












© 2009 FENTON Communications. All Rights Reserved.

Over Here: 10 Tips to Get U.S. Media Coverage on Global Issues

12

When FENTON handled media relations for Wangari 

Maathai’s first tour of the United States after winning the 

Nobel Peace Prize in 2004, we knew getting front and center 

of the media elite was a top priority.

We knew Washington Post reporter Lynn Duke had a long-

standing personal and professional interest in African affairs, 

having served as the Post’s Johannesburg bureau chief 

for many years and written extensively on leaders from 

Nelson Mandela to Mobutu Sese Seko. So when Maathai 

hit the East Coast, speaking before the United Nations and 

delivering a sermon at a Presbyterian church, we arranged to 

have Duke shadow her.

The end result: a front-page feature in the Post’s Sunday

Style section with a six-photo spread that chronicled the 

transformation of a young girl fascinated by tadpoles to 

the leader of an environmental movement that planted 

30 million trees, empowering and educating women to be 

community builders.

Case in Point:  
Wangari Maathi: The Washington Post Feature

10. Identify reporters with a personal passion.

As the real estate for international coverage in the U.S. 
media shrinks, competition is growing fiercer. You need 
all the allies you can get. This requires doing
some legwork to identify and foster relationships with 
reporters who harbor passionate interest for a particular 
issue or region in the world. Perhaps the most prominent 
example of this is Oprah Winfrey’s dedication to Africa 
and Africa’s children.

Columnists are a good place to begin because they 
actively choose the subjects they write about. For 
example, Nicholas Kristof, a columnist for the New York 
Times, writes frequently on foreign affairs. But he has 
a special interest in Asia and Africa, having devoted 
extensive columns to the genocide in Darfur and on 
victims of sex crimes and sex trafficking.

When you see an article or TV segment about your 
issue or the country where you are active, make note 
of the byline. See if you notice a pattern of coverage by 
that reporter on similar issues. As a first step, send the 
reporter a note of thanks for his or her coverage and 
begin cultivating the relationship for future stories.
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