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Media is an integral component of any successful outreach initiative. By convincing your local newspaper to run a story about your event or activity your chances of attracting more attention for your endeavors grows considerably. The following is a set of suggestions for promoting The Waterfront to local media outlets. 

Press Release

Food & Water Watch has provided you with a template you can use to write your press release. It contains information about the film and the issues it highlights. The main message of the press release has already been shaped for you. What you should work to develop is the local news hook. This means that you need to decide how this film relates to water and social justice related issue in your area, and then tailor the press release template accordingly. Also include your information about screenings in your area as well as a way for members of the press to get in touch with you. 

A terrific resource on writing a press release can be found at:

 http://spinproject.org/downloads/PressReleases.pdf
Media Outreach 

With your press release drafted, you should be able to get a good idea of what sort of reporters and media outlets would be interested in learning more about your screening.  Think about what subject matters your press release pertains to and then identify reporters in your area who cover those topics. Possibilities include: local news; local politics; utilities; films and the environment. 

If you have access to a good on-line media database like Vocus or Bacons, you can use that to compile your media list. If not, conduct some research of local news outlets by reading various articles to determine which reporters specialize in what topics. Many outlets will list reporter contact information online. In addition to mainstream newspapers also be sure to contact college newspapers and local alternative media papers. 

When in doubt, call the outlet. Ask to speak with somebody at the local news desk and ask to whom you should direct a press release about the screening. Remember that newsrooms are busy places so keep your conversation short and to the point. 

Many newspapers also run calendars listing local events. Contact the calendar editor and ask about the deadline for submitting event listings. 

When sending a press release give reporters a few days notice. If your screening is on a Friday, send your press release on Tuesday to give them ample time to plan for it. If you have some spare time, you might also consider calling a few reporters to confirm that they received the press release. Don’t worry if they claim to have not received it. Reporters receive a lot of emails and FAXes and things often have a way of getting lost in the shuffle. Simply offer to resend the release and thank them for their time. 

Press Kits 

Reporters will often want printed information about your issue. This is where the press kit comes into play. It should consist of a folder containing the press release, a flyer for the film and whatever brochures or fliers your organization has created. 

Interviews 

Designate one or two individuals who can speak with reporters about the film and your involvement in the screening. It’s often helpful to develop a set of talking points in anticipation of interviews. Use your press release as a cheat sheet for this and write out four or five bullet points about the film, your involvement in the screening and your organization’s message about local issues. 

Follow-up

Consider a hit in the press the first manifestation of a long and fruitful relationship with the media. This isn’t necessary, but it’s always perfectly acceptable to email a short thank you to a reporter who covers your story. 

Not enough guidance? Feel free to contact Kate Fried, Deputy Communications Director, Food & Water Watch at (202) 683-2500 for additional support. 
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