











“In a Study Released Today...”: 10 Tips to Get More Ink on Your Next Report

10. Hit the editorial pages.

The editorial page is prime real estate for reaching
opinion leaders.

When you map out your media targets, don't forget to
include editorial page editors. The editorial page is prime
real estate for reaching opinion leaders. Policy-makers,
elected officials and their staff read the editorial page
religiously as a barometer of public opinion.

Also consider submitting an op-ed, especially if a
newspaper gave your story a negative slant. The op-

ed can come from your organization’s leader, the lead
researcher of the report, or an individual who represents
the community or group most directly impacted by the
issues raised in your report, such as a college student
concerned about rising tuition or a mother outraged by
the influence of alcohol ads on her children.

Case in Point: Lift the Veil
on Teacher Salaries

To draw attention to the unequal distribution of funding for
California schools, The Education Trust-West released a report
called, “California’s Hidden Teacher Spending Gap: How
State and District Budgeting Practices Shortchange Poor and
Minority Students and Their Schools.”

The report lifted the veil on how much each district spends
on teacher salaries, which is a strong indicator of teacher
quality, the single largest contributor to student success.
FENTON'’s publicity for the report included outreach to
editorial board editors and writers, generating a total

of seven editorials from some of the top newspapers in
California.

The Sacramento Bee cited the report in its editorial criticizing

Gov. Schwarzenegger’s reform proposal on teacher pay.
An editorial in the Los Angeles Times (“L.A. Schools’ Silent
Scandal”) used the report as a rallying point for school
reform that fixates less exclusively on test scores and

more on the needs of poor and minority students who are
dropping out at alarming rates.

Editorial writers can be some of the toughest people

to get on the phone. So start by building a relationship
with their gatekeepers, the editorial assistants. When
you e-mail an editorial request or op-ed, make sure to
“cc” this gatekeeper. If you build relationships with these
gatekeepers, they will help shepherd your request to the
actual decision-maker.

15

© 2009 Fenton Communications. All Rights Reserved.



About FENTON Communications

For more than 25 years, FENTON Communications
has partnered with nonprofit clients to make

social change. We work to protect the environment,
improve public health and advance human rights
and social justice. This guide is one in a series

that we've produced to help build the strategic
communications capacity of the nonprofit sector.
To download a free copy of this and other FENTON
guides, visit www.fenton.com.
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Questions? Comments? We welcome your
thoughts and ideas.
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