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1. Introduction

Victorian Women with Disabilities Network (VWDN) seeks to effectively use the media to enhance organisational goals.  Media coverage in newspapers, television, radio, magazines, newsletters and the internet is one way to raise the profile and credibility of the organisation.  Positive media coverage can be used as a tool to gain interest and support from members, the public, philanthropists, peak bodies and governments on key issues.  It can highlight issues and bring the objectives and achievements of the organisation into the public arena, influence opinion and be a catalyst for debate and change.
2. Purpose

This policy sets out the framework for achieving an effective working relationship with the media, in order to maximise organisational objectives.  
3. Policy
Items 3.1 to 3.3 below are outlined in the Victorian Women with Disabilities Network Board Policies October 2007, Marketing and Relationships.
3.1. A regular program of media liaison is deemed important in order to increases the profile of VWDN and the issues it is pursuing.
3.2. The Chair speaks on behalf of the Board and acts as the spokesperson on policy and other issues as deemed appropriate by the Chair and in consultation with the Executive Officer.  If the Chair is unavailable, the Deputy Chair or a delegated Director acts as a spokesperson.
3.3. The Executive Officer speaks on behalf of organisational matters and issues delegated to her by the Chair.

3.4. VWDN will never knowingly mislead the public, media, members or staff on an issues or news story.
3.5. VWDN will promote openness and accessibility in our dealings with the media, whilst complying with the law and maintaining confidentiality when appropriate.

3.6. Communications with the media will be in plain English, without jargon.  Refer to Attachment B – Tips for Writing a Media Release for more information.
3.7. Media releases shall be prepared and disseminated with consideration to VWDN’s Access and Equity Policy.
3.8. Staff, board members, members and volunteers and other stakeholders are encouraged to deliver public presentations that discuss VWDN’s work and its goals, provided that they make it clear where such presentations are or are not authorised by VWDN.

3.9. Staff, board members, members and volunteers must observe VWDN’s Privacy Policy and maintain confidentiality relating to members records and the organisations intellectual property.

3.10. In dealing with the media, staff, board members, members and volunteers should be conscious that as representatives of VWDN, they should avoid making comments or participating in photo opportunities that may damage the reputation of the organisation.

3.11. Filming or taping on VWDN property or of VWDN proceedings by the media is subject to prior permission of the Executive Officer.

3.12. Staff, board members, members and volunteers must provide consent to use their photo, or to be filmed, prior to public release, dissemination to the media or publishing on in the internet.  
3.13. VWDN will maintain and regularly update a media contacts database in order to proactively and effectively use the media.

3.14. VWDN will collaborate with its partners as appropriate to gain broader media coverage and provide balanced and expert commentary.

3.15. VWDN will provide media training to Board and staff as appropriate.

3.16. Requests from media wishing to obtain background material including research and statistics, will be handled in the usual way by the Information and Administration Officer.

3.17. Where media queries involve requests for information that will require substantial staff work to produce, the request must be approved by the Executive Officer.

3.18. VWDN reserves the right to withhold sensitive information, including details of commercial transactions, government negotiations or organisational intellectual property.  

3.19. If any unauthorised releases of confidential information do occur, an investigation will take place to establish who was responsible and appropriate action will be taken.

3.20. VWDN may engage a media consultant as appropriate for assistance with media and communications issues, particularly if managing a media crisis, for example media exposure that reflects negatively on VWDN.

4. Procedures
4.1. Media Requests for Commentary

4.1.1. Requests from the media to provide commentary on a relevant topic shall be directed to the Executive Officer in the first instance.

4.1.2. The Executive Officer will then determine what action is required and prepare background information, key messages, content for interview or media release as appropriate.

4.1.3. If appropriate, the Executive Officer may contact a partner organisation for comment or alert them to the media opportunity.

4.1.4. The Executive Officer will notify the Chair if required for interview or comment.

4.1.5. The Executive Officer will notify staff of the outcome.

4.2. Media Requests for Background Information

4.2.1. The Information and Administration Officer will handle requests for background information, including research and statistics in the usual way.

4.2.2. Where possible, the Information and Administration Officer shall obtain the details of the journalist and add them to the media contact database.

4.3. Preparing a Media Release

4.3.1. Media releases should be prepared using the Guidelines at Attachment B – Tips for Writing a Media Release.
4.3.2. All media releases must be approved by the Chair of the Board prior to release.

4.3.3. Media releases should be circulated to staff and relevant program partners if appropriate, prior to its release.  Staff should also be made aware of any sensitive information relating to the release should they be approached to comment.

4.3.4. Media releases should be forwarded to journalists listed in the media contacts list, selected newspapers, radio, television and websites to obtain maximum coverage.  

4.3.5. Photos accompanying the media release should be arranged whenever possible.  A consent form must be completed by the people in the photo prior to its release.  Refer Attachment C.

4.3.6. Media release and photos should be uploaded to the VWDN website and included in communications with members.

4.4. Media Conferences and Events
4.4.1. Media events should be arranged with consideration to VWDN Access and Equity Policy to ensure accessibility and communication needs for people with a disability are met.
4.4.2. Members and volunteers will be invited to attend media conferences, events and launches as appropriate.

4.4.3. Interviews and photos taken at media conferences, events and launches should be taken in front of VWDN signage with logo (for example, a media banner) to maximise marketing opportunities, where possible.
4.4.4. Media conferences and events will be listed on the VWDN website.

4.5. Media Contacts Database (do you have this established already?)
4.5.1. The media contacts database shall be updated regularly by the Information and Administration Officer.

4.5.2. Media contacts obtained by staff members, board members and volunteers should be forwarded to the Information and Administration Officer for inclusion in the database.

4.6. Media Crisis

4.6.1. A media crisis may occur if the organisation or its representatives make a mistake, exercise an error of judgement or there is political controversy on an issue relevant to VWDN.  
4.6.2. Immediate action, including development of a communications plan if required, will be taken to prevent and minimise risk to the organisations reputation and sustainability.
4.6.3. A plan to manage a media crisis will be developed and implemented with consideration to the procedures in Attachment A – Managing a Media Crisis.
4.6.4. A media or communications expert may be appointed to gain advice if faced with a media crisis.

5. Responsibilities

It is the responsibility of the Chair of the Board to act as the media spokesperson on policy and other issues.  
It is the responsibility of the Executive Officer, or her delegate, to ensure the Chair is adequately briefed on the issue, and to provide background information prior to a media conference or media interview.

It is the responsibility of all staff, board members and volunteers to ensure that effective media relations are maintained in order to achieve the aims of the organisation. 
6. Related Documents
· Attachment A – Media Crisis Guidelines
· Attachment B – Tips for Writing a Media Release

· Attachment C – Media/Photo Consent Form 
· Victorian Women with Disabilities Network Board Policies October 2007, Marketing and Relationships
· Access and Equity Policy

· Copyright and Intellectual Property Policy
· Privacy Policy
7. Dissemination

This policy shall be provided to staff and volunteers as part of their induction process.
8. Acknowledgment

· Our Community website

· Women’s Health Victoria Media Policy
9. Authorisation
Signed by Keran Howe, Executive Officer

Date:
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Media Policy
Attachment A – Media Crisis Guidelines
These Guidelines have been taken from the Our Community website.

Tips on handling the media through a crisis

· Acknowledge there is a crisis. 
If you can't acknowledge there's a problem, how can you find a solution?  By recognising early on that you actually have a crisis on your hands, gives you more of a chance of handling it successfully and rectifying it quickly. The sooner you take action, the better your chances of coming out with your reputation intact.

· Decide who will be your group's spokesman or public face. 

Where possible ensure it is the highest-ranking person in your group who has the important mix of authority and access to all the latest information.
You also need to have someone who is accessible and readily available to answer the media's questions. Your group needs to stay on top of a crisis, not create a vacuum where yours is the only voice not being heard.

· Stay calm. 
It's important you stay calm under pressure, if you can't swap places with someone who can. Anger makes good copy for newspapers and great footage for television but it can spell disaster for your group.
Remember, you have developed a crisis communications plan for this very reason – so stick to it and you can remain calm. 

· Address your "real" audience through the media. 
The media may be chasing you for a comment, but it's the public – the general public as well as your members, donors, volunteers, helpers, supporters and stakeholders that you want to address and have hear your side of the story.
Remember you are not speaking to just the media, they are a conduit to the wider public. So speak constructively, positively and frame your responses with the real audience in mind.

· Make first impressions count. 
First impressions count both the public and the media and are vital in getting your message across. If you are honest, sincere, open, committed to resolving the issue and project a positive attitude it will go a long way to dispelling any negative or preconceived notions about your group.

· Work out what you can legally release. 
If there are legal issues that come into play, be aware of where the line is drawn on what you can say and don't step over it. 
Also be aware that many legal advisers will advise you to say nothing at all – that advice should be questioned, if not challenged. You have to publicly address the issue; it is only the manner or amount of information that is up for discussion.

· Release as much as you can as quickly as you can. 
Linked to the last point is the need for your group to get as much information out into the public arena as quickly as possible.  

Your crisis communications plan should cover the procedure for quickly gathering accurate information about the issue at hand. 
Once you have the information, it is vital that it is passed on to your nominated spokesperson and communicated through the media. The more information you can release quickly, which accurately conveys your side of the story in context, the better. 
The sooner you respond and show that you are acting in a sincere, honest and reliable manner, the sooner your voice is listened to and trusted. 

· Say only what you know to be true. 
If you don't know the answer, don't guess at it.
Stick to confirmed information only and facts you know to be accurate and correct. If necessary, tell the reporters you don't know but will check it out and get back to them. 

· Avoid speculation or answering hypothetical questions. 
Often you are asked to speculate, even if it is in a subtle way, for example: "What will your group do if this is proven to be true?" 
Don't speculate - stick to the facts and what did happen, not what might have. You can fend questions off by saying things such as "I don't want to speculate on that" or "I would prefer not to deal in hypotheticals. What we do know is ….."
If you have to use these types of quotes repeatedly to fend off questions, that's fine, the assembled media will soon realise you are not going to speculate.

· Challenge information you know to be wrong. 
When dealing with information you know is wrong, challenge it strongly. If something is published that is incorrect let the media organisation know their information is wrong and let other organisations know also, so they don't repeat it.
This is particularly important if the problem revolves completely around a wrong or malicious story. To deal with unfounded allegations and emerge with your credibility and standing intact, it is crucial to act quickly to clarify your group's position on the matter.
Wrong "facts" left unchallenged are often more damaging than the truth.

· Speak in common, easily understood language. 
Avoid jargon. Speak so that people can actually understand the message you are trying to send them. 

· Show concern. 
As a community group, your main mission is to care for, service and support the community.  Because of this, it needs to be mindful of the feelings as well as the issues.

If something has happened that has caused injury or distress, show concern and show it publicly through word and deed.

· Ban the words "no comment". 
Repeating this phrase makes it sound like you know the answer but just do not wish to give it.
Phrases you can use instead include:

· "All I can say is ……." 

· "I can't provide that information until I have all the details …." 

· "I can't answer that until I have a full report." 

· "I am happy to try and answer those questions once I have spoken to the right people ……." 
· Don't bother blaming the media. 
Your first priority is to address the problem at hand, not to "shoot the messenger".
Certainly, if there is something wrong in the coverage, point it out and seek to have the record amended.  If it is a serious issue you want to be seen to be treating it seriously and dealing with it

· Consider bringing the media into your organisation. 
Hold frequent media briefings rather than have reporters camped on the nature strip.
It lets them show how you are dealing with the crisis and the difficulties and problems you face, that you are human and that you have nothing to hide.
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Attachment B – Tips for Writing a Media Release
These Guidelines have been taken from the Our Community website.

Preparation is vital when it comes to writing an effective, attractive and enticing media release.
The closer you get to a media release that not only grabs the attention of those in the newsroom but and needs little work to turn into a story - the better chance you'll have of seeing it run. 

Your preparation should include:

· Writing down all the major points relating to your story. In doing so, include information to get the media interested in your story, as well as the information the public needs to know. 

· Placing your points in descending order from most important to least important. Do the first few points clearly explain the basics of your group's story, and are they attractive to the media? 

· Finding an angle or a point of difference to makes your story more attractive. This is especially important if your community group is staging the same types of event or announcing the same types of news. 

An example of this is a group staging an annual festival. For the media release, they need to think about: 

What is it that is different about this year's event? Has it been revamped? Is it "bigger and better" than ever before? 

What is planned that makes it unique from the previous one, and the one before that? 

· Finding a human angle that makes the story warmer, or a "hook" that makes it more topical? Both of these points will make your media release (and your story) more attractive to the media. 

Once your group has prepared, it is time to write.

Writing Your Media Release

Grab them Early On – the Headline

It is vital when writing your group's media release to attract the journalist's interest right away. That is why the headline is so important.
You should put a bit of kick, and a bit of creativity, into the headline.
Use a famous name, a bad pun, an attractive turn of phrase, a big funding figure – just make sure the journalist reads on and doesn't instantly throw your release away. Half the battled is fought over the headline and opening paragraph.
Keep it short and in active voice: "Wildlife Rescued From Jackhammers" grabs attention better than "Kangaroos have been taken away from park under threat from developer."
Just under the headline you need to put down when the release date is. It is best practice to only send something out if it is For Immediate Release.
This doesn't mean that you only send out media releases immediately before your event or announcement – you can send out releases saying "The Big Day is Coming" – but you want the media to tell people now that it's still some way off. 
If you are providing a release so they can prepare a story ahead of the date you are making the announcement you need to say for example Strictly Embargoed. Not to be run before 6am on march 30, 2001

Telling the Story – The Body of the Release

Without doubt the first couple of paragraphs are the most important part of the release. 
If the headline has got the media interested, then you need to win them over entirely in the first couple of paragraphs.
Here are 10 tips to make sure your release "keeps 'em reading".

· Explain the WHO, WHAT, WHERE, WHEN, WHY and HOW of your story, and do it early on. 
If you can't do that then you might need to go back to the beginning and refine the message you are trying to tell. 

· List the points of interest you prepared earlier in descending order from the most interesting down. 

Use them as a basis for your release's structure. 

· Try to write the release in the way that you would like to see it reported. 

Make it easy for journalists to find the best parts of the release, and structure it so it reads similarly to how it would appear in the newspaper or newsreader's introduction. If it gets cut down to two paragraphs, it means the most important information survives. 

· Use clear, simple and economical language. 

This also means avoiding jargon and phrases which may not mean anything to the reader. The same with acronyms - unless you are talking about something that's well known. 

· Make your release active and upbeat. 

Keep the subject interesting – one way of doing this is by using quotes which make the release more human and also more relevant. 

Try and use quotes that add clarity or can sum up your release in a concise, lively manner. It also helps to put a face to your organisation. 

· Stick to the facts. 
Don't make outlandish claims that can't be backed up and don't oversell. 

· Highlight the benefits/achievements/positives. 

Explain how people will benefit from going to your event, donating to your cause, working on your project, etc. 

· Keep it short. 
Keep your release to a page or page and a half at most. In the end, if the reporter needs more information they can contact you. 

· Remember the vital details. 

Ensure that the location, the date, and the time of your event/announcement/media conference, etc. is included and highlighted. 

Also make sure your group's contact details are included – and have a spokesperson ready and willing to chat. 

· Check and re-check. 

Proof read your release, read it aloud and then have a friend or colleague do the same. 

You may find typos or other errors while doing so, or it could help you edit your release and make it sound more interesting. 
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Attachment C – Media/Photo Consent Form
Insert consent form here
Media
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