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7 CoMMON CAUSE




Getting Coverage 
Whether you’re submitting an op-ed to the school newspaper or trying to persuade a local reporter to cover an event at your school, getting your information or submission into the right hands at a newspaper, TV or radio station is key to your success. 

Take the time to find who you need by going online or making a call. If it’s an op-ed or letter to the editor, go to the editorial section of the newspaper and look for the right email address. If it’s a reporter you want, look for a beat list and guess who would likely cover your event or story. Still not sure? Call the news editor at a newspaper, the assignment desk at a TV station or a producer at a radio station, and introduce yourself and ask for their help in putting you in touch with the right person. Get an email address and phone number and start by writing a pitch e-mail and then follow up with a phone call. 
Be prepared to quickly persuade someone your event/idea/gathering is worth covering. 
Have a script, press release or your pitch e-mail written so you can quickly, persuasively and enthusiastically explain what you want covered and why it deserves coverage. Linking your event or issue to something in the news will increase chances of coverage. 

Write a press release (described below). This document will serve not only as the basis for any press outreach you do, but any other outreach. 
Tools
Op-eds
A powerful tool to make an argument 

· Should be 500 to 750 words. Check with the publication in which you’re hoping to publish and know their limit. 

· Start by making your strongest point within the first two paragraphs and then spend the rest of the piece backing up your argument with clearly thought out reason, facts, statistics and studies.  Personal anecdotes can be a good ways to start

· Focus on a single issue or subject – no room for rambling

· Be timely. Op-eds submitted on issues in the news are more likely to be published. 

· Use clear, powerful and direct language. Avoid jargon and clichés. 

· End by summarizing your argument and leaving readers with what you want them to remember. 

Letters to the editor 

Typically in response to a story already published 

· Are much shorter than op-eds, some 00 to 300 words. 

· Start by referring to the piece you’re responding to by headline and date, and then make your point in a sentence or two and end it. 
Press release
A press release is a document prepared specifically for the press to give journalists the information they need to cover an event. It should: 

1. Contain the who, what, when where and why of an event, the bare facts a reporter would need to write a brief story.

2. Your contact information: name, email, phone and website. 

3. Be accurate and useful. Avoid jargon and clichés. 

4.  Be as concise as possible, not more than a page, in most cases. 

Pitch email
Making your pitch via email is a good way to lay the groundwork for a follow-up conversation. 

Below is a successful pitch email I wrote to the Pittsburgh Post-Gazette editorial page editor, asking for a meeting. 

Dear Tom: 
I hope you are well and remember me from the NCEW conferences. (Mention any personal connection if possible). 

(Get right to the point) I’m writing to request a meeting with your editorial board and Bob Edgar, the national president of Common Cause, who will be in Pittsburgh on  Monday and Tuesday, Jan. 26 and Jan 27 and available at your convenience.  You may remember that Bob is a former Member of Congress from Pennsylvania is well versed in Pennsylvania politics. 

We’d like to talk to you about Common Cause’s efforts to change the way America pays for political campaigns, from the Presidency to Congress to municipal government. (Make it relevant to what is in the news) The Obama campaign proved that the Internet can be a great way to involve millions of people in the political process, and we need to amplify the voices of those small donors in all federal races with limited public funding, and cut out the large donors and bundlers who’s campaign contributions routinely buy them the access and influence. 

We’re also open to talking to your board about anything you’re interested in – either at a state or national level. I know at least one of your editorial writers keeps a keen eye on congressional ethics, and we can talk about our efforts to create an independent office of congressional ethics in the Senate, as the US House voted to do earlier this year. 

Please let me know if we can set up an appointment for Bob to come in and meet with you and your board. 

Thanks 

Mary Boyle 
