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MEDIA OUTREACH

What are reporters’ deadlines?

Print: 
Call a newsroom between 
10 a.m. and 2 p.m., when 
reporters are most likely 
not in planning meetings 
or working against a 5 
p.m. deadline.
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Television: 
Call assignment or planning 
editors after 10 a.m. and 
before 3 p.m., but not in the 
hour or so before a noon 
newscast. It’s best to call 
the assignment desk after 
the morning planning meet-
ing, which usually ends 
between 9:30 and 10 a.m. 
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Radio: 
Call early, around 7:30  
to 8:30 a.m. After that,  
staff often has planning  
meetings, but you can  
start calling again after  
10 a.m. News directors,  
reporters, and producers  
are often gone by the  
afternoon. 
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STEP 7 | EVALUATE 

Reviewing and analyzing your media outreach allows you to determine whether you reached your goals 
and what did and didn’t work. It also gives you an opportunity to share your success. The end result need 
not be an exhaustive report, just some information to help you track your efforts. 

How can I chart our media outreach efforts?
Set goals before you begin•	  so that you have 
something to measure (for example, place one 
newspaper article or TV story about food stamp 
benefits, promote the local toll-free number, or 
increase inquiries about food stamps by  
10 percent).
Establish a starting point•	  (known as a base-
line), if possible. Take note of how many calls 
you are getting about food stamps, or how  
much media coverage you are receiving now.  
If you do this, you can quantify improvements  
and increases.
Begin your analysis as soon as possible•	  after 
your media push or event so that everything is 
fresh in your mind.
Use numbers to paint your success story:•	  
“There was a 50-percent increase in media 
coverage compared to last year,” or, “After our 
appearance on the local radio show, calls about 
food stamp benefits increased by 20 percent.” 
Use anecdotal evidence to show your success: •	
“Many clients remarked that they didn’t think 
they would be eligible for food stamps until 

they saw the TV story.” In addition, use quotes 
from clients that support your success: “I was 
surprised to learn that I might still qualify for 
food stamps even though I have a job.”
Include information on the reach of a media •	
outlet:  “An article ran in the Anytown News, 
which has a circulation of 80,000.” This  
information is usually available on the media 
outlet’s web site.
Look at what is said in the media coverage •	
you receive to determine whether you com-
municated your key points. If you wanted 
to convey that every accommodation is being 
made to help elderly people apply for benefits, 
did that come across in your story?
Make copies of the newspaper articles that •	
include your contributions. Make sure they 
are well presented. Keep a file of media cover-
age that you can easily access.
Share articles with partners,•	  or incorporate  
articles in a presentation folder for  
potential partners.

How do I monitor for media coverage?
Following are some quick and easy ways to monitor coverage on a shoestring budget:

Check the outlet’s web site. Most searches are •	
free for any time up to a week or month.
If you submitted an announcement to a news-•	
letter or bulletin, ask about distribution num-
bers, so you get a rough estimate of how many 
people read your message.

If you know a TV story will air at a certain •	
time, record the segment. 
To find out the circulation or audience numbers •	
for newspapers and TV, check the outlet’s web 
site. If you need to call to ask for this informa-
tion, the advertising department will usually 
give it to you.



C  |  12

MEDIA OUTREACH

What are some additional media tracking resources?
U.S. Newspaper List:•	  A comprehensive list of State and local media outlets. Once on the site, 
click on your State and then city for shortcuts to your community papers and television stations.  
www.usnpl.com/ 
NewsIndex:•	  The web’s first news-only search engine; cost is $20/month. www.newsindex.com/delivered.
html 
HandsNet:•	  Offers WebClipper, a reasonably priced service targeted at nonprofits and the human services 
community. http://webclipper.handsnet.org/mt-static/ 
NewzGroup:•	  Provides comprehensive statewide press clipping services of all daily and weekly newspa-
pers in Arkansas, Iowa, Kansas, Kentucky, Missouri, South Carolina, Texas, West Virginia, and Wyoming. 
Basic coverage is about $100/month. http://209.43.121.4/index.html 
Lexis-Nexis:•	  This is probably the most comprehensive online database of full-text news and magazine 
articles, but it is also among the most expensive of the available services. www.lexisnexis.com/ 
Google News:•	  A “beta” (test) offering at the time of this printing, this is a free search engine especially for 
news stories. http://news.google.com/nwshp?hl=en+gl=us

How do I create a file  
of media coverage?

Locate1.	  either an online or print copy of the story. 

Cut out2.	  or print off the title of the publication (also known as the flag, logotype, or masthead).

Make sure3.	  the date and byline (reporter’s name) are included on the article. If one or the other 
is not included on the printed version, type the date and byline (sometimes the byline will be 
“Staff” or “Reuters”) on a separate piece of paper; cut it out.

Lay the components out4.	  on a white, blank piece of paper in the following order: flag, byline, date, 
and content. 

Tape the components5.	  neatly onto your blank paper; make sure the edges are not folded.
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	 1	|	 Identify who you want to reach. Who  
is your target audience? Do you want to 
reach all eligible nonparticipants, or do 
you want to focus on a specific audience, 
such as seniors or the Latino community?

	 2	|	 Determine the best way to reach them. 
Does your target audience read com-
munity newspapers? Do they watch TV? 
What time of day are they watching TV? 
Do they listen to the radio? Make a list of 
the relevant media outlets and reporters.

	 3	|	 Set simple objectives. What do you want 
to achieve through media outreach?  
For example, do you want to increase 
inquiries to the toll-free number, inform 
people about the nutrition benefits of  
food stamps?

	 4	|	 Think about the best timing for your 
story. Does your news need to be re-
leased immediately? Would it be better  
to wait for a more opportune time such  
as after the holidays when people are 
struggling to make ends meet?

	 5	|	 Think about what you want to say. 
Formulate the message that you want to 
communicate to your target audience, 
e.g., promote toll-free number, extended 
office hours, the nutrition benefits of  
food stamps.

	 6	|	 Think about ways to make your story  
interesting. Can you get real-life  
testimonials from Food Stamp Program 
participants? Could a statewide story  
be tied into your pitch?

	 7	|	 Determine how you are going to  
communicate your message. Will you 
simply call the reporter and provide  
background information? Do you need  
to put together a press release or host  
a press conference?

	 8	|	 Determine who is going to say it. Do you 
have people lined up that reporters can 
speak to, like a food stamp office director, 
a food bank supervisor, or a nutritionist? 

	 9	|	 Be targeted in your media outreach. Your 
pitch will be more effective if you reach 
the right person. Spend some time read-
ing, watching, and listening to the media 
outlets you will pitch and recent coverage 
by the reporter you will be contacting. How 
far in advance do you need to reach out? 
What time of day would work best? Do 
reporters prefer e-mail or a phone call?

	10	|	 Evaluate your results.  Reviewing and  
analyzing your media outreach lets you 
know if you reached your goals and what 
did and did not work. Share your success 
with others!

10 TIPS FOR CONDUCTING EFFECTIVE MEDIA OUTREACH




