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The media is a great way to reach folks in your community about the Child Care Executive Partnership (CCEP.)  Business owners, parents and policy makers watch the evening news and read the local paper — what better way to spread news about the CCEP?

The easy part is finding good stories such as a parent’s tribute to the program or a new business joining the program.  The tough part is knowing how and when to contact your local media to nail a story.

This cheat sheet will help you leverage the CCEP program with the media.  These suggestions are tried and true and will ensure the CCEP stays in the headlines!

Pitch a news release…

1) Gather contact information for your local daily and weekly newspapers’ business reporters and editors—phone, fax and e-mail address. The newspaper’s operator can provide you with the information or just log onto the newspaper’s Web site.

2) After finalizing the news release (sample attached) e-mail and fax the release to the reporter along with a brief cover note of why they should take interest in the story. 

3) Call the reporter to follow up with your e-mail and fax. Be prepared to “pitch” the reporter on why the news is important to the local community. Offer to put them in-touch with the local business leader or parent mentioned in the release for additional comments. 
Submit a letter to the editor…

1) Letters give you the chance to respond to a news story, editorial, op-ed, cartoon, column or even another letter-to-the-editor. Read your communities newspapers on a daily basis to look for opportunities to respond. Read stories that relate to child care and business issues. The response need not always be contradictory. Often you can get a letter published that amplifies a point brushed over in the original article.

2) Contact the newspaper to find who to submit a letter to the editor. Ask for the word limit. Remember, some editors will not consider a piece if it is too long or too short. Adjust the sample attached. Consider who from among your allies should sign the letter - a program director, parent, community leader, yourself, etc.

3) Time is of the essence, so submit the letter within a few days of the original article. Send the letter to "Letters-to-the-Editor," of the newspaper. Some papers take letters by fax, email or on their website; others do not. Check your newspaper's policy.


Now that you single-handedly conquered pitching your local newspaper media, it’s time to kick it up a notch. 

Pitching the television and radio media is somewhat different than pitching print media. With print media, a person can read the news at their own leisure—there are no time restrictions. With television and radio it’s important to focus the message and be concise because each news story is 30-90 seconds. Even more important, it is essential to paint a vivid picture for the audience; they only know what they hear and see. And that is the reporter and the people being interviewed. 
Pitching T.V. Reporters…

1) Gather contact information for your local television station’s assignment desk editors—phone, fax and e-mail address. In most stations, these are the people who assign the stories to reporters. 

2) After finalizing the news release (the same release that the newspaper receives,) e-mail and fax the release to the assignment editor along with a brief cover note of why they should take interest in the story. At this point it’s important to paint the picture.  Suggest arranging a live interview, on location, with the local business leader or parent mentioned in the release. 

For example, if you are releasing news about a new business joining the CCEP, you can offer an interview with the business leader at their office. Then arrange a stop-by at a local child care center so a cameraman can film a child care environment.

Remember, it’s television. Hook a television reporter by guaranteeing them a good visual.

3) Call the assignment editor to follow up with your e-mail and fax. Be prepared to pitch the reporter again on why the news is important and paint them a picture. 

Pitching Radio reporters…

1) Determine which radio stations report news and also have talk-radio shows. You can find a listing of radio stations listed in the phone book, call and speak with the operator. 

2) Gather contact information for the radio stations’ news directors and/or program directors—phone, fax and e-mail address.

3) After finalizing the news release (same release as the one going to the newspapers,) e-mail and fax the release to the director stating why station listeners would be interested. Mention that you can help them book the guests.  Remember, radio stations have “listeners” and television stations have “viewers.” 

4) Call the news director to follow up with your initial contact. 




PITCHING TIPS





DO: Call a reporter in the morning. The best time to approach a reporter is after 9a.m. and before 4:30p.m.


DON’T: Call a reporter when they are on deadline or late in the day.





DO: E-mail a reporter or editor a brief summary of why you are contacting them. This is the time to be persuasive.


DON’T: Write too long of an e-mail or cover letter, they will not read it.





DO: Follow-up. Reporters are continually being asked to consider stories, so they may not always call back. Follow up with any messages, faxes or voice mail messages that you leave.


DON’T: Tell a reporter they have to write a story, ask them to consider your issue -- and give them reason to.





DO: Monitor your local newspaper’s business and education sections to familiarize yourself with the types of stories your local reporters are already writing about. 


DON’T: Get be nervous. Reporters are people too. They put their pants on one leg at a time. 





DO: Be prepared. Write a script or bullets points listing why the issue is important. 


DON’T: Be surprised if you need to provide additional information about the CCEP program to reporters.














TELEVISION TIPS





DO: Remember that the main T.V. news broadcasts begin airing at 5p.m. and run until 11p.m. Assignment editors need time to organize their news broadcasts.


DON’T: Call an editor close to air time to suggest a story idea. Call at least by 4p.m. 





DO: Prepare yourself and the people being interviewed. T.V news stories last from 30 to 60 seconds. Make sure every sound bite conveys the heart of the message.


DON’T: Be afraid to ask for a “re-do” if your response wasn’t your best.  





DO: Remember that television stations have morning and afternoon talk shows. These shows are great venues for local community issues.


 DON’T: Wear busy prints—they are distracting. Instead, choose bright colors and clothing that makes you feel comfortable and confident.





RADIO TIPS





DO: Write brief message points to refer to during an interview. It’s radio—no one will know you cheated!


DON’T: Speak in your normal voice volume. Be overly enthusiastic. It will sound “normal” on the radio.





DO: Ask the interviewer if they would like you to suggest questions for them to ask during the interview or broadcast.


DON’T: Think that an interview has to take place at the radio station. Interviews can take place via phone if a person can’t get to the location. Just ask.





DO: Contact Natalie Sellars, Business Development Analyst, at 850-921-3173 if you have any questions. 
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