This kit is a short introduction to using the

media to promote your agency and its work.

If you are a large agency you may well have a media
ofycer preparing media releases. If you do not, this
guide may be useful. As with all skills and trades, there
are tips and guidelines that will help you improve your

media skills.

It is useful to look at websites to see how NGO
agencies present themselves and their work. Look at
CID and agency websites, read their media releases
and then look at some of the overseas NGOs websites.
One suggestion is to view the media releases of CARE,

the international NGO www.care.org

If you want to ynd books on journalism,
start by looking at this website:
www.journalismtraining.co.nz/bookshop.html

For hints on media writing go to www.poynter.org
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WHY USE THE MEDIA?

A It reaches large audiences from all different walks of life.

A It is the fastest and most powerful mode of communication you can use.

A If used carefully it will cost only your time and skill.

A 1t will play a crucial role in bringing the proyle of your organisation to the public.
A It is a marketing tool to raise money.

A Your media work will give funding organisations, sponsors, personal donors and the public a

better understanding of your work.
A Regular use of the media gives your organisation credibility.

A Through use of the Internet you stay in regular contact with your volunteers, members, donors
and the public. Your website and email lists will be a voice in the community. The box extract
below is of particular interest to donors who already have a background knowledge about the
work of SURFAID.

Kwtr ymj XZWKFNT | joxnyj 755:

5 IFX FKYJW YMJINSINFS THIFS YZWSJ 1 ZUXNTJ IT\S Mjfinsl
Yt fwix Lwtzsi _jwt d F Knjgi Wjutwy kwtr ymj Nsinjx YwFijw NN

T \J vzohpy~ gtsiji ktw tzw roxoats? Yt ithzrjsy ymj | tup tk XzwkFni Nsyjwsfyntsfy mjwj fy Xorjzezj!
ymj hotxjxy mxgfsi yt ymj jushjsywj tkymj 7; 1jhjrgjw jfuymvzfpjs

Ytr tshj xfi ymj xjhwjy yt mx y | t | twed yoyggx | fx gjnst £ | twoi hmFrunts ywi{jojul £x | jog fx ymj
tg{ntzx xzwasl fhyd \J |jwj rtwj frzxji ymfs fs~ymsl g~ ymj XRFH kwtsy [mjjo | togyj ts yFpjtkk
Fsi fx |j ini fottu tkymj fowutwy gfhp yt ymj fuwts! tzy hfrj ymj xrfyg mtrj yttgt} fsi ymj hwj |
xtwyji ymj stxj xywzy qpj ~tzii hmfslj £ Afy y~wj ts ~tzw hfw Ymj~ | jwj to{ntzxe~ ofhpx tk fig ywfi jx
fsi xtts |j |jwj Xislfgfsligtzsil fy Joym tzw t]s ymtzImyx tk [mfy |J [jwj Itosl yt htskwtsy ts
ymnx nxqfsi 0zxy stwym tk Stfx ymfy | fx xrfxmji awxy g~ ymj jfoymvzfpjl fsi ymjs ymj yxzsfrn

XzwkFni ajoi rfsfljw Ofxts Gwt]s rjy zx fy Xaslfgfsl Fwutwy! fitsl oym kjggt | Fzxywfnfs Gunfs
\ngg~g \ngnfrxt [ mt mfx £ xzwk hfru mjwys Nii mjfwi £ oty fgtzy \ng~ns ymj ufxy kj | 1dipx2mj | fx
qthnxynhx fsi nsktwrfynts rfs ts ymj lwtzsi fy Xnrjzozj ktw £ xjunjx tk wjmjk tujwhyntsxd Mj xytti
gfhp {gw~ vznjye~ ns ymj gfhplwtzsi ns kwtsy tk ymj yjwirnsfy gzngins3 N ytod mr mj | fx kfrtzx fsi mj
thkjwyi T xjoki juwjhfynsl gfzIm tk xzwuwnxj 8 <Mj~1 sty rjis Gzy \ng~ ix tsj tk rfs~ xujhnfy mzrfsx
1s ymx tujwfynts |mt mf{j thkjwji | mfy ymj~ hfs3Ns mx hfxjlymj inkkjwjshj nx mjix f gthfy fsi hfs 1jy
ymsIx mfuujsns3 Mjix foxt £ gtfy xpuujw fsi pst]x mx | f~ fwtzsi’ Fs nis{fizfgyj ufwy tk ymj yjfr?
F xmtwy iwn{j fsi |J 1Jwi hmjhpasl tzy ymj ifrflj yt \ng~ix y | tixytwj~ mtzxj 6 f htggfuxji {jwfsifm
ymfy | fx gjnsl wjgzngy fsi £ mtoji xujjigtfy ufupji ts ymj kwtsy ¢F| st Jmhm | x gjnsl Jnshmji gfhp
nsyt ymj | fyjud Ymj yxzsfirnmfi 1tsj wnlmy ymwtzIm ymj lwtzsi Attw tk \ng~ix mtzxj fsi mx gtfy ini f
kj | ofux tkymj ~Fwi gjktwj ymj gt~x htzqi ynj ny yt £ ywjj3

-htsyiszji.
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6 MEDIA KIT

WHY YOU NEED A MEDIA STRATEGY

A It will enable your organisation to use the media more effectively and efyciently to share
information, opinions and ideas. In the box extracts OXFAM and CARITAS are responding to

current events and voicing their agency opinions.
A 1t will provide a steady and reliable relationship with media reporters and editors.

A 1t will equip your organisation to respond and inpuence the daily news agenda through media

contacts, background brieyngs, newsletters, interviews and media releases.

Kwtr TJKFR S_ | jogxnyj 755:
Sj | alzwjx xmt | xmthpnsl htsywfxy ns wjxutsxj yt | twgi jrjwljshnjx

\mngj ymj | twgiix wohmjxy htzsywnjx mf{j In{js ragtsx tk itogfux yt jsxzwj ymfy ymj ZS fuujfy ktw ymj
yxzstrnnx kzsijil ynjwwjxutsxj ytymj | twgiix 6: tymjw gnlljxy jrjwljshnjx mfx gjjs xynsl~1 xfi
nsyjustyntstf fljsh~ THFr ytif-3

-htsynszji.

Kwtr HFWNYFX | jgxnyj 755:
YwjFy Yjwwew Ymwj Fyx \nym Hfzynts

Ymj xtzwhjx tk ~jxyjwif~ix | fwsnsl kwtr ymj Fzxywfyfs Ktwjnls Rosixyjw ymfy mz rfsnyfunfs i
| twpjuix kfhj Fs nrrasjsy ymwjfy tk yjwwtwnxy fyyfhpx sjji yt gj fsfo~xji fsi ywjfyji |nym hfzynts!
xf~x Hfunyfx Jrjwljshnjx Tkahjul Ynr Hmx | joit wihjsyg~ wjyzwsji kwtr Fhjms

+Hjwyfase~ ymjwj Fwg ujwntinh wjfg ymwgfyx Flfsxy kewjnlsjwx ns Nsitsyxf fsi xnshj ymj yxzsfrn ymj
Fwun{fy tk Iwtzux xzhm Fx ymj NxqFroh 1jkjsijux Kwtsy fsi ymj Nsitsjxnfs Rzofmfins Htzshngns Fhjm
mfx htrutzsiji ymfy xayzfyntss Ymfy nx | m~ Fljshnjx xzhm fx HfunyFx mF{j | jog ymtzImy tzy xjhzuny~
uwthj izwjx ns ugfhjel xf~x Rw Hmx | jogd <Gzy ymix nx foxt £ htrug} xnyzfynts fsi ymjwj fwj rfs~
Fljsifx fy | twpd Ymjwj fwj ymtxj |mt mf{j fsnsyjwjxy ns uwtuflfynsl kjfw fsi uwtrtynsl £ Joymiwf|
thnsyjwstyntsfy mzrfsnyfunfs | twpjux kwtr Fhjmis

-htsynszji.
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UNDERSTANDING MEDIA

It is critical that you present your organisation with integrity, charisma and conviction as well

as with a professional and factually accurate approach.

There are various ways to get your message across in the media, for example, a media release, a letter to

the Editor, getting an article published, a radio interview, etc.

Your agency should have a policy on who will speak to the media. Keep spokespeople informed so that your

agency presents a consistent approach when responding to media inquiries.

Tips on working with the media

Being good at media is an art rather than a science. Your judgment about what will work, which story is
interesting, and what coverage will be successful must always be subjective. However, there are also techniques

and information about the way the media works that can make your life and theirs easier. Key points include:
A Getting to know your local journalists

A Developing an honest one-to-one relationship with your contacts so that they seek you out

when they want information
A Find out what topics they are interested in
A If you canit help them suggest someone who can

A Avoid a fino commento response T if you canit help try to give a reason. Respond quickly and

professionally to their enquiries
A Know their deadlines

A Donit assume because a newspaper or radio station is local, it is less important than its national

counterparts. Stories from local papers/radio are often picked up by national newsrooms
A Check and double-check statistics you give them. Accuracy leads to trust

A Keep a yle of your agencyis publicity

Be Pro-active

A If you have a good story/information or upcoming event contact the media T donit wait for

them to call you.
A Invite media representatives to meetings, relevant events and launches.

A Keep up-to-date with stories in the media and see if there is an opportunity for your agency to

comment on an issue. Make sure you do it while the issue is still fihoto.

A Journalists will be much more interested in an international issue if you can give them a New

Zealand angle that they can relate to questions on international development issues.
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WHAT IS NEWS

Two major components of news are conpict and human interest
Consider these points:

A Simply voicing an opinion is not in itself news.

A What is newsworthy depends on the news outlet and the medium.

A Alocal newspaper will not generally run stories that do not ygure local places or people in

them.
A Most journalists, consciously or unconsciously, divide the world into two groups:

1. Authoritative sources of news T these repect current power structures and include
government, big companies, the police, the courts, councils etc. These sources are quoted
and provide the bulk of news. The box extract illustrates a media release from CID. This
would be seen by the media as coming from an authoritative source.

2. Other sources T which is generally where NGOs get placed.

J}ywrhy kwtr HNE RjinfF Wjgjfxj 755:
Nsyjwsfyntsfq Fni fljshnjx gFzshm ujynynts t{jw Lt{jwsrjsy fni jkktwy

Rfs~ tk Sj| _jfufsiix rotw fai Fljshojx mf{j otnsji ytljymjw yt ¢fzshm £ ujynynts hfgpsl ts ymj
Lt{jwsrjsy yt mtstzw yx htrryrjsy ytymj | twyilx uttwjw htzsywnjx3

Htzshng ktw Nsyjwsfyntsy 1j{joturjsy I} jhzyn{j Injhytwt WFj Ozonfs! xf~x ymfy | mngj ymj Lt{jwsrjsy
mfx gjjs vzrhp yt fui Yxzstrn {ohynrxtny mfx gjjs zs [ngns| yt it nyx xmfwj tk uwt{ninsl geslyjwr
ij{jgturjsy i3

Ymj ujynynts! twlfsnxji zsijwymj zrgwjof thymj Htzshn ktw Nsyjwsfyntsfy 1j{joturjsyl ix ns
wjxutsxj yt [mfy fi Fljshnjx xf~x £ utyjsynfo~ jrgfiwfxxsl kfgzwj ts ymj ufwy tkymj Sj| _jfofsi
Lt{jwsrjsy yt zumtgi nyx Zsnyji Sfyntsx htrryrjsy yt uwt{nij fijvzfyj kzsinsl yt htrgfy ut{jwy~3

WFj 0zynfs xF~x ymfy ymj Lt{jwsrjsyix jkktwyx yt mjgu {ohynrx tk ymj Fxifs Yxzsfrn fuj htrrjsifgy
gzy fi fljshnyx vzjxynts [m~ymj Le{wsrjsy mfx ktw ~jfux gjjs iwfllnsl nyx mjjox t{jw tymjw
nsyjustyntsty fi nxxzjx 8 ufwynhzgfwg~ lgtgfy ut{jwy-~3

Sj| _ifufsi nx tsj thymj ¢jfxy ljsjwtzx htzsynjx ns ymj ij{jotuji Jtwi [mjs ny htrjx yt hnfnsl
tkahnfy gesyjwr mjou yt ij{jotunsl htzsywnjxs

-htsynszji.
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PLANNING A NEWS EVENT

First, ask yourself some questions:

1.

Why would anybody be interested in this? What is the news fihooko i.e. the external event or
angle that makes it watchable or readable? Why should a reader or viewer want to know about

what you are saying?

What else is going on? What is the media agenda for the day/week? What is the context in

which this news item will be?

Are there any other issues to which your story may be linked? Assess what other agencies could

be doing or saying on a common issue e.g. Point Seven.
Who is the audience and what media outlets do you really want to target?

Are there other angles beyond the most obvious that could give the story more life/make it

relevant to other outlets and audiences?

What is the reaction to the story going to be? What follow-up do you plan?

Then, Set up Coverage

A

Ring key media before your event and make sure your event is within their deadlines.

Make sure the event is accessible e.g. press conferences for press gallery journalists should be

near Parliament.
Identify the names of the chief reporters and reporters before you phone them about your story.

Tell the news editors and the picture editors the key facts about your event (who, what, where,
when and why) and ask them if they are interested in covering it. Put this information on paper
for them as a MEDIA ADVISORY.

Get relevant names and contact details for the media staff covering the event so you can advise

them of any changes (weather etc).

During the event appoint one person to:

- Meet the journalists when they arrive.

- Explain what is happening in logistic and campaign terms.

- Give them media releases and introduce them to the spokesperson.
- Feed and water them.

- Act as a media shepherd. Brief that person carefully on where to advise the media to be
to get the best photographic shots, radio sound and interviews. The box extract and the
World Vision Run NZ photograph suggest a pre-planned photographic shoot. This would
have been arranged between the media shepherd and the photographer.

- Make sure they can get their photos/footage back to their news outlets on time.
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JHywrhy kwt - XFLj ymj Hmngiwjs Jjogxnyj 755:

Sj | _jfagfsiix rzhmat{ji jsyjwyfnsjw Kwfspnj Xyj{ijsxyjfrji zu | nym XF{j
ymj Hmngaiwjsix I}jhzyn{j Inwjhytw Otms Gt | nx tzyxnij ufwpnfrjsy ytif~yt
gfFzshm \ngiMfnw 13

Ymj ufw xmt [hfxji ymjnw t]s Jngi mfwlitx yt jshtzwflj hmgiwjs kwtr t{jw 6=5 xhmttox yFprsl ufwy ns
ymj kzsiwfxjw yt ojy ymjmw nrr Flasfyntsx wzs | ngi3

\ngi Mfw 1~ nx £ xhmttg j{jsy yt whxj rtsj~ ktw XF{j ymj Hmgiwjsix Fsszfq Fuujfil 6766= Thytgju

Ts fs~ In{js xhmttq i f~ ymwtzImtzy ymj | jjp! ymtzxfsix tk xhmttg hmgiwjs -fsi xtrj yjthmjwxé. g
hwjfyj tzywfljtzx mfwxy~gjx fy mtrj fsi rtijoymjr ytymj wjxy thymj xhmttol ktw £ 1tgi htns itsfynts
yt XF{j ymj Hmngiwjs?

Rug Gt | nx xfi \ngi Mfw I~ nx Fkzs | F~ktw S| _jfufsi xhmttg hmgiwjs yt mjou gjxx ktwyzsfyj
hmngiwjs ns xtrj tkymj | twoiix uttwjxy htzsywnjx

Ymj rtsj~whxji |ng mjou hmgiwjs ns | fwlytws htzsywnjx qpj Xzifs! Fkimfsixyfs fsi Wwfvl fsi
xzuutwy xzxyfisfgyj ij{joturjsy uwtojhyx ns rfs~ tymjw htwsjux tkymj Iotgj! fog tk | mohm pjju ymj gjxy
nsyjwjxyx tk hmgiwjs fy mjfuyle mj xfnis

-Ymj fwynhoj nshoziji £ umtytiwfum.

Run NZ 7 Taking a large Point Seven Campaign signature to Parliament
From World Vision website 2005.
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DEALING WITH JOURNALISTS

Journalists are extremely busy, wary people so its critical that you:
A Keep calm.

A Learn when not to press fithe pointd with them. If you must, then try to have an interview face-
to-face, rather than a phone call. Remember you want a good relationship with the reporter, as

you expect to make more media visits in the future.
A Keep your conversation brief and to the point.
A Concentrate on fillisteningd as well as getting your own point of view across.

A Remember that a good journalist will not tell you the exact questions he/she will be asking.

Fx T otzusfoxyl N oixyjs hfwjkzog~ yt | mfy ax gjasl xfi g~ ymj nsyjwd{nj | ij gtym gjktwj fsi izwnsl ymj
nsyjw{nj |3 Tkyjs [mjs Numtsj zu ktw ymj nsyjw{nj | fsi yfip Jnym ymj ujuxts gjktwjmfsi 6 xtrjymsl
nx xi ymfy Fuujfux yt gj nrutwyfsy dny [ng In{J rj fsnijfktw Fvzjxynts N g ymjs fxp izansl ymj
nsyjufn |3

Qukj nx Fo | F~x gzx~ns ymj sj Pxwttrd \j [ sy sjIx Imjs 1J | fsyns Fsi ymfy rjfsx st] 6 tw Jnyms
T xmtwy yirj 6 rf~gj fs mtzwT gzy sty rzhm gtsljw Nk F otzwsfixy | fsyx fs nsyjw{nj |1 ny zxzfu~
rjfsx fx xtts fx utxxgyj3

Ufzgt Lflsj 6 Wjutwyjwl WFint Lmfsf

The questions journalists ask enable them to ynd the angle they perceive is most newsworthy
about what you are telling them. Most of them are working in an environment where there is a
pressure to produce more and more stories. They donit necessarily want to be your friend. They
want a professional relationship where you provide them with what they need and where they can
respect your knowledge, reliability and ability to turn out a good quote or soundbite. Before you are
interviewed ask the journalist what programme or newspaper they are working for. Ask them how
much information they require. If it is Morning Report on Radio New Zealand, for example, you may
be required to give a short interview of up to three minutes. A newspaper journalist, for example,

may be writing an article of 200-600 words. But remember:

A There is no such thing as fioff the recordd, unless you agree with the journalist beforehand on

conydentiality on certain issues. Even if you do, be wary.

A You should never say anything to a journalist either socially or during a work conversation that

you do not want to see published or broadcast the next day.
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P

MEDIA KIT 11



MEDIA RELEASES

A media release is an ofycial statement from your agency to the outside world conveying

information about your issue/campaign or event.

Before writing a media release you need to decide what the key messages are that you want to get

across. Remember:

A The less work a busy journalist has to do to convert your media release into copy ready for
print or broadcast, the greater the chance it will get used. Use Email if possible which can allow

cutting and pasting.
A Use your letterhead paper.
A Date your release.

A Type iIMEDIA RELEASE T FOR IMMEDIATE RELEASE( near the top of the page. If you want
to delay publication of the release until a certain date or time, clearly mark it iEMBARGOED
UNTIL...0

A Give your release an eye-catching title.

A Keep to one page if possible, two pages maximum. Be concise - use short sentences and

paragraphs and avoid jargon.

A Write a short clear opening paragraph to capture the essence of your statement. Ask yourself
the yve (Wsi T Who, What, Where, When and Why. Use the rest of your release to expand on

these basic details. Paragraphs should appear in order of the priority of information.
A Make one or two main points only.

A Spell out acronyms. Put full names in rather than abbreviations T who knows what NZODA is, or
VASS or MFAT.

A Make it personal T include a quote or quotes from a spokesperson in your agency, e.g. from
the Executive Director to create more interest. It offers a contact point for the journalist if they
have further questions. Include phone numbers, so that a journalist can phone both in and

outside work hours. See box extract of media release from Parliament Ofyce.

A If you want include a photograph with your release write a suitable caption. Type this caption
on the bottom of your media release and also type a second copy and sellotape it to the back of
the photograph, assuming your press release is a paper copy. If your press release is electronic,
then photos should be in a format that can be commonly opened (e.g. jpeg or tif) and of
appropriate size (eg nothing above 500 kb). Even better, you include a very low-resolution
image that wonit clog up the system and invite recipient to contact you for a higher resolution

version if they want to reproduce the image.

)l COUNCIL FOR INTERNATIONAL DEVELOPMENT RESOURCE KIT
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Mts Umng Ltkk
Rnsnxyjw tk Ktwjnls Fkkfowx fsi YwFi j RjinfFxyfyjrjsy

77 Rfwhm 755:
Ltkk |johtrjxwjutwy Fx ggzjuwnsy ktw ZS wjktwr

Ktwjnls Rasnxyjw Umng Ltkk mfx | jehtrji £ wjutwy g~ Zsnyji Sfyntsx Xjhwjyfu~ Ljsjwhy Pta Fssfs
hfgns1 ktw ijhnxe{j fsi gtgi wjktwr tkymj ZS3

Fx ymj Zsnyji Sfyntsx fuuwtfhmjx nyx ;5ym Fssaf{juxfw~1 st ] nx ymj ynrj yt | twp yt | fwix £ sj| {mxnts
ktw ymj Zsnyji Sfyntsxle R Ltkk xfni3

+Ymfy {xnts nx tk £ | twgi [ mjwj Fog ujtugy fwj rtwj xjhzwjl rtwj uwtxujwtzx! fsi gjyyjw fggj yt jsot~
ymjnw gfxah mzrfs wnlmyx3 Htggjhyn{j fhynts ns £ | twgi [ mjwj uwtgyy rxt ymwj fyx Fsi tuutwyzsmynjx
ywFsxhjsi sfyntsfygtzsifwnyx fsi [mjwj |j fwj nshwjfxasle~ Iqtgfo~ nsyjwijujsijsy nx sjhjxxfu~ yt
fhmj{j ymfy jsi3

+\J xywtslo~ jsitwxj ymj mspflj rfij g~ Pta Fssfs ymfy xjhzwny~ wjvzwjx ij{joturjsy ns yzws wjmjx
ts xjhzuny~1 fsi ymfy mzrfs wnlmyx fwj kzsifrjsyfyyt gtyms

“Fssfsix wjutwy uwt{ni jx ymj sjhjxxfu~ xywtsl imjhynts yt In{j rtrjsyzr yt ymj wjktwr uwthjxx Ny
xywnpjx T gfifshj ns kthzxns1 ts hmfsljx ymfy fwj gtym {nyfy Fsi Fhmnj{Fgujs

ANrutwyfsyg~ ktw Sj | _jfrfsilymj Xjhwjyfu~ Ljsjwhoix wjutwy nshgzijx tzw pj~ uwntwynjx3 Yt fhmj{j
xjhzuny~ fsi jsi htsAnhyl Sj| _jfofsi mfx gtsl uwtrtyji ymj sjji fhpst]qjiljins ymj wjutwy ktw gtym
ifwrfrjsy fsi stsluwtpkjwiynts! fsi uwtutxfix yt uwj{jsy szhojfw jsjwl~ hfufhny~ gjnsl zxji yt
hwjfyj szhgjfw | jfutsxd

-htsyiszji.

Htsyfhy? OFr jx Kzssjqq —uwjxx xjhwjyfw~. 59 9<6 ><>9 tw 576 7<= <788
ofFrjx3kzssjqEufwonfrjsyslt{yls
Fqq Umng Ltkkix rjinFwjqjfxjx fsi xujjhmjx fwj utxyji fy | | 13gigmn{j3lt{y3s
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GUIDELINES IN PREPARING MEDIA RELEASES

A A Media release on your agencyis letterhead will help your release stand out, especially if
you have an eye-catching logo or paper. But, remember that coloured logos and elaborate

formatting will take up more memory space when you send your media release by e-mail.

A Timing T if possible, get your release to the media up to week in advance. This is especially

important for local media in rural regions who may not print a daily paper.

A Target your release appropriately. Regional and local city media want stories about people living
in their districts. The box extract from the CWS website is designed for Auckland readers. It

may be of little interest to other readers around the country.

A You cannot inpuence if or how the media will use the information you give. Your best chance is

to prepare it as best you can and to ensure it gets to your media contacts.

Jhwhy kwtr HNX \jgxnyj 755:
Fzhpgfsi mtxunyfg wfggnjx yt fxxnxy YxzsTrn {nhynrx

T{jw )6:55 | fx htgjhyji fy Fzhpefsi Hiy~ Mtxunyfy ytif~ yt fxxaxy ymj {nhynirx tkymj Fxnfs yxzsfin
inxFxyjué

Hmunxynfs \twed Xjw{nhj mjgi f uzgph htggjhynts ns ymj rfis wjhjuynts fwjf yt mjou kzsi wjgjk jkktwyx ns
X QfspfiNsinf fsi Nsitsjxnfi

A Fre ji fyymj wixutsxj |j Ityle xfai H\X Fzhpefsi ajgi | twpjwt Ofhvzn W~Fs3 ~Ujtugjix
Ijsjwtxny~ | fx tzyxyFsinsll rfs~ ujtugg mfi fwjfi~ rfij fitsfynts gzy IF{j Fl1s3 Ujtugjix mjfuyx
mf{j gjjs t{gwlmjorji g~ |mfy mfx mfuujs;jide

Hmfugfasx fy Fzhpofsi Hiy~ Mtxunyf ns{nyj i H\X yt mtgi ymj htgjhynts! Jmohm | fx 1jsjwtzxe~
xzuutwyj i g~ mtxunyfy xyfkk fsi ymj 1jsjwfy uzgphs <Ymj Hmfugfisx mf{j gjjs htshjwsji fgtzy ujtugjix
| jokfwj fx rfs~xywzllg yt ijfy [nymymj sj | x kwtr Xtzym Fxnfle xf~x Rx W~Fs3 Ymx mfx In{js ujtugj
T rjfsnslkzg | f~ yt mjquie

Rfs~ mtxunyfy xyfkk mf{j Nsinfs fsi Xun Qfspfs gfhplwtzsix fsi juwjxxji Iwf{j htshjusx fgtzy ymj
xnyzfynts ns ymjnw merj htzsynjx3 =Ymj~ | jwj {moge~ refji fsi tgwmjorji g~ ymj inxfxyjw fsi | jwj
nsyjwjxyji ns mt] fi | tzed wjthmymtxj rtxyns sjjils xfni Rx W~fs3

-htsynszji.
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LETTERS TO THE EDITOR

This is one of the most frequently read pages of a newspaper and a good place to get attention.
Letters can be written in response to a recent article or another letter or just to raise your issue and

generate some ongoing debate from other readers.

1. The letter should be well written, clear and as succinct as possible. The box extract letter on
Cricket and Politics is a response to a written article and it is stressing the clear link between the
two. Notice how the writer has chosen to use other authorities and persons, such as Amartya

Sen, to support his argument.

Qiyyjwyt Jinytw tk Ymj QnxyjsjwFuwng 755
Hwnhpjy fsi Utgnynhx

Utaynhx nx xjufwfyj kwtr xutwy 8 wjfy~ -+ _nrgfg]j gt~htyyDel Fuwng 85.D Ymj gjfijux tk Ufpnxyfs fsi
Nsinf otnsyo~ fyyjsi f hwhpjy rfyhm gjktwj xnlsnahfsy ujfhj yfopx3 Ymj Sjymjugfsix fsi Islgfsi ugf~ f
kttygfug kmjsio~ yt uwtyjxy wfhaxrs Xutwyx rfyhmjx fwj ugf~ji tzy foyg fwtzsi ymj | twgi ns wjxutsyj yt
T yxzsfrm Xutwy ytzhmjx fsi fikjhyx p{jx ns | f~x ymfy 1t gj~tsi jsyjwyfsrjsys ix ny sty ytt xnrugj

nsyjwhtssjhyn{ny~ fsi 6 x~rgtyxrD

Ns _nrgfglj! Rt{jrjsy ktw 1jrthwfyh Hnfslj xutpjxrfs Spfs~nxt Rfvjif utisyx yt mt| £
mfsixmfpj -y fotsj f hwhpjy ytzw. hfs gjsi gj Inynrfh~ yt ymj wjInrj3 F ufwynxfs rjinf fsi o~
gfijwxmu hfs jfxn~ rfsmuzgfyj xzhm x~rgtox yt gjhtrj fhyx ymfy wjuwjxjsy injhy xzuutwy ktw
Uwjxnijsy RzIfgjiNs xnrngfwg~ tuuwjxxji xyfyjx ny nx sty zshtrrts ktw wjxmxyfshj twlfsmxfyntsx yt
ujymynts stsllt{jwsrjsyfy twlfsaxfyntsxt uwt{ninsl j{js ymj rtxy jxxjsynfy mzrfsnyfunfs fxxnxyfshj!
yt qrny ymjnw tujwyntsx gjxy ymjnw foi xzxyfns tw gj fyywigzyji yt ymj nshzrgjsy wjlnrj3

Kfrnsjx! fsi ymj uwjhtsinyntsx tk kfrnsjl fwj sty sfyzwfyymj~iwj rfsirfiji StgjqUm jo|nssjw
Frfuwy~f Xjs mImplmyx ymfy st kfrnsj mfx j{gw thhzwwji ns £ xyfyj [mjwj £ | twprsl ij rthwfh~ fsi fs
isijujsijsy rjinf fuj uwjxjsy Qjy zx rfpj st rixyfpj? ymj j{Hxn{j RzIfgj nx  rzwijwjw fsi nk kzo~
git | s kfrasj gwjfpx tzylny [neg gj mox mFsix ymfy fwj ymj gottinjus

Ymj Ggfhp Hfux fwj sty f hgzgl ymj~ wjuwjxjsy Sj | _jfafsi? zx3 Xmtzoi hwhpjyjwx gj izruji Joym ymj
wjxutsxagngy~ vt ijhnij ts ymj sfyntsix gjmfgk | mjymjw yt ytzw _nrgfg]j tw styD Ymix i jhnxats xmtzgi
sty gj gfxji ts joymjw nsin{nizfoxi kjjonsIx tw rtsj~ny xmtzgi gj rfij gfxji tsymj wjfpy~ ymfy ix
_nrgfglj fsimt] Sj| _jfofsi ijjrxny fuuwtuwfyj yt jsiflj |nym ymfy wjfoy-~3

Nk ymj NHH &sjx zx ktw sty ytzwsl! xmfrj ts ymjr3 RzIfgjix ijxywzhynts tk _nrgfg]j fsi mjw ujtugj nx
sty f Ifrj fsi nynx ijasnyjo~ sty hwhpjys

Fg} Mfssfsy -Ry [nhytwnfl \jonslyts.
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