Working With the Media
When working with the media, to get them interested in your story, look for a local angle. Some suggestions include the following:
fundraisers and activities you are organizing to promote folic acid awareness in your community;
a profile of an active community member or health professional discussing what they have
done and why; and
personal stories of children or families with spina bifida;
Here are some other tips:
Telephone actively. Call the assignment editor a week before the event, the day before the
event, and then again after the event has taken place.
Develop and maintain media lists. Once you’ve created your initial media list, it’s important to keep detailed notes; e.g., update (new) contact names, maintain RSVPs, keep a record of phone calls and of articles when published, etc.
Check with reporters to see how they wish to receive news releases (via fax or e-mail). Be
sure to get a reporter’s permission the first time you send materials via e-mail.
Assume that everything you say is “on the record” even if you say something is “off the
record.” Don’t assume that anything you say before or after the interview won’t be included in the story.
Monitor and measure your media coverage to correct misstatements and errors, to identify people in the media who are supportive of prevention issues, and to replicate successful media strategies. You can measure the impact and success of your media coverage by
tracking the amount of space or airtime the story received (e.g., a quarter page in the local
paper or two minutes of radio airtime), where it was placed (e.g., the front page of the local newspaper), and whether the content was positive, negative or neutral.
Working with media can be an extremely effective way of getting your message to your audience.
Keep in mind, however, that there are some things to consider in advance, as noted in the chart that
follows.
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