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A well constructed list of media contacts is one of
your most important tools in gaining media cover-
age. Even if you have a great story, without a reqgistry
of journalists interested in telling it, that story won't
reach your target audience.

An up-to-date media contacts registry takes some
resources to assemble, but it will save you time in the
long run by ensuring that when you are ready to en-
gage with the media you'll know which journalists to
contact and how to interest them in your issue. Put-
ting the work in early to create this list will allow you
to know immediately where to pitch your story when
you're ready to engage the media in your campaign.

For groups working in a partnership or coalition, main-
taining a media contact registry is especially useful be-
cause it provides access to the range of media relation-
ships held by all the organizations involved. The media
contact registry will identify which organization is the
primary contact for each journalist, editor or media
outlet. This can help the organizations present a united
message to the media and ensure consistency in the
‘pitch’ to journalists. It also provides opportunities for
each of those organizations to continue to foster strong
relationships with the media and know that other coali-
tion groups will not endanger these relationships.

Finally, having a well maintained media contacts reg-
istry at your fingertips can help you save time in the
midst of a busy campaign. It also helps you create an
institutional memory that is less affected by staff turn-
over, so if a media staff leaves your organization they
do not take those contacts with them; they are kept
within the organization. As a result, when new staff
members come on board, they will immediately know
who to contact and what their interest is in the issue.

Developing your media contacts registry isn't dif-
ficult or expensive, but it does require some plan-
ning. ldeally, your list should be based on the me-
dia mapping exercise you've already completed. If
you've completed this mapping, you'll already have a
comprehensive list of media channels, based on the
newspapers, radio and television stations, and online
publications that your target audiences access most

often. If you have limited resources then knowing
which specific journalists to reach out to will ensure
you maximize your media advocacy impact.

Once you have compiled a list of channels, you can
begin to identify the individuals who might be in-
terested in your issue. It's helpful to identify both
journalists and editors, as editors will often decide
that a story is a priority and then assign a particular
journalist to cover it. You can identify journalists a
number of ways. These include:

Monitoring the media to identify which journalists
are covering stories and issues similar to yours

Observing which journalists attend press confer-
ences and events on similar issues. If you see jour-
nalists at an event, introducing yourself to them is
a great way to create a personal connection and
gather contact information for your registry

Contact the media outlet directly and ask which
editor and journalists cover your issue. An area
of coverage - like sports, health or traffic - is
often called a “beat.” However, journalists often
branch out into other areas as well

If you're working with a coalition, you'll want to iden-
tify whether any of the organizations involved al-
ready has an existing relationship with a journalist
or editor. That information should be included in the
registry so that organization makes the “pitch” when
you're ready to seek coverage for your story.

HELPFUL HINTS: Knowing a journalist or editor’s
level of interest and awareness about your issue
- whether positive or negative - can help you gain
coverage. For instance, if a journalist has previously
covered road safety stories that affect children, then
you should indicate this in the registry. Similarly if a
journalist or newspaper has taken a strong negative
position on the new road safety law you are support-
ing, then you need to consider whether it is worth
taking the time to engage them. Knowing a reporter’s
interests can also help you find the right “angle” for
your story. For example, if a reporter is interested in
economic issues, your pitch might focus on the ef-
fect of road crashes on GDP. Similarly, if your regis-
try tells you that a journalist is interested in human
interest - or personal - stories, you can lead with
the story of an individual impacted by a road crash.
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Global Road Safety Partnership
Route de Pré-Bois 1

1214 Vernier

Geneva

Switzerland

Tel: +41(0)22 730 4423
Fax: +4122 733 0395
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For more information about
how to join the Global Road
Safety Partnership please
visit our website
www.grsproadsafety.org

o Together We tan

Save millions
of Lives.
GLOBAL The Global Road Safety Partnership is hosted by:
ROAD SAFETY + C International Federation
PARTNERSHIP of Red Cross and Red Crescent Societies




