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READING  5.7 Á INTRODUCTI ON TO MEDIA  
 

 
 

WHY WORK WITH  THE MEDIA? 
 

The media play a key role in todayõs society, and no advocacy or communications campaign can hope to 

succeed without media exposure. In any campaign, there are usually three possible objectives, and most 

campaigns pursue some combination of them: 

¶ To inform and educate; 

¶ To change attitudes and beliefs; and 

¶ To change behavior. 
 

These objectives are progressively more difficult to achieve. It is easier to inform and educate than to 

change attitudes and beliefs. It is extremely difficult to change behavior through the media, as has been 

demonstrated, for example, by campaigns to prevent the spread of HIV/ AIDS. 

 

For an organization involved in budget advocacy work, this means that media campaigns will be good 

for creating awareness of budget-related issues and perspectives. However, to change behavior ñ for 

example, changing the decisions of policy makers or the votes of legislators ñ it is not enough to use 

the media alone. Media activities need to be part of a broader, integrated advocacy campaign. 

 
 

THE  CH ANGIN G MEDIA ENVIRONMENT  

 
The media sector is becoming increasingly diverse and complex, and audiences are fragmenting. In 

most countries, the days are gone when you could get a story on national radio or TV or into a major 

newspaper and be assured that most people would see or hear it. At the same time, new technologies 

mean that itõs easier to produce media and to access a wide range of media. Thereõs digital TV with 

hundreds of channels, cell phones, new radio stations, and the Internet. We are also seeing a dramatic 

change in how news is made and disseminated: the model of the authoritative, trustworthy news 

institution is breaking down, as Internet and cell phone technologies make it possible for ordinary 

people to produce and share news. We have seen the rise of citizen journalism, blogs, and media- 

sharing portals, among others. 

Another key trend is technological convergence. You can now watch TV and listen to the radio on your 

cell phone, read newspapers online, surf the Internet on your TV with the aid of a special set-top box, 
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make phone calls from your PC, record audio using your phone or MP3 player, and reach a wide 

audience by posting podcasts, photos, or videos on the Internet. These have dramatic implications for 

the ways in which the media can influence public discussion and policy makers. Likewise, in a number 

of countries, bloggers have come to exert a great deal of influence on the mainstream media and thus on 

political life. It is important to keep up-to-date with these developments and to constantly seek 

innovative and effective ways to respond to them. 

 
 

TYPES OF MEDIA 

 
Here is a (non-comprehensive) list of various types of media and various ways of classifying them. One 

could go further and break things down according to types of content and format. It is also important 

to consider the types of audiences reached by each type of media. All of these factors must be 

considered when planning a media campaign. 

 

Newspapers 
 

¶ national 
 

¶ regional 
 

¶ community/neighborhood 
 

¶ daily vs. weekly 
 

¶ òseriousó vs. tabloid 
 
Magazines 

 

¶ from beauty to celebrity to sports to news and current affairs 
 

¶ weekly, monthly, bimonthly, and quarterly 
 

¶ local, regional, national, and international 
 
Radio 

 

¶ commercial vs. public service and community 
 

¶ local, regional, national, and international 
 

¶ various language services 

¶ international broadcasters (BBC World Service , Radio France InternationaleðRFI, Radio 

Netherlands, Voice of America, etc.) 
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Television 
 

¶ free (broadcast) vs. subscription (cable/satellite) 
 

¶ local/regional vs. national and international 
 
Live Performance 

 

¶ community-based educational drama 
 

¶ industrial theatre 
 
 
 
 
In ternet and Social Media 

 

¶ blogs 
 

¶ e-mail newsletters 
 

¶ citizen media and file-sharing portals (e.g., YouTube, Instagram, Pinterest) 
 

¶ online newspapers, magazines, and radio stations 
 

¶ organizational websites 
 

¶ social media sites (e.g., Facebook, LinkedIn, Twitter) 
 

¶ podcasts 
 

¶ mobile phones 
 

- text messaging (SMS) 
 

- mobile Internet 
 

- mobile phone applications (òappsó) 
 

- interactive services such as instant polling and SMS-searchable databases 
 

- downloadable content (e.g., ringtones, videos, etc.) 
 

- mobizines ( mobile òmagazinesó) 
 

 
 

DIFFERENTIATING AUDI ENCES 

 
It is important to identify your key audiences and then target them through the appropriate media. 

Common sense goes a long way, but it is also worthwhile to do some research on the audiences of the 

various publications and broadcast outlets you are thinking of targeting. These days, almost all media 
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organizations have their own websites, and one can usually find useful facts and figures there, such as 

target audience, audience size, and so on. 

 

Here are some examples of audiences and media that an organization involved in applied budget work 

might want to target: 

 

¶ Finance officials: weekly financial magazines, business newspapers, business inserts in major 

newspapers, opinion pages of major newspapers, current affairs programs, and talk shows on 

national radio. The Internet is becoming an increasingly important medium for this group. Weekly 

financial magazines are beginning to place increasing emphasis on their online versions, and some 

influential business and financial media operate solely online (for example, the South African-based 

Moneyweb): òWe have decided to invest more on the Internet because that is where the market is 

going,ó according to Rikus Delport, editor, Finweek, quoted in The Media magazine, February 2007, 

South Africa. It would also be important to target influential bloggers or columnists for online 

publications. 

¶ Other NGOs/CSOs: specialist development publications; development supplements in newspapers 

or magazines; key websites or portals (e.g., The Communication Initiative Network, Development 

Gateway, and SANGONeT in South Africa). 

 

¶ The general public: mass circulation newspapers; radio stations, particularly community radio 

stations and public radio stations with substantial news and talk content; TV stations with news and 

public affairs programs. 

 
 

MATCH ING MEDIUM TO CONTENT  

 
Each type of medium has its strengths and weaknesses, and you need to take these into consideration. 

 
¶ Print (serious newspapers in particular) is good for very technical information, detailed arguments, 

and putting matters on record. People can keep print material for reference purposes and reread it if 

they need to check the details or if they didnõt understand all of the issues the first time through. If 

you have conducted a budget analysis and wish to communicate a lot of rather detailed information, 

you might consider paying for a special insert in a major newspaper. 
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¶ Radio is good for immediacy, for providing general information about an issue, and for interacting 

with the public (for example, through a live call-in show where you can take calls and respond to 

queries). Itõs not very good for presenting complex, detailed information such as long lists of budget 

figures. The downside of radio is that if listeners arenõt able to grasp something the first time they 

hear it, itõs too late. People usually listen to the radio while doing other things, so they are easily 

distracted and cannot concentrate on details. 

 

¶ Television is good for visual and emotional impact. Television viewers tend to react more 

according to your appearance of competence and trustworthiness and less according to the content 

of what you say. 

 

¶ The In ternet and other technologies, such as e-mail and cell phones, are good for immediacy, 

interactivity, and advocacy. They can be used very effectively to coordinate like-minded groups, 

build international support, and mobilize activists. 

 
 

MATCH ING CON TENT TO AUDIENCE  

 
It is also important to tailor your content to the audience you are trying to reach. If you wish to 

communicate with finance officials, for example, it is important to demonstrate an understanding of 

how things work, for example, procedures in the finance department, financial and other constraints 

faced by government, the way in which decisions are made, etc. Finance officials are regularly 

bombarded by wish lists presented by all sorts of individuals and groups, and they are used to filtering 

these out. They know there are many competing needs and claims; therefore, they are more likely to 

listen to people who show that they understand these constraints, and who offer solid, evidence-based 

arguments to back up their proposals. 

 

It is also helpful to link values-based arguments to pre-existing requirements and legal frameworks ñ 

for example, òaccording to the Constitution the government is obliged to provide education for 

children,ó rather than òit is morally wrong to deprive children of their education.ó 

 

If you wish to reach the broader public, in order to motivate people to join a campaign or to pressure 

decision makers, then simple, punchy messages are needed. Emotional messages are also an important 

way of reaching a general audience. 
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READING  5.8 Á GUIDELIN ES FOR WORKING  WITH  MEDIA  

 
A. TECHN IQUES FOR GAINING MEDIA ATT ENTION  

 
Make Press Calls 

 

It is important to maintain regular contact with key journalists. Telephone conversations can be very 

effective in promoting a story or responding to an event or previous news coverage. Be sure to find out 

what the various deadlines are and to call journalists when they are not under immediate deadline 

pressure (this varies greatly across medium and outlet). You can greatly increase the likelihood of getting 

exposure if you follow up an e-mail or fax with a telephone call to ensure the journalist or editor has 

received or taken note of your message. 

It is useful to understand the key role players: 
 
¶ Editors are the senior editorial decision makers, but they are often caught up in management and 

policy issues and may not be very involved in day-to-day story assignments. 

 

¶ Sub-editors are essentially copy editors. They check facts, grammar, and spelling, and they help lay out 

pages. They are not involved in news gathering. 

 

¶ News editors are responsible for day-to-day decisions on which stories will be covered and for 

assigning journalists to cover stories. These are key contact people for any organization seeking 

news coverage. 

 

¶ Journalists/reporters go out and interview people and cover the news. It is important to identify these 

key journalists and build relationships with them. 

 

¶ Specialist reporters focus on thematic areas such as economics, finance, health, etc. It is particularly 

important to build relationships with reporters who specialize in areas that are of particular concern 

to your organization. 

 

¶ Producers (radio and TV) are responsible for decisions on program or bulletin content, setting up 

interviews, etc. There is generally a hierarchy of producers, and it is important to find out which 

producer is the right one to talk to. 
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It is also important to understand the news or content cycle of the media organizations that you interact 

with ð for example, to know what their deadlines are ð to ensure that you are able to get press releases to 

them in time and that you schedule your press conferences at times when most journalists are able to 

attend. When you want to talk to journalists, it is generally best to call in the mornings (for dailies) and 

early in the week (for weeklies). For current affairs programs on radio and television, be sure to call well 

ahead of the programõs broadcast time ð unless you have dramatic, breaking news to share. Magazines 

are usually prepared well in advance of publication date (often months to weeks ahead), so itõs essential 

to contact them ahead of time. 

 

Distribute Press Releases 
 

There are no hard and fast rules about how often press releases should be issued, but it is important to 

issue a press release only when you have something new to say. They should not be sent out so often 

that journalists begin to see them as clutter. There is an art to writing press releases, and they should be 

written more or less as you would like to see the story reported. Bear in mind that newsrooms are 

usually under-resourced and that the media often use press releases òas is,ó in unaltered form. You 

should include a good mix of facts and figures, as well as ready-made quotes that can be easily lifted out 

of the press release and repeated in the media. 

 

Hold Press Conferences When Called For 
 

According to A Media Relations Handbook for Non-Governmental Organizations1, there are only two reasons to 

have a press conference: 1) when you are communicating information that is so complex that you need 

to interact with journalists in order to ensure clarity and 2) when you intentionally want to dramatize 

your announcement. When holding a press conference, timing and location are everything. A senior 

newspaper editor in Cape Town, South Africa once told a group of police service communications 

officers that he is far more likely to send a journalist to a press conference if it is within walking distance 

or just a short drive from the paperõs offices. Also, press conferences should be held at times when  

most journalists are not on or nearing deadline (unless it is very important breaking news that cannot 

wait). 

 

Stage Events 
 

 
 
 

1 Sarah Silver, A Media Relations Handbook for Non-Governmental Organizations (London: Media Diversity Institute, 2003). 
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Journalists tend to report on events, not issues. For example, journalists in Southern Africa have often 

been criticized for their tendency to report on conferences. However, this can be used to advantage by 

an organization seeking to get an issue into the media: invite journalists to conferences on key issues and 

line up interesting people to be interviewed. Marches, protests, exhibitions, festivals, parades, 

competitions, and the like are all good ways to generate media attention. It is important that events 

provide plenty of visual interest. 

 

Participate in Talk Shows 
 

Talk shows on radio and increasingly on TV are an excellent way to generate and influence discussion of 

your issue. Talk show producers are constantly looking for new and interesting ideas, so it can be a 

good idea to contact them, suggest talk show topics, and also offer one or two people as studio guests. 

Alternatively, you can call in during existing live programs to get a point across. 

 

Write Letters to the Editor 
 

Letters to the editor can be a very effective way of getting a point across, particularly in response to 

articles or opinion pieces that have recently appeared in a particular publication. Some political parties 

make a regular practice of getting staff members to write letters to newspapers, under the pretext of 

being ordinary members of the public. 

 

Contribute Op-Ed Articles 
 

Many newspapers regularly publish opinion articles contributed by members of the public such as 

academics and NGO staff. It is important to understand the audience and style of each publication and 

to communicate with opinion page editors well before the desired date of publication, as most papers 

receive many more contributions than they could ever publish. 

 

Provide Background In formation and Briefings 
 

It can be a good idea to hold informal media briefings, such as a breakfast or lunch, where a small group 

of journalists is invited to meet and talk with one or two experts on an issue. Such meetings have the 

two-fold benefit of helping journalists become more informed about an issue and building relationships 

between journalists and an organization. 

A number of organizations also seek to promote improved coverage of specific issues by developing 

background material such as issue summaries, toolkits, and answers to frequently asked questions. For 

example, in South Africa the organization IDASA developed a website called òWord on the Street,ó 
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which provided background material to journalists covering local government in South Africa. (The 

website is no longer active, here is an article about òWord on the Streetó: 

http://www.ngopulse.org/article/idasa-web-resource-targets-community-media). The London-based 

organization Panos has a site called i-Witness (panos.blogs.com/iwitnesses), which contains toolkits to 

help journalists understand issues related to the Information Society. 

Be a Good Source 
 

¶ Be available: Establishing a relationship with journalists is a two-way street. If you expect them to 

pay attention to you and to cover your issue, you need to be available when they need you.  If you are 

helpful and available when a journalist needs a quick quote just before deadline or some complex 

matter explained, they will be more likely to lend you a sympathetic ear when you need a favor. 

¶ Be credible: Journalists need to be able to trust their sources. It is important to be sure that all 

information provided to the media is accurate. Often, it can be helpful to tell reporters where they 

can go to get the story substantiated. Do not speak on issues that you do not know enough about, 

even if pressured to do so. 

¶ Donõt become an annoyance: Do not harass journalists or call them too often. They will start to 

find ways to avoid you. Be as persuasive as you can be, but if a journalist turns you down, learn to 

take no for an answer and donõt become rude or nasty.  There are many stories competing for 

attention, and many reasons why a newspaper or radio station might not be able to carry your story 

on any particular day. 

 

Come Up With In teresting News Angles for Regular Events or Calendar Dates 
 

There are many calendar dates throughout the year that can potentially be used to publicize your issue ð 

for example, national public holidays and internationally recognized days such as International Womenõs 

Day, International AIDS Day, Human Rights Day, etc. Journalists are often looking for new angles for 

stories on or around such calendar dates. Bear in mind that coverage related to regular dates tends to be 

planned well in advance so communicate with potential media outlets far ahead of the desired 

publication or broadcast date. 

 

Be Aware of the News Cycle and the Budget Cycle 
 

It is important to think strategically and to time advocacy activities, including media exposure, so that 

they can have the most impact. If you want to influence the content of the national budget, it is 

http://www.ngopulse.org/article/idasa-web-resource-targets-community-media
http://panos.blogs.com/iwitnesses/
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important to engage in media activities during the budget planning phase, which is well before the day of 

the budget speech in the legislature. By the time the budget has been announced, it is too late. Of 

course, at that time you may want to add your comments on the budget and evaluate it, but if you want 

to bring about changes in allocations, you will have to begin working towards the next budget. Once the 

budget vote has been passed in the legislature, it is a good time to highlight issues such as spending 

capacity and obstacles in service delivery. Around the auditing and reporting period, you would  

probably want to focus your messages on issues of financial management in government departments. 

 

How Does a Small Budget Advocacy Organization Get In to the National News? 
 

¶ It can be difficult for a small local-level organization to gain national media attention, but it is not 

impossible. First, appearance is everything. If you put out professional press releases, use e-mail 

and the Internet intelligently, and show that you know what you are talking about by providing solid 

analysis and credible information, no one need know that your organization is small in size or has its 

headquarters in a small town. Many a successful media campaign has been run by one dedicated 

person with a computer and a fax machine. 

¶ Use the techniques for getting media attention that are outlined above. If you can get into the minds 

of journalists, think like they do, and then present stories and news angles that grab them, you will 

have a high degree of success. 

¶ Focus your advocacy on actions and events and not processes and ideas. To most journalists, news 

is something that happens, that can be seen or heard, and that occurs at a specific time and place. 

Marches are news. Workshops are almost never news. A research survey is not news ñ but an 

event where a high-profile person announces dramatic research findings is news. A book is not 

news ñ but a book launch where a panel of prominent speakers are discussing issues raised by the 

book may be. The following is a good example of a newsworthy event: a South African business 

advocacy organization struggled to get media attention until it staged a huge event in which business 

leaders walked across South Africa in relays. 

¶ Finally, be sure that your messages deal with issues of national concern. If you do highlight local 

issues and concerns, be sure to link these to and show how they have an impact on issues that are 

prominent on the national agenda. 
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B. WRITING A MEDIA (PRESS) RELEASE 
 

¶ Press releases should appear on your organizationõs stationery, so that they appear professional and 

so that the organizationõs name, logo, and contact information are clearly visible.  Press releases 

should try to cover all of the classic questions that journalists are taught to ask in relation to an issue 

that they are covering: who, what, when, where, why, and how. 

¶ Press releases should have a short, informative heading and should be written in a way that 

immediately grabs the readerõs attention. It can be very effective to compose press releases 

according to the so-called òinverted triangleó format: the most important information in the initial 

paragraph(s) with the least important information lower down (such as more in-depth details and the 

background of the organization). 

¶ For example, below are two possible opening paragraphs to a press release outlining the results of a 

research survey. The second is likely to have more impact than the first: 

1) òThe Budget Policy Group has published the results of an extensive survey on the impact of 

cash grants on vulnerable communities. The survey was carried out in six Southern African 

countries and involved interviews with over 2,000 respondents in each country. It reveals 

several problems with respect to the government grant systeméó 

2) òNew research by the Budget Policy Group shows that 2 million poor people in Southern Africa 
 

are not accessing government grants. The research reveals that, despite government efforts to 

register eligible grant recipients, most poor people find it difficult to fulfill all of the 

requirementséó 

¶ The second example gets right into the key findings of the research and has a much greater chance 
 

of grabbing a journalistõs attention. In the first example, after the first paragraph you still donõt 

know what the research findings were. 

¶ Provide brief and attention-grabbing quotes within the body of the press release and attribute them 

to organizational spokespersons. For example, òThe BPGõs research director, Blessings April, 

explains, ôWe hope this report will lead governments to reconsider the administrative requirements 

that potential grant beneficiaries have to fulfill.õó 

¶ Standard information about the organization should be included at the end of the press release, such 

as the organizationõs mission and key background details. 
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¶ Once a press release is distributed (by fax, e-mail, or other means), it is important to follow up with a 

phone call to key journalists and editors to make sure the release has been received and that it is 

noticed. 

¶ It is important to include a release date (and embargo details if applicable), along with the name of a 

contact person and associated telephone numbers and e-mail addresses to enable journalists to 

follow up if they want further information. 

 

 
 

C. GUIDELI NES FOR PRESS CONFE RENCES 
 

¶ Press conferences should be held only on rare occasions. Journalists are busy and will not attend a 

press conference unless the matter is especially important or dramatic. As a rule of thumb, only 

hold a press conference when the issues are so complex that you need to provide detailed 

explanations and interact with journalists directly in order to ensure that all questions are dealt with. 

A press conference can also be held when you want to intentionally dramatize an announcement. 

¶ Press conferences should be held as close to most media organizationsõ offices as possible and at 

times that take into account the deadlines of the key media in which you want your conference to 

appear. 

¶ At the press conference, make a register of journalists who attend. This will help you to track which 

reporters and media outlets are actually interested in your issue, as well as provide you with useful 

contact names and numbers. The register can also be used to identify which media should be 

monitored afterwards in order to track coverage. 

¶ Press kits should be prepared beforehand and handed out to reporters. These should contain hard 

copies of all statements or speeches to be made at the press conference as well as any useful 

background information. This material should come in the form of press-friendly briefing sheets 

rather than long academic papers. It can also be a good idea to provide a CD or DVD containing 

photographs, background material, and short audio and video clips. However, it is important to 

investigate beforehand what technology the invited media outlets have access to so as to ensure that 

you provide material in the most useful format. 

¶ It is a good idea to have two or three speakers, so that journalists can gather a variety of quotes and 

perspectives. However, there should not be too many speakers so that journalists feel their time is 
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being wasted for the sake of letting organizational office holders feel important. Be sure to allow 

enough time for questions from the floor. 

¶ It can be a good idea to provide opportunities for media to interview individuals who are affected in 

some way by your issue. For example, at a press conference to announce the results of research into 

the number of gun-related deaths in South Africa, the organization Gun Free South Africa arranged 

for some people who had lost family members to gun violence to be present to tell their stories. 

This provided powerful emotional content and gave a human face to the statistics presented in the 

research. 

 
 

D. GUIDELI NES FOR INTERVIEWS 
 

¶ Ahead of any interview, it is critical to understand the purpose of the interview. If the interview was 

requested by a journalist, it is important to find out the purpose of the interview, when and where it 

will appear, the length (size of story, number of words, time in minutes), when and where the 

interview will take place, and the name of the interviewer. 

¶ For television and radio, it is important to know whether the interview will appear live or be pre- 

recorded (and probably edited beforehand). 

¶ It is advisable to settle on no more than three key points that you wish to get across during any 

specific interview and to stick to these. For television and radio news and current affairs programs, 

answers to questions should generally be short and to the point, around 20 to 40 seconds. Answers 

should never exceed a minute. 

¶ It is very important to prepare key quotes or òsound bitesó that are catchy and effective. The 

standard sound bite used during a radio news bulletin usually lasts about 12 seconds. During a 

current affairs report, perhaps 30 seconds to a minute. Television news sound bites are also short at 

10 to 15 seconds. So prepare punchy, memorable quotes of various lengths ñ 10 to 12 seconds, 30 

seconds, and 60 seconds ñ that encapsulate a key point that you want to make. A well-known 

example of a memorable sound bite is from the famous O.J. Simpson trial in the mid-1990s: òIf the 

glove doesnõt fit, you must acquit!ó 

¶ Language should be kept clear and simple. Steer away from excessively complex arguments and too 

many facts and figures. Two or three well-chosen statistics can be used very effectively. It is 
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important to think about the simplest ways of getting figures across. For example, say òfive out of 

every ten peopleó rather than òfifty percent of the population.ó Similarly, it is a good idea to use 

descriptive language and images and metaphors that will resonate with the audience. For example, 

you might say òIf we compared income to buildings, the income of the poorest Brazilians would be  

a dollõs house, 2 cm high, while the income of the richest would be a skyscraper reaching from the 

earth to the moon.ó It is always a good idea to provide one or two concrete examples to illustrate 

each key point being made, particularly if the points are relatively abstract issues of process or policy. 

¶ It is important never to become irritated or aggressive. When faced with a negative question, deal 

with it truthfully and then go on to emphasize a positive point. During live interviews it is generally 

possible to steer the focus back to one of your predetermined key points, even if the interviewer 

begins to focus on areas that you do not wish to discuss. For example, in response to a negative or 

critical question, you might say, òWell, our critics do say that, but that is not the real issue. The real 

issue is . . . ó 

¶ Practice and preparation are critical. It is a good idea to rehearse with a colleague beforehand and to 

anticipate possible negative questions and pitfalls. It is also a good idea to have someone record all 

interviews and listen to them afterwards in order to identify mistakes or areas for improvement. 

 
 

E. GUIDELI NES FOR MAKING PRESENTAT IONS 
 

¶ Presentations are crucial. Whether you are addressing journalists at a press conference or members 

of the parliamentary health committee, you need to be able to get your message across clearly and 

effectively. Remember also that the members of your audience hear many presentations ð yours 

needs to stand out so that they remember it. Here are some tips: 

 

PREPARATION  
 

- Your presentation starts long before you stand in front of your audience. Preparation is crucially 

important. 

- Objectives: be clear about what you want to achieve, or what you want to convey to your 

audience. 

- What do you want them to remember? Think about ways to make your key message stick. 
 

- Engage your audience by building on what they already know -- use familiar reference points. 
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- Make it important to your audience ð put yourself in their shoes and think about why they 

should care about your issue. 

- People remember firsts and lasts ð pay attention to the end and the beginning. 
 

- Give them reason to listen: break their pattern ð present the unexpected. 
 

- Have a strong, clear ending. 
 
ENSURING IMPACT  

 

- Plan your words, one idea per sentence. 
 

- Use active verbs. 
 

- Paint pictures: SHOW, donõt tell. 
 

- Use the power of visual communication ð use graphics, photographs, and maps to help your 

audience understand your research and what it means. 

- Everyone has a preferred sense for learning -- make use of the five senses as much as possible. 
 

Use visuals and audio if you can. 
 
DELIVERY 

 

- Take control of the room. You must be in charge. 
 

- Start with energy: show enthusiasm. 
 

- Position yourself in the same area as your visual aids ð donõt make your audience divide their 

attention between a screen and you. 

- Keep looking forwards ð always focus on your audience ð donõt have your back to them while 

you stare at the screen. 

- Signpost important points. You can literally say, ònow this next point is very important!ó 
 

- Consider the wider environment ð are there noises outside the room, are people too cold or too 

hot? Often, if you briefly acknowledge distracting factors, the audience will be able to put the 

distraction out of their minds and refocus on you. 

- Pay attention to your voice: clarity, projection, pace, and pauses. 
 

- Make eye contact with your audience. 
 

- If possible, handle questions and answers before your ending ð then wrap up with a strong take- 

home message ð a definite, clear climax. 

 

VISUAL AIDS 
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- If you use PowerPoint, use it effectively (see below). 
 

- Remember PowerPoint is just one possible tool among many. You donõt have to use it. 
 

- Think about using other types of visual aids, such as Flipcharts, Whiteboards, and others. Be 

creative. 

- Have handouts for your audience. 
 
USE POWERPOINT  EFFECTI VELY  

 

- PowerPoint can be a powerful tool, but too often it is used badly, putting audiences to sleep. 
 

- You donõt want your audience focused on the screen and not on you. Your slides should support 

you, not take over. 

- Donõt write your presentation using PowerPoint. Prepare and structure your presentation and 

only then go to PowerPoint and think about how you can use slides to support your presentation. 

- Keep slides simple. Less is more! Leave the detailed notes for the handouts. One idea per 

sentence. Short sentences. Maximum three sentences per slide. Some of the most effective slides 

can consist of just one word. Or an image. 

- Be sure that any graphs and other illustrations with your budget information is clear: it can be 

understood and interpreted at first glance. 

- Avoid busy backgrounds, fancy colors, and other visual gimmicks. Plain black on white is often 
 

the best. Every element should support your message, not detract from it. 
 

- Donõt be a disembodied voice in a darkened room, with everyone just staring at your slides. 
 

- Continually bring your audienceõs focus back to you. You can use the òWó key to make the 

screen go white, or the òBó key to make it go black. 

- Remember that the most memorable speeches in history were given without slides. Winston 

Churchill, Martin Luther King, and Nelson Mandela never used PowerPoint! 
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READING  5.9 Á N EW MEDIA  
 
We have mentioned the rising importance of new or digital media, but up to now, have focused mainly 

on traditional/mainstream or òoldó media. But it is crucial to take into account the exciting possibilities 

presented by the Internet, social networking, and mobile phones in advocacy. The mainstream media 

will be with us for a long time yet, especially in developing countries, but the new digital media are 

rapidly changing the media scene. Even a small organization can use the Internet and mobile phone 

technology to have a huge impact. 

¶ Sometimes people argue that the new media are not very relevant in developing countries, as most of 

the population does not have access to the Internet. But this argument does not take account of 

several factors: 

- It is important to differentiate audiences in advocacy. Emphasize that donors, international 

organizations, business people, policy makers, and journalists DO have access to and use new 

media more and more. 

- If you do not use the Internet and many of the social networking tools it offers, you will not be 
 

reaching these key audiences. New media can be very effectively used to reach journalists, who 

in turn will then give you exposure in the mainstream media. 

- The rise of mobile phones and mobile Internet access. While most ordinary people do not have 
 

computers, the use of mobile phones is widespread. Ordinary people in developing countries are 

increasingly using mobile phones to access the Internet and social networking applications such 

as Facebook. In addition, even when people donõt have sophisticated phones, basic technology 

such as SMS (text messages) can be used powerfully as a campaign or advocacy tool. 

¶ So, what do the Internet and new media offer that mainstream media doesnõt? 
 

- The ability to tell your story and get your message across to your audience directly, without 

journalists as the òmiddle-men.ó 

- The ability to cover the kinds of issues and tell the kinds of stories that mainstream journalists 

are often just not interested in covering. 

- The power of numbers. Social networking tools make use ordinary peopleõs networks of friends 

and acquaintances to spread messages rapidly, often to vast numbers of people. 

 

Some examples of new media tools are: 
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¶ Facebook (www.facebook.com): Unless youõve been living on another planet for the past few years, 

chances are you know about Facebook already and have your own Facebook account. Facebook is a 

social networking site that allows people to link with their friends online. It can be accessed on the 

Internet via computers and Internet-capable mobile phones. Facebook offers powerful advocacy 

opportunities: you can create groups on Facebook, highlight Causes, and share news, views, 

photographs, and more. An example of the power of Facebook occurred in January 2010, when 

women all over the world suddenly started posting their bra color as their Facebook status, 

apparently as a way of raising awareness of breast cancer. It seems unclear where this started; it 

spread virally and rapidly, an excellent illustration of the huge power of Facebookõs social networks. 

For more information on this see here http://allfacebook.com/facebook-bra-color_b9596. 

Subscribe to the IBPõs Facebook page 
 

at:  http://www.facebook.com/InternationalBudgetPartnership 
 

¶ SMS: The plain old short message service or SMS on your mobile phone can be used very 

powerfully. It has been used to send out information rapidly to large numbers of people (either 

through bulk SMS services that allow you to send out a message to hundreds or even thousands of 

people at the same time, or through networking, where people just keep passing messages on to their 

friends, and their friends, and their friends...). It has also been used to gather important information 

from the field (such as having activists visit clinics and send SMS messages to a central point, 

indicating which clinics are out-of-stock of certain essential medicines). 

There are a number of online tools that can assist you to use the power of SMS. One example is 

Frontline SMS, a large-scale texting tool for NGOs. See http://w ww.frontlinesms.com/ . 

¶ Blogging: A blog is really an online journal or diary, or even a mini-website, which allows you to 

express opinions; cover news; share photos, videos, and even audio recordings; and also provide 

links to other websites that you think are relevant for your audience and message. The most popular 

blogging sites are WordPress (www.wordpress.com) and Blogger (www.blogger.com), which is a 

Google service. At either of these sites you can very quickly ð and without having any technical 

knowledge ð set up your own free blog or mini-website. If  you know how to send an email, you can 

set up your own blog ð itõs that easy! For an example of how WordPress can be used to set up a 

campaign website, have a look at: http://endforcedsterilisation.wordpress.com 

http://www.facebook.com/
http://allfacebook.com/facebook-bra-color_b9596
http://www.facebook.com/InternationalBudgetPartnership
http://www.frontlinesms.com/
http://www.wordpress.com/
http://www.blogger.com/
http://endforcedsterilisation.wordpress.com/
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Also check out the IBPõs Open Budgets Blog, which is a WordPress site: 
 

http://openbudgetsblog.org/ 
 

¶ Citizen Journalism: Citizen journalism refers to the fact that digital media now allows ordinary 

people to act as journalists. Using computers, mobile phones, digital cameras (including cameras on 

mobile phones), ordinary people around the world are able to produce and publish stories of 

importance to them. Citizen journalism can include blogs, but is not limited to blogging. Some 

citizen journalism sites combine citizen journalism with an editorial staff, in order to ensure stories 

comply with certain minimum standards. One example is Global Voices Online 

(http://globalvoicesonline.org). 

¶ Twi tter (www.twitter.com): Twitter is almost like SMS, but itõs online. It is a service that allows you 

to send very short messages (maximum 140 characters) to people who are òfollowingó you. You can 

also sign up to follow others and get their updates, known as òtweets.ó A lot of what is on Twitter is 

really trivial (e.g., òI am having breakfast now.ó), but many people use Twitter almost like newspaper 

headlines: to alert their followers to news or to an interesting website or blog. They do this by 

providing a brief alert, followed by a link to the site in question. 

Check out http://twit ter.com/OpenBudgets 
 

¶ YouTube (www.youtube.com): YouTube allows you to create, share, and view videos online. It has 

a specific òchanneló dedicated to non-profit groups. Many organizations have used this effectively to 

share advocacy messages. A good example is the Aids and Rights Alliance of Southern Africa 

(ARASA). Have a look at their video on health budgets here: 

http://www.youtube.com/watch?v=MkWoKgLhDVs. 

Also check out the IBP video on social audits in Kenya, òItõs Our Money. Whereõs It Gone?ó 
 

http://www.youtube.com/watch?v=z2zKXqkrf2E&feature=player_embedded# 
 

These are just a few of the sites and technologies available. There are many, many more, and new ones 

are springing up every day. Itõs important to be alert and to try to keep up with new developments by 

reading blogs and participating in online social networks. 

http://openbudgetsblog.org/
http://globalvoicesonline.org/
http://www.twitter.com/
http://twitter.com/OpenBudgets
http://www.youtube.com/watch?v=MkWoKgLhDVs
http://www.youtube.com/watch?v=z2zKXqkrf2E&amp;feature=player_embedded
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READING  5.10 Á SAMPLE  MEDIA 

SAMPLE PRESS RELEASE 

 

African CSOs Demand an End to Medicine Stock-Outs 
 

February 2009 
 
Stop the Stock-Outs!  Access to essential medicines for all! 

 
Civil society organizations (CSOs) in Kenya and across east and southern Africa are coming together to 

launch a campaign demanding an end to stock-outs of essential medicines in public health facilities.  

The regional campaign is being spearheaded by Health Action International (HAI) Africa and Oxfam. 

National campaigns will also take place in Kenya, Uganda, Malawi, Zambia, Zimbabwe, and Madagascar. 
 
The theme of the campaign is: Stop the Stock-Outs! Access to Essential Medicines for All! 

 

The campaign is a call to action for African governments to meet their obligations to provide essential 

medicines to our people. 

 

The World Health Organization (WHO) defines essential medicines as òthose that satisfy the priority 

health care needs of the population...Essential medicines are intended to be available within the context 

of functioning health systems at all times, in adequate amounts, in the appropriate dosage forms, with 

assured quality, and at a price the individual and the community can afford.ó 

At the World Health Assembly in 1975, our governments made a commitment to ensure these essential 

medicines are available in public health facilities. 

 

Yet today, over 30 years later, at any given moment, public health facilities in Africa have in stock only 

about half of a core set of essential medicines. These are medicines used to treat common diseases such 

as malaria, pneumonia, diarrhea, HIV, TB, diabetes, and hypertension ð all of which are among the 

highest causes of death in Africa. 

 

According to Patrick Mubangizi, director of HAI  Africa, access to essential medicines is a human right 

and a cornerstone of an effective primary health care system. Says Mubangizi, òAccess to free or cheap 

essential medicines determines whether people live or die, suffer pain and discomfort, or have their 

ailments cured, recover from illness or endure life-long disease.ó 
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Stock-outs are worst in rural areas and poor people are the most affected. Stock-outs force people to 

buy medicines at much higher prices from the private sector. More often, though, patients simply go 

without the medicine that they so badly need. 

 

The campaign is calling on governments and health departments to end stock-outs now by: 
 

¶ Keeping accurate stock records and holding buffer supplies of medicines in storage. 
 

¶ Creating efficient distribution systems at national and regional levels. 
 

¶ Giving stakeholders (such as consumer organizations) a voice in forecasting and procurement 

planning. 

¶ Ending corruption in the medicine supply chain to stop theft and diversion of essential medicines. 
 

¶ Living up to commitments to spend 15% of national budgets on health care. 
 
The failure to properly stock public health clinics and pharmacies with essential medicines stems in part 

from economic constraints and bureaucratic obstacles. òBut above all, it is a failure of political will,ó says 

Mubangizi. If governments commit to having medicines on pharmacy shelves, they can do it.ó 

 
 
Launch date: 

Venue: 

Speakers will include: 
 

 
 
Media will also have an opportunity to interview patients who have personal experience of medicine 

stock-outs. 

 
 
For more information contact: 

Campaign partners: 
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SAMPLE PRESS RELEASE 1: DRAFT RELEASE 
 
 
Speaking Up for Those in Pain 

 
Hospices across the globe will be celebrating World Hospice and Palliative Care Day on 11 October 

2008. In Bedlamistan we have a strong hospice presence with 74 member hospices dotted all over the 

country and 54 development sites. 

 

Hospice is a philosophy, not a building, as many people think. The philosophy holds that a person with 

a life-limiting illness is on a special journey and has a unique set of rights. Palliative care is the active 

expression of this philosophy ñ a special brand of holistic care that provides quality of life, dignity in 

death, and support in bereavement. 

 

Most hospices operate through home-based care by visiting clients and their families in their homes. 

Some hospices are fortunate enough to have inpatient units, where clients can be admitted for respite, 

pain control, or terminal care. 

 

According to research, one of the main fears that a dying person has is dying in PAIN. 
 
This year, the theme for World Hospice and Palliative Care Day is òPalliative Care: A Human Right.ó 

The Hospice and Palliative Care Association of Bedlamistan wants to highlight the right of the 

terminally ill to access medication for pain control. Legislation currently prohibits trained palliative care 

nurses from prescribing controlled medications, and access to the correct medicines is difficult for many 

of our clients. We are actively advocating for this to be changed, so that our clients can have their pain 

addressed adequately and in a timely manner by trained, professional staff. 

 

Hospices are nonprofit organizations that rely on fundraising activities. Their services are provided free 

of charge. 

 

Please support the local hospice in your area by volunteering your time or expertise, donating goods to 

their charity shops, or making a financial contribution. 

 

For more information, go to www.worldday.org or call the Hospice and Palliative Care Association of 

Bedlamistan at 012-345-6789 

http://www.worldday.org/
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SAMPLE PRESS RELEASE 2: IMPROVED RELEASE 
 
òPain relief is a human right ð let nurses prescribe,ó says hospice association. 

 
The Hospice and Palliative Care Association of Bedlamistan (HPCA) is calling for health care legislation 

to be changed to enable trained nurses to prescribe scheduled pain-control medication. 

 

The call comes as HPCA and its 74 member hospices join hospices around the globe to mark World 

Hospice and Palliative Care Day on 11 October 2008. The theme this year is òPalliative Care: A Human 

Right.ó 

 

HPCA believes it is the right of people with life-limiting and life-threatening illnesses to be free of pain. 

However, many patients struggle to gain access to the correct pain-control medicines. 

 

Giving trained palliative care nurses the right to prescribe scheduled medication would go a long way 

toward alleviating this problem. HPCA CEO Dr. Liz Gwyther says, òThe lack of doctors in hard-to- 

reach rural areas of Bedlamistan means that prescriptions for pain-killing drugs are difficult to obtain, 

leaving patients in unnecessary pain. Enabling trained nurses to prescribe this very safe and routine 

medication would alleviate untold misery.ó 

 

According to research, one of the main fears a dying person has is dying in pain. But today it is possible 

to control pain effectively with drugs that are safe to use and that have few side effects. 

 

Hospice is a philosophy and an approach to care ñ not a building, as many people think. The 

philosophy holds that the person with a life-limiting illness is on a special journey and has a unique set of 

rights. Palliative care is the active expression of this philosophy ñ a special brand of holistic care that 

provides quality of life, dignity in death, and support in bereavement. 

 

Most hospices operate through home-based care by visiting clients and their families in their homes. 

Some hospices are fortunate enough to have inpatient units, where clients can be admitted for respite, 

pain control, or terminal care. 

 

Hospices are nonprofit organizations that rely on fundraising activities. Their services are provided free 

of charge. 

 

For more information please contact: name of contact person, telephone, and e-mail address 
See also www.worldday.org. 

http://www.worldday.org/
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SAMPLE OP-ED ARTICLE 1 
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SAMPLE OP-ED ARTICLE 2 

 


