women’s rights, family planning, legal reform or any other cause aimed at social
change; whether your organization has a budget for communications or not, we hope you find
the suggestions in this guide helpful.

This workbook will walk you through the steps towards building an effective media campaign,
using many examples along the way.  At the same time, it is important to remember that there
are many other ways for your non-profit organization to build awareness of your issues besides
using the existing news media.  These may include: story telling, singing, holding theater shows,
creating your own video or radio programs, making posters or flyers, and giving speeches and
workshops.

You will want to consider which methods best meet the needs of your audience.  While we can-
not cover every area of creating your own unique communications plan, we have developed a
companion volume to this handbook that examines in detail one example: using video to create
social change.

We at the Center for Reproductive Law & Policy are always interested in hearing from you.  We
hope activists from around the world and from many different cultures will use this handbook.
Please feel free to adapt the material to the needs and customs of your society -- you are the
expert on what works best with the people you want to reach!  If there were a new section of this
handbook you would like to see included in the future, or if you have an interesting experience
to share, please contact us.

Best wishes on your campaign!
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Why Media is Important for Social Change
☛ Educate the public; enable people to take control of their lives; mobilize the community
☛ Positively inf luence policy-makers and opinion-shapers
☛ Open the media to democratic debate and alternative points of view
☛ Break the silence on taboo issues
☛ Increase the visibility and positive public image of your organization’s work
☛ Gain/maintain volunteers and donors for your cause



Creating a Media Plan
How you go about developing a media plan depends upon the answers to several key questions:

■ What is your goal?  For example, do you want to call attention to an important event?  Try to
bring change to a public institution?  Raise awareness about a public health issue?

■ Who is your target audience?  A spe-
cific community?  The mayor of your
town? The general public?  What is the
background of this audience?  How
much education do they have, for
example?

■ What is your message?  Write down
one clear, direct and simple message.
Draft talking points that will answer
basic questions about your message.

■ What resources are available to you?
Do you have a budget for this cam-
paign?  Which staff members and/or
volunteers can help you?

Only after you answer these questions
can you decide what specific strategy
will be good to use to get your message
across.  Analyze and assess the opportu-
nities.  Which type of media will help
you to reach your target audience?
Should you send out a news release,
pitch a story idea to a radio producer,
write a guest column for your local
newspaper?  What materials will you
need to produce to help get your mes-
sage across?

Suggestions for Building a
Media Campaign:

☛ Try to think like the audience you want to reach.  If
possible, ask a member of your target audience to
listen to you so you can test the message of your
campaign.

☛ Involve the top people in your organization when
crafting a media campaign.

☛ Hold a brainstorming session with your organiza-
tion’s staff and volunteers to generate ideas.

☛ Be flexible.  Revise your plans if circumstances or
resources change.

☛ Persevere.  Don’t be discouraged if your plan isn’t
working.  Try to figure out what’s going wrong.  Get
advice from sympathetic professionals.  Try again!
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It Doesn’t Happen Overnight!

A media campaign is something to look forward to positively.  However, be prepared to put in
much energy for small or no immediate return.  Understanding and recognition of important
issues doesn’t happen overnight.

Developing the Skills You Already Possess

There is nothing mysterious about working with the media.  In fact, you probably already know
everything you need to know to educate the media about your issue or your organization.

6

Reasons to Call a Reporter:
☛ Launch of a new program
☛ Action by government on which you can provide a comment
☛ Relevant court rulings
☛ Reports or studies you or others release
☛ A person with a compelling story that bolsters your position who is willing to share

their story with the media
☛ Visits by important off icials to your project or facility
☛ Meetings you would like covered
☛ Your attendance at major international meetings or training programs

National Lawyers Guild, The Media Guide: A Handbook for Activists. (Philadelphia 1980), 3.
United States Information Agency, Finding Your Public Voice: A Media Guide for Women. (Washington, DC June 1995), 1-3.
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The Five F's of Media Relations
Developing good personal relations with the media

Developing Links
To the Media

☛ FACTUAL
Use facts, statistics, dramatic statements,
creative slogans, personal anecdotes.

☛ FRIENDLY
Be courteous and encouraging. 

Remember reporters' names, read what
they write, thank them for their time.

☛ FAIR
Treat different news outlets fairly and the same.

☛ FAST
Respect journalists' deadlines.

■ When the press calls, assume it is an emer-
gency.  A call returned even a few hours
later may be too late.

■ If you are calling a reporter, always ask if
they are "on deadline."  If a reporter is on a
deadline and trying to complete a story,
determine the best time to call back.

☛ FRANK
Be candid and open.

Never mislead journalists.  If you can't
answer a question, say so.  But try to get back
to them with the answer as soon as possible.

9
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The Different News Outlets
You can use all, or just some of the many different types of news outlets, based on their use in
your region, the level of education of your audience and the differences in local customs.  In
many cases, for example, radio is the best method to reach a mass audience.  In societies where
at least 50% of the population does not read, a campaign using print media would not be suc-
cessful. In contrast, only about 15% of Americans get their news from listening to the radio.  You
should make use of as many avenues for getting your message across as possible.  At the same
time, you should not waste time with avenues that will not reach your audience.

■ Newspapers usually explain more in their stories than TV and radio.  Within a newspaper,
there are many areas that could be useful to get your message to the public.  These include the
Opinion-Editorial Page (see p. 28); Letters to the Editor Page (see p. 32); sections on local and
national news; political cartoons; and lifestyle sections (example: women’s health column).
While there are big newspapers -- often owned by bigger media companies -- that tend to cover
countries or large cities, there are also smaller local papers owned by individuals or smaller
companies that focus on outlying areas that should also be considered for your media plan.
Placing advertisements is another option, but it involves spending money.

■ Monthly magazines are usually finalized four weeks in advance of the month they are issued,
and reporters can be given a story to write 12 weeks to even a year before it's published.
Weekly magazines have shorter assignment times for their reporters and also include more
current and timely issues and events.  One way to get their attention is to write a pitch letter
(see p. 26) that gives the magazine a story idea and makes your issue seem interesting and
important. Magazines, like newspapers, also have a Letters to the Editor Page, and advertise-
ments are, again, another opportunity for getting your message across, although for a price.

■ Wire Services are media centers that produce news stories and then sell them to other outlets.
Depending on the service, they can produce stories for newspapers, television and news radio
programs.  They usually have bureaus in different locations to cover local stories.  Examples of
wire services include Associated Press, Reuters and Agence France-Presse.  Also, bigger news
companies have "syndicates" which produce news in local areas to be used by the companies'
newspapers, radio and television stations.

■ Television coverage requires visuals and real-life stories.  When pitching an idea to an assign-
ment editor or news editor, be sure to let them know you have someone from your organiza-
tion or community who will go on-air to speak about the issue.  Getting scheduled to appear
(or being "booked") on talk shows is a way to get your viewpoint to a larger audience.  Local
cable shows may be an easier way to get on the air and to give your spokesperson practice with
television interviews and speaking in front of a camera.  Television advertisements tend to be
expensive, although cable access stations usually advertise at bargain rates.  An organization
can also put together an inexpensive "public service announcement" or PSA (see p. 35), with
someone talking on camera and maybe something visual to illustrate your issue, event or orga-
nization. Television stations often air PSAs for no cost as part of their responsibility to the com-
munity, but it could be easier to get a cable station to agree than a big network station.

■ Radio stations often broadcast regular news segments throughout the day.  Larger radio sta-
tions have full news staff to cover press events or to interview various experts on an issue.
Many smaller stations use news syndicates and have few or no reporters, but you may encour-
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age them to do on-air interviews or recorded interviews to cover issues that are important to
your community.  An organization can also produce an inexpensive public service announce-
ment to publicize an event, an issue of concern, or your organization itself.  You may wish to
record the PSA using the voice of your representative.

■ Internet Websites that contain news stories often accept written statements describing an
organization's message or event.  Many websites host "banners" that act as advertisements.
Corporations sometimes do public service campaigns and provide banners at no cost to non-
profits.  Contact The Internet Advertising Bureau http://www.iab.net to find out about avail-
able banner space for non-profits.  The Internet also offers non-profits the opportunity to put
up their own websites which can be accessed by reporters.  Many non-profits now hire "web-
masters" to create and maintain their websites.  If your organization has access to E-mail, you
can distribute messages, announcements, press releases and other information to individuals
and groups around the world.

Tip:
☛ A common mistake is to work only with journalists who are

sympathetic to your cause or easy to work with.  In fact,
you should consider engaging all media outlets, regardless
of their political views, except in extreme cases.

Communications Consortium Media Center, Strategic Communications for Non-Profits.  (San Francisco: Jossey-Bass Publishers 
1999), 19-32.
Communications Consortium Media Center, Strategic Media: Designing a Public Interest Campaign. (Washington, DC 1991), 37-52.
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Media Contact Lists
Media contact lists contain essential information about the various reporters, editors and other
important people you will get to know as you seek attention for your message.  It is critical to
remember such information as their names, their interests, and their phone and fax numbers.
This information should be kept at your fingertips while making or receiving calls.

Purpose:
Media contact lists provide you with a quick reference of who should receive information on a
particular issue and how to get them that information.

Developing a Media Contact List:
■ Include all types of news outlets in your list: newspapers, magazines, radio, newsletters, wire

services, websites, television (see p. 10).

■ Ask a local press association if they have a basic list they can give you of all the media in your
location, or check in the reference section of the library for an updated book of media outlets.
The phone book is another useful source of information. 

■ Find out who reports on topics of interest to your organization.  You can read back issues of
newspapers and magazines to find names of reporters who would be interested in your topic.
You can also call news outlets directly for that information.  Once you've compiled the list of
interested reporters and editors -- and sometimes publishers -- these are the people to build
strong relationships with, to update with information and possible story ideas.

■ Keep your list updated by reviewing it every month.  Journalists change jobs frequently.

■ Join local press clubs that accept non-journalists as members.

■ If there is no specific reporter covering your issue at an outlet, address items to the news edi-
tor, or if applicable, to the entertainment or health editor, etc.

■ Track incoming press calls on press call forms (see p. 14), and add this information to your
media contact list.

Tip:
☛ Try to designate one staff person to be responsible for

media relations.  That way the press will have a
“point-person” within your organization they can
always turn to.
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Your Media Contact List Should Include the Following Important Facts:
■ name of reporter or editor

■ title

■ organization or media outlet for which they work

■ any special areas of interest they may have

■ address

■ phone/fax number/E-mail address

■ language

■ publication or program deadlines

Johns Hopkins Population Reports, Helping the News Media Cover Family Planning. (Baltimore November 1995), 18-19.
Population Communication Services, Working With the Media. (Baltimore 1986), 8. 
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Press Call Forms
You may find it useful to collect information about reporters who contact your organization.  You
can then add this information - or double check it against - your media contact lists.  Also, by
keeping a record of press calls, you will be able to determine later how various requests were fol-
lowed up, both to set a precedent and to improve upon weak points.

P A R T N E R S F O R C H A N G E

PRESS CALL FORM

Date: Time: Deadline: 

In media contact list: __yes __no Staff person who took call: 

NAME

TITLE (reporter? editor?): 

MEDIA AFFILIATION: 

ADDRESS (unless already on media contact list): 

WORK PHONE: FAX: 

HOME PHONE (if reporter wants to give it out, and if it is important to getting your
story across in a timely way): 

OTHER (E-mail, for example): 

SUBJECTOF CALL:

HOW IT WAS HANDLED:

REFERRED TO:

FOLLOW-UPNEEDED?:

3 8 1  B E R G E N S T R E E T,  B R O O K L Y N ,  N Y  1 1 2 1 7
P H O N E : 7 1 8 . 5 5 5 . 2 6 7 5  F A X : 7 1 8 . 5 5 5 . 2 6 7 6  I N F O @ C H A N G E . C O M



Responding to
Reporters' Questions
When talking with reporters from any media outlet -- be it newspapers, television or radio -- the
most important thing is to know your subject very, very well.  If you really understand your mes-
sage, why it's important to get it to the public, and why it's important that this message get out
now, then you can answer any question a reporter might ask, even the ones you are not expecting.

Purpose:
■ Interviews offer the opportunity to establish credibility with reporters and become a trusted

source.

■ Interviews provide you with an audience for your organization’s viewpoint.

Giving Successful Interviews:
■ Watch or listen to the TV or radio program on which you will be interviewed beforehand.  If it

is a print interview, read articles written by the reporter.

■ Before talking with the media, get someone to ask you questions and practice answering them.
Also practice answers to questions on controversial points.

■ Have handy appropriate materials, information, and possibly your colleagues themselves who
are experts on the issue.

Questions to Ask Before the Interview:
If the interview is happening sometime in the future, you may wish to ask:
☛ What is the date and time of the interview?
☛ Where will the interview be held?  Make sure you have exact directions.
☛ What is the full name of the interviewer?
☛ What are some questions I am likely to be asked, so that I can better prepare for the interview?
☛ Will the interview be live or taped?
☛ Will I be interviewed alone or as part of a panel?  If I will be on a panel, who else will be speaking?  How

long will each person speak?
☛ How long will the interview last?

15



■ Make sure the interviewer knows your name and your organization’s name for identification
on radio, TV or in print.

■ Decide on two or three key message points.  Stick to the points throughout the interview.

■ Regardless of the length of time, do not try to get more than three main points across.

■ Don't be afraid to repeat yourself.  Try to find different ways to say the same three points.

■ Prepare a brief example or story to illustrate each point.

■ Give the latest news related to your topic first; then fill in the background later.

■ Speak simply and clearly -- use understandable language and do not assume the reporter or
the audience knows anything about your subject.  Remember, a reporter or an audience of any
kind will be listening to you for only a very short time, so be concise.

■ If you use any technical terms, make sure you define them as simply as possible.

■ Use as few numbers and statistics as possible.

■ Don't try to answer a question right away if you need to think about a good answer.  Take a
few seconds to figure out the best way to answer.

■ No matter how friendly a reporter seems, s/he is not necessarily your friend.  They must be
fair to both sides of an issue, so they will hear and record what you have to say, then get infor-
mation from those who disagree.  It is, therefore, important that you give the reporter as much
information as you can as simply as you can.

■ Assume that whatever you say will be “on the record.”  That is, it may be published and attrib-
uted to your name.  If you don't want to see or hear the information in their story, don't say it!

■ Never say “no comment” since that will usually give the impression that you have something
to hide.

■ Never bluff or lie. If you don’t know the answer to a question say so.  Offer to get the infor-
mation to the reporter as soon as you can after the interview.

Tips for TV Interviews
☛ Always look directly at the interviewer.  Never look at the camera or the TV monitor.
☛ Wear solid colors, but not black or white.
☛ Do not wear f lashy or shiny fabric.
☛ Do not wear too much jewelry.
☛ Sit at the edge of your chair and lean forward.  Don’t worry about your hands.  Put them wherever you

feel most comfortable.

If You Get an Unexpected Call From a Reporter:
☛ Find out the reporter’s name, telephone number and deadline and ask if you may call him or her back

in a few minutes.  Do any quick research you can.  Then relax and call the reporter back.

16
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■ Take control of the interview.  If you are asked an irrelevant question, try to turn it around.
(For example: “Well, the real issue here is _______.”)

■ Avoid being pressured or confused with rapid questions.  Slow it down and make your points
clearly and deliberately.

■ Some journalists will try to to make you lose your temper.  Do not be easily affected, and stay
calm.

■ Be sensitive to a reporter’s need to take notes, and slow down when necessary.  Don't start a
new topic until they are able to write again.

■ When speaking to a reporter on the phone, you may have notes in front of you, if you find
them useful.

■ Be prepared with a quotable last line because the interviewer may ask, “Do you have one last
thing you’d like to say?”

Tip:
☛ Contact public relations f irms located in your country to see if a

sympathetic individual may be willing to provide your organization
with some hands-on media training.

The Centre for Development and Population Activities, A Handbook on Advocacy for Women Leaders. (Washington, DC 1995), 17-18.
Johns Hopkins Population Reports, Helping the News Media Cover Family Planning. (Baltimore November 1995), 20.
United States Information Agency, Finding Your Public Voice. (Washington, DC June 1995), 15, 23.





Using Effective Tools
for Media Relations
Press Releases
A press release is a sheet that explains your event or issue to the press.  It is usually written like
a news story so that reporters will find it easy to read, and will find all the information they need
to understand the story.  Often news outlets will print a story straight from your release.

Purpose:
A press release is the easiest, most accepted and cost-effective way to reach journalists with a
story that is breaking news.

Writing a Press Release:
■ Use paper that has your organization's symbol and/or name on top, if you have it.

■ Type the release, so it is easy to read. 

■ Leave a lot of room on each side of the page for reporters to take notes.

■ Date it at the top.

■ If the release is for a story for that day or the next day, put “FOR IMMEDIATE RELEASE” at
the top of the page.

■ If you do not want a reporter to write about your release before your event or conference, write
“EMBARGOED UNTIL ______” ( insert date of the event on the top of your press release).

■ Include a name and phone number the press can call with any more questions after reading
the release. 

■ Write a catchy top line for the release -- called a “headline.”  It must be interesting to grab a
reporter’s attention.

■ Give the most important information in the first opening paragraph.  Answer the questions --
who, what, when, why, where.

■ Leave less essential information for the end of the release.

■ Use clear, simple language and short sentences and paragraphs.

■ Include quotes, and make sure you put down who said those words -- usually the head of your
organization.

19



■ If you're writing an opinion, or the way someone feels, put it in quotes (see above).

■ Use facts and any numbers that will support your point.

■ In order to make your story timely, link press releases to events or dates, such as International
Women’s Day (March 8).

■ Include a short description of your organization at the end of the release.

■ Keep press release to one page, and never more than two pages.  After the first page, put the
name of your organization and the number of the page on the top left corner so a reporter can
keep the pages together.

■ If your release is going onto the next page, type “more” at the bottom of the first page.

■ At the end of the release type the symbol ###, --end --, or --30-- so the reader will know there
are no more pages.

■ Proofread it carefully for grammatical and spelling mistakes.

■ Make copies of the release for your files.

Distributing a Press Release:
■ Send release (and any other pages of information) to all media on your list at the same time.

■ Deliver the release in the morning, so reporters have time to interview people and create a
story.

■ After releases are sent, call reporters you think or know will be interested and tell them the
release is coming, and that you will be happy to answer questions or give more information
once they've read it.

■ Keep records of who used your release, and save press clippings or tapes of audio/video pro-
grams for your files.

20

International Planned Parenthood Federation, Advocacy Guide. (London January 1995), 39-40.
Johns Hopkins Population Reports, Helping the News Media Cover Family Planning. (Baltimore November 1995), 16-17.
Population Communication Services, Working With the Media. (Baltimore 1986), 6-7.
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W O M E N ’ S C O L L E C T I V E

April 1, 1995 Contact:  Ouassan Zilachi
FOR IMMEDIA TE RELEASE 999/33-0808

HEALTH CLINIC SERVING LOW-INCOME FAMILIES TO OPEN IN RABAT

RABAT, MOROCCO - Low income Moroccan women and their families will soon have
access to comprehensive health care at a downtown clinic, the Women's Collective for
Healthy Families announced today.  The Lalla Zineb Clinic, located at Number One,
Charia Marrakech, will open May 10.  The clinic will offer a full range of health care
services, with an emphasis on preventive care, including pre- and post-natal care and
immunization, which are not now available to many lower income Moroccan families.
Most clinic services will be free of charge; a nominal fee will be required for some spe-
cial services.

"Too many Moroccan families are going without the most basic health care,"
said Collective Director Zeyna Saba.  "The Lalla Zineb Clinic's outreach staff will visit
area communities to educate women about the importance of preventive care and intro-
duce them to the clinic's services.  While we know we cannot address all the health
problems of Rabat's urban poor immediately, this clinic, the first to target women as
family health care managers, offers real hope."

In addition to health care services, the clinic will offer classes on nutrition and
family health for area women.  Information about the clinic will be distributed at a stall
at the Medina, and radio public service announcements are in development.  A mobile
health unit, allowing clinic staff and doctors to travel to surrounding rural areas, will be
operational by Spring 1996.

The Lalla Zineb Clinic is named for Princess Zineb, whose efforts to advance
preventive care and reduce infant mortality in Morocco have won her international
acclaim.  The Royal Family and UNICEF have contributed financially to the clinic.
Clinic operations will be financed in part by the Morrocan government.

###

The Women's Collective for Healthy Families is a non-governmental organiza-
tion that seeks to promote the health and well-being of women and their families by pro-
viding public education and improving access to health care services.

M A R R A K E C H R D .   R A B A T,  M O R O C C O 2 3 1 7 2
P H O N E : 9 9 9 / 3 3 - 0 8 0 8  F A X : 9 9 9 / 3 3 - 0 8 0 9  I N F O @ W O M E N . C O M

Sample Press Release



Press Kits
Press kits contain all of the pages of information a reporter will need to understand your issue,
put together in a folder.

Purpose:
■ Press kits help reporters understand and cover your organization, message or event. 

■ Press kits contain as much information as you have, so reporters have all the facts in front of
them when they put together their stories.

Pages to Include in a Press Kit:
■ Cover letter or memo

■ Press release that gives your organization's message

■ Fact sheets or background information on different aspects of the issue

■ A sheet with quotes from the important people involved in your cause/organization, or a
statement from the head of your organization that explains your cause

■ A question and answer sheet that explains the issue in an easy-to-read way

■ Copies of other newspaper articles that explain your issue well

■ Charts, visuals or photographs

■ Background biography on your organization's expert on the topic

■ A page that explains your organization and what it does

■ Business card or card with your spokesperson's name and office phone number, along with
name and address of your organization for a reporter to have at hand 

22
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McKinney & McDowell Associates, Media What’s To It: An Organizer’s Guide to Public Relations. (Washington, DC), 16.



Press Conferences
A press conference is an event your organization puts together with speakers to announce some-
thing important to your organization or your cause that should be in the news either that day or
the next day.

Purpose:
Press conferences give all the media outlets interested in your story a chance to hear the infor-
mation and talk to your important people at one time.  They are only used for big events or
announcements.  Usually a reporter likes to be the only one writing about something, so only use
the press conference for important and big news.  These conferences can also be expensive;  use
them wisely.

Holding a Press Conference:
■ First decide what you want to announce or say, where you will have the press conference, and
the day and time it will happen.

- Make sure the date is not a major holiday or other news event, or no one will come.
- Also pick the conference time to fit into a reporter's schedule of gathering information

for the stories s/he will write that day.  Usually the best time for this event is Monday-
Thursday, between 10 a.m., no later than 2 p.m.

- Pick a location for the event that is easy for everyone to get to.  It would be nice if the
location meant something to the story -- like at a clinic or in front of a hospital, but only
if it is easy to get to.

■ Send a press advisory (see p. 25) to all media outlets to be received 2-3 days before the event.
The advisory tells them that the press conference will happen, that your organization is run-
ning it, where and when and what day it will be, who will be there from your organization,
and a little bit of what the conference will be announcing.

■ Call the reporters you think will be interested at least the day before the conference to see if
they are interested and answer any questions they might have -- without giving them enough
information to do the story before the conference.  That way, if they are interested, they'll have
to come.

■ Pick someone who will greet the reporters as they come in, give them packets of materials or
press kits (see p. 22), make sure cameras and microphones are in position, and be generally
available to help. 

■ Create a sign-in table so you know which reporters have been there.  Add any new names or
information to your media contact list after the conference (see p. 12).

■ Never have more than three speakers at your press conference, and make sure they are impor-
tant people to your organization and your cause.  Perhaps you can include people who are
known throughout the country -- politicians, actors, etc. who support your cause.

■ Make sure your speakers know what to say.  Have practice tests with them, giving them hard
questions and making sure the organization will be comfortable with the answers.

■ Use an interesting visual background, such as your organization's banner, to entice TV cameras.

■ Invite other people who support your cause to sit in the audience during the conference, but
have the first several rows reserved for press.
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■ Start on time and limit the news conference to 30-45 minutes at the most. 

■ Speakers should talk no more than 5 minutes each.

■ Allow time for questions at the end. 

■ Try to serve some refreshments - nothing elaborate, just tea, coffee, cookies, etc.  Journalists
often forego meals to cover news stories.

■ Send a press kit to everyone who did not attend.

■ Follow up with reporters who were there -- do they need answers to their questions, do they
need pictures for their stories, or more information or quotes?
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Press Advisories

Purpose:  
Press advisories are used to let the media know you're going to have an event, where, when, what
date and time it will be, who will be speaking, and a short line on what the event will be about.
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P A R T N E R S F O R C H A N G E

Press Advisory

January 5, 2001
FOR IMMEDIA TE RELEASE

Contact: Faith Parker
718.555.2677

What: A press conference and ribbon-cutting ceremony to announce the 
opening of Newton Lake’s first family planning clinic.

Where: Old Town Square, Main Hall
Lafayette Street and 8th Ave.  Newton Lake

When: Tuesday, January 9, 2001 at 10 a.m.

Who: Speakers will include award-winning actress Linda Spring and Monica 
Munoz, President of Partners for Change 

###

Partners for Change is a legal advocacy organization dedicated to promoting women's

reproductive health and rights through litigation, policy analysis and public education.
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Expert Lists
Journalists often contact expert sources to check their facts and obtain quotes for their stories.  A
list of experts from your organization can be given to reporters. 

Purpose:
■ Contact from reporters will allow your organization to give its position on issues.  It will also

help you to build publicity for your organization and cause.

■ An expert list helps you to establish solid relationships with reporters.

Creating the Expert List:
■ Make it small enough to be kept on a reporter’s desk.  Some organizations make their expert

lists on wallet-size cards.

■ Put down the names of your experts and what they can speak about.  Add your experts' schooling,
list important publications they have written, and what organizations they belong to in their field.

■ Send the expert list with a letter attached, telling reporters what it is and how any of these peo-
ple would be happy to talk with them at any time. 

■ Give your name and phone number as a contact too.

■ Make sure the list stays current.

Pitch Letters
A pitch or query letter is a letter from your organization to an editor, a reporter, a producer or
other journalist, telling them about your story, your cause or your organization and why it
should be thought of as news by the media.  

Purpose:
■ Pitch letters are used to convincingly express an issue of concern to your organization so that it will

be covered in the press.  

■ Using a pitch letter can also be your first chance to introduce yourself to a reporter or editor,
for what might lead to a long and good working relationship.  

Writing a Pitch Letter:
■ Keep it to one page, no more than two pages.

■ Research who the right person to send it to would be, and put his/her name on the letter.
Don't just send it to the "Editor."

■ The first main paragraph should open with your story idea.  Use short sentences and short
paragraphs, and try to keep the reader's interest.  Use the second, short paragraph to explain
your idea a little more, and to say why the topic will interest this media's audience.

■ In the third main paragraph explain who you are and how you and your organization are
involved in this topic.  Tell the reader why your organization is the perfect one to provide more
information and people to speak to on this topic.  Mention some of your experts, if you have
any, and why they would be good to talk to.

■ Include with your pitch letter any important information -- fact sheets, written material about
your organization, etc.
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■ Make sure your letter includes contact information for reaching your media coordinator.

■ Then follow up with a phone call about a week after you send the letter to make sure they got
it and to see if they are interested in doing a story.  In that phone call, you might want to tell
them what is happening with your topic since you wrote the letter -- for example, telling them
more people have come in to the newly-opened clinic since you mailed the letter.

Sample Pitch Letter
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P A R T N E R S F O R C H A N G E

Mr. Harry Coal
The New York Times
229 West 43rd Street
New York, NY 10036

Dear Mr. Coal: (or if you know him very well, then you can write Dear Harry:)

There are many of us around the world who believe in trying to save the forests and the trees for the
many generations to come.  While we usually call ourselves "environmental activists," many make
fun of us with names like "tree-huggers," or worse.  We can stand the names, but we can't stand the
harassment, torture, imprisonment and murder some of us have suffered because of what we believe.

Our organization, Partners for Change, has documented nearly 100 cases where activists were hurt
just in the last year.  As you will see by some of the cases I've included, there have been serious
injuries to those of us who've wanted to save nature, with extreme pain and even murder caused by
those who say we stand in the way of progress.  Yet most of the world has no idea this is going on.

Partners for Change thinks it's time for the world to know about the many being hurt for this cause.
In conjunction with Earth Day, on March 1st, we are releasing a book, "Back to the Land," which
includes examples of what some environmental activists have endured.  Most people that see trees,
or even know the Partners for Change symbol and what we do, know nothing about the dangers we
face in this movement.  We were hoping an article in your newspaper would wake the world up to
not only the crisis in our forests, but the crisis to those who are harmlessly trying to save them.  This
must stop.

We can make many people available for you to interview, from experts on the forest situation
throughout the world, to victims mentioned in the book.  We'd be very interested in talking with
you, and I will call you in a few days to follow-up on this idea.

In the meantime, if you want to contact Partners for Change, we can be reached at (718) 555-2675,
and I will immediately take your call.  Looking forward to speaking with you soon.

Sincerely,

Alexandra Davis
President
Partners for Change
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Opinion-Editorial Columns
Opinion Editorials, often called Op-Eds because they appear on the page opposite the editorial
page in newspapers, are guest essays written on particular issues that are of interest to the
media's audience.  In newspapers, guest writers produce a column giving their, sometimes
expert, opinion on an issue or an event.  Television and radio news programs often have time
saved for guest opinions as well.  

Purpose:
Op-Eds can help you make your audience aware of a problem, and help send your organization's
message out to the public and to lawmakers and others who can help.  

Writing the Op-Ed:
■ Call the editor and ask for any specific requirements for Op-Eds for that paper.  The policy dif-

fers with each paper.

■ Humanize your topic.  Try to begin by illustrating how the issue affects an individual or group
of people.

■ Tie the Op-Ed to a holiday, anniversary, election, report, vote, or some pending action by local
or state government.

■ Keep it short -- the average length of an Op-Ed is 750 words.  If it’s too long, it won’t get pub-
lished.

■ Write clearly and concentrate on just one issue -- many readers may not be familiar with the
topic.

■ See if you can reduce your point to a single sentence, for example, “Every child deserves a family.”

■ Raise the opposition’s best arguments and demolish them with countervailing facts, irony or
whatever is appropriate.  It would make your editorial more powerful if you brought up the
opposing views of your issue and explain how your side sees it.  Support your side with facts
and numbers.

■ Be positive -- provide solutions, not just problems.

■ Take a point of view; support it with facts and examples.

■ Include a suggested headline, by-line, and one-sentence description of the author and her
expertise.

■ After writing your column, create a suggested title for your story (called "headline"), the name
of who either wrote it or represents your organization, and a few words on who this person is,
especially if they're an expert in the field.

Getting the Media to Publish Your Op-Ed:
■ Try to write the Op-Ed before you call the newspaper.  If you interest an editor or writer, they

will probably ask you to send it to them right then.  Better to have it on hand.

■ There is usually an editor for the Opinion-Editorial section in each media outlet, as well as edi-
torial writers.  Find out the names of the editor and writers.
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■ When you get someone on the phone, quickly tell them who you are, the organization you rep-
resent, about your issue, and why the proposed Op-Ed is timely or newsworthy.  Then tell
them you have an expert, or head of your organization, or well-known person, who would like
to get their side of the issue across to the media's audience.  Be prepared to either get rejected,
or to be told to send the editorial, saying they will look at it and get back to you.

■ Once one media outlet has said they will look at it, do not send it to other outlets until this one
tells you if they are using it.  If you need to know soon, call the editor a few hours after send-
ing the editorial to see if it was read and what they think.  If they haven't read it and they tell
you to call back the next day, then do that -- as early as possible.  Upon rejection, change and
improve it (if you can find out what's wrong with the editorial), and just keep passing it from
one outlet to another until someone agrees to use it, or the time to focus on your issue has
passed.

■ Note: If a media outlet has agreed to use your Op-Ed, they usually do not change the wording,
other than to cut out words to make it fit in a space.

Once a Positive Article is Published
☛ Reproduce the original.  Copies of the article can then be used in any future promotional materials or

press kits.  After making copies, put the original article in a file folder or notebook to keep it neat and
safe.

☛ Paste  cut-out article on plain, white, unlined paper, along with the cut-out of the name of the newspa-
per or magazine from the front page and the date -- both to be pasted above the story.

Communications Consortium Media Center, How to Write an Op-ed.  (Washington, DC), 1.
International Planned Parenthood Federation, Advocacy Guide.  (London January 1995), 43-44. 
McKinney & McDowell Associates, Media What’s To It: An Organizer’s Guide to Public Relations.  (Washington, DC), 22-23.



On Tuesday, U.N. Secretary-
General Kofi Annan will
announce that the 6 billionth

baby has been born in this world.
As a pregnant American woman,
I’m getting mixed messages about
how I should feel about contributing
another human being to this planet.

Some people would have me
believe that how many children a
woman should have is only an issue
for women in developing countries,
who are viewed as reproducing in
unprecedented numbers.  But I
don’t buy that, since Americans,
along with the other 1 billion
wealthiest people on the planet,
help consume 80 percent of the
world’s resources.

For me, the key is understand-
ing that population isn’t just about
numbers — it’s about people.
Every woman should be entitled to
decide when to have children and
how many she wants.  This human
right has been recognized interna-
tionally since the 1968 Tehran
Declaration.

Five years ago, I spent time
working in rural villages in
Bangladesh.  I would be hard-
pressed to persuade any Bang-
ladeshi woman to plan a smaller

family when the infant-mortality
rate runs at 75 per 1,000 live births
(more than 10 times the rate in the
United States.)  An extra child
means extra help in the fields and
an assurance that all would not be
lost if one child dies.

Providing contraceptives for men
and women in an attempt to persuade
them to have smaller families is only
a Band-Aid solution.  And taken to
the extreme, state-imposed birth-
control policies can turn into human-
rights abuses, as China’s coercive
one-baby policy demonstrates.

Instead of just focusing on birth
control, we should seek to improve
the quality of individual’s lives.
The best strategy to reduce the
birth rate is to provide maternal
and child health care, raise literacy
levels, create jobs for women and
improve their social and political
status, according to the 1994 U.N.
Conference on Population and
Development in Cairo, Egypt.
Comprehensive, high-quality rep-
roductive-health programs are also
important, as they result in better
health for women and fewer unin-
tended pregnancies, according to
the 1994 U.N. conference.

Unfortunately, the U.S. govern-

ment is standing in the way of such
programs.  Stonewalling by some
conservatives over abortion has
contributed to the blocking of the
$1.6 billion that our government
owes the United Nations in unpaid
dues.  These conservatives are
holding our U.N. dues hostage in
the U.S. Congress by linking this
money with a provision to prevent
U.S. funds from going to family-
planning organizations that take
any part in public discussion of
abortion with their own money.

The population issue should
never be an us vs. them debate over
who has the right to have children.
Every act of sex should be consen-
sual, every pregnancy should be
wanted and every child should be
desired.  If these criteria aren’t
being met, there is a problem but it
isn’t a population problem.  It’s a
problem of human rights.

I’m looking forward to the birth
of my child, and I look forward to
the day when each birth is a cause
of celebration rather than a marker
of Malthusian doom.

Barbara Becker is Deputy
Director of Communications for the
Center for Reproductive Law and
Policy in New York City.

Copyright 1999 The Houston Chronicle Publishing Company

The Houston Chronicle
October 10, 1999, Sunday 2 STAR EDITION

Op-Ed Example
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Editorial Board Meetings
The editorial page editor and its writers are the ones who write the newspaper's opinion essays
about big news events and current issues.  Not only do they approve guest editors to write Op-
Eds, they also have editorial board meetings to discuss the paper's opinion, which will be pub-
lished in their editorials.  You and important members of your organization can meet with edi-
tors, writers and reporters by arranging an Editorial Board Meeting, to present your side of the
issue they will probably be writing about soon.  It is an important opportunity for your organi-
zation to be heard, although it will not guarantee that the editorial board will agree with your
side of the cause.

To Get an Appointment:
■ Call the editorial page editor and suggest a meeting with your spokesperson or organization's

head.  Briefly explain the issue you want to talk about.  One or two sentence explanations are
the best.  

■ Someone from the editorial board will get back to you about whether they want to meet, and
if yes, then when and where.  Try to make your spokesperson available whenever they suggest
a meeting.

■ The day of the meeting, call the media outlet again and confirm your appointment.

At the Editorial Board Meeting:
■ Let one person do most of the talking for your side of the issue.  Don't interrupt to add for-

gotten facts or details.  Your spokesperson should be prepared, and any interruptions make
them look like they don't know what they are talking about.

■ Bring sheets with as many facts as would be helpful to pass out to the Editorial Board.

■ Address the board as though they know nothing about your topic.  Make it simple, interesting,
and very clear.

■ Get your point across in the first minute or two of talking with them.  Answer any questions
they have as they come up.  Know what you're talking about.

■ Whenever everyone agrees the meeting is over, thank them for their time and make sure they
have a contact person to call with any other questions.
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Letters to the Editor
Letters to the Editor can be written in response to a recent news article or other story printed in
a newspaper or magazine.  When a letter written by your organization gets printed, it is anoth-
er chance to get your point across to a large audience.

The Purpose
Many people read Letters to the Editor, making it another good tool for your cause.  Usually this
kind of letter is written:
■ To correct a story that you feel has the facts wrong.
■ To show how something important in the news has something to do with your organization.
■ To point out how well a story about your organization or cause was written.

Writing the Letter:
■ Right after an article appears that makes you want to write a letter, write it.  Do not wait.

Letters to the Editor get printed no more than two or three days after the article was in the
paper.

■ Make the letter no more than 200 words long.  This is a very short letter.  Get to your point
quickly.

■ Use stationery with your organization's name on it, if the letter is coming from your group.  If
it is just from you, then use plain paper.

■ Include your name, title, and the name of your organization on the bottom of the page.

■ Make sure your facts and numbers are right.

■ Letters that are typed stand a better chance of getting printed.  Type the letter, if possible.

■ Make your point without being mean or negative.

■ If it doesn't get printed this time, keep trying with other letters when important articles appear.

International Planned Parenthood Federation, Advocacy Guide.  (London January 1995), 43-44.
Population Communication Services, Working With the Media.  (Baltimore 1986), 15.
United States Information Agency, Finding Your Public Voice.  (Washington, DC June 1995), 27.
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Letter to the Editor Examples



Newsletters
Typically, organizational newsletters inform members about news, events, program activities,
policy changes, staff additions, and other matters.  You may choose to write your own newslet-
ter, or you can contact other organizations about writing something about your issue in their
newsletters.

Purpose:
■ Newsletters can be a cost-effective way to release information to internal and external audi-

ences interested in what you do. 

■ They can also be sent to the media, so journalists have a regular opportunity to learn what is
going on with your issue.

Creating a Newsletter:
■ Newsletters need to be created, printed and given out on a regular basis (once every month,

once every two months...).  Pick some people in your organization to be in charge of getting
and writing stories, printing it, and
making sure the same people get the
newsletters every time they are fin-
ished.

■ Put in stories about current things
that are happening in your organiza-
tion or for your cause. Do this for
each newsletter.

■ Run stories on people who work for
your organization, people who lead
your organization, and people in
your community who support what
you do.

■ Include details of your group's victo-
ries and defeats.

■ List dates of upcoming events.

■ In every issue include information
about your organization, and give a
way to contact you for more infor-
mation. It can be the same paragraph
that appears in every newsletter.
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Public Service Announcements (PSAs)
PSAs are short messages (usually 15-30 seconds) made by non-profit organizations, to be run by
radio and/or television stations to serve the public good.

Purpose:
PSAs can be used to raise public awareness of your organization and issue, recruit volunteers,
and inform the public about an upcoming event.

How to Make a PSA:
■ Often the radio or television station can help you make one. Usually this announcement only

needs someone from your organization or cause to talk while they are being recorded on film
or video for television, or tape for radio.

■ For television, you might want to have something behind your person to catch the eye, like
your organization's banner or other things that would get your message across.

■ Write down and practice what your person will say, so when the tape or film is rolling they
know exactly what to do.

■ Be prepared to pay the cost of producing television PSAs. Some college and public radio sta-
tions simply read PSAs over the air which would eliminate your production costs. Contact the
person who schedules PSAs at the station to find out if this is possible.

How to Get a PSA on the Air:
■ Listen to or watch the TV or radio stations you would like to use, so you will know how other

PSAs were made.

■ Make direct contact with the person in charge of scheduling PSAs.

■ Set up a meeting with this person and convince them that your issue is relevant to the local
community.

■ Get the facts on how the PSAs should be put together -- length, how many people in it, etc. --
and stick to the rules.  Stations do not have to run your announcement if they don't want to.

■ Give them the name of your spokesperson or other contact's name and number.

■ Put the approximate time it takes to read the announcement, as well as a word count, at the
bottom of the page.

■ Submit PSAs at least 2 weeks before they will be aired.

■ PSAs should provide information the audience can act on.

■ In general, no media will give you airtime for a subject that is controversial.

■ Follow-up on a rejection -- find out why they won’t run the PSA.  Try other alternatives.

■ Send a letter of thanks whether or not your PSA is accepted.
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American Association for World Health, Invest in the Future: Support Safe Motherhood. (Washington,DC 1998), 20.
Communications Consortium Media Center, Strategic Communications for Non-Profits. (San Francisco: Jossey-Bass Publishers 1999), 141-144.
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Example of a PSA

P A R T N E R S F O R C H A N G E

August 4, 2000

Mr. Frank Shine
National Public Radio
220 Smith Street
Philadelphia, PA 19041

Dear Mr. Shine:

I have learned that you are in charge of the Public Service Announcements (PSAs) run by your station.
We would appreciate it if the enclosed PSAcould be read, or could be part of a calendar of events, any-
time between August 20 and September 20, 2000.  For more information, please feel free to call Sophia
Lee at 555-2675.  We thank you in advance for your help in this matter.

Sincerely,

Jose Sun
President
Partners for Change

PUBLIC SERVICE ANNOUNCEMENT
FOR USE: August 20-September 20, 2000
CONTACT: Sophia Lee / (718) 555-2675

There will be a citywide conference on affirmative action on Saturday, September 20 from 8:30 a.m. to
3:30 p.m. The conference will be held at the District Council Headquarters at 300 Walnut Street.  The
conference is being sponsored by over 50 New York area organizations, including NAACP, NOW, and
the Black United Front.  For more information, call (718) 555-2675.

Time: 25-30 seconds
Words: 60
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National Lawyers Guild, The Media Guide: A Handbook for Activists. (Philadelphia 1980), 13A.
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Thank You Letters
Reporters write stories not to please someone, but to give readers both sides of an issue. So thank
you letters are not written very often, because they can make a reporter feel like you think they
wrote a good piece just for you. Only write a thank you letter to a reporter if you have more to
say on the topic or to offer your help on the topic in the future.

Example of a Thank You Letter

P A R T N E R S F O R C H A N G E

Clara Zises
New York Times
229 West 43rd Street
New York, NY 10036

Dear Ms. Zises (or Clara if you, the letter-writer, know her well):

Your story about women’s reproductive rights in Senegal was very well done.  We think
you gave the full picture of what is happening there and why.  At Partners for Change,
we monitor this issue very closely.  Please feel free to call on us if we can ever be of
assistance. We can be reached at (718) 555-2675.

Sincerely,

Alexandra Davis
President
Partners for Change
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Being Aware
of the Pitfalls
Checkbook Journalism
In some countries, some reporters will accept -- or expect -- to be paid for writing their story
about your organization or cause.  This is called "checkbook journalism."  Sometimes they might
not come to an event without the offer of money.  It is not often that someone will clearly ask you
for money; they might say it in different ways.  Listen carefully.

In some places, paying members of the news media to publish stories may be accepted, and
sometimes it may be the only way to get a story printed because “everybody does it.”  If possi-
ble, avoid it.  When the news is for sale, the public will not believe that stories give a fair picture
of both sides of an issue, and will not believe your organization as well.

Government Controlled Media
In some countries, the press can cover whatever stories they want, with governments believing
in the people's "right to know."  In other countries, the government tells the media what to write
about and, especially, what not to write about.  Some governments that control the press even
hurt reporters who don't agree with them, locking them away or doing reporters harm.

If you live in such a country and your cause is one the government doesn't agree with, there might
be some reporters and media willing to take a chance.  There are always reporters willing to lis-
ten to interesting and newsworthy stories, both in your country and in other countries where the
government does not control the media.  You might want to try these reporters in other countries.
You can also try to make your story one that will not anger the government.  Or try other ways
to spread your message, such as street theater or singing in public places, if you feel comfortable.

Rumors and Misinformation
Sometimes things that are not true get in the media's stories.  Often those on the other side of
your cause can spread lies to make your group look bad.  Sometimes reporters do not check their
facts.  But unless these lies are corrected as soon as possible, these bad facts will continue to make
things difficult for your cause.

When facts in a story are wrong, your organization must take action right away:

■ Call the reporter who wrote the story.  Don't get angry, just explain where the problem is in
what they wrote.  Tell them how this wrong information is hurting your group, and that you'd
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like them to print a correction in the next day or so.  If the reporter and the media outlet agree,
you are one step closer to correcting the problem.

■ If the reporter and media outlet say they will not run a correction, ask to speak to the person
in charge of the news desk and tell them the problem.  Offer to write a Letter to the Editor that
corrects the problem, if they agree to print it (see p. 32).

■ In the meantime, speak to other reporters who cover your organization and explain to them where
the problem is and that you are working with the media on a correction.  Explain the rumor or
wrong fact, and offer to put them in touch with experts who can support what you are telling them.

Negative publicity
No matter what you do or how well you do it, at some point your organization probably will
face bad stories, maybe causing your group to lose people's respect and faith.  After a negative
story is aired or published, damage is done, but the situation can be made better.  The most
important thing you can do is ACT FAST.

Look at the story and decide:
■ How many people read it -- just your community, the country or the world?

■ Will people believe this bad story?

■ Were the facts and numbers correct?

■ Was the negative story the personal opinion of the reporter, not based on fact?  Some stories
are clearly labeled opinion, which allows a writer to say whatever he or she wants.  But a news
story must give both sides fairly.

■ Do you think bad stories will continue to be printed or aired by other media outlets?  If so, you
must determine the source of the bad information.

■ What damage can the story cause?  Will patients stop using your clinic, for example?

Once you decide the answers to many of these questions, you can decide what to do. Here are some
choices of actions:
■ Do nothing.  This might be the best response if you don't think any more bad stories will run.

This way you won't make the story keep going on and on.

■ Ask the reporter and the media outlet for a correction.  You can also ask for space or time to
put your side across -- maybe an Op-Ed or Letter to the Editor in a newspaper, or a chance to
talk during public service time on radio or television.

■ Try getting other reporters in other media outlets interested in your story.  Maybe they will
print or air fair news.

■ If the bad image is really causing a problem, it is worth it for your organization to go so far as
to call a press conference for all media outlets, in which you explain the rumors going around
and why they are false.  There might not be a story about your press conference, but reporters
and editors will now understand what is going on.

Johns Hopkins Population Reports, Helping the News Media Cover Family Planning. (Baltimore November 1995), 8, 24, 26.



Resources
Association Mondiale des Radiodiffuseurs Communautaires (AMARC)
World Association of Community Radio Broadcasters
Asociacion Mundial de Radios Comunitarias
3575 Boulevard St. Laurent
Bureau 611
Montreal, Quebec
Canada
E-mail: amarcho@web.apc.org
http://www.web.apc.org/amarc
AMARC is an international non-governmental organization serving the community radio movement.  Its
goal is to support and contribute to the development of community and participatory radio along the lines
of solidarity and international cooperation.

Benton Foundation and Center for Strategic Communications
1710 Rhode Island Avenue, NW
4th Floor
Washington, DC 20036
Phone: (202 ) 857-7829
The Benton Foundation promotes the use of technology and media by public interest organizations to help
them gain an effective voice for social change.  They provide technical assistance and media resources for
advocacy campaigns.

Committee to Protect Journalists
330 7th Avenue, 12th Floor
New York, NY 10001
Phone: (212) 465-1004
http://www.cpj.org
CPJ is an independent, non-profit organization that documents and responds to violations of press free-
dom worldwide.

Communications Consortium Media Center
1333 H Street, NW
11th Floor
Washington, DC 20005
Phone: (202) 682-1270
The Communications Consortium Media Center is a public interest media center dedicated to helping
non-profit organizations use media and new telecommunications technologies for public education and
policy change.

Editor and Publisher
http://www.mediainfo.com/ephome/npaper/nphtm/online.htm
Database of over 1,817 online newspapers worldwide, organized by region.
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Fairness & Accuracy in Reporting (FAIR)
130 W. 25th Street
New York, NY 10001
Phone: (212) 633-6700
Fax: (212) 727-7668
E-mail: fair@fair.org
http:// www.fair.org
FAIR is a U.S.-based media watchdog group that offers criticism of media bias and censorship. They pub-
lish a monthly newsletter called Extra and their website offers a media contact list for major U.S. television
networks, newspapers and magazines.

Inter Press Service and IPS Global Gateway
http://www.link.no/ips/eng
IPS is the only major news agency reporting on international affairs from a Southern perspective.

International Women’s Media Foundation
1001 Connecticut Avenue, NW
Suite 1201
Washington, DC 20036
Phone: (202) 496-1992
IWMF seeks to serve as a resource to women journalists around the world so that they might improve their
skills, advance professionally and strengthen their voices within the media. IWMF presents the Courage
in Journalism Awards each year.

Kidon -Media Link - The Netherlands
http://www.kidon.com/media-link/
Links to newspapers in Europe, USA, Americas (except USA), Asia, Africa and Oceania.

The Media and Communication Studies Site
http://www.aber.ac.uk/~dgc/medmenu.html
British-based gateway to Web resources useful in academic study of media and communication.

Online Newspapers Worldwide
http://www.webwombat.com/
A country-by-country listing of newspapers throughout the globe.

Reporter.org
http://www.reporter.org
Grassroots network for journalists around the world.

Social Change Australia
Phone: +61 2 9519 3299
Fax: +61 2 9519 8940
Social Change Australia provides useful information and tip sheets on how to use media for social change.

Women’s Worldwide Web
http://www.aviva.org
Aviva is an international women’s internet magazine which focuses on women’s rights.


