
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 

ofýcer 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 ýnd 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



Illustrations by NATHAN EDWARD MPANGALA
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WHY USE THE MEDIA?

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

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

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

Å It will play a crucial role in bringing the proýle of your organisation to the public. 

Å It is a marketing tool to raise money.

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

better understanding of your work.

Å Regular use of the media gives your organisation credibility.

Å 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 XZWKFNI |jgxnyj 755:

:5 IF^X FKYJW YMJ NSINFS THJFS YZWSJI ZUXNIJ IT\S Mjfinsl 

Yt|fwix Lwtzsi _jwt õ F Knjqi Wjutwy kwtr ymj Nsinjx Ywfijw NN 

î \j vznhpq~ gtsiji ktw tzw rnxxnts? Yt ithzrjsy ymj |twp tk XzwkFni Nsyjwsfyntsfq mjwj fy Xnrjzqzj1 

ymj hqtxjxy nxqfsi yt ymj junhjsywj tk ymj 7; Ijhjrgjw jfwymvzfpj3 

Ytr tshj xfni ymj xjhwjy yt mnx y|t |twqi ynyqjx |fx gjnsl f |twqi hmfrunts ywf{jqjw1 fx |jqq fx ymj 

tg{ntzx xzwăsl fhy3 \j |jwj rtwj frzxji ymfs fs~ymnsl g~ ymj XRFH kwtsy |mjjq |tggqj ts yfpjtkk3 

Fsi fx |j ini f qttu tk ymj fnwutwy gfhp yt ymj fuwts1 tzy hfrj ymj xrfqq mtrj yttqgt}1 fsi ymj hwj| 

xtwyji ymj stxj xywzy qnpj ~tzúi hmfslj f Ąfy y~wj ts ~tzw hfw3 Ymj~ |jwj tg{ntzxq~ ofhpx tk fqq ywfijx 

fsi xtts |j |jwj Xnslfgfsl2gtzsi1 fqq |nym tzw t|s ymtzlmyx tk |mfy |j |jwj ltnsl yt htskwtsy ts 

ymnx nxqfsi ozxy stwym tk Snfx ymfy |fx xrfxmji ăwxy g~ ymj jfwymvzfpj1 fsi ymjs ymj yxzsfrn3 

XzwkFni ăjqi rfsfljw Ofxts Gwt|s rjy zx fy Xnslfgfsl Fnwutwy1 fqtsl |nym kjqqt| Fzxywfqnfs Gwnfs 

÷\nqq~ø \nqqnfrx1 |mt mfx f xzwk hfru mjwj3 Núi mjfwi f qty fgtzy \nqq~ ns ymj ufxy kj| |jjpx 2 mj |fx 

qtlnxynhx fsi nsktwrfynts rfs ts ymj lwtzsi fy Xnrjzqzj ktw f xjwnjx tk wjqnjk tujwfyntsx3 Mj xytti 

gfhp {jw~ vznjyq~ ns ymj gfhplwtzsi ns kwtsy tk ymj yjwrnsfq gznqinsl3 N ytqi mnr mj |fx kfrtzx fsi mj 

tkkjwji f xjqk2ijuwjhfynsl qfzlm tk xzwuwnxj õ ÷Mj~1 sty rj3ø Gzy \nqq~ nx tsj tk rfs~ xujhnfq mzrfsx 

ns ymnx tujwfynts |mt mf{j tkkjwji |mfy ymj~ hfs3 Ns mnx hfxj1 ymj inkkjwjshj nx mjúx f qthfq fsi hfs ljy 

ymnslx mfuujsnsl3 Mjúx fqxt f gtfy xpnuujw fsi pst|x mnx |f~ fwtzsi3 Fs ns{fqzfgqj ufwy tk ymj yjfr3 

F xmtwy iwn{j fsi |j |jwj hmjhpnsl tzy ymj ifrflj yt \nqq~úx y|t2xytwj~ mtzxj õ f htqqfuxji {jwfsifm 

ymfy |fx gjnsl wjgznqy fsi f mtqji xujjigtfy ufwpji ts ymj kwtsy qf|s1 |mnhm |fx gjnsl |nshmji gfhp 

nsyt ymj |fyjw3 Ymj yxzsfrn mfi ltsj wnlmy ymwtzlm ymj lwtzsi Ąttw tk \nqq~úx mtzxj fsi mnx gtfy ini f 

kj| qfux tk ymj ~fwi gjktwj ymj gt~x htzqi ynj ny yt f ywjj3 

 -htsynszji.
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WHY YOU NEED A MEDIA STRATEGY

Å It will enable your organisation to use the media more effectively and efýciently to share 

information, opinions and ideas. In the box extracts OXFAM and CARITAS are responding to 

current events and voicing their agency opinions. 

Å It will provide a steady and reliable relationship with media reporters and editors. 

Å It will equip your organisation to respond and inþuence the daily news agenda through media 

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

Kwtr T]KFR S_ |jgxnyj 755:

Sj| ălzwjx xmt| xmthpnsl htsywfxy ns wjxutsxj yt |twqi jrjwljshnjx

\mnqj ymj |twqiúx wnhmjxy htzsywnjx mf{j ln{js rnqqntsx tk itqqfwx yt jsxzwj ymfy ymj ZS fuujfq ktw ymj 

yxzsfrn nx kzsiji1 ymjnw wjxutsxj yt ymj |twqiúx 6: tymjw gnlljxy jrjwljshnjx mfx gjjs xynsl~1 xfni 

nsyjwsfyntsfq fljsh~ T}kfr ytif~3

-htsynszji.

Kwtr HFWNYFX |jgxnyj 755:

Ywjfy Yjwwtw Ymwjfyx \nym Hfzynts

Ymj xtzwhjx tk ~jxyjwif~úx |fwsnsl kwtr ymj Fzxywfqnfs Ktwjnls Rnsnxyjw ymfy mzrfsnyfwnfs fni 

|twpjwx kfhj fs nrrnsjsy ymwjfy tk yjwwtwnxy fyyfhpx sjji yt gj fsfq~xji fsi ywjfyji |nym hfzynts1 

xf~x Hfwnyfx Jrjwljshnjx Tkăhjw1 Ynr Hmnx|jqq1 wjhjsyq~ wjyzwsji kwtr Fhjm3

÷Hjwyfnsq~ ymjwj fwj ujwntinh wjfq ymwjfyx flfnsxy ktwjnlsjwx ns Nsitsjxnf fsi xnshj ymj yxzsfrn ymj 

fwwn{fq tk lwtzux xzhm fx ymj Nxqfrnh Ijkjsijwx Kwtsy fsi ymj Nsitsjxnfs Rzofmfins Htzshnq ns Fhjm 

mfx htrutzsiji ymfy xnyzfynts3 Ymfy nx |m~ fljshnjx xzhm fx Hfwnyfx mf{j |jqq ymtzlmy tzy xjhzwny~ 

uwthjizwjx ns uqfhjø1 xf~x Rw Hmnx|jqq3 ÷Gzy ymnx nx fqxt f htruqj} xnyzfynts fsi ymjwj fwj rfs~ 

fljsifx fy |twp3 Ymjwj fwj ymtxj |mt mf{j fs nsyjwjxy ns uwtuflfynsl kjfw fsi uwtrtynsl f |nymiwf|fq 

tk nsyjwsfyntsfq mzrfsnyfwnfs |twpjwx kwtr Fhjm3ø

-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:

Å Getting to know your local journalists

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

when they want information

Å Find out what topics they are interested in

Å If you canôt help them suggest someone who can

Å Avoid a ñno commentò response ï if you canôt help try to give a reason. Respond quickly and 

professionally to their enquiries

Å Know their deadlines

Å Donôt 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

Å Check and double-check statistics you give them. Accuracy leads to trust

Å Keep a ýle of your agencyôs publicity

Be Pro-active

Å If you have a good story/information or upcoming event contact the media ï donôt wait for 

them to call you.

Å Invite media representatives to meetings, relevant events and launches.

Å 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 ñhotò.

Å 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 conþict and human interest 

Consider these points:

Å Simply voicing an opinion is not in itself news. 

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

Å A local newspaper will not generally run stories that do not ýgure local places or people in 

them.

Å Most journalists, consciously or unconsciously, divide the world into two groups:

1. Authoritative sources of news ï these reþect 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 ï which is generally where NGOs get placed. 

J}ywfhy kwtr HNI Rjinf Wjqjfxj 755:

Nsyjwsfyntsfq Fni fljshnjx qfzshm ujynynts t{jw Lt{jwsrjsy fni jkktwy 

Rfs~ tk Sj| _jfqfsiúx rfotw fni fljshnjx mf{j otnsji ytljymjw yt qfzshm f ujynynts hfqqnsl ts ymj 

Lt{jwsrjsy yt mtstzw nyx htrrnyrjsy yt ymj |twqiúx uttwjw htzsywnjx3 

Htzshnq ktw Nsyjwsfyntsfq Ij{jqturjsy J}jhzyn{j Inwjhytw1 Wfj Ozqnfs1 xf~x ymfy |mnqj ymj Lt{jwsrjsy 

mfx gjjs vznhp yt fni Yxzsfrn {nhynrx1 ny mfx gjjs zs|nqqnsl yt it nyx xmfwj tk uwt{ninsl qtsl2yjwr 

ij{jqturjsy fni3 

Ymj ujynynts1 twlfsnxji zsijw ymj zrgwjqqf tk ymj Htzshnq ktw Nsyjwsfyntsfq Ij{jqturjsy1 nx ns 

wjxutsxj yt |mfy fni fljshnjx xf~ nx f utyjsynfqq~ jrgfwwfxxnsl kfnqzwj ts ymj ufwy tk ymj Sj| _jfqfsi 

Lt{jwsrjsy yt zumtqi nyx Zsnyji Sfyntsx htrrnyrjsy yt uwt{nij fijvzfyj kzsinsl yt htrgfy ut{jwy~3 

Wfj Ozqnfs xf~x ymfy ymj Lt{jwsrjsyúx jkktwyx yt mjqu {nhynrx tk ymj Fxnfs Yxzsfrn fwj htrrjsifgqj 

gzy fni fljshnjx vzjxynts |m~ ymj Lt{jwsrjsy mfx ktw ~jfwx gjjs iwfllnsl nyx mjjqx t{jw tymjw 

nsyjwsfyntsfq fni nxxzjx õ ufwynhzqfwq~ lqtgfq ut{jwy~3 

Sj| _jfqfsi nx tsj tk ymj qjfxy ljsjwtzx htzsywnjx ns ymj ij{jqtuji |twqi |mjs ny htrjx yt ln{nsl 

tkăhnfq qtsl2yjwr mjqu yt ij{jqtunsl htzsywnjx3 

-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 ñhookò 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?

2. 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?

3. 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.

4. Who is the audience and what media outlets do you really want to target?

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

relevant to other outlets and audiences?

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

Then, Set up Coverage

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

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

near Parliament.

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

Å 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. 

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

them of any changes (weather etc).

Å 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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J}ywfhy kwtr Xf{j ymj Hmnqiwjs |jgxnyj 755:

Sj| _jfqfsiúx rzhm2qt{ji jsyjwyfnsjw Kwfspnj Xyj{jsx yjfrji zu |nym Xf{j 

ymj Hmnqiwjsúx J}jhzyn{j Inwjhytw Otms Gt|nx tzyxnij ufwqnfrjsy ytif~ yt 

qfzshm \nqiMfnw If~3

Ymj ufnw xmt|hfxji ymjnw t|s |nqi mfnw2itx yt jshtzwflj hmnqiwjs kwtr t{jw 6=5 xhmttqx yfpnsl ufwy ns 

ymj kzsiwfnxjw yt qjy ymjnw nrflnsfyntsx wzs |nqi3

\nqi Mfnw If~ nx f xhmttq j{jsy yt wfnxj rtsj~ ktw Xf{j ymj Hmnqiwjsúx Fsszfq Fuujfq1 67õ6= Thytgjw3 

Ts fs~ ln{js xhmttq if~ ymwtzlmtzy ymj |jjp1 ymtzxfsix tk xhmttq hmnqiwjs -fsi xtrj yjfhmjwx&. |nqq 

hwjfyj tzywfljtzx mfnwxy~qjx fy mtrj fsi rtijq ymjr yt ymj wjxy tk ymj xhmttq1 ktw f ltqi htns itsfynts 

yt Xf{j ymj Hmnqiwjs3

Rw3 Gt|nx xfni \nqi Mfnw If~ nx f kzs |f~ ktw Sj| _jfqfsi xhmttq hmnqiwjs yt mjqu qjxx ktwyzsfyj 

hmnqiwjs ns xtrj tk ymj |twqiúx uttwjxy htzsywnjx3

÷Ymj rtsj~ wfnxji |nqq mjqu hmnqiwjs ns |fw2ytws htzsywnjx qnpj Xzifs1 Fklmfsnxyfs fsi Nwfv1 fsi 

xzuutwy xzxyfnsfgqj ij{jqturjsy uwtojhyx ns rfs~ tymjw htwsjwx tk ymj lqtgj1 fqq tk |mnhm pjju ymj gjxy 

nsyjwjxyx tk hmnqiwjs fy mjfwy1ø mj xfni3

-Ymj fwynhqj nshqziji f umtytlwfum.

Run NZ ï 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 itôs critical that you: 

Å Keep calm.

Å Learn when not to press ñthe pointò 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. 

Å Keep your conversation brief and to the point.

Å Concentrate on ñlisteningò as well as getting your own point of view across. 

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

Fx f otzwsfqnxy1 N qnxyjs hfwjkzqq~ yt |mfy nx gjnsl xfni g~ ymj nsyjw{nj|jj gtym gjktwj fsi izwnsl ymj 

nsyjw{nj|3 Tkyjs |mjs N umtsj zu ktw ymj nsyjw{nj| fsi yfqp |nym ymj ujwxts gjktwjmfsi õ xtrjymnsl 

nx xfni ymfy fuujfwx yt gj nrutwyfsy õ ny |nqq ln{j rj fs nijf ktw f vzjxynts N |nqq ymjs fxp izwnsl ymj 

nsyjw{nj|3

Qnkj nx fq|f~x gzx~ ns ymj sj|xwttr3 \j |fsy sj|x |mjs |j |fsy ny3 Fsi ymfy rjfsx st| õ tw |nymns 

f xmtwy ynrj õ rf~gj fs mtzwî gzy sty rzhm qtsljw3 Nk f otzwsfqnxy |fsyx fs nsyjw{nj|1 ny zxzfqq~ 

rjfsx fx xtts fx utxxngqj3     

Ufzqt Lflsj õ Wjutwyjw1 Wfint Lmfsf 

The questions journalists ask enable them to ýnd 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 donôt 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:

Å There is no such thing as ñoff the recordò, unless you agree with the journalist beforehand on 

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

Å 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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MEDIA RELEASES

A media release is an ofýcial 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:

Å 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.

Å Use your letterhead paper.

Å Date your release.

Å Type ñMEDIA RELEASE ï FOR IMMEDIATE RELEASEò near the top of the page. If you want 

to delay publication of the release until a certain date or time, clearly mark it ñEMBARGOED 

UNTIL...ò

Å Give your release an eye-catching title.

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

paragraphs and avoid jargon.

Å Write a short clear opening paragraph to capture the essence of your statement. Ask yourself 

the ýve óWsô ï 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.

Å Make one or two main points only.

Å Spell out acronyms. Put full names in rather than abbreviations ï who knows what NZODA is, or 

VASS or MFAT.

Å Make it personal ï 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 Ofýce.

Å 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 wonôt clog up the system and invite recipient to contact you for a higher resolution 

version if they want to reproduce the image.
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Mts Umnq Ltkk

Rnsnxyjw tk Ktwjnls Fkkfnwx fsi Ywfij    Rjinf xyfyjrjsy

77 Rfwhm 755:       

Ltkk |jqhtrjx wjutwy fx gqzjuwnsy ktw ZS wjktwr

Ktwjnls Rnsnxyjw Umnq Ltkk mfx |jqhtrji f wjutwy g~ Zsnyji Sfyntsx Xjhwjyfw~ Ljsjwfq Ptă Fssfs 

hfqqnsl ktw ijhnxn{j fsi gtqi wjktwr tk ymj ZS3

÷Fx ymj Zsnyji Sfyntsx fuuwtfhmjx nyx ;5ym fssn{jwxfw~1 st| nx ymj ynrj yt |twp yt|fwix f sj| {nxnts 

ktw ymj Zsnyji Sfyntsx1ø Rw3 Ltkk xfni3

÷Ymfy {nxnts nx tk f |twqi |mjwj fqq ujtuqj fwj rtwj xjhzwj1 rtwj uwtxujwtzx1 fsi gjyyjw fgqj yt jsot~ 

ymjnw gfxnh mzrfs wnlmyx3 Htqqjhyn{j fhynts ns f |twqi |mjwj uwtgqjrx1 ymwjfyx fsi tuutwyzsnynjx 

ywfsxhjsi sfyntsfq gtzsifwnjx fsi |mjwj |j fwj nshwjfxnslq~ lqtgfqq~ nsyjwijujsijsy nx sjhjxxfw~ yt 

fhmnj{j ymfy jsi3

÷\j xywtslq~ jsitwxj ymj qnspflj rfij g~ Ptă Fssfs ymfy xjhzwny~ wjvznwjx ij{jqturjsy ns yzws wjqnjx 

ts xjhzwny~1 fsi ymfy mzrfs wnlmyx fwj kzsifrjsyfq yt gtym3

÷Fssfsúx wjutwy uwt{nijx ymj sjhjxxfw~ xywtsl inwjhynts yt ln{j rtrjsyzr yt ymj wjktwr uwthjxx3 Ny 

xywnpjx f gfqfshj ns kthzxnsl ts hmfsljx ymfy fwj gtym {nyfq fsi fhmnj{fgqj3

÷Nrutwyfsyq~ ktw Sj| _jfqfsi1 ymj Xjhwjyfw~ Ljsjwfqúx wjutwy nshqzijx tzw pj~ uwntwnynjx3 Yt fhmnj{j 

xjhzwny~ fsi jsi htsĄnhy1 Sj| _jfqfsi mfx qtsl uwtrtyji ymj sjji fhpst|qjilji ns ymj wjutwy ktw gtym 

inxfwrfrjsy fsi sts2uwtqnkjwfynts1 fsi uwtutxfqx yt uwj{jsy szhqjfw jsjwl~ hfufhny~ gjnsl zxji yt 

hwjfyj szhqjfw |jfutsx3 

-htsynszji.

Htsyfhy? Ofrjx Kzssjqq -uwjxx xjhwjyfw~. 59 9<6 ><>9 tw 576 7<= <788

ofrjx3kzssjqqEufwqnfrjsy3lt{y3s 

Fqq Umnq Ltkkúx rjinf wjqjfxjx fsi xujjhmjx fwj utxyji fy |||3gjjmn{j3lt{y3s 
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GUIDELINES IN PREPARING MEDIA RELEASES

Å A Media release on your agencyôs 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.

Å Timing ï 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.

Å 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.

Å You cannot inþuence 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.

J}ywfhy kwtr H\X \jgxnyj 755:

Fzhpqfsi mtxunyfq wfqqnjx yt fxxnxy Yxzsfrn {nhynrx

T{jw )6:55 |fx htqqjhyji fy Fzhpqfsi Hny~ Mtxunyfq ytif~ yt fxxnxy ymj {nhynrx tk ymj Fxnfs yxzsfrn 

inxfxyjw3 

Hmwnxynfs \twqi Xjw{nhj mjqi f uzgqnh htqqjhynts ns ymj rfns wjhjuynts fwjf yt mjqu kzsi wjqnjk jkktwyx ns 

Xwn Qfspf1 Nsinf fsi Nsitsjxnf3 

÷N |fx frf ji fy ymj wjxutsxj |j lty1ø xfni H\X Fzhpqfsi ăjqi |twpjw1 Ofhvzn W~fs3 ÷Ujtuqjúx 

ljsjwtxny~ |fx tzyxyfsinsl1 rfs~ ujtuqj mfi fqwjfi~ rfij f itsfynts gzy lf{j flfns3 Ujtuqjúx mjfwyx 

mf{j gjjs t{jw|mjqrji g~ |mfy mfx mfuujsji3ø 

Hmfuqfnsx fy Fzhpqfsi Hny~ Mtxunyfq ns{nyji H\X yt mtqi ymj htqqjhynts1 |mnhm |fx ljsjwtzxq~ 

xzuutwyji g~ mtxunyfq xyfkk fsi ymj ljsjwfq uzgqnh3 ÷Ymj Hmfuqfnsx mf{j gjjs htshjwsji fgtzy ujtuqjúx 

|jqkfwj fx rfs~ xywzllqj yt ijfq |nym ymj sj|x kwtr Xtzym Fxnf1ø xf~x Rx W~fs3 ÷Ymnx mfx ln{js ujtuqj 

f rjfsnslkzq |f~ yt mjqu3ø

Rfs~ mtxunyfq xyfkk mf{j Nsinfs fsi Xwn Qfspfs gfhplwtzsix fsi j}uwjxxji lwf{j htshjwsx fgtzy ymj 

xnyzfynts ns ymjnw mtrj htzsywnjx3 ÷Ymj~ |jwj {nxngq~ rt{ji fsi t{jw|mjqrji g~ ymj inxfxyjw fsi |jwj 

nsyjwjxyji ns mt| fni |tzqi wjfhm ymtxj rtxy ns sjji1ø 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.

Qjyyjw yt Jinytw tk Ymj Qnxyjsjw Fuwnq 755:

Hwnhpjy fsi Utqnynhx

Utqnynhx nx xjufwfyj kwtr xutwy õ wjfqq~ -÷_nrgfg|j gt~htyyDø1 Fuwnq 85.D Ymj qjfijwx tk Ufpnxyfs fsi 

Nsinf otnsyq~ fyyjsi f hwnhpjy rfyhm gjktwj xnlsnăhfsy ujfhj yfqpx3 Ymj Sjymjwqfsix fsi Jslqfsi uqf~ f 

kttygfqq kwnjsiq~ yt uwtyjxy wfhnxr3 Xutwyx rfyhmjx fwj uqf~ji tzy fqq fwtzsi ymj |twqi ns wjxutsxj yt 

f yxzsfrn3 Xutwy ytzhmjx fsi fkkjhyx qn{jx ns |f~x ymfy lt gj~tsi jsyjwyfnsrjsy3 Nx ny sty ytt xnruqj 

-fsi hts{jsnjsy. yt hwjingq~ pjju xutwy fsi utqnynhx htruqjyjq~ xjufwfyj ns f |twqi ymfy nx ijăsji g~ 

nsyjwhtssjhyn{ny~ fsi õ x~rgtqnxrD 

Ns _nrgfg|j1 Rt{jrjsy ktw Ijrthwfynh Hmfslj xutpjxrfs Spfs~nxt Rfvjif utnsyx yt mt| f 

mfsixmfpj -qjy fqtsj f hwnhpjy ytzw. hfs qjsi qjlnynrfh~ yt ymj wjlnrj3 F ufwynxfs rjinf fsi |nq~ 

qjfijwxmnu hfs jfxnq~ rfsnuzqfyj xzhm x~rgtqx yt gjhtrj fhyx ymfy wjuwjxjsy inwjhy xzuutwy ktw 

Uwjxnijsy Rzlfgj3 Ns xnrnqfwq~ tuuwjxxji xyfyjx ny nx sty zshtrrts ktw wjxnxyfshj twlfsnxfyntsx yt 

ujynynts sts2lt{jwsrjsyfq twlfsnxfyntsx1 uwt{ninsl j{js ymj rtxy jxxjsynfq mzrfsnyfwnfs fxxnxyfshj1 

yt qnrny ymjnw tujwfyntsx qjxy ymjnw fni xzxyfns tw gj fyywngzyji yt ymj nshzrgjsy wjlnrj3

Kfrnsjx1 fsi ymj uwjhtsinyntsx tk kfrnsj1 fwj sty sfyzwfq ymj~úwj rfs2rfij3 Stgjq Uwn j2|nssjw 

Frfwy~f Xjs mnlmqnlmyx ymfy st kfrnsj mfx j{jw thhzwwji ns f xyfyj |mjwj f |twpnsl ijrthwfh~ fsi fs 

nsijujsijsy rjinf fwj uwjxjsy3 Qjy zx rfpj st rnxyfpj? ymj j{fxn{j Rzlfgj nx f rzwijwjw fsi nk kzqq~ 

gqt|s kfrnsj gwjfpx tzy1 ny |nqq gj mnx mfsix ymfy fwj ymj gqttinjw3 

Ymj Gqfhp Hfux fwj sty f hqzg1 ymj~ wjuwjxjsy Sj| _jfqfsi? zx3 Xmtzqi hwnhpjyjwx gj qzruji |nym ymj 

wjxutsxngnqny~ yt ijhnij ts ymj sfyntsúx gjmfqk |mjymjw yt ytzw _nrgfg|j tw styD Ymnx ijhnxnts xmtzqi 

sty gj gfxji ts jnymjw nsin{nizfqxú kjjqnslx tw rtsj~ ny xmtzqi gj rfij gfxji ts ymj wjfqny~ ymfy nx 

_nrgfg|j fsi mt| Sj| _jfqfsi ijjrx ny fuuwtuwnfyj yt jslflj |nym ymfy wjfqny~3 

Nk ymj NHH ăsjx zx ktw sty ytzwnsl1 xmfrj ts ymjr3 Rzlfgjúx ijxywzhynts tk _nrgfg|j fsi mjw ujtuqj nx 

sty f lfrj fsi ny nx ijăsnyjq~ sty hwnhpjy3

Fqj} Mfssfsy -Ry [nhytwnf1 \jqqnslyts.


