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Imtroal uction

m A local coalition trying to reduce youth access to alcohol would like
to generate more media coverage for its “shoulder-tap” project. But
coalition leaders don’t know how to get more coverage or exactly
how that coverage is going to help them reach their goal.

m  Another coalition is partnering with local law enforcement agencies
to educate local merchants about laws that prohibit alcohol sales to
minors. They are ready and willing to answer calls from the media,
but few reporters are calling—and those that do call never seem to
ask the right questions.

m Yet another coalition is frustrated by media stories that treat
underage drinking as a “natural right of passage” and never cover
the serious problems caused by underage drinking or strategies that
could reduce these problems. They would like to see better stories
but feel helpless to have an impact on the way the media covers their
issue.

The concerns expressed in the stories above are not uncommon and the
strategy that can address all of these situations is media advocacy — the
proactive use of news media to get a message out. This guide can help
empower organizations to take control of the media messages about underage
drinking portrayed in the news. Media advocacy has been used throughout
the country to influence media coverage of a wide variety of health issues.

In the alcohol area, it has been used to draw attention to the marketing of
“alcopops” and alcohol energy drinks to kids and to generate support for
alcohol enforcement and policy changes aimed at creating safer and healthier
community environments.

When the UDETC first published its guide to media advocacy in 1999, it
focused on how to get appropriate and useful coverage from traditional
news media — television, radio, and newspapers. Since that time, the news
landscape had been dramatically altered. People still read newspapers, but
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they are likely to read them on their laptop or cell phone rather than sitting at
the kitchen table getting ink on their hands. And if they want to talk back to
the news they read or make their own news, they have a multitude of choices:
They can make online comments on the newspaper’s website or they can
twitter or blog for friends, acquaintances, and ultimately the whole world.
Audiences have so many choices about where to get information that they
may be overwhelmed.

Yes, the landscape has changed. The tools available for getting important
messages about underage drinking — or any other health and social issue

— out to the general public and policy makers have proliferated. They are
likely to continue to evolve so fast that manuals like this cannot be written
and published before they appear outdated and quaint. But the fundamental
goals remain the same and many of the strategies for accomplishing these
goals also remain the same:

m Advocates still have to find ways of getting the attention of the
public and policy makers.

m  Advocates still need to frame the issues that they want people to
understand in ways that will create healthier environments.

m  Advocates still need to know how to work with traditional news
media to get their message out in an effective way.

Especially in an evolving media world, there is an important place for media
advocacy to empower people to proactively tell their own story. Now,

more than ever, organizations that want to prevent underage drinking or to
intervene in other health and social problems can take charge of their own
message.

In the past, it was easy to see the news media as a force that was inflicted on
us rather than an institution that we could influence. These days, it is more
possible than ever before for organizations to make their own news and to
influence the coverage they receive from traditional news outlets. Media
advocacy is an approach to media that helps people tell their own story rather
than wait passively for news media to “get it right.”

When people think of media advocacy, they often think of simply getting
a news story in the local paper or on television. But media advocacy can
refer to a very wide range of activities, especially since the proliferation of
electronic media has greatly widened the definition of “news coverage.” It
can include such things as:

+ Knowing how to initiate and respond to calls from reporters;
¢ Designing good visual images for television or for online media;
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Staging effective media events;

Writing letters to the editor or op-ed pieces for the newspaper;

Getting featured in online news blogs or other online news sources;

Using social networking sites such as Facebook, MySpace, or Twitter

to garner support and advance policy and alcohol enforcement goals;

¢ Developing long-term relationships with editors, reporters, and
producers; and

¢ Getting the message out about important policy related developments

or alcohol enforcement efforts.

* & o o

The list could go on. The important characteristic of all these activities is
that they be planned and used strategically to accomplish your policy and
action goals. Regardless of the specific strategy used to draw attention to
issues, the key to success is to focus on the most effective messages and the
most effective way to get those messages out.

When people think of using the media to solve social problems, too often
their imaginations are limited by what they’ve seen or done before. Posters,
bumper stickers, and public service announcements become the media
tools of choice, not because there is any evidence that those tools work, but
because these are the tools they’ve used—or seen used—before.

A traditional media approach to reducing underage alcohol use might focus
on giving people a message—that is, “Kids should not drink.” The goal
would be to persuade individual kids or parents to change their behavior.
Often this type of approach can appear to have an impact. For example, x
number of people might see or hear the message and remember it. They
might even change their behavior as a result.

One of the problems with this approach, however, is that it ignores the fact
that individual decision-making is influenced by the environment in which
those decisions are made. Are merchants allowed to get away with selling
alcohol to kids? Does advertising glamorize alcohol use without showing the
negative consequences? Are there effective enforcement efforts in place to
prevent youth access to alcohol? These questions are left out of the equation
if the focus is solely on individual decision-making about drinking.

Media advocacy provides advocates with a framework for thinking about
solutions in a broader context. Although many people feel powerless to
affect the way the news media cover social issues, media advocates consider
the news media their primary tool. Media advocacy focuses on changing
the amount of coverage social issues receive in the news media and, more
importantly, the #ype of news coverage they receive.

Media advocates seek to guide attention to issues in such a way that the
policy implications of the problem, not just the individual implications, are
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the primary focus. For example, in the early 1960s, a huge public relations
effort was designed to reduce traffic fatalities. It defined the problem by
saying “there’s a nut behind the wheel” and encouraged drivers to drive
defensively by “watching out for the other guy.” The implication was that
crazy drivers were the cause of traffic fatalities and that drivers would be
okay as long as they took care of themselves.

But consumer advocate Ralph Nader said that the problem had been defined
incorrectly. It’s not the nut behind the wheel, he said, it’s that the nuts

and bolts that are supposed to be holding the car together aren’t safe. By
redefining the problem from the drivers of the car to the car itself, Nader
allowed for a whole range of public policy advances—from mandatory
seatbelts and airbags to improved bumpers and safety glass—that would
never have become part of the discussion if the problem had remained
narrowly defined as one of bad drivers loose on the roads.

Traditional media approaches, such as public relations or social marketing—
and the news media itself—tend to portray social issues primarily from

the perspective of what individuals can do to help themselves (e.g., stop
smoking, practice safe sex, don’t drink and drive, etc.), rather than what
society can do to alleviate or prevent the problems. These approaches often
try to change people’s behavior by giving them more information about
their health-related behaviors. While knowledge about health is undoubtedly
important, this focus on individual responsibility can have the effect of
leaving policy discussions off of the agenda. This guide focuses on media
advocacy—using media to alter the public health and safety environment.

D@ﬂl’]iti@l’] me e diea
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Media advocacy has been defined as the strategic use of media to advance a
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One part of that definition in particular is worth noting: media advocacy is
aimed at advancing policy goals. Not all media strategies are designed to
advance a policy. Traditional public relations, for example, are often more
concerned with advancing the name of the organization than the policy goals
being pursued by that organization. Media advocates, however, consider
advancing their policy goals to be more important than generating media
attention for themselves.

Social marketing focuses on trying to get individuals to change their
behavior, for instance, by not drinking and driving or by quitting smoking.
Media advocacy is more concerned with changing the environment within
which individuals make their behavioral decisions.
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Consider a traditional media campaign designed to prevent drunk driving by
encouraging people to use a designated driver. A media advocacy approach
might attack the same problem by focusing on the need for zero tolerance
policies, which have been proven to be effective in reducing drunk driving.

Another important part of the definition of media advocacy is the emphasis
on the strategic use of the media. Thinking strategically is key to successful
media advocacy.

Media advocates are constantly confronted with situations that call for
strategic thinking. Does it make sense to hold a press conference, for
example, when a few phone calls to reporters may generate just as much
press coverage? When a reporter asks a question, what is the real information
you want to make sure they get?

The point is that media advocacy is driven by strategic thinking. The result
has been an approach that blends science, policy and advocacy to advance
public health goals. Every step of the process—from the decision to use

the media in the first place to how to answer a specific question from a
reporter—should be determined by what makes the most strategic sense for
your goals.

The table below provides a quick comparison between traditional framing of
an issue and a media advocacy approach.

Traditional Media Strategic Media Advocacy

Focuses only on attitudes Focuses on shaping attitudes, af-
fecting policy, and building social
movements

Responds/reacts to media inquiries Proactively seeks media attention
Views media as a threat Views media as a useful tool

Responds passively to media fram- | Works to shape media coverage
ing

Defines problems from an individual | Defines problems from a policy
perspective perspective




Framing

When you look at a picture hanging on a wall, the frame around the picture serves a
purpose: it defines for you where the picture is and isn’t. The frame tells you exactly
where to look to see the picture—not to look over to the left or up above or over
there.

In a less literal way, news stories are also framed. By necessity, reporters and editors
have to choose how to describe an issue, what information to leave in their story,
and what information to leave out. Even the most detailed story you read in The New
York Times will contain only a fraction of the information available to the reporter
and editors who put it together. The decisions that are made about what to put in and
what to leave out of a news story frame the story and tell the news reader or viewer
how to look at the issue being reported.

There are many factors that influence the decision about what goes into and what
gets left out of a story: the information that is provided by the reporter’s sources; the
personal beliefs and experiences of the reporter and editors; the editorial philosophy
of the news organization; the time or space available for the story; previous reporting
that has been done on similar stories, etc. These decisions are typically made without
conscious awareness of how they affect the framing of the story.

If a reporter is working on a general story about alcohol and young people, the story
is likely to focus on how much kids drink, why kids drink, where kids drink, etc.

If the reporter working on that story talks only to law enforcement representatives
working for better enforcement of youth alcohol laws, the story is likely to focus

on the problems associated with minors having easy access to alcohol, the positive
contributions to the community made by reducing youth access to alcohol, how
effective policies could reduce youth access to and consumption of alcohol, and
examples of successful partnerships between community advocacy groups and law
enforcement agencies.

If the reporter were to talk only with representatives of the alcohol industry, the story
would probably focus on what programs the industry has to cut down on underage
drinking and how there really isn’t a need for more policies, which would cause
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inconvenience for adult customers.

Ideally, of course, news stories will be based on a variety of sources. This
means that a lot of different points of view will be competing to influence
how the story is framed. The fact is, however, that certain aspects of alcohol
problems tend to be neglected in news stories. For example, a recent study
found that the news media seriously underreport the role alcohol plays in
violent crimes, injuries and traffic crashes.! If you want to make sure that
your issue becomes part of the framing of news stories , you need to

¢ Dbe sure you get your perspective covered in the news
¢ Dbe sure you express your points of view in a convincing manner.

What Coverage is
Already Out There?

It is important to know what kind of coverage your issue is already getting.
What angles are news stories featuring? Who are the spokespersons being
utilized. Throughout any effort to utilize media advocacy, following existing
(and sometimes competing) coverage is important. This can be done by
paying attention to local and national media as a regular media consumer,
but can be done very easily now by signing up for a Google Alert on your
topic (www.google.com/alerts).

How To Frame

In scholarly journals, issues are framed by science and detailed data. In mass
media, issues are framed by labels and symbols. The key to framing an issue
is to be aware of how the labels and symbols you use express more complex
thoughts. This doesn’t mean that when you deal with news stories, science
and facts go out the window—far from it. In fact, an environmental approach
to prevention relies on science. The symbols and labels you use when
framing a news story should reflect that science.

Seemingly subtle differences in labels can convey very different underlying
meanings. Consider two possible headlines for a story about a local program
working to improve enforcement of youth alcohol laws:

1 Slater, M., Long, M., Ford, V. Alcohol, Illegal Drugs, Violent Crime, and Traffic-
Related and Other Unintended Injuries in U.S. Local and National News. Journal
of Studies on Alcohol, Vol. 67, 2006.
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Times  Times

Cops Conduct Stings Cops/Youth Work Together

on Local Merchants to Improve Enforcement

of Alcohol Laws

Even without reading the story, two different messages are conveyed by
these different headlines. The first headline focuses on what is being done fo
the merchants; even the word “sting” can imply a trap or an unfair ambush.
Merchants, or people who are sympathetic to merchants, may have a negative
feeling about the story before they even read it. The second headline focuses
on a solution: improving the enforcement of laws. This headline implies
cooperation and suggests a positive approach to a community problem. Even
merchants who see this headline may feel positively toward the story right
from the beginning.

Sometimes, what gets left out of a message can communicate as much as
what gets put in. Consider the messages conveyed by this headline:

Times

Teens Use More
Designated Drivers

What does this headline convey to you? From a prevention perspective, do
you think this would be a positive or negative story? What if the following
quote appeared in the story: “It is gratifying that so many young people are
displaying so much responsibility and watching out for the safety of their
peers,” said a local health official.

On the face of it, there may not be much to argue with in the statement from
the local health official. But what if that is all that was said? Aren’t there
some important messages that have been left out?
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Consider that driving while impaired is only one safety risk associated with
drinking. By leaving out the other risks, is there an implication that these
risks aren’t significant or not as important as driving while impaired? And
doesn’t the idea of a young, inexperienced (albeit sober) driver driving a
group of his or her intoxicated friends raise additional safety concerns?

And what about the fact that the story under this headline is about teen
drinking—an illegal, unsafe activity? If the story leaves out or downplays
youth access to alcohol issues, what message does that convey about teen
drinking in general? But what if there had been a different quote from the
health official, for example: “While it’s important to avoid drinking and
driving, there are many other risks associated with drinking—and teens, of
course, should not have access to alcohol in the first place.”

In roughly the same number of words, a very different message is conveyed.
If this second quote was used in the story, the framing of the story would be
very different.

But How Did That Quote Get in There?

How do you make sure that the quotation that you think is most important
is what appears in the story? If you are talking to a reporter for a traditional
media outlet, you may feel that you have little control over what quotations
appear in the final story since you’re not the one asking the questions or
making the final editing decisions. You have more control over what goes
into the story than you may realize.

When a reporter asks a question, most people do what comes naturally—
they answer it. Every time you are asked a question, however, you have
many options as to how you respond. For example, there are many different
possible answers for virtually any question that is asked.

You have other options as well. If you think that a different question would
be more appropriate, you could suggest a different question and answer it
instead. Or, you could suggest that the reporter ask that question of someone
else—someone with more experience or credibility on that particular subject.
In some cases, you may be better off simply saying you don’t have an answer
but would be glad to get more information and call the reporter back.
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How Does This Work in Practice?

Consider how the two quotes about designated drivers might have come up
during an interview. In one example, the health official might have simply
answered the questions as they were asked:

Reporter: Hello, I'm doing a story about how more teens are using
designated drivers; do you agree that it is safer for kids to use designated
drivers?

Health Official: Designated drivers? I’'m not sure if more young people are
using them or not, but I suppose that, overall, it’s safer if they don’t drink and
drive.

Reporter: That’s great. Any other comment?
Health Official: Not about designated drivers, no.
Reporter: Thank you for your time.

Health Official: Thank you.

Now, how could that interview have gone if the health official considered
other options when asked the same question?

Reporter: Hello, I'm doing a story about how more teens are using
designated drivers; do you agree that it is safer for kids to use designated
drivers?

Health Official: Designated drivers? Well, I’d be happy to talk with you
about that, but while it’s important to not drink and drive, there are many
other risks associated with drinking. Teens, of course, should not have access
to alcohol in the first place.

Reporter: What are some of these other risks?

Health Official: There are many health risks for teens who use alcohol.
Teens who drink are more likely to be victims of interpersonal violence,
drowning, suicide, or alcohol poisoning, just to name a few. And, of course,
when you talk about teens and drinking you really should mention that, for
teenagers, alcohol is an illegal drug. How are they getting access to this
substance in the first place?

10
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Reporter: That’s a good point. Is there anything being done to try to keep
kids from getting alcohol?

Health Official: Sure! I’d be happy to talk with you about some local
efforts that are doing just that. I can also connect you with some other
resources if you’d like.

You can see how the different approaches taken to the interview would likely
result not only in different quotes being used but also, possibly, a whole
different frame to the story. In this example, an interview that started about
designated drivers quickly shifted to a focus on youth access to alcohol.

What ls Your Goal?

Before you put any news information out for publication, you need to
consider what your goal is. Are you trying to get publicity for your
organization? Are you trying to support local efforts to improve youth access
compliance? Are you trying to focus on the role of merchants or alcohol
companies?

When you talk with a reporter or provide an online comment on a news
story, your underlying goal should tell you how to frame your response.
Consider this common question:

Why do kids drink?

There are a lot of different answers to that question, and whether they are
designed to do so or not, the different answers serve different goals.

m  Answer: It’s against the law for kids to drink, but the community
has not made it clear to law enforcement agencies that they should
address this issue. Law enforcement agencies need to know that this
community wants enforcing underage drinking laws to be a very,
very high priority.

Goal: Support law enforcement efforts.
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m  Answer: Kids who drink do so for a lot of reasons, but to find an
answer to this problem we need to turn to those who know kids best:
their own peers. Kids aren’t the problem; they need to be part of the
solution.

Goal: Support and encourage programming that involves kids in

addressing underage drinking issues.

m  Answer: One reason kids drink is because they can; as a community,
we’re making it altogether too easy for them to get alcohol.

Goal: Support policies related to reducing underage drinking.

m  Answer: Advertising can make alcohol seem very appealing to kids;
why should we be surprised when they respond to that advertising?

Goal: Raise awareness of or support policies to restrict alcohol
marketing.

These four different answers to this common question convey very different
meanings and support different goals. These different answers could have a
lot of influence on how an overall story is framed. Another common answer
to the question, “why do kids drink?” is: Peer pressure—they want to fit in
with their friends.

This answer doesn’t directly support any policy goal. It makes drinking seem
like a natural part of growing up and something that is impossible to stop.
Providing this answer to the question would work against any environmental
policy strategy designed to reduce underage drinking.

Remember: Even if a reporter is the one asking the questions, you have the
ability to provide different answers to those questions and, by using that
ability wisely, you can have a powerful influence on how the story is framed.
You can help make sure that they get the story right.
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Here’s another common question related to youth access to alcohol:

Where do kids get alcohol?
Consider these different answers and goals:

m  Answer: They usually steal it from their parents; in some cases, the
parents actually give it to them.

Goal: Put responsibility on the parents.

m  Answer: They use fake IDs, get a friend to get it for them—kids are
very clever and difficult to stop.

Goal: Put responsibility on the kids.

m  Answer: They get it from stores. Storekeepers need to do a better job
of checking IDs.

Goal: Put responsibility on the stores.

Which of the above answers makes the most sense to you? Who do you think
is responsible? What is your goal? How would you answer this question? The
different answers above imply very different solutions to the problem.

It’s a question you are likely to hear quite often so knowing ahead of time
how you want to frame the question—who you think is responsible and what
is the solution—is important.

Since media advocacy is an approach to using the media to advance your
policy goals, those goals should influence all of your contacts with the media.
In other words, interaction you have with the media—every single question
you are asked—should be seen as an opportunity to advance your goals.
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A useful exercise for staying focused on your goals and anticipating
opportunities to advance your goals is to complete these two sentences:

1. Every story about youth and alcohol should include

2. Every story about should include youth and alcohol.

For question 1, possible answers to fill in the blank include

¢ “information about our program”

¢ “how reducing access to alcohol is the most effective means for
reducing alcohol problems for youth”

+ “effective strategies for enforcing youth access laws”

For question 2, possible answers include

¢ “car crashes involving teens”
¢ “high school social events”
¢ “adolescence”

How would you fill in those blanks?

Framing for Access

Getting into the news is easier than it was when only traditional outlets were
available. But local newspapers, television, and radio are still very important
ways of getting public and political attention. Getting the attention of the
news media isn’t always easy, of course. You might think you have the

most important story in the world, but if media gatekeepers don’t think it’s
significant, interesting, or new, your story won’t be carried in these media
outlets. In addition, given the many media sources that people can turn to
for news, getting the attention of your target audience is also challenging.

Here are some examples of questions that reporters ask themselves about a
potential story’s newsworthiness. They are the same questions you should
ask yourself when designing a news story to maximize impact and appeal to
audiences:

m Is the story timely? Has the story already been reported somewhere
else? Does it concern a topic of current interest to readers or viewers,
or would it be considered boring to the public?

m [s there a built-in conflict? Are there two different policies being
supported as a solution to a problem? Are there people who object to
the public health approach you are supporting? Like it or not, news
media and audiences are attracted by conflict—if you don’t give it to
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them, they may look for it anyway.

m s the story about a breakthrough or milestone? Is this the “first” or
“biggest” or “most successful”?

m [s there a good picture? A good photo opportunity will make
newspapers more likely to want to cover your event: without good
visuals, television stations will not have interest in covering your
event. It is easier than ever to post online videos and photographs,
but they have to be interesting or they are unlikely to draw much
attention.

m s there a personal angle? Can the story be illustrated by how it
affects one person or one family? Is there a “human interest” side to
your story?

m  Community/Population of interest. Media outlets must reach many
consumers in order to stay profitable. Oftentimes, some demographic
groups (and stories that appeal to them) are of greater interest than
others. Contact advertisers and see who they’re advertising to-those
can often be your target markets-folks that are interested in your
story.

Fortunately, youth access to alcohol is an issue that contains many
newsworthy elements. Your job as a media advocate is to make sure you
highlight those elements that are most newsworthy.

Example: If you publish a story or tell a reporter that you have a study
about youth access to alcohol, it may be of some interest. If you say that
you have personal stories of kids who know how easy it is to buy alcohol
near their school, it will be of more interest. If you can tell a story about
kids who are voluntarily working with law enforcement officials to
improve enforcement of youth access laws despite political opposition
from the business community, your story will be of great interest.



Strategic Media Advocacy for Enforcement of Underage Drinking Laws

Framing—"Media Bites”

Anyone who has been interviewed for a local television news program knows
the drill: first, you get the call from the producer asking if you are available
for the interview. Then, you set up a time for the video crew to come and
tape the interview. In the intervening time, you might cram over factsheets to
make sure you are up on the latest information, talk to your coworkers about
what you should say, straighten up your office (and yourself), and maybe

call friends and relatives to let them know you’ll be on TV that night. When
the crew arrives, you drop everything to help them find a place to set up.
While they’re setting up the lights and the camera, you talk nervously with
the producer and/or interviewer. Finally, the interview begins. Under the hot
lights, you are asked a few questions and give the best answers you can. You
may be asked to repeat a few. The interview may be over in five minutes; it
may go as long as 20 minutes. Half of your day has been devoted to getting
ready for and conducting the interview.

After all of this investment—if you did a really good job—you may end up
on the news that night for...10 seconds. If you’re talking with a newspaper
reporter, the process is similar and, again, if ' you’re good, you might end up
with a sentence or two in the finished story.

Does that make it a waste of your time? Is the payoff worth your time and
effort?

It may seem like you’ve spent too much time preparing for too little in
return. Besides, you have so much to say on this topic! How can 10 seconds
be worth it?

Fortunately, it is possible to have a lot of impact in 10 seconds. (How long
did it take General MacArthur to say “I shall return”?) The key is knowing
what you want to say so that you use your 10 seconds strategically. What you
need is a good “media bite”—a succinct sentence or two that conveys your
most important message.

There are certain components that help make a good media bite. By
definition, media bites need to be short: ideally, 10 to 15 seconds or one or
two sentences. While a short media bite may not convey the entire depth

of what you want to say, a short bite can express the meaning. Think of

the most in-depth article you’ve read in The New York Times. That article
contained a headline and a lead paragraph that expressed the essence of what
the rest of the story was about. A good media bite will do the same thing.
Even when you are generating your own news story through blogs or other
means, a good media bite will attract attention and get your story quoted and
reproduced on other websites or twitter feeds.
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Examples of Good Media Bites

Good media bites are often memorable. Not necessarily memorable in
the same way that a slogan is, but in the sense of expressing an idea so
eloquently that people will remember what you said.

Example: Parents who are worried about drugs should worry about the
illegal drug that is most likely to kill their kids tonight: beer.

Sometimes good media bites are surprising or humorous. Even in a short
bite, you can express an idea in an original way and still get your point
across.

Example: We don’t have any teenagers in our high school. They’re all
21—and they have the photo IDs to prove it.

Although the public health facts about underage drinking are on your side,
expressing those facts in a memorable way is important. Statistics can be
boring. A good media bite can express complicated data in a memorable way.

Example: College students spend more money on beer than they do on
books.

Alcohol problems are often seen as a weakness or failure on the part of
individuals. Shifting the focus to an environmental perspective of the
problem can be difficult. Media bites can help achieve this shift in focus.

Example: Kids today are swimming in a sea of beer—beer ads, beer
sales, keg parties. Sure, we should teach them to swim, but we should
also try to stop the flood.

What Makes a Media Bite “Good”?

If you are dealing with traditional news media, a media bite needs to be

good enough to get on the air or in the article. If you don’t get quoted, it
doesn’t much matter what you said. If you are using other media formats, you
still have to draw the attention and interest of the audience. Beyond their
catchiness or appeal, media bites aren’t inherently either “good” or “bad.”

It is impossible to judge the effectiveness of a media bite without knowing
what its strategic purpose is. The definition of a “good” media bite is one that
helps advance your goals.

So the first question you have to ask is: what are your goals? This seems like
an easy enough question, but, surprisingly, it is one that many advocates
have a difficult time answering. It may be worth sitting down with your
colleagues periodically and asking what your short-term and long-term goals
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are. Keeping your goals clearly in mind makes it more likely that your media
bites will be strategic and successful.

One type of media bite might be called “social math.” Like media bites they
are short to the point and easily memorable. Often it’s difficult to make
sense of large impactful numbers so social math can make those numbers
more “digestible”. For example, ‘“Underage drinking costs 56 billion dollars
a year. That is enough to purchase a computer for every child in grades K
through 12.” Or, “Young people drink enough alcohol to fill an Olympic
swimming pool on every college campus in this country.”

Preparing for an Interview

Media interviews should rarely, if ever, catch you completely by surprise.

If you’ve worked with alcohol issues for even a short time, you probably
already know most of the subjects you are likely to be questioned about in an
interview.

In the underage drinking area, unfortunately, it is inevitable that tragedies
involving young people and alcohol will occur. You should be prepared

to respond to these situations immediately with appropriate responses and
analysis that make the public aware of the key issues that can contribute to
these problems.

Before you begin an interview you need to make sure you understand what
the story is about. Feel free to ask the reporter or producer such questions as
what is the main point of the story so far, who else have they interviewed,
and what have others said on the subject?

When you have determined what the point of the story is, ask yourself what
effect can you have on this story? If the story is a bad one, can you say
something that will mitigate the damage? If it’s a good one, can you add
something that will make it even better? Can you steer it in a new, helpful
direction? Is this story an opportunity to advance your long-term policy
goals? The answers to these questions will help you figure out what your
most strategic media bite would be.

Ideally, you will have a little bit of time to think through what you want to
say. If you are preparing for a television or radio interview, take advantage
of the time you have while waiting for the crew to arrive or before you go on
the air. If a newspaper reporter calls you—once you understand the point of
the story and what they want to ask you about—you may want to ask if you
can call him or her back in a few minutes. Take those few minutes to review
your strategy and figure out what you want to say. (Important: Make sure
that the reporter isn’t on a tight deadline before you make this request and, if
you promise to call back in a few minutes, be sure to do so! If you don’t, your
opportunity may be lost—the reporter may have already called someone else.)
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Remember that no matter how much you could say about the subject, your
words will eventually be reduced to a few seconds or a sentence or two. Plan
ahead what you want to say in those few seconds. Then, make sure you say
it. If necessary, say it several times.

But What if They Don’t Ask the Right Questions?

One mistake people often make in media interviews is that they treat them
like a regular conversation. In a regular conversation, one person asks a
question and another person answers it. It’s that simple. But as we’ve already
reviewed, every interview question provides you with numerous strategic
options. If you already know what to say, then your goal in the interview is
to say it—regardless of what specific questions you are asked. The point here
is not to be evasive or uncooperative, but to highlight the issues you believe
need to be emphasized.

Let’s say that you receive a call from a reporter asking to interview you for a
story about a car crash that killed two high schoolers returning home from a
private, after-prom party. She wants to interview you because she knows you
are an expert on underage drinking.

The first thing to do is ask yourself what you expect the interview to be
like. Based on past experience, you can predict that the story is going to
focus on such things as reactions from friends and family of the victims,
grief counseling that is being offered to the students at the high school, and
perhaps some history on traffic fatalities involving high school students or
previous crashes at that location. You may also expect a photograph of the
mangled car or of the crash site with flowers and tokens.

There may be nothing inherently wrong with the story you believe is

about to be written, but it probably doesn’t directly help accomplish your
goals. Suppose your long-term goal is to improve enforcement of underage
drinking laws. Can you use this story to advance your goal while remaining
sensitive to the situation?

You decide ahead of time that no matter what else this story says, it should
include a mention of the importance of enforcing underage drinking laws.
After talking it over with your colleagues, you decide that a good media bite
may be something like, “As a community, we need to make sure that our
children can grow up in a healthy and safe environment. If we can’t do a
better job of enforcing our underage drinking laws, then we can expect to see
more tragedies like this one.”

Earlier, we looked at an example of how to stick with the subjects you want
to talk about during an interview. Here’s a similar example of how to stick to
your goal while talking with a reporter.
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Reporter: You know about last night’s crash. Can you tell me how common
these kinds of accidents are around prom season?

You: I don’t have any specific statistics on that, but the important thing to
remember is that as long as we allow kids to have access to alcohol, crashes
like this can happen any time.

Reporter: Is there anything about proms in particular that encourage kids
to drink?

You: I don’t think it’s so important to focus on special events. Underage
access to alcohol is a year-round problem.

Reporter: But don’t kids drink more at this time of year—with proms and
graduations—than at other times?

You: By setting a drinking age of 21, we’ve decided as a society that

kids shouldn’t drink. If we want to allow our children to grow up in this
community in a healthy and safe environment, we need to do a better job of
enforcing our underage drinking laws, no matter what time of year it is. If
we don’t, we should expect to see more tragedies like this one.

Although the reporter persisted in asking about high school drinking
associated with prom season—a subject only indirectly associated with your
long-term goal—you were able to keep bringing the story back to the issue
you thought was important. In the process, you were able to deliver your
media bite almost exactly as planned.

Of course, if you are using a form of media in which you are more in control
of the content, you still have to make sure that your message is clearly and
succinctly stated front and center and not hidden in unnecessary details or
tangents.

A few key interviewing tips worth remembering:

Know your issue, message, and key points
Answer in complete sentences

Always stay on two or three key points
“Think nationally... act locally.”

* & o o0
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Developing a Message

Developing a message to help frame a story basically comes down to
answering five questions:

1.

What do you want? Do your research. What are your goals? As
specifically as possible, what do you want to accomplish? Has it
been done before? What were the accomplishments? The challenges
faced?

Who can give it to you? Do you need cooperation from local
merchants? Action by the city council? Help from the governor?
Who has the power to provide you with what you need to accomplish
your goal?

What do they need to hear? Once you’ve determined who has

the power, you need to figure out what type of message they will
respond to. Will they be influenced by new health information? By
demand from the community? By examples of success stories in
other communities?

From whom do they need to hear it? Who is going to be the most
influential with your target audience? Local merchants may be less
responsive to a message from a local teenager than they are from a
local parent. Choose your spokespeople strategically.

How can we get them to hear it? What kind of media coverage can
you generate that will get the attention of your audience? Will a
letter to the editor be noticed? Will it take an investigative report
about how easy it is for youth to buy alcohol from local merchants?
How does your target audience access/receive their information?



The New World of Media Advocacy:
Citizen Journalism

As was discussed earlier, news media is no longer limited to a few media sources

and outlets. Advocates have an array of electronic media that can be put to use to
disseminate their message. At the same time, audiences can choose from a huge
number of media channels and specific sources and may sometimes be overwhelmed
by information. If people can spend all day reading about their hundreds of “friends”
on Facebook, will they read about the health and social issues of their community on
other websites?

There are two main challenges for working in this new media environment:

m  First, how to navigate the much more complicated landscape of media
possibilities.

m  Second, how to make your important message stand out in all the noise and
clutter.

One term that is currently used to refer to the type of media advocacy that does not
rely on the traditional news outlets and their reporters and gatekeepers is “citizen
journalism.” This is the concept of members of the public “playing an active role
in the process of collecting, reporting, analyzing and disseminating news and
information.”!

The idea behind citizen journalism is that people without professional journalism
training can use the tools of modern technology and the Internet to create or critique
media on their own or in collaboration with others. For example, you might write
about a city council meeting on your blog or in an online forum. Or you could
fact-check a newspaper article from the mainstream media and point out factual
errors or bias on your blog. Or you might snap a digital photo of a newsworthy event
happening in your town and post it online. Or you might videotape a similar event

1  Bowman, S. and Willis, C. "We Media: How Audiences are Shaping the Future of News
and Information." 2003, The Media Center at the American Press Institute.
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and post it on a site such as YouTube?
Media for citizen journalists can include a variety of types:

1. Audience participation (such as user comments attached to
news stories, personal blogs, photos or video footage captured
from personal cameras, or local news written by residents of a
community)

2. Full-fledged participatory news sites (such as NowPublic.com or
DigitalJournal.com)

3. Collaborative and contributory media sites (such as www.Newsvine.
com)

4. Mailing lists, email newsletters
5. Personal broadcasting sites

Citizen journalism has had an impact in a number of areas, including
consumer advocacy alerting the public to hazardous products and
presidential election coverage, in which citizen journalists watch for biases
and inaccuracy in mainstream reporting.

Another approach is “hyperlocal journalism” in which online news sites
invite contributions from local residents of their subscription areas, who
often report on topics that conventional newspapers tend to ignore. For
example, the Bakersfield (California) Voice (www.bakersfieldvoice.com)
describes itself as a “’citizen journalism’ newspaper in that we rely on you,
the community, to submit stories and photos online. We then select these
stories and photos for publication. . . Anything important to you is important
to us! We are a better community newspaper for having thousands of readers
who serve as the eyes and ears for the Voice, rather than having everything
filtered through the views of a small group of reporters and editors.”

Often, what starts as citizen journalism is picked up by traditional news
media when it is interesting and timely. We have all seen instances where a
YouTube video or blog posting or Twitter feed has gone “viral” and shown
up on a nightly news program or the opening page of Web browsers. Of
course, your issue will be competing with videos of kittens playing the

piano, but there is always a chance that a well framed and interesting story of
importance for community health and safety will achieve prominence.

2 Mark Glaser (September 27, 2006). "Your Guide to Citizen Journalism". Public

Broadcasting Service. http://www.pbs.org/mediashift/2006/09/your-guide-to-
citizen-journalism270.html. Retrieved March 22, 2009.
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Keep in mind that the same rules about being strategic, careful framing and
crafting interesting stories apply to newer media and citizen journalism as
apply to dealing with traditional media. The message that you are trying

to get out should further your strategic goals, the story should convey the
right message to help create healthier environments, and the story has to be
interesting, novel, and compelling if it is to draw needed attention from the
public and policy makers.

Some steps for taking advantage of new media:

Familiarize yourself with the variety of potential new media formats
and outlets.

Develop a strong online presence for your cause or organization:
Make sure your website is interesting and up-to-date. Develop a
Facebook presence. When the public’s interest is piqued, you want
to make sure they can easily get complete information about you and
your issues.

Look for local opportunities: Make use of the local newspaper’s
website; search for other local websites that might feature your issue.

Be creative in the use of blogs, YouTube and other formats for
getting your message out in public view.

In using new media, as with traditional media, it is essential to keep your
strategic goals firmly in mind. Success means getting a clear message across
in order to accomplish policy goals.
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Some examples of New Media

New media technology is any type of application meant to transfer information
via digital techniques, computerized systems or data networks. Most forms of this
technology are interactive.

Posting on Facebook page to reduce college drinking
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Article from Napa Valley Register,
Napa Valley, California

Police, ABC to monitor adult role in providing alcohol to youths

Turning up the heat on teen access to booze

By ALISHA WYMAN

Register Staff Writer Napa Valley Register | Posted: Tuesday, January 12,
2010 12:00 am | (1) Comments

Buyer beware: Adults who sell alcohol to minors or purchase alcohol for
minors in Napa could face charges should the youths’ drinking result in
tragedy.

The Napa Police Department has adopted a new program called TRACE
— Targeting Responsibility for Alcohol-Connected Emergencies — at
the encouragement of Justin-Siena High School’s Friday Night Live.

Friday Night Live is a program in which youth lead efforts to
address health and safety problems that affect them, such as alcohol
consumption.
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Under the TRACE program, the police will contact the state Department
of Alcoholic Beverage Control in the event of a fatality or major injury
crash involving a minor who was under the influence of alcohol.

Police would also use TRACE for other cases, such as alcohol-related
homicides. The agency would conduct an investigation alongside Napa
Police Department’s, looking for how the minors acquired the alcohol.

“It makes the investigation more thorough,” said Napa Police Lt. Debbie
Peecook. “It adds a resource for the police department.”

Any individual who provides alcohol to a minor faces charges such as
furnishing alcohol, contributing to delinquency of a minor, or willful
harm or injury of a child. The consequences range from a fine to jail or
prison time.

The program is an effort to help make the community safer, Peecook
said.

For adults who give alcohol to minors, “there needs to be a
consequence,” she said.

The 2008 California Healthy Kids Survey found that 69 percent of 11th
graders within the Napa Valley Unified School District have consumed
alcohol. Thirty one percent have either driven after drinking or been in a
car with a driver who had been drinking.

Within the same group, 78 percent said it is easy to acquire alcohol.

Educating youth about the risks of alcohol use is not enough, said Katie
Keating, Friday Night Live coordinator.

“It’s partly an individual choice, but (teens) don’t grow up in a bubble,”
she said. “There are community norms around alcohol use that kind of
bombard them and influence their choice.”

The TRACE program is part of taking more comprehensive tactics to
prevention, she said.

“It’s an enforcement piece, but if people know that the police are taking
this seriously ... then hopefully it will be a deterrent for people,” Keating
said.

Justin-Siena’s Friday Night Live group was excited to see the police
act on its request. “This is an example of them coming to the table and
addressing something that affects them,” Keating said.
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Online response to news story
posted by local advocate

A serious effort to address the underage drink-
ing problem

By Luisa Jojola | Posted: Saturday, February 6, 2010 12:00 am |

Thank you for printing the Jan. 12 article “Turning up the heat on teen
access to booze.”

We are the youth members of the Napa County Friday Night Live

at Justin-Siena High School. We’d like to thank the Napa Police
Department for partnering with us to help reduce youth access to alcohol
and underage drinking by implementing the TR ACE protocol.

When teens drink alcohol, they don’t take small sips or have one drink:
They binge drink. This means they usually have about five drinks at a
time, which is dangerous.

Most parents probably don’t want another adult putting their kids at risk
for drinking and driving, alcohol poisoning and sexual assault by selling
them alcohol or allowing them to drink at a party. We don’t want adults
putting us and our peers at risk either, so that is what we’re trying to
prevent.

Over the last year we have learned that there is no single cause for
underage drinking. Lots of factors lead to this problem. Yes, teens are
the ones making the choice to drink alcohol, but there are lots of things
that influence our choices. Alcohol advertisements, community norms
around alcohol use and adults allowing us access to alcohol all influence
whether or not we choose to drink alcohol.

Letting kids drink at a younger age so they “learn how to drink
responsib