


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

5. Supply newsrooms with b-roll.

Industry-wide budget cuts and layoffs are forcing
newsrooms to do more with less — or, in some cases,
to simply do less. This is certainly the case with
international news coverage, as many news outlets have
closed down their foreign news bureaus and are less
likely send costly camera crews abroad.

In this environment, your ability to deliver b-roll can help
greenlight your story. B-roll refers to stock video

footage of images that can be used as background as the
newscaster provides voice-over. Given the considerable
expense associated with gathering footage from other
countries, b-roll is becoming an increasingly important
tool in a TV news station's toolbox, especially at local
affiliate stations.

“B-roll is the not-so-hidden secret of many TV
newsrooms, which have come rely on it as a way to be
in more places at once than their overstretched news
teams would otherwise allow,” according to Lai Ling
Jew, a former NBC "“Dateline” producer. “Nonprofits that
can deliver b-roll will give themselves that much more
leverage on whether a story gets covered.”

Five Tips:

1. Stream each image for several minutes so producers
can splice the footage to fit their segments.

2. Include a short 30- to 60-second spot of your
spokesperson providing sound bites that can be
woven into news segments.

3. Provide a detailed description of each image so
producers know exactly what they're looking at. This
is ideally documented in a frame before each image
stream, as any paper documents can easily become
separated from the tape in a frantic newsroom.

4. Generally speaking, unless you have exceptional or
rare footage, national TV news will not use b-roll as
a matter of professional principle. But this shouldn’t
stop you from giving them a copy. Your footage can
stimulate ideas and images for the kind of story
news editors can produce

5. Format the b-roll on either Beta or mini-DV. Many
newsrooms are also starting to accept DVDs. Steer
away from VHS because the video quality is often
unreliable.
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6. Be the media's on-the-ground eyes and ears.

News professionals are more likely to be interested

in what you have to say if you are on the ground in a
foreign country, reporting firsthand on events as they
happen rather than analyzing them from your desk in
Washington, D.C. After all, many of them are doing the
same thing.

When you know you have a trip coming up, alert
reporters and TV and radio producers in advance so they
can schedule interviews while you're on location,

or immediately upon your return. Remember to strike
while the iron's hot because the news cycle spins quickly
and what's news in one week may not be the next.

Being on the ground abroad is also an ideal time to
submit op-eds — the dateline will reflect that you're on
the ground — or issue online letters to your members.
The blogosphere is an ideal platform for on-the-spot
news. If you don't blog already, consider setting up a
temporary travel blog so people can experience your
travels vicariously through you.

Case in Point:
After the Tsunami: Women Hit Hard

On the first anniversary of the tsunami that devastated
Southeast Asia, the Global Fund for Women released

a report that found three times as many women

as men died in the massive disaster. Moreover, the social
breakdown that followed led to a spike in rape and domestic
violence against women.

The in-the-trenches credibility of the study, which also analyzed
the aftermath of other recent disasters, captured the attention of

reporters. The report included firsthand testimonies from women
in Indonesia, Thailand, Guatemala, Pakistan and other devastated

areas across the world, collected during fact-finding visits by 31
women'’s organizations.

DECEMBER 2005

The Impact of Natural
Disasters on Womel]

““Whe n the wave came, I grabbed both my children in my arms and tried
to run, but the wave caught me, and I was forced to choose between my
six-year-old and my baby or else we would have all perished.
I can still see the look in his eyes when I let go of him.”

“Every international story has a local angle,” said Kavita Ramdas,
executive director of Global Fund for Women. “Conflict in the
Middle East reflects on U.S. foreign policy and how taxpayer
dollars are spent. World Trade Organization decisions on China’s
exports determine if your clothes will be made by American or
Chinese workers.The elections of women to the presidencies of
Chile and Liberia inspire women in the West to vote for a change.
Globalization,has connected the world together. It’s your job to
make the connections for the press.”

Coverage included an Associated Press story that was picked up
broadly; San Francisco Chronicle, San Jose Mercury News, and
elsewhere.
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7. Connect with immigrant communities.
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The United States is increasingly a nation of immigrants,
with many ethnic minority groups concentrated

in particular metropolitan centers. So, depending

on the country or region of your focus, chances are
there's a corresponding city here in the states where
many immigrants and their families from that country
now live.

For example, San Jose has the largest Vietnamese
population outside of Vietnam. Arab-Americans are
concentrated in Detroit, while Florida is home to more
than one-third of the nation’s total population of Haitians.
These cities and the media outlets that serve them

can be fruitful places to pitch stories about your issue
because many ethnic Americans continue to care deeply
about events in their country of origin.

We recommend reaching out to the relevant ethnic press
with the largest circulation and audience share as well as
the mainstream press. For the latter, the reporter
assigned to cover issues related to a particular

ethnic minority group is often part of the “race and
demographics” team.

Case in Point:
Somali Environmentalist Makes Waves
in Midwest

When Somali native Fatima Jibrell won the 2002 Goldman
Environmental Prize, we knew a high priority for media
outreach would be in Minnesota, where the African
immigrant population has boomed in recent

years, with Somalis making up the largest number.

FENTON booked a two-day media tour for Jibrell in
Minneapolis, where she spoke about her victorious
campaign to block the mass-scale logging of Somalia’s
acacia forests, which were being leveled at an alarming rate
for charcoal — one of the country’s biggest exports.

Jibrell was featured in the Star Tribune (Minneapolis),
Pioneer Press (Saint Paul), local CBS affiliates and the

state’s leading TV and radio stations for Somali-Americans,
including “Somali Life Radio,” “Somali Life TV” and Somali
Public Access TV.
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8. Navigate the foreign desk.

As newsrooms cut costs, foreign news desks are being
forced to reorganize and be more flexible with their
staffing. Foreign correspondents are forced to cover
more ground — literally — than ever. It's not unusual
for a foreign correspondent’s beat to encompass a vast
continent, which means they are often on the move and
not always accessible by e-mail.

Budget cuts also mean newsrooms are relying more
heavily on freelance stringers (for example, Jill Carroll,
the reporter who was abducted in Irag and returned
safely, was stringing for The Christian Science Monitor).
To make sure your story doesn’t get lost in the shuffle,
contact the editor who oversees the foreign desk. He or
she will have the lay-of-the-land knowledge to advise you
on which reporter is best positioned to cover your story.

1.

Y

Three Tips:

Establishing strong, one-on-one relationships with
the foreign correspondent and/or bureau chief in your
targeted region is still the best long-term strategy

for influencing news and placing stories. Be mindful
that they are overstretched and likely to be devoting
much of their time to chasing big stories, which
means they may have less flexibility to jump on
yours.

That said, foreign correspondents are always eager
to meet new contacts on the ground in their given
country. If you know someone you think would be a
valuable resource, setting up this meeting can go a
long way to building good relations for future stories.

Foreign correspondents rarely, if ever, cover news
related to their beat if it happens on U.S. soil (for
example, a protest march about the genocide in
Darfur). This is not to say they won't integrate
important U.S.-related news into their stories, but
their focus is on providing color, detail and insight on
what's happening on the ground in their assigned
country.
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9. Plug your story on the Internet.
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As the bandwidth for international news in the
mainstream media shrinks, online media is picking

up the slack. By online news, we don't just mean Salon or
Slate but the online versions of the major TV networks as
well as newspapers and magazines like
www.washingtonpost.com and www.newsweek.com.
These online offshoots are typically hungrier for content,
which means they are more likely to be receptive to
global news. Most online news sites have their own
team of editors and reporters. Many of them also have
unique features you can pitch like www.wapost.com'’s
“Live Online,” which features daily chats in real time with

selected experts and pundits.

A growing number of people now prefer to get their
news through a subjective lens. Particularly if you have a
strong “insider” angle or a pointed criticism to make, you
should consider pitching stories and perspectives

to popular public affairs and political blogs like Daily Kos,
Talking Points Memo, and The Huffington

Post. For example, when Fenton's own executive

vice president and general manager Lisa Witter
accompanied a delegation to Chile for the inauguration
of Chile's first woman president, Michelle Bachelet,

she contributed a piece to the progressive online news
magazine Alternet’s popular “Echo Chamber” blog.

Case in Point: Women'’s Rights and Islamic Law: The Blog

Plenty had been written and debated about the formation |

of the new Iraq Constitution. But there had been little to no ink
devoted to how the constitution would, or should, support the rights
of women in post-Hussein Iraq. \

Zainab Salbi, the executive director of Women forWomen |
International who grew up under Hussein’s dictatorship, had a fresh
perspective: On-the-ground surveys by her organization showed

that Iraqi women overwhelmingly said they wanted their legal rights
protected in the new constitution — including the right to inheritance

and the right to divorce — regardless of whether the constitutional
framework was religious or secular.

To grab the attention of the political elite, FENTON secured a spot
for Salbi as a guest blogger on The Huffington Post. Since her first
column on the Iraq Constitution appeared, the entry proved to be
such a hit that the blog invited Salbi to be a regular contributor.
She has since written commentaries on issues including the mass
rape of women in Darfur.

“Raising our visibility on the Internet accomplishes two important
and interconnected goals,” said Salbi. “One, we reach new audiences;
and two, we demonstrate to our funders and members that we
know how to take advantage of the latest and newest evolution in
communications technology to get our message across.”
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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.

Case in Point:
Wangari Maathi: The Washington Post Feature

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.
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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.

Contact Us

Questions? Comments? \We welcome your
thoughts and ideas.

New York

Lisa Witter, Chief Operating Officer
(212) 584-5000

Lisa@fenton.com

Washington, D.C.

Ira Arlook, Managing Director
(202) 822-5200
lra@fenton.com

San Francisco

Parker Blackman, Managing Director
(415) 901-0111
Pblackman@fenton.com

FENTON |communications




