KIDS COUNT Media Coverage Brown Bag Summary

April 16th, 2003

Media coverage is critical to KIDS COUNT projects’ ability to disseminate messages and gain support for important issues that affect children and families.  KIDS COUNT projects vary in size and scope and therefore have different levels of interaction with the media.  However, evaluating the effectiveness of KIDS COUNT public awareness strategies is critical to improving their ability to achieve program goals.  

Innovation Network organized a brown bag session to facilitate a discussion around evaluating the effectiveness of media campaigns and discuss effective strategies for getting the word out.  A number of participants on the call were Communications/Public Relations directors with extensive experience in effective media campaigns and provided tips for increasing media coverage and collecting information for evaluation of media strategies.  Executive Directors, and staff from KIDS COUNT projects around the country also joined the discussion and contributed ideas that have worked for their projects.  

Getting the Message Out

Brown bag participants were eager to discuss some strategies that they have used to successfully get the word out and increase the visibility of KIDS COUNT and its issues.  They identified the following ideas:   

· If you don’t know, ask!  Ask your media contacts how they would like to receive information.  Ensure that writers and reporters are able to use information effectively by asking reporters/news outlets who the appropriate person is to receive the information.  

· Mail reports to select group of reporters prior to release.  Lou Malnassy (Citizens for Missouri’s Children) has had success mailing KIDS COUNT reports with a local analysis to a select group of children’s issues reporters around the state about a week before the general release.  Reporters had time to gather local perspectives and prepare their coverage before the release.

· Increase the visibility of KIDS COUNT information during non-election years.  Jack Levine (Voices for Florida’s Children) had a helpful suggestion for projects that struggle to gain good media coverage during election years.  It’s his experience that reporters who care about the issues are distracted by political events during election years.  However, during non-election years reporters are better able to focus on the issues.  Thus, Voices for Florida’s Children seeks to gain media attention by highlighting the KIDS COUNT rankings among social service reporters and political reporters.  Jack has found this strategy very effective because it allows them to, “capitalize on the non-election years and keep KIDS COUNT out of the political cross-fire.”

· Identify a network of advocates around the state to connect with reporters.  Lou Malnassy reports that he has been successful at corralling a network of advocates from around the state who he is confident can provide local perspectives to reporters.  Lou sends the local reporters a specialized alert that identifies local advocates that are prepared to provide their perspective on a particular issue.

· Keep updated list of media contacts.  Peter Antal (Children’s Alliance of New Hampshire) talked about the importance of having a current database of reporters.  Projects often use electronic filing to keep track of information on members of the media.  They use the information to identify writers and reporters who cover KIDS COUNT information appropriately and determine who to contact with specific information.  Faye Delk (Tennessee Commission on Children & Youth) said that their staff use a tracking form to document their contact with media outlets (see attached template).  

· Offer incentives.  To encourage media staff to cover KIDS COUNT issues well, Faye Delk (Tennessee Commission on Children & Youth) presents annual media awards to reporters who cover their issues particularly well.  They believe this will have a long-term effect in their relationship with the media (see attachment for more information).

· Identify key contacts.  Many KIDS COUNT projects have key contact people within media outlets.  If your project does not, begin to identify people on your board or volunteers who can help connect you to key media staff.   Karen Puryear (The Family Connection Partnership, Inc.) has found that the Community Affairs Director at the television station is able to direct the KIDS COUNT information and story assignment to the appropriate reporter.  Not only does the KIDS COUNT project get a greater response by contacting the Community Affairs Director, but also this has led to an increased interest in additional items (e.g. quarterly policy papers on issues such as family self-sufficiency).

Clipping Services

There are a number of national and local media outlets around the country and it’s often difficult to identify ways to collect articles from these sources.  Participants shared some of the methods they use to collect information:

· Contract with a clipping service.  KIDS COUNT projects use popular clipping services to handle the sometimes exhaustive search for articles relating to organization or child advocacy issues.  These services are especially helpful for states with large media markets, which ordinarily would not have the resources to search both print and online newspaper articles.  
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Staff and Volunteers

· Engage staff to help collect clippings.  Lou Malnassy reported that project staff often read professional journals or periodicals as well as various national, state and local media sources online on a daily basis.  When they come across an article related to their KIDS COUNT project, they pass it on to the appropriate staff person.  This is a great way to collect articles if you do not have the budget to hire a clipping service and it can also help supplement the materials you receive from a clipping service.  

· Supplement your clipping service with good volunteers.  Jack Levine shared a promising strategy of using KIDS COUNT supporters who are avid newspaper readers to help collect articles.  He recommends identifying a two to three person team to “work with scissors and a tear-sheet” in various markets.  They look for articles in letters to the editor, editorials, and local papers.  This has the added benefit of engaging volunteers in supporting your advocacy efforts.  

· Assign volunteers to tape local broadcasts.  If you expect televised or radio coverage shortly after giving an interview or hosting an event, be prepared -- assign volunteers to tape specific local news broadcasts at specific times.  Jack Levine reported that they place key market-based folks on a news assignment to videotape their local news at 6 and 11 to collect radio and televised coverage.  Voices for Florida’s Children gathers all relevant television and radio spots and synthesizes the information into one tape.  
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Internet Coverage

· Check major media webpages year round.  Look for KIDS COUNT information online by checking major news media webpages daily.  Information relating to KIDS COUNT issues may be found by doing key word search but also look for information pertaining to issues that relate to National KIDS COUNT.  Rennae Daneshvary (Nevada KIDS COUNT) reports that Nevada KIDS COUNT has also had success collecting media clips online.  The Center for Business and Economic Research (CBER) at UNLV electronically searches the major newspapers in southern Nevada for CBER in the news, which includes KIDS COUNT, and the titles of the articles are posted on the CBER webpage with a link to the article source.  

· Track website use around data release.  Capture information on the number of website hits to show the connection between website use and publicity around data release.  Lou Malnassy gathered data on the number of hits to the website during the first 30 days after data release in 2001 and 2002 to determine whether there was an increase in website use around that time compared to the rest of the year.  
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Evaluating Your Coverage

Once the interviews have been given, the press releases distributed, and the media clips gathered, there are some specific recommendations for organizing the material and making it useful for effectively using the information to support your efforts.  Projects identified some strategies they use to organize the information.

· Develop a database to organize your clips.  Databases allow you to manipulate data and search for specific information.  Compiling critical information into a database (such as Access or Excel) will enable you to access specific articles easily.  Faye Delk (Tennessee Commission on Children & Youth) said that they enter their clips into an Access database and Lou Malnassy reports that they collect their clips and enters relevant data in an excel database (see attached database template).  

· Compile clippings in notebooks.  Arkansas and Pennsylvania KIDS COUNT projects compile the clips they collect in notebooks and organize them by issue area and other appropriate categories.  Deborah reported that they organize print media coverage by funder and key issue area.  These notebooks allow staff members to refer back to past KIDS COUNT coverage and identify information and reports on specific topics.  Deborah also mentioned that it’s a good idea to collect editorials that mention KIDS COUNT issues and organize them by newspaper.  

Ways to Use the Information

People have suggested a number of ways they’ve used this information internally and externally.  

Internal

· Assess your media strategy.  Tracking media coverage allows projects to identify how media outlets use the information provided to generate articles covering the issues.  Lou Malnassy uses the clips to determine how much “digging” a reporter does on his own.  This can help projects determine whether additional information to help frame the issue should be provided to specific reporters. 

· Use information to effectively frame your issue.  Members of the media frame issues differently for a variety of reasons.  Projects can use the information to identify newspapers’ perspectives on various issues that impact children and families.  This type of analysis is helpful as background when speaking to reporters.  For example, Diane reported that Pennsylvania Partnership for Children’s President has begun meeting with editorial boards.  As a result, the staff report will begin gathering editorial columns from various papers to brief their President on how certain editorial boards discuss and portray the organization and key advocacy issues.   

· Enhance your fundraising efforts.  Media information can effectively aid development and fundraising efforts because they indicate a level of interest in issue areas among constituents and lend credibility to KIDS COUNT.  In addition, clips often refer to specific initiatives supported by funders and can therefore indicate the level of importance the initiative has in communities.  

External

· Demonstrate statewide exposure.  Tracking media clippings around the state enables projects to identify how well their message is being picked up by media outlets in other parts of the state and show funders they have statewide credibility.  For example, KIDS COUNT staff in Missouri track media coverage of their issues in all parts of the state and are pleased with the amount of KIDS COUNT information that is distributed in other parts of the state.

· Include clips or quotes in your marketing.  Media coverage may include quotes of comments from legislators or supporters.  This information can be used in marketing materials to support initiatives or issues.  

· Send KIDS COUNT Advisory Council copies of articles.  Keep your Advisory Board or Board of Directors updated on KIDS COUNT in the news by sending them copies of the clippings.  This information can help keep them updated and inform them of where KIDS COUNT is getting covered in the news.  Rennae Daneshvary (Nevada KIDS COUNT) has used this strategy and plans to continue doing so on a regular basis.

Attachment 1

Participants

Tony Alba, Children’s Action Alliance (Arizona)

Cory Anderson, Annie E. Casey Foundation

Peter Antal, Children’s Alliance of New Hampshire

Karen Crompton, Utah Children

Dr. Rennae Daneshvary, Nevada KIDS COUNT

Helen Danielson, North Dakota KIDS COUNT!

Lynn Davey, Ph.D., Maine Children’s Alliance

Jennifer Eastland, Mississippi Forum on Children & Families, Inc.

Pam Folden, West Virginia Kids Count Fund

Margie Hale, West Virginia Kids Count Fund

Ian Hamilton, Alliance for South Carolina’s Children

Shannon Johnson, Agenda for Children (Louisiana)

Jack Levine, Voices for Florida’s Children

Lou Malnassy, Citizens for Missouri’s Children

Olinda Matos, Rhode Island KIDS COUNT

Diane McCormick (contributed via phone prior to the call), Pennsylvania Partnership for Children

Melissa Omafray, Children’s Defense Fund Minnesota

Karen Puryear, The Family Connection Partnership, Inc. (Georgia)

Darcy Sawatzki, Hager Sharp

Laurie Searle, The Family Connection Partnership, Inc.

Monica Zimmer, Arkansas Advocates for Children & Families

Faye Delk (Tennessee Commission on Children & Youth)  
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Attachment 2

Press Associations

National 

www.nna.org
Regional

Inland Press Association www5.infi.net
New England Newspaper Association www.nenews.org
New England Press Association www.nepa.org
Southern Newspaper Publishers Association www.snpa.org
State

Alabama Press Association www.alabamapress.com
Arizona Newspaper Association www.ananews.com
Arkansas Press Association www.arkansaspress.org
California Press Association www.cnpa.com
Colorado Press Association http://newmedia.colorado.edu/cpa/online/
Florida Press Association www.flpress.com
Georgia Press Association www.gapress.org
Hoosier State Press Association www.hspa.org
Idaho Press Association www.idahopapers.com
Illinois Press Association www.il-press.com
Iowa Newspaper Association www.inanews.com
Kansas Press Association www.kspress.com
Kentucky Press Association www.kypress.com
Louisiana Press Association www.lapress.com
Michigan Press Association www.michiganpress.org
Minnesota Newspaper Association www.mnnewspapernet.org
Mississippi Press Association www.mspress.org
Missouri Press Association www.mopress.com
Montana Newspaper Association www.mtnewspapers.com
Nebraska Press Association www.nebpress.com
New Jersey Press Association www.njpa.org
New York Newspaper Publishers Association www.nynpa.com
New York Press Association www.nynewspapers.com
North Carolina Press Association www.ncpress.com
North Dakota Newspaper Association www.ndna.com
Ohio Newspaper Association www.ohionews.org
Oklahoma Press Association www.okpress.com
Oregon Newspaper Publishers Association www.orenews.com
Pennsylvania Newspaper Publishers Association www.pnpa.com
South Carolina Press Association www.scpress.org
South Dakota Press Association www.sdna.com
Tennessee Press Association www.tntoday.com
Texas Press Association www.texaspress.com
Texas Daily Newspaper Association www.tdna.org
Utah Press Association www.utahpress.com
Virginia Press Association www.vpa.net
Washington Newspaper Publishers Association www.wnpa.com
West Virginia Press Association www.wvpress.org
Wisconsin Press Association www.wnanews.com
Wyoming Press Association www.wyopress.org
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Quick Tips


Some participant’s shared information and tips from past experiences with their local clipping services:





Consider using a national clipping service.  


Some projects use national clipping services such as Burrelle’s Information Services (� HYPERLINK "http://www.burrelles.com" ��www.burrelles.com�)


Bacon’s Information, Inc. (� HYPERLINK "http://www.bacons.com" ��www.bacons.com�) is another national clipping service that participants identified.  





Find out whether your state press association offers a clipping service.  Lou Malnassy (Citizens for Missouri’s Children) and Faye Delk (Tennessee Commission on Children & Youth) reported that they have successfully worked with the state associations; the state associations have done a good job collecting clippings from smaller, weekly newspapers.  In addition, state press associations may be less expensive than other clipping services.  Tennessee, Missouri, West Virginia also use their state press association’s clipping service.  See attached list of press associations. 





It takes time.  Lou Malnassy reports that it often takes about three weeks to receive clips from state associations.  Clipping services that search online articles are often faster than clipping services that focus on printed materials.





Avoid getting unrelated clippings from your clipping service.  KIDS COUNT projects that plan major events such as a book release should provide a copy of the event press release to the clipping service.  This will improve the ability of the service to identify and clip information correctly.  





Choose keywords carefully.  Brown bag participants recommended that projects consider revising keyword choices.  If you receive clips that are not relevant, send them back to the clipping service to make them aware of the mistake.  





Understand clipping service fees.  There is usually a fee for a certain number of clips; expect to be charged for additional articles.  Ask about a reduced rate for nonprofit or state-based organizations; Faye reported that their press association offers them a lower rate because they are a state agency.  





Quick Tip


Ask earlier rather than later.  Jack Levine (Voices for Florida’s Children) suggested that KIDS COUNT staff request taped copies of interviews given to reporters (on radio or television)before the interview; reporters generally respond to requests made in advance. 








Quick Tips





Check news bureau’s websites daily.  Monica Zimmer (Arkansas Advocates for Children & Families) reports that she checks online newspapers throughout the state daily.  In addition, she makes a point to go to the news bureaus websites daily to look for articles that relate to KIDS COUNT issues.  She obtained a listing of the state’s news bureaus from her state press association.





Consider Internet accessibility.  Keep in mind that some media, especially smaller, local outlets, might have slow Internet access and therefore have trouble accessing KIDS COUNT information from their computers.  Determine whether faxing or mailing information is necessary to ensure information gets to key reporters.
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TCCY MEDIA CONTACT/REPORT FORM


Date TCCY  Person


Media person contacted


Media Outlet:   TV  radio station,  newspaper, Web
                                                                                    Circle Media Type)


Name (Include Broadcast Call Letters)


Telephone Number


Address (Always Include City)


FAX Number


Email Address


Subject


Type of Contact: Call From Media____Call to Media____Mailing/Release to Media____


Reporter at Event____  News Conference____ Email to Media____ Other ____


Type of Media Coverage: Article/Story on TCCY_____ Broadcast Interview_____


Quote/Reference, etc., in Other Story_____  Bulletin/Calendar Entry, etc. _____


Other Info (Use Back If Needed)
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Making KIDS COUNT Media Award


· Nominations - All nominations must be received in central office no later than February 15, 2003.


· Awards - Awards will be presented at Children’s Advocacy Days.


· Committee - A special committee made up of Commission members will be established to review applications and decide who will receive the awards.


· Awards - Four awards will be given out based on market size.


· Market Size - Market size will include two large market awards for those media persons and organizations that operate in the larger urban areas, one for print media and one for radio or, television.  Two small market awards will also be given for those media persons/organizations from rural areas for print media, and radio or television.


· Nominations - Applications should be sent to Pam Brown at the Tennessee Commission on Children and Youth, 9th Floor Andrew Johnson Tower, 710 James Robertson Parkway, Nashville, TN 37243-0800.


· Dissemination Process – Nomination Forms will be copied and sent to all committee members for review as soon as they are received.


· Selection - Committee members will select the award winners no later than February 20, 2003 so that plaques can be ordered and completed in time to be presented at Children’s Advocacy Days.


TCCY Making KIDS COUNT Media Award Criteria


· Purpose:  To recognize journalists, newspapers, radio and television stations and other members of the media whose outstanding contributions have educated and enlightened Tennesseans about the problems and issues of children in Tennessee. Nominations should include individuals/organizations whose efforts have resulted in improvements in state or local policy, or has significantly increased public awareness of the conditions of children.


· Nominations:  Made by Commission members and staff.  Councils are encouraged to establish regional awards and to keep commission members and staff informed of significant activities by local media, especially radio and television stations. As part of their organizational roles, Commission members and staff should monitor the representation of Tennessee’s children and children’s policies in the media and collect information about potential nominees.


· Nominees:  Units of the media include: newspapers, TV/Radio stations, individual reporters, and announcers or columnists, who have consistently shown willingness to devote time, energy and resources to accurately presenting issues relating to children.


· Criteria:  Nominee’s should have an outstanding record of accurate coverage of issues related to children that has led to greater understanding of these issues, their causes and possible solutions over time. Presentation of stories should go below the surface to examine the problems facing Tennessee’s children, their underlying causes, and possible solutions. A record of accuracy regarding the special issues of dealing with children. Special consideration will be given to stories involving public policies, especially stories that have contributed to creation of new policies or additional resources for addressing children’s problems.


· Nomination: Each person making a nomination should fill out a nomination form that includes information about the nominee and the contribution he, she, or it has made to the understanding of children’s issues.  Nominations of newspapers or print reporters should include copies of articles, columns, cartoons or editorials, each one marked with the date and name of the paper. Broadcast nominations should include a summary of the coverage the person or station has provided. A 20-minute video or audio tape (not longer than 20 minutes) representative of the coverage may also be submitted. 


· Judging:  A committee of the Commission will meet to make the award. 


· Presentation:  The media award will be given out at the Children’s Advocacy Day yearly.


· Recipients:  Recipients will receive a plexiglas representation of our logo (similar to the Jim Pryor Award) for the individual or the media outlet if applicable, and a plaque or a framed certificate for his or her employer to put on display. 

TCCY 2003 Media Award Nomination Form

Nominee
  Date



Media Outlet




Address





Phone
FAX



Circulation or market size of media outlet,
 large (       )  small(       )




Type of media, print (       )  radio/television  (       )


Summary of nominee’s ongoing contributions to the well-being of children in Tennessee:


Impact of nominee’s efforts on public policies or on status of children:


List of supporting enclosures:


Person making nomination




Address




Phone





E-Mail Address
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Please list any usage that you are aware of (i.e. articles, radio/tv talkshows or news items, public service announcements).











����Station or Paper		Contact		City			Phone		  Type of Usage
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ARTICLE:



AUTHOR:



ADDRESS:











PHONE #:























What kinds of feedback have you received from the article (i.e. letters, meetings, inquiries)?



























What was the general impact of the article? How did it help your cause/legislation?







































Please enclose clips, tapes, or any other documentation of usage that you receive. Thank you.







MAIL TO: 



AMERICAN FORUM ( 840 NATIONAL PRESS BUILDING ( WASHINGTON, DC 20045




