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Media Advocacy Templates 

Letter to the Editor Template
DATE

Dear Editor,

The [DATE] story [“Name of Article”] highlighted [MAIN PREMISE OF STORY]. Over a lifetime, investments in early childhood education generate big returns for all of us. With more than 80 percent of brain development occurring before age five, quality early childhood education develops cognitive and social skills that help children succeed in school and as adults.
Nobel Prize-winning economist James Heckman has shown that every dollar invested in quality early childhood education for at-risk children delivers economic gains of 10 percent per year. Investing in these programs also saves states money due to fewer referrals for special education and lower incarceration rates. 

However, in order for [STATE] to see these benefits, [SPECIFIC STATE POLICYMAKERS] must prioritize funding for [SPECIFIC PROGRAM] and invest in our state’s greatest resource. Now is the time to put our precious tax dollars where they will do the most good.
[NAME OF AUTHOR]

[CONTACT INFORMATION]
Press Release Template 

**Letterhead**

FOR IMMEDIATE RELEASE
Today’s Date

Contact:

Your Name, XXX-XXX-XXXX or XXX-XXX-XXXX

[Include both office and after-hours phone numbers.]
STRONG HEADLINES CAPTURE MEDIA ATTENTION

[The headline should be no more than 12 words. Use bold font, two to three points larger than body text.]
New research reveals reporters rely on deck for key information

[The sub-headline should be no more than 15 words. Use bold font, one point larger than body text.]

Your City – The first paragraph is the lead or main news. This is what is happening and why it is important, in one to two sentences.  

The second paragraph is everything important you could not fit in the first paragraph. After reading the lead and the second paragraph, a reporter should know the who, what, where, and when of your news, as well as the why.

“The third paragraph is a passionate quote from your best messenger,” said Jane Smith, [title] of [name of organization]. “It is usually two parts, and may state the problem and a solution or action.”

[The first quote in a release is generally from the organization’s lead spokesperson. Make sure it sounds natural, carries your core messages and adds value to the story.]
In the next two paragraphs, you’ll want to share details that flesh out your story. You can provide the larger context to this issue, including any relevant history. You may want to debunk myths or correct misinformation at this point. It all depends on the nature of your issue.

The goal of these two paragraphs is to give the reporter everything he or she needs to write the story. This is a good place for important facts, a key statistic or even a brief anecdote.

“If space permits, you may use another quote here,” the instructors said. “This will be important if you are working in a partnership or coalition.”

[An additional quote in the release can come from allies, an event speaker, a member of your organization, etc. You can also include a second quote from your primary spokesperson.]

From here on out, you can expand your story by including information that was not essential to grab the reporter’s attention, but is critical to understanding your story. Ideally a release is one page, though it may extend to two if necessary.

###

[These marks indicate that the press release has ended.]

[Organization] was founded in XXXX. Our mission is to XXX. Learn more at www.website.org. 
[This is called the boilerplate, and it is where you include standard information about your organization.[image: image1.jpg]]

FOR IMMEDIATE RELEASE
Today’s Date

Contact:

Your Name, XXX-XXX-XXXX or XXX-XXX-XXXX

Media Advisory for Date, Time

STRONG HEADLINES CAPTURE MEDIA ATTENTION

New research reveals reporters rely on deck for key information

Your City – The first paragraph is the lead. In one to two sentences, introduce your event and highlight its most important feature to demonstrate why it is newsworthy. This is where you cover the who (your organization) and the why of your event.

“A quote here can further explain the purpose of your event,” said Jane Smith, [title] of [name of organization].  “It may also offer a preview of what will happen and needs to focus on adding key details that will sell the event to reporters.”
 

What:

Name of your event

Followed by a brief description if necessary.

When:

Date and time of your event

Where:
Location



Include directions, parking and public transit info here if needed

Speakers:
Speaker name, Organization



Speaker name, Organization



Speaker name, Organization

###

[Organization] was founded in XXXX. Our mission is to … . We work on … . Learn more at www.website.org. 

How to Craft an Op-ed

An op-ed expresses the opinion of the author on a particular issue and is a chance to advance your message. It can respond to a recent, specific news item or offer a unique response or fresh perspective on a current event or issue. Remember to use clear language; make one solid point; and use three or four facts, stories or statistics to support your argument.

The following worksheet will help you develop an outline that you can use to guide you as you write your op-ed. 

Identify the (one) key point your op-ed will make: 




Identify the audience you are trying to reach with your op-ed: 




Identify the signer for your op-ed: 


Intro Paragraph:                                                                                                                                    Draft the first two to three sentences of your op-ed.


Supporting Points:                                                                                                                         Identify two to three facts or statistics or a personal story that supports                                                         your key point.
Final Paragraph:                                                                                                                                             Draft two to three closing sentences that reaffirm your argument. 

​​​​​​​​​​​​​​___________________________________________________
___________________________________________________

___________________________________________________

___________________________________________________
Op-ed Template

AUTHOR NAME

DATE

Word Count:
TITLE

[Start with a compelling and pithy news hook that addresses U.S. economic woes and the need to make smart investments in your state]. These investments should start with our youngest residents.

Research shows that more than 80 percent of brain development occurs before the age of three, making it clear that children who participate in quality early learning programs like [state program or Head Start] have stronger social, emotional and cognitive skills when they enter school. 

Investing in early childhood education is a fiscally responsible way to reduce deficits and produce big gains for children and taxpayers. That’s why we must protect our current investments in early childhood education and increase them in the years to come so more of our young children have access.

In the near-term, investing in early learning can increase academic achievement and reduce costs associated with grade retention and special education services. On a national level, we’re spending more than $10,000 per pupil on special education programs—that’s roughly $50 billion per year. (Note: State advocates have the option to add or customize here. Suggestion: “In [state] we’re spending…” States can input state spending for special education programs.)
Over a lifetime, investments in early childhood education generate big returns for all of us. According to research by Nobel Laureate economist James Heckman, it’s one of the most cost-efficient approaches to increasing education, health and economic outcomes and lowering the costs of special education and social programs. During the course of their lives, children who experience quality early learning programs will be healthier, more self-sufficient and less likely to enter the criminal justice system. Those real cost savings add up to as much as a 10 percent annual economic return—that is an investment not only in our kids but also in our state economy.
[Insert a paragraph here discussing a state-specific bill, measure or initiative, and describe the benefits of taking immediate action on it.]

In tough economic times, families set priorities and focus on what matters most. Our elected officials should do the same. We can't slash our way out of a deficit any more than we can spend our way out of it. We climb out of deficits by investing in cost-efficient and effective solutions that build self-sufficiency, productivity and upward mobility. Prioritizing investments in early childhood education is just that kind of solution.
###

Appendix B: Storytelling and Storybanking Tipsheets
What Makes a Good Story?

Effective stories that make the case about your accomplishments should include a variety of participant and partner profiles. Collecting stories from individuals and people who represent organizations; and from each partnership area, will allow you to pull the most directly relevant stories for each target audience.

These stories should focus on how your organization works; on the progress individual participants are making; on the experiences of different kinds of partners who are making your work happen; and on your community. Reporters, residents, policymakers and practitioners from other jurisdictions are eager to hear progress on your work, and how those results are relevant to them and their constituencies.

Stories like the examples above should be centered on one key aspect or benefit of your organization really create a clear picture for interested stakeholders – that’s why collecting a diverse catalogue is so important – allowing you to pull the most relevant examples from a reserve of stories.

The most compelling stories include key details that make the story real. The story collection form provided with this guide will prompt your to include specifics that will help make these stories come to life for audiences – so they will be able to relate and picture themselves benefitting in similar ways.

What Makes Stories Strategic?
Different kinds of stories will produce different kinds of reactions and results. This can be true in terms of selecting different stories to use to illustrate why your organization is necessary, groundbreaking, or effective. It can also be true in terms of deciding how to tell a specific story.  As you collect and organize stories for use in outreach to press, policymakers, community residents and other audiences, make sure you start with strategy. When choosing a story to share with the press, include in a website or a presentation, consider these two questions:

1. Who are you trying to influence or persuade? (A city council member? A funder?)

2. What do you want to see happen AS A RESULT of your story? (Create a new ally? Keep partners inspired and committed? Obtain more funding?)

Spitfire recommends that your organization collect and craft stories to complete each of these categories, each of which help target audiences understand different aspects of the program:
Nature of Our Challenge – Fundamental nature of the problem you are tackling; the reason you are working so hard every day. 

How We Got Started – Your creation story; a.k.a. “why I do what I do” story if told from an individual POV.
Performance – Stories of the creative ways your team solves problems or the lessons you’ve learned along the way. The focus of a performance story is on how something happened not what happened.
Where We Are Going – The end result you are striving for. The result people will see from your work, a.k.a. “the visionary story”.
Emblematic Success – Tales of your victories.

Why We Do What We Do – This tells the story of something or someone that is so motivational, it drives efforts.
We recommend that all communicators know or have access to at least one story from each of these categories.

How to Create a Storybank

A storybank – a collection of compelling stories that you can easily create – ensures that you always have a story at the ready. The following provides tips on how to create a bank of local stories that you can draw upon when faced with media or policymaker requests, or when you need a story to include in your own outreach efforts.


What is a storybank?

A storybank is a collection of stories. It can be as simple as a folder where you file hard copies of stories. More advanced options include a spreadsheet or basic database stored on your computer, or even an online database that allows visitors to your Web site to enter stories. 

Why is a storybank important?
A reporter calls you, and tells you she is working on a story about your issue. She asks if you have any good stories that you can share for her article. Off the top of your head, it may be difficult to come up with compelling stories. If the reporter is on deadline, and it takes you a few days to reach out to your network of contacts to find appropriate stories, you may miss the opportunity to be part of the article.

If, however, you are collecting stories all the time and depositing them into a story bank, you’ll be poised to search through your collection and “withdraw” the best stories to answer a reporter’s query.


Step by Step: Creating a Storybank

Decide what kinds of stories you’d like to collect. Before you begin to collect stories, think about what kinds of stories would be most useful to you and to the reporters you work with. Ideally, your storybank will include a broad swath of different kinds of stories – involving diverse people, different types of problems and varying outcomes. 

Select your storybanking system. Decide whether you will collect your stories on paper and store them in a file folder, or collect them electronically and store them on your hard drive or in an online database. Whatever system you choose, make sure it will be easy for you to use and that you will have the resources necessary to maintain it.
Create a story collection form. Once you know what kinds of stories you are looking for, take some time to develop a form to ensure that you obtain the same kind of information for each story. The form might be an online form accessible via a Web link, or a Microsoft Word document that can be emailed or faxed to your network of contacts. (A sample story collection form for a paper-based storybank is included at the end of this document.)
Your form will likely include contact information for someone who can tell the story such as their name, organization, address, phone number, fax number and email address. Your form can then include room for a story title and the story itself. It’s a good idea to include space for the date a story was submitted. 

It’s a good idea to include some release options on the form. Have a box for contributors to check if they agree that you may release their story to the media and use it in communications materials. Also ask if it’s all right to share their contact information with the media. If you decide to leave these options off the form, keep in mind that you will need to check in with the contributor later on if you want to offer their story to a reporter, or include it in a publication.

Disseminate the story form to your network of contacts. Mail or email your story form (or a link to it) to allies, coalition members and any other people that you work with on your issues. Encourage your contacts to forward the story form to others they know that have stories to tell. If you have a newsletter or a Web site, be sure to publicize your storybanking efforts in those places. 

Check into the stories that you receive. Before you add a story submission to your database, it’s a good idea to verify it. You want to be sure it is accurate, and also find out whether the contact person will be a credible spokesperson for media interviews. Talk with the story contributor to confirm and add key details. Check in again to be sure they are willing to talk with the press and/or have their story used in written materials. Once you’ve confirmed that the story is accurate, you can add it to your database.


Make the Most of Your Storybank

Keeping current. Stories that are more than a year old lose their media appeal, and the circumstances of a particular story may change. Make it a policy to update stories once or twice a year. Get in touch with the contact person and ask if the situation has changed. Update the story in your database or filing system, and add a note about the date it was updated. If you’re considering releasing a story to a reporter and it hasn’t been updated in several months, think about updating it before you release it, or at least let the reporter know that the story was current as of a specific date.

Using the stories in media outreach. When you are talking with reporters, you can mention that you are developing a storybank. As your storybank grows, and reporters call with queries, try to be as responsive as you can. Find out what they are looking for, and search through the stories that you have collected. If you find that you don’t have what they need, offer the reporter some alternative contacts. Finally, make a note of what stories you share with reporters. It’s not a good idea to share the same story with multiple reporters from competing news outlets in the same market.

Sample Story Collection Form

The Child Health Organization is building a database of stories about the positive impact of Medicaid and SCHIP on children and families. Stories about the experiences of real people can help to illustrate the benefits of these complex policies. Please circulate this form among your colleagues, members and allies, as well as to families that you work with that participate in the Medicaid program.
Stories collected may ultimately be shared with reporters or policymakers, or featured on our Web site. No story will be shared, however, without the express permission of the person submitting it and, when relevant, the person featured in it.

Tell Us About Yourself

Name
______________________________________________________________________________________
Address _____________________________________________________________________________________
Phone _______________________________  Email _________________________________________________
What is your profession?  ______________________________________________________________________

Do you participate in the Medicaid program?     Yes    or    No
May we feature your story on our Web site?     Yes    or    No

May we release this story to policymakers?     Yes    or    No
May we release this story to the media?     Yes    or    No

Are you willing to talk to the media about this story?     Yes    or    No

If Yes, do you prefer to be contacted by phone or email? ____________________________________________
Tell Us Your Story

Please write your story in the space provided. If you prefer to type your story, or your story is too long to fit in the space provided, feel free to attach it to this form.


Mail or Fax Your Story to:

Name
Organization
Address
City, State Zip
Fax (XXX) XXX-XXXX
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** LETTERHEAD **





Intro Paragraph


Start with a clear, compelling hook.


State the main argument of your op-ed.








Supporting Points


Use key facts and powerful statistics to support your argument.


Illustrate your argument with a compelling personal story or real-life example.


Focus on supporting your main point thoroughly. 
































Final Paragraph


Recap your main point.





Include a call to action.











�Include both office and after-hours phone numbers.


�Let them know right at the beginning the date and time of your event.


�The headline should be no more than 12 words. Use bold font, 2-3 points larger than body text.


�The sub-headline (or deck) should be no more than 15 words. Use bold font, 1 point larger than body text.


�This quote is optional – include it only if it will help you convince a reporter to attend.


�These marks indicate that the advisory has ended.


�This is called the boilerplate, and it is where you �include standard information about your organization.


�This sample story would be tailored based on Roadmap to Health’s grantees.





1800 M Street NW ● Suite 300 North ● Washington, DC 20036 ● tel 202-293-6200 ● fax 202-293-6201● www.spitfirestrategies.com
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