Chapter 6 Get The Message Out

There are many things that can be done to geheuDemocratic message in your community:

Outreach: Attend meetings of other organizations, offer i@eguest speeches, and participate when they have
community forums, etc.

Lettersto the Editor: Writing letters to the editor is an effective wayinfluence public opinion. Newspapers are more
likely to publish a letter from a local residenathfrom the Communications Director of the TexasDeratic Party or
even from an elected official.

Utilize Technology - Internet Web Pages, Blogs, Webcasting, E-mail Distribution Lists, Cell Phones, Pagers, and
Text Messaging: Websites, blogs, webcasting and distributing infation via e-mail distribution lists, cell phones,
pagers and text messaging are excellent methadistabuting and displaying the Democratic message.

Distribute Press Releases: Press releases are used to distribute a Demonrasisage or invite the media to an event.

Call Radio Talk Shows: Call in to local radio talk shows to talk abou¢ themocratic message or to refute someone
else’s message.

Use Print and Electronic Media: Print and electronic media allow for a wide distition of the Democratic message 0
people who are not Party activists.

Outreach

Many organizations share the ideals of the DemicPatrty. We can build more effective organizatiamamessage
efforts by getting our “allies” involved in the eft to elect those who champion our shared prexiti hese are important
ways to implement this effort:

» Join and work with allied groups, get to know tHeaders and members, and get them involved in DREatio
efforts. Invite them to events and to meet offiddbos so you can conduct press events on “sharedtiess,” etc.

» Identify key “allied” leaders to serve as “credilierd-party spokespersons” on behalf of our caatdis, our party,
and our shared message

* Encourage allied nonpartisan groups to hold bigantforums on their issue priorities, providingansopportunity
to deliver our majority message to the broader nestbp and the media

L ettersto the Editor

A letter to the editor is an effective method ofiving the Democratic message and an excellemicieefor rapid
response. Guidelines for submission are typicallylished. Abide by their rules of style and etig@eGenerally you can
say what you really feel.

Read letters to the editor to identify like-mindettivists and enlist them in your cause.

Writing Guide: A good letter to the editor is like a three-actypl@et the stage in your first paragraph. Therolaythe
evidence to support your point in a clear and cananner. Finally, make your point based on tfeerimation you have
outlined:

*  WriteTight: Keep it economical—two to four paragraphs with onéwo sentences per paragraph. Explain your
inspiration for writing the letter or column therake your point. Do not worry about winning the Badr Prize.
Simply write the way you talk.

» Stick tothe Facts. Be prepared. Make your case with solid informatiod facts. Use your talking points or
newspaper stories you've clipped or pulled fromltiternet as a background resource or primer fttereand
columns.

» UseExamples: Examples of Democratic issues are the $3,000 éequety raise and state health insurance plan for
teachers, health care coverage for 600,000 unidsiniédren, and a prescription drug assistancerprodor
seniors. Examples of failed Republican leadersteglae insurance crisis and poor fiscal managethantllowed
a record state budget surplus to become a recate dgficit.

» Stay on message: Do not get sidetracked. Stick to your central mgssand theme.
» BeConfident: Write it with pride, but don't let your emotionsgsttact from your point.
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» BeCoodl: Even though you might not agree, respect thegighbthers to express their opinions.

Technology

Internet Web Pages - Blogs - Webcasting - E-mail Distribution Lists - Cell Phones - Pagers - Text M essaging:
Electronic methods of distributing the Democratiessage are relatively new but are playing an exeeasing role in
the political arena. In some cases they requianfiial resources and/or technical expertise.

Web Page: A web page is typically developed and maintaine@d lyeb master. It should have the following:
» An eye-catching banner
* Information about the Party or organization
» Current news
* Information on how to join or participate in Padiyorganization activities
» Contact information
» A calendar of events
* Links to other websites and blogs
* Frequent updates to maintain “freshness”

Blog : A web log or blog is a website dedicated to postiressages typically focused on a point of viewjdssr issues.
Messages are controlled by a traffic manager. Tog $hould have the following:

» An eye-catching banner

* Information about the focus of the blog

» Information on how to register and participatehia blog
» Contact information

* Links to other websites and blogs

Webcasting: Webcasting is a method of broadcasting live orygalaudio and/or video transmissions over the heter
Political call-in shows are becoming common. Poesdgerences, activities, and events can also beastbWebcasters
utilize computers, specialized computer applicaj@nd the Internet to produce webcasts.

Cell Phones - Pagers- Text Messaging: These technologies allow for rapid distributidrinformation.

Radio Talk Show Call-in

Radio talk shows allow for immediate delivery ahassage or response to someone else’s message.
The caller should adhere to these guidelines:

* Remain calm and never be incited to make a raglonsg, no matter what

* Speak clearly at a moderate pace

* Be well informed on subject matter

* Never name-call or use profanity

* Never lie

Talk radio has emerged as a powerful medium forasging political views and opinions. Call in axgress support for
the Democratic Party and its candidates. Let thestaow host know that you are “proud to be a Demati@nd remind
listeners that our Party has a proven record gfihgimiddle-class families.

Calling into a local radio talk show is very easydb.

Many nationally syndicated programs are very coragere and in many cases have acted as unoffiagrits” of the
Republican Party. They screen calls carefullyt $®not easy to “get through.”

Use Media Effectively - Print, Radio, TV and Electronic

In every community, there is a wide array of memliflets, each with its own audience and each wstbwn needs.
Provide a media outlet with what it needs for iidiance at the time it needs it, and excellentpceserage will follow.
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Stepsto Effective Media Relations

* Develop acomplete media list

0 Locate every newspaper, radio station, TV statian $erves the area
The Society for Professional Journalists may pualkdisnedia directory in large cities
Make a list of free newspapers
Make a list of professional or industry, speciaknest, minority, and college publications
Find out about local public affairs programs
0 Make a list of newsletters and websites of area deatic clubs and affinity groups
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* Develop contact information favery outlet
0 Get the names, addresses, phone numbers, fax ruarike-mail addresses for a list of newsletters
0 Get the websites of area Democratic clubs andigffymoups

* Know the media
0 Make contact with and maintain relationships witlit@'s and reporters who cover politics

Determine best format for each outlet [Mac vs. @@ail vs. fax, etc.]
Schedule meetings with editorial boards once ocevai year
Continuously keep your contacts informed — mark Fafihs to save them time
Get to know the reporters, develop a rapport, aamhtain regular contact, even if not pushing aystor
reacting to news. Know the reporters’ strengthsskmesses, and interests.

= Who is best for investigative reporting?

= Who covers such beats as campaigns or governnageaties?

= Who has the most institutional knowledge?

=  Who works fastest, slowest?

=  Which newspaper has the most manpower and repogdgy available?
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* Keep volunteers and allies informed and involved
0 Make sure that everyone knows the Democratic messag
0 Bring together volunteers to help with media relas
0 Use volunteers for researching the media
o0 Provide other community organizations with our ragges

* Have a publicity plan — for the overall campaigid &or each event

0 ldentify individuals, community leaders and offioéthers who can write columns and letters to théoedi

o Decide on a regular schedule and stick to it. kkan®le, a letter could be sent on a weekly, senakiye or
monthly basis

0 Use the same approach for the electronic form afiareradio talk shows, local TV stations, etc. Ghad
news directors at local stations and ask to doititerviews.

o Plan events that look good on TV, so reporters pigieires and provide news coverage, such as large,
enthusiastic rallies. Put a face on the issuesabinly people tell compelling personal stories. Makents
appealing!

o Create a timeline for your plan, and make individuasponsible for specific tasks

0 Place a publicity schedule in the campaign timeline

Media Tips

« Keep abreast of the news
0 Scan the papers first thing every day
0 Check news websites frequently
o Listen toradio and TV as often as you can
e Do your homework
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o Know the essential facts, but don’t get bogged dowdtetails

0 Back up your statement with information such aspips, reports, and other materials
» Tell the truth
e Stay on message

0 Be aware of what other Democrats are saying albeuténtral issues

o Keep your answers within the framework of the Deratic Party positions on key issues
* Be aware of the basic guidelines and parameteiatEnmviews

0 Always assume you are “on the record”

o Don't be flippant or crude—anything you say coutdi@ip in print
* Be sensitive to timing. The old saying “Timing ieeything” tends to hold true

o Know your local newspaper’s deadlines and publicatiates

o Time your events and releases with reporters’ deeslin mind
* Be proactive

o Don'tjust wait to respond to news

0 Generate story ideas

o0 Package information to make the reporting job agpks as possible

0 Anticipate calls and questions

* Be available. When people are regularly quotethénpress, you can be assured that is becauserthegrg
accessible, return calls, and have something gleotalsay.
0 Return calls to avoid lines in stories such as lg¢owt be reached for comment”
o Do not refuse to comment

0 When a reporter poses questions that cannot besaedwufficiently without more time and researeh, t
them you will call them back as soon as you cad fite answers. (If you state a time by which yolli wi
respond, be sure to meet that deadline!)

0 Be confident—speak with conviction

* Understand that TV wants events that are visuaniSp TV wants Spanish speakers. Radio needs semdun
speaks well and clearly. Print media has more squafit, so they need more details, quotes, amdiipes.

e Look at all angles of a submitted press releasiéef@nt angles appeal to different media
¢ Never miss an opportunity for publicity
* Never answer a question for a candidate. Referarelis to the candidate when possible

Press Releases

Press releases alert reporters about stands acuparissues or let the media know about particelaents.

Think about what you are going to write. Make itn&thing you want to see written and would be irgme in reading. It
should be very detailed and contain what the rep®rieed to write their pieces.

Structure and Form of a Press Release

You should consider the following structure andrfiawhen writing a press release:
* Use the organization’s letterhead for press rekease
* Type “For Immediate Release” on the top left comred type the date below that

* Type the contact information on the top right cormieclude name of organization and the phone nusnbietwo
contacts. Ensure that these contacts can be reaaiy. Include home numbers if appropriate. Gatine
numbers and e-mail addresses are appreciated

* Type “"MORE" at the end of each page when your prelesase is more than a page long
» Type the contact information on successive pagegeis
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* Type “###" at the end of the press release. Thimig journalists indicate the end of news copy.

What the Press Release Should Contain

You should do the following when writing a preskease:

* Make the headline captivate the reader. Use thé imp®rtant information in the headline—up to fées if
necessary. Use a subheading if needed, but kebprit The headline and first paragraph should thergvyou
concentrate your writing efforts. Your points sttbbe made early in the release. Think about whaibist
important.

* Make pertinent and important information visibleed®rters generally glance at a press release éut 80
seconds. Keep the paragraphs short, and try topanagraphs to three sentences.

* Use quotes from spokespersons in the third orliquatagraph, and summarize your organization iteiste
paragraph.

* Mention photo opportunity, if there is one. Be storaend a copy of the release to the photo desk.

Distributing a Press Release

You must make sure the press release gets to dipempeople:
e Send a press release a week before an event athd again the day before the event.
« Press releases may be faxed, e-mailed or some wcatidri of the two.

¢ Most importantly, make follow-up calls. Make thesgls the day before or the morning of the eveiivéda copy
of the release handy and ready to be faxed whemm#hkese calls.

Advancing Democratic Media Events

L ocations

Advance work may mean scouting out one locatiomany locations to find the best place for an eviémeans asking
guestions to anticipate every possible problem.example, if the advance person is looking for adgwork site, it
means identifying possible sites in a given locuisting those sites and asking questions.

Are there good visuals such as clearly visible rivaly, a lot of workers on the site? Is it a ungwp? Is there a
location at the site where a candidate or a reptatiee of the Democratic Party can speak to thekerg, such as in an
area of the factory floor that could be used, &tesifa? Is it too noisy?

Is there a time when the workers change shiftes@nachines are shut down? When is it busiest?

Are there any problems with the company, such esntdayoffs, union disputes, and safety violatilsthe media
welcome to attend and take pictures? Is there footte media? Is it convenient for the media,sat but of the way
and will require long travel times?

Does the location tell you anything about the satst of your event? What do you see? That's thadgtyto apply when
you're planning message events. What does theidocesll you about the Democratic Party or the cdaite?

What people see is sometimes more important tha thikey hear or read. The bottom line: Think visual

Media Event Planning Tips

You need to follow all of the following media evasianning tips:

» Match your location with your subject. If you'rdKking about health care, visit a health care clijobs, visit a
factory with workers; education, visit a classroonjob training site.

* Think big picture and small.

» Think people. You want to create events that peitDbBmocratic Party in direct contact with peopieol visit a
school, politely turn down the invitation to addsele student body in the auditorium. That gengglts you on
stage away from the kids. Opt for the gym or asttasm or the library. Take time to talk to indivadkids, even if
you have to kneel.
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» Avoid distractions. Some factories are great vigyalut too noisy. Some companies are willing toyleu in for
lunch breaks or other times when they shut dowmtaehines.

* Think about what will be happening at your locatéuring the time you've chosen.

» Always question crowd sizes. No doubt you'll haweask someone how many people will be at a paaticul
location when you're there, whether it is a factdrgalth clinic, lunch spot or school. Always chétabut yourself.
If you need 10 people and they say 10 people wilhere, tell them you need 20 people. If 10 shpywyau're
covered. If 20 show, you're covered. Whenever fissbuild or supplement a crowd yourself or doudid triple
check to make sure you'll have what you need.

» Get rid of the podium and you'll find you get betpéctures with people involved in the subject yeucovering.
Whenever possible, avoid using a podium.

» Drive the day’s schedule to ensure directions ekt times are correct. Do not do the test drivaidnight and
assume you will make the location in the same 2tutes. If your event takes place smack in the middlirush
hour, you'll be stuck in gridlock traffic when tieent begins.

It's up to the advance person to make sure evenytisias expected.

Did you anticipate a crowd at the senior centet when you arrived everyone was gone on a fiefiPtNlo one was there
except the media? Plan for alternatives. Do yow saypporters in the area who can quickly buildrécsecrowd at the
location? Can you move your event to another neladstion? Is there senior housing nearby wherecgrugo door-to-
door to talk to seniors?

An advance person must be absolutely unshakableeragpearing rattled, nervous, worried, anxiousytsiempered,
or rude. Every crisis must be taken in stride atdtessed efficiently, professionally, and politely.

Crisis Management

Media encounters can be pressure-filled eventsnids, time limits, and even the occasional “chelaqt.” The twists
and turns of a media situation can never be fuiljcgated, but with discipline it is possible t@ximize your control of
the variables through a combination of knowleddggtude, and strategy. The Texas Democratic Pérgycounty chair,
the county executive committee, and the variouslicate campaign offices should be consulted fonmbeesage.

Ensure that everyone understands how to respoadiisis. For example, if you know protesters amaiag to your
event, try to arrange the site so those protestamsot get close to the candidates. If you do rpéet protesters, but they
show up, do your best to isolate them in the régoor event; get your crowd to drown them out; &ntecessary, alert
security or other officials.

What if the opposition shows up at your event avsieonference? Generally, ignoring event-bustetiseidest advice. If
that does not work, politely engaging them or iimgitthem to speak when you're done may work. Pugtghoving,
shouting, slamming doors, locking people out, aregating a confrontation or fight generally doesamzomplish
anything positive. It does ensure a spot on thesnpsimply not the one you wanted.

National Campaigns

National campaigns rarely communicate directly vdidal media as they typically care more aboutiggitoverage in
big papers, such as thiew York Times. Therefore, it is important to maintain good rielas with local media and to give
a “local flavor” to the campaign. It is also impamt to maintain good local relations. When the caigipis over, the
national group is gone, but you still need coverafggour local events.
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