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The media and this kit

Public opinion does not exist in a vacuum. It is
shaped by the way in which information is accessed
or mediated. The power of the mainstream media in
shaping public attitudes is well documented.

At the same time, many members of culturally

and linguistically diverse (CaLD)' communities are
marginalised as they are not being given the opportunity
to have their say in the media. It is vital that these
communities are empowered to deal directly with the
media and make their voices heard.

Newspapers, radio stations, television and websites
offer a vast range of exciting opportunities for
organisations and community representatives who want
to engage with and influence public audiences.

Competition for media coverage is fierce. Everyone

is trying to find their way onto the evening’s TV news,
the breakfast radio programs and the morning’s
newspapers. Newsrooms receive hundreds of requests
for coverage every day.

Getting favourable media coverage takes patience,
persistence and practice. Community groups that
learn how the media works will have more success in
promoting their initiatives, drawing attention to issues
and needs in their community and gaining better
outcomes for their projects.

This kit will help you understand the media, and provide
you with practical information to access the media
successfully.

1 CalD: Culturally and linguistically diverse. Refers to the
wide range of cultural groups and individuals that make
up the Australian population. It includes groups and
individuals who differ according to religion, race, language
and ethnicity except those whose ancestry is Anglo-Saxon,
Anglo-Celtic, Aboriginal or Torres Strait Islander. For ease,
CalD is commonly used as an abbreviation for cultural and
linguistically diverse.
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About this kit

WHAT IS THE COMMUNITY MEDIA KIT?

The Community Media Kit is a resource that provides
tools for CaLD community members to improve the
quality of their media communications. The kit aims to
help organisations and groups gain greater coverage
for their messages, activities, events and issues. It is
intended to be a resource to help empower community
members to develop networks and gain confidence in
working with the media.

WHAT WILL YOU LEARN?

The Community Media Kit will teach you about the
different types of media in Western Australia, what kind
of information the media are interested in, and how to
get news about your group into print, on the radio, on
television and online.

HOW DO YOU USE THE COMMUNITY MEDIA KIT?

The Community Media Kit is designed as a workbook
for individuals or groups to use when they are planning
an event or are seeking publicity for an event or issue.
You can read it cover-to-cover or simply turn to some of

our easy-to-use checklists or media release samples.
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More information

For more information please contact:

OFFICE OF MULTICULTURAL INTERESTS
Department of Local Government

GPO Box R1250 PERTH WA 6844

Phone: (08) 6551 8700 Fax: (08) 6552 1555
Email: harmony@omi.wa.gov.au

Website: www.omi.wa.gov.au




Did you know?

Western Australia is a multicultural society, with
members coming from a rich heritage of cultural

traditions and histories. Such cultural diversity brings

with it many and varied benéefits. It also brings many

challenges that are often reported in the media.

Journalists like facts and figures. Find out statistics

relating to your community and use them when you talk

to journalists.

Some interesting facts about WA taken from the 2006

Census:

B Western Australia is the most culturally diverse State

in Australia with more than half a million people

(531,743) or just over a quarter of the population (27

per cent) who were born overseas

people from more than 200 different countries live
work and study in WA

nearly four in 10 of WA's overseas born were born in
the United Kingdom (208,382), while New Zealand

)

(47300), South Africa (22,050), ltaly (20,934) and
Malaysia (19,721) make up the top five countries of birth

almost half of the State’s usual residents indicated
they had an ancestry other than Australian

residents who spoke a language other than English

at home (223,166 persons) accounted for 11.4 per cent

of the Western Australian population. Nationally, more

than three million people (16 per cent of all Australians)
speak a language other than English at home

the most common languages spoken at home,

other than English, are: Italian (32,897), Mandarin
(16,557), Cantonese (16,049) and Vietnamese (13,243).
Nationally, the most common are ltalian and Greek,
while Mandarin is the fastest growing

in WA, 100 religious faiths are practised. Fifty-nine

per cent of the population (11 million) identify with
Christianity, followed by Buddhism at 1.7 per cent
(34,000), and Islam at 1.2 per cent (24,185). The fastest
growing religion is Hinduism (up from 3154 to 8154).

Top ten countries of birth
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Source: Australian Bureau of Statistics 2006
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Media today

When we talk about the media, we generally mean
newspapers, the radio and television. Most often we
mean the news and information programs on these
media outlets, not the entertainment programs.
Increasingly, Australians are also turning to the
internet to access their news and information.
Internet news is often called ‘new media’.

New media also includes social media such as
Facebook, Twitter, online forums, podcasts and
blogging.

PRINT

WA has one major daily newspaper, The West
Australian, a statewide Sunday paper, The Sunday
Times, and many suburban and country newspapers.

A list of WA media contacts is provided at the end of
this kit. Newspapers written in other languages also
feature prominently, such as Il Globo and The Australian
Chinese Times, which are well recognised national
newspapers.

RADIO

WA has several commercial radio networks delivering
news and talk back. In Perth, they include 6PR 882AM,
Nova 93.7FM, 96.1FM, 92.9FM and Mix 94.5FM. The
national broadcaster, the Australian Broadcasting
Corporation (ABC), runs a station in Perth, 720AM, and
a number of local radio stations across the State. It
also broadcasts national programs on Radio National,
810AM, which you can hear in WA. There is a national
multicultural radio station, SBS, and a local multicultural
community radio station, 6EBA. They broadcast in many
different languages.

TELEVISION

WA has five commercial television stations—Channels
7,9, Ten and regional networks WIN and GWN. Public
broadcasters include the ABC and SBS, the national
multicultural broadcaster, and they provide local and
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national television. The introduction of Digital TV has
provided many other channels.
For full details visit www.freeview.com.au

All these media organisations have websites, which
they update regularly with daily news. Journalists often
use websites when researching their articles.

ONLINE

Most organisations and groups now provide information
on the World Wide Web.

MAINSTREAM MEDIA

This includes all the major television, radio, online and
print media, which have large audiences and cover
the ‘big’ news stories. Mainstream media can pick and
choose what they want to report, because they cover
a large area, for example the whole State or country,
where many things happen. Their stories are generally
critical and questioning.

COMMUNITY AND REGIONAL MEDIA

This media focuses on smaller areas, so they have
fewer stories to choose from, and tend to cover more
‘good news’ stories. They are more likely to report on
news and events happening in the area they cover.
For example, the Fremantle Herald reports stories

in Fremantle, Hilton, Beaconsfield and O’Connor.
Community and regional media tend to like ‘human
interest’ stories.

ETHNIC MEDIA

This media has a very specific audience focused

on members of their ethnic group, for example, The
Australian Chinese Times covers stories considered
relevant to the Chinese-Australian community.




What determines news coverage?

Journalists decide if they will cover a story based on
its interest and importance to the audience. These
criteria include:

B Public importance: The media are interested in
things that affect people in their local community.
If something important happens to a Western
Australian, no matter where they are in the world, it
will be reported on.

B Changes to the status quo: Happenings or events
that substantially change the way Western Australians
think and behave.

B Human interest: Stories about people that cause a
strong reaction, such as tears, laughter, shock, anger,
disbelief, etc.

@ Timely: A topic or event that is happening now and
gets a large number of people talking about it.

O Entertainment: Stories that are humorous,

controversial, unusual or linked to a celebrity.

What is newsworthy?

News, basically, is anything that is new,
unusual or interesting. News must be current
and should not be out-of-date. It has to interest
and inform readers, listeners or viewers.

The media particularly likes stories about
overcoming adversity or battling the odds, or
unusual stories.

But remember, news outlets do not generally
provide free publicity, no matter how worthy the
cause.

To maximise your effectiveness, you must shape
your message to the newspaper section or radio/
television program that best targets the audience

you want to reach.

/

Journalists need an ‘angle’

An ‘angle’ is something that makes the story unique. It
may be positive, negative or even political.

Journalists like to be told about stories that are
happening in their communities. You can telephone them,
send them an email or simply talk to them face-to-face.

Journalists are often interested in covering the local
ethnic or Indigenous community’s reaction to an event
in another part of Australia.

The news ‘angle’ or uniqueness is what makes your
group or event worthy of media coverage.

For example:

@ What's new?

What's different?

How does your group solve a common problem?

How does your group relate to a current trend?

Why is it newsworthy?

TIP: Is it Newsworthy?

To test if your story is
newsworthy, ask yourself,
would a person you didn’t know
be interested?

COMMUNITY MEDIA KIT




Getting media attention

4 )

How can media coverage
help your organisation?

By getting your message in the media, you can:

promote positive stories
draw attention to an issue
get people thinking

stimulate constructive debate
provoke interest

make decision-makers aware of an issue

promote change.

N /

1. KEEP THE MESSAGE SIMPLE

Before you talk to the media, you need to determine
what your ‘key’ (most important) message is, and how

it relates to your organisation or community. Describe
your key message in one sentence. Focus on one issue
only, and use facts if you can, for example, ‘Three in five
African refugees can’t find accommodation in Perth’.

Don’t use jargon. Don’t use technical words or words
that only make sense to your group or industry,
because few people outside your area are likely to

know what you mean.

2. YOU NEED A GOOD MEDIA RELEASE

A media release is a one-page document that tells the
media what is happening. The most important thing is
to use an interesting headline, and write an attention-
grabbing opening paragraph that makes the reader
want to know more. Include five or six paragraphs that
cover the ‘who, what, when, where, why and how’. Use
quotes, especially by well-known spokespeople. It
should be written just like a news story you would read
in the newspaper. See page 13-17.
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PLAN A MEDIA CONFERENCE, LAUNCH OR EVENT

Media conferences or staged media events will only
work well if a lot of media are likely to be interested

in the story or if there is a major event happening. It is
important to hold your media event at the right time to
suit news deadlines, so your story has the best chance
of getting coverage. The best times to organise a
media event are mid-morning during the week, such as
10am on Tuesdays, Wednesdays or Thursdays. Do not
hold a media event after 3pm as production deadlines,
particularly for television, will mean your event is
unlikely to get coverage. It is vital to ensure the venue
is appropriate for the story (for example, at the site of
interest, together with a view of something happening).

3. KEEP THE STORIES LOCAL

The key to regular coverage in the media is to present
stories with a local angle. Even though there may be a
national or international link, it is still important to relate
the story back to a local place, person or issue.

TIP: Think in ‘headlines’.

If the main point of your message
cannot be expressed in a few words

(maybe a sentence) it is unlikely to

be successful. This is true for radio,
television and print.




Getting media attention

4. A GOOD SPOKESPERSON IS ESSENTIAL

Choose one person in your organisation or community
as a media spokesperson. This is usually someone

who is confident, informative, personable and easily
understood. It is a considerable advantage to nominate
and prepare more than one person in your organisation
for this role. The spokespersons should be able to
express themselves clearly in front of a camera or on
the radio and would need to be available at short notice
to respond to media enquiries.

5. DO YOUR RESEARCH

Journalists love facts, figures and statistics, but they
need to be from credible and reliable sources. Try to
provide journalists with information that validates your
story, or tell them where they can find the information,
such as the Australian Bureau of Statistics. You must
have first-hand information that journalists can trust, not

second-hand information.

TIP: Provide
pronunciation.

Particularly for names that

are easily mispronounced,

for example Aung San Suu Ky
(PRON: Oowng Sung Sue Chee)

6. APPEAL TO PEOPLE’S EMOTIONS

Stories that create a reaction are the most powerful, for
instance, stories about triumph over adversity or pride
in achievement.

7. USE A CONSISTENT SLOGAN AND LOGO

If you are intending to campaign over an extended
period of time, a consistent slogan and logo will assist
in making your campaign instantly recognisable.

8. BE POSITIVE

Offer practical solutions to problems. Constant criticism
or writing only about negative issues could lead to a
lack of support for your organisation or community.

Often the media report on an issue in a negative way.
Try to change this by highlighting the positive aspects
of the story. For example, some ethnic groups have
been accused of maintaining their cultural traditions at
the expense of integrating into Australian society. This
‘problem’ could be redefined as an advantage. Western
Australian business people of Lebanese background,
for example, could be seen as using their language
and cultural understanding to Australia’s advantage, by
establishing trade links with the Middle East.

9. MAKE A GOOD IMPRESSION

It is a good idea to phone the media outlet to tell them
that you have a story that may interest them. Make

sure you can describe your story in a sentence or two.
When you speak to the journalist, do not use the words
‘promote’ or ‘advertise’ as they will think you are trying
to get free publicity and that you don’t have a real story.

Try to give the journalist a few days’ notice.

COMMUNITY MEDIA KIT




Getting media attention

Do not take offence if journalists seem rude or short.
When they are on a deadline, they may not be able to
spend time talking with you, but if you have a story that
sparks their interest, they will get back to you.

When you are contacting radio or television, speak

to the producer of a show, not to the on-air host. For
newspapers you can contact a reporter directly or the
chief of staff (rather than the editor).

10. DEVELOP RELATIONSHIPS OVER TIME

Start with local newspapers as they are most likely to
cover your stories. Develop relationships with local
journalists, especially those who write or broadcast
stories frequently on the area that relates to you. As you
gain experience with the media, start making contact
with statewide and even national newspapers and

websites, and radio and television stations.

TIP:

Never send in handwritten
messages, always

forward neat typewritten

information.
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1. CHOOSE WELL

Think about which media are most likely to cover your
story, and target them. Keep in mind their audience and
style. Newspapers suit longer stories, which can be
provided in written form. Radio is great when you have
a good speaker and sounds, but no vision. Television
needs good vision of something happening and an
articulate spokesperson.

12. DELIVERY

Consider using the local free press to gain publicity.
Newspaper and radio adverts can be expensive,

but entries to the ‘What's on’ column or community
announcements radio slot are usually free and open to
anyone. If you are emailing your media release, put the
text in the body of your email; avoid using attachments
unless you are sending photos. Journalists often do not
open emails if there is an attachment, as they have very
little time.

Use an attention-grabbing headline in the email subject
field, to make the journalist want to know more.

13. EXPLAIN CULTURAL AND RELIGIOUS
SENSITIVITIES

If you want the media to be aware of any cultural and
religious sensitivity, you need to tell them what they
are. For example, if you want the media to remove
their shoes in the mosque, cover their heads in the
synagogue, or avoid eye contact with members of your
community, then you need to tell them. Most members
of the media will be happy to comply, as long as you let

them know the protocols.




Media decision tree

Do | have

a story with Contact maior Do | have great
significant impact? VT njwedia action activity? Contact TV stations
(which will affect (for sound and vision)

lots of people)

Do | have

Does my story

have a strong Contact local newspaper, a good speaker who e

community radio can touch people’s
local angle? .
emotions?
/ May be best suited
to organisational newsletter Contact newspaper

or website
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Common mistakes

Have you made these mistakes?

Got the timing wrong? If you are planning an event,
let the media know in advance. Remind them the day
before the event, and again on the day of the event, if
necessary. If you want the media to come, do not hold
your event after 3pm because they will have already
collected all their stories for the day.

Taken too long to respond? News outlets work to quick
deadlines. If you cannot respond within the day—and
even the hour—to a journalist’s request, it may be too
late. Always ask when the journalist’s deadline is. Then
you can take some time to consider if, and how, you
want to respond, and then call them back.

Here is a general guide to deadlines for each media:

8 Community newspaper: weekly; most are 12 noon on
Thursdays

@ Mainstream newspaper: daily, mid afternoon at latest
@ Local radio: hourly

@ Online: hourly

@ Television: daily, by 3pm.

Spoken to the wrong person? If you do not know the
name of the journalist who covers stories like yours,
here’s who to ask for:

@ Community newspaper: editor

B Mainstream newspaper: chief of staff
@ Local radio: producer

@ Online: online editor

@ Television: executive producer.

COMMUNITY MEDIA KIT

Been boring and bland? Are you trying to give the
same message every year? Think of something new.

Overdone things? Journalists have short deadlines and
receive many media releases and phone calls every
day. Only write a media release or make a call when
you have an important issue or event. If you write too
many releases, the media will grow tired of hearing from
you and ignore your communications. Similarly, keep
your conversation with the media short and focused.

The French have a saying, ‘don’t tell me your life story’,
meaning that you need to get to the point quickly.

Assumed a level of knowledge about diverse
cultures and religions? The media have varying levels
of knowledge about culturally and linguistically diverse
communities. Provide them with information to better

understand your culture, religion or community.

Given a lecture? The media will stop listening straight
away if they think you are telling them what to do.
Never tell a journalist how to report their story.

Exaggerated your story? If you are seen to
misrepresent the importance of something, you risk
losing the media’s interest now, and in the future.

Been aggressive? It's a bad idea to be rude, aggressive
or provocative towards the media because of stories
that have been reported in the past, or because you
don’t like the journalist. It could result in a negative
report.

1"




Creating a story

If nothing ‘new’ is happening and you want to get
coverage in the media, you could:

O Make an analysis or prediction: If you have access

to reliable research or data make an analysis or
prediction and release it to news outlets.

Use an existing report or issue of your own: You
might be able to use facts, research and statistics
from an existing report or write a report based on your
own research; for example, the socioeconomic status
of Sudanese refugees five years after settlement.
Obviously, your research must be credible.

Conduct a poll or survey: If your organisation or
group has the resources, you could conduct a poll or
a survey of its members, or of the general community,
asking questions about a particular issue.

TIP: Keep perspective

The presentation of a cheque
to your organisation may be
important to your group, but is
highly unlikely to attract media
interest, unless it is a very large
amount ($1 million or more).

B Establish and present an award: It could be for

good reporting in the area of multicultural interests, or
a community award for the best example of ‘living in
harmony’ in your local suburb. Make sure you tell the

award winner’s story.

Celebrate an anniversary: Think about writing

short articles about a specific event your group will

be involved in, and plan in advance for any special
weeks (for example, an anniversary of a National Day).

Arrange a forum for people to tell their stories:
Human interest stories have strong news value. People
who have had unique and diverse life experiences
and are prepared to share them—whether through

art, writing or public presentations—provide further
opportunities to generate public attention.

Announce an appointment: Your group’s new
president or entire new board may well be
newsworthy, even if it is just to the local paper.

Hold a debate: Gather people with differing
viewpoints and have them debate a particular issue
of community concern.

Create a website: Then tell the media you have done
it. Make sure it includes your group’s contact details.

Distribute your newsletter: If you have a newsletter in
English, include media outlets or specific journalists
on your mailing list.
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Media releases

This section contains some tips on writing media
releases and a template for your organisation to
follow. It also contains samples of three types of
media release.

Which media release should | use?
1. TO PROMOTE AN EVENT

This style of release is sent before the event, and gives
detailed information. It can be embargoed (held back) so
that journalists can write their stories in advance but not
broadcast or publish them until the time of your event.

An embargo tells the journalist when they are allowed
to broadcast the information. You must make the

date and time that your story can be released very
clear. If, for example, you want the story to run on

13 May, it is best to set the embargo to 12 May 12am
midnight, so that newspapers can print the story in the
morning paper. If you set the embargo at 6am, only
radio, television and online media can use the story.
Journalists should not break an embargo but there is no
legal requirement that they abide by the request.

The media release should include details on what the
story is, who is involved, where it is happening, and
why and how you are doing it, as well as background
information on the event. Write it in the style of a
newspaper article, with the most important point first.
Remember to include a contact name and phone
number.

See Example 1—Media release to promote an event

2. BASED AROUND AN ISSUE

This style of media release should also be written in the
style of a newspaper article, but it should also include
a strong ‘news angle’. This could be, for example,
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a reaction to a study or comments on a current
news story. Make sure you include the ‘who, what,
when, where, why and how’, as well as background
information and a contact name and phone number.

See Example 2—Media release about an issue

3. A MEDIA ALERT

This is an optional tool, which is often used in

addition to a media release to promote an event or
announcement (sample 1, above) to alert or remind
journalists about something that is happening. The alert
gives brief information only and should answer the
questions ‘who, what, when, where, why and how’. It
should also include contact details for a spokesperson
or organiser. Alerts are sent a week to one day before
your event and may attract phone calls from radio and
television stations wanting an earlier interview.

See Example 3—Media alert

TIP:

Remember to include
after-hours or mobile

phone numbers.
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Media releases
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Example 1: Media release to promote an event

MEDIA RELEASE
Tuesday 1 November 2011

A CELEBRATION OF INDIAN CULTURE

Fun activities for the whole family that showcase Indian culture will be held at Murdoch University as part of the
annual Deepavali Festival of Lights celebration on Sunday 6 November.

The celebration will be held at the university’s Bush Court and will run from 11am to 3pm.

Highlights of the day will include dance performances, clothing and craft stalls and delicious Indian cuisine. Children
will be entertained by face painting, a magician’s show and fun rides.

Entry is free to this alcohol-free event and parking is available in the university car parks.

The event is hosted by the Forum of South Indian Associations, which comprises the Western Australia Telugu
Association, the Tamil Association of Western Australia, the Western Australia Kannada Sangha, and the Malayalee
Association of Western Australia.

The eventis supported by the Office of Multicultural Interests and the City of Melville.
For further information, please see www.deepavalifestivalperth.com.au or phone Xxxx Xxxx.
ends

Media Contact: xxxxx xxxxxx on ph: XxXxx XxxXx.
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Media releases

Example 2 : Media release about an issue

MEDIA RELEASE Embargoed until 5am 30 August
Monday 29 August 2011

SERVICE RECONNECTS RELATIVES SEPARATED BY CONFLICT AND DISASTER

For years Isha Munya had no idea where her mother and eldest daughter were, after civil war in Somalia tore the family
apart. But after more than a decade of uncertainty, with the help of Red Cross, Isha has finally found her loved ones.

Isha and her family tell their story to mark International Day of the Disappeared (30 August 2011). In the past year, Australian
Red Cross’ Tracing Service has resolved the cases of more than 370 people separated by war, conflict or disaster.

Another of those helped by the service is Sonia*, who lost most of her family in the Rwandan genocide. Through Red
Cross she has found her 16-year-old sister in a Kenyan orphanage. Edmund Makowiecki who spent close to 20 years
searching for family in Europe before Red Cross, with the help of his father's World War Il records, uncovered a sister

and brother he never knew he had.

“Everyday somewhere in the world in the midst of conflict and disaster, families are torn apart. It can happen in a
matter of minutes—children can lose their way in the chaos, the sick and elderly might not be able to be moved,
relatives can be arrested and detained unable to get word to their families,” Australian Red Cross International

Tracing Service National Program Coordinator Nicole Batch said.

“Surrounded by turmoil, panic and terror it can be the beginning of long years of anguish and uncertainty about the
fate of missing children, husbands, wife, sisters, brothers, parents.”

Australian Red Cross Tracing Service is currently working with 1,255 families, many of them looking for more than one
missing relative. These families come from places as diverse as Hungary, Afghanistan and Democratic Republic of

the Congo—some have been separated from their loved ones for more than 20 years.

On average Red Cross is able to resolve almost 60 per cent of cases, though some cases can take years to resolve
and sadly sometimes the news is not good. Red Cross’ mandate of neutrality and impartiality helps the Tracing
Service - which draws on the resources of the organisation’s global network in187 countries - to secure access to
information in even the most difficult circumstances.

For media enquiries or to arrange interviews contact Red Cross media adviser on xxxx xxx xxx or
media@mail.org.au
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Media releases

Example 3: Media alert

MEDIA ALERT
Monday 14 November 2011

FUNDING FORUM FOR CULTURALLY AND LINQUISTICALLY DIVERSE COMMUNITIES

A funding forum organised by the Office of Multicultural Interests will provide community members with the
opportunity to obtain information about State Government funding opportunities and to discuss their projects with
representatives from State Government funding bodies.

When: Tuesday 22 November 2012
Where: Gordon Stephenson House, 2™ Floor, 140 William Street Perth
Time: 5pm to 8pm

Speakers: Joe Adams from Lotterywest
Eve Smith from the Department for Communities
Mary Jones from the Department of Sport and Recreation
Jane Brown from the Department of Culture and the Arts.

The event hosted by Office of Multicultural Interests Further information is available from OMI on 6552 1500.
ends

Media Contact: xxxxx xxxxxx on ph: XxXxx XXxXx.
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Media releases

How to write a media release

1. Write MEDIA RELEASE at the top of the page.

2. Embargo: An ‘embargo’ tells the journalist when they
are allowed to broadcast/publish the information. If
you do not want them to use the information until
after your event, add an embargo time and date
below ‘MEDIA RELEASE'.

3. Date: Date the release with the date you are sending it.

4. Keep it to one page. Due to time constraints, most
journalists are unlikely to read more than a page.

5. Answer: who, what, when, where, why and how?
The media release must answer the questions that
reporters are likely to ask: How often does this
happen? Who is involved? Why are you doing this? If
announcing an event, make sure that the date, time,

location and name of the event is clearly stated.

6. Link into any current debate: If your issue is
important in a current debate then clearly state
that link. For example, an increase in the number
of refugees from Sudan requires extra language
resources for support organisations. Your release
could comment on this issue and detail what your

organisation is doing to assist.

7. Include background: Make sure the release includes
some extra information about the event, and a brief
description of your group. How many members do
you have? How long has the organisation been
running? Why was it established? Are you all from the
same cultural background?

8. Provide quotes for the reporters to use: Include
short quotes from the spokesperson and give their
position, such as chairperson or president.
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9.

10.

1.

12.

Keep paragraphs short: One or two sentences at most.

Provide contact details: Ensure you list a
knowledgeable spokesperson and include a mobile
phone number, email if appropriate, and your
community website. For example, Call Mary Hasan,
President of Sudanese Community in WA, after 7am
0N XXXX XXX XXX.

Further information at www.ourgroup.com.au

Provide or offer suggestions for photographs or
footage: Offer to email a digital image, or organise
community representatives for photographs.

Extra information: Add a ‘Note to the editor’ at the
end if you have any information about opportunities
for photographs, footage or other information, such
as parking requirements for the media.

TIP: Proofread
your work.

Ask a reliable person with
good literacy skills to edit
your work before it is sent to
the media.
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Media interviews

Preparing for an interview

You need to prepare for the media interview, just like
you would for a job interview.

@ Know what you are going to say.

O Think about what the media may ask you and
prepare some responses.

@ Consider who the audience is and what they will want
to know.

@ Practise your key message.

@ Do some research and have some facts and figures
ready.

@ Know what other related issues are in the news and
how you might respond to questions about them,
especially in live interviews.

@ Think of some good examples or stories. Practise them.

B Think of the right setting for the interview, so that
there is a good photo or footage opportunity.

@ Forradio and television, find out if the interview will
be ‘live’ or pre-recorded.

B Ask the journalist or producer who else they are
contacting for comment.

@ Forradio, if other people are being interviewed at the
same time, ask if they will be speaking before or after

you.

TIP:

If you do your media interview

before the event, make sure
you have refreshed what you
are going to say on the day.

Answering reporters’ questions

@ You should always try to answer the reporter’s
question but, in the same sentence, return to your
key message.

@ |[f you cannot answer the question, give a genuine
reason for not doing so. Never make up an answer.

@ Always go back to what you want to say. Consider

using the following responses:

»

@ ‘I can’ttalk about that because it's before the courts
@ “Whatlcantellyouis..”
B “I'm not the right person to ask”

@ ‘I don’t have any information with me on that.”
Tactics

There are some simple tactics you can apply to every
media interview you do, to help you control the interview.

Control phrases can be used to bring you back to your
main message, down the path YOU want to take—not
in any other direction chosen by the journalist.
Example:

8 “May | say this..”

@ “And could ljustadd ...”

“‘However ..

“What | want to say hereis ..”

“If I could return to my main point here ..”

“Actually ..”

“The point | am making is ..”
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Media interviews

Providing a quote

Journalists usually need a quote for their story. When

providing a quote, remember this:

Radio: Although you may be interviewed for 10 minutes,

radio news journalists will only use one quote, of 10 to

25 seconds, in their news bulletin.

Television: Television news journalists will also talk

to you for a few minutes but usually use seven to 15

seconds for their news bulletins.

Newspapers: Newspapers may interview you for

as long as half an hour, but they still want short and

concise quotes of about one sentence each.

Doing the interview

RADIO

Be yourself! It is normal to feel nervous, but if you
don’t sound natural, people won’t enjoy listening to

you.

Pretend you are only speaking to the journalist, in a
normal conversation.

Keep your answers focused.
Do not introduce new issues.
Try to speak to the journalist face-to-face.

Avoid doing interviews over a mobile phone—go to a
‘landline’ phone.

Turn off your radio and your mobile phone when
being interviewed (they interfere with the broadcast

equipment).
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TELEVISION

@ Tryto find a quiet, well lit place to do the interview.

@ Do not wear anything that will take attention away
from what you are saying, for example huge earrings
or a cartoon tie.

B Keep your answers to two sentences.

@ Do notintroduce new issues.

@ Do not look directly at the TV camera, look at the
journalist. If there are many cameras, look in between
the two middle ones.

@ Do nottouch your face or shuffle your feet.

NEWSPAPERS

Give your full attention to the journalist.

If you are on the phone, find a quiet place so you can
hear the questions clearly, and the journalist can hear

you.
Keep your answers focused.

Do not introduce new issues.

TIP:

The second you know you
are speaking to a journalist,
expect that they are

recording what you say, and

that they may quote you.
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Media styles and requirements

20

How and
where your
interview is
used

A journalist’s report
may be used in many
places. For example, a
radio report could also
be available online. It
may also be used in a
number of programs,
on the news, and
even by other media.
Depending how
important or interesting
the story is, it may be
used locally, nationally
and internationally.
Never assume that
only your local
community will hear
what you have said.

When you agree to an
interview, the journalist
has complete control
over the story. They do
not have to show it to
you before using your
material.

~

Radio and television

Radio and television have several different sections. Each section covers
particular types of story, and has a different style of reporting them.

NEWS

@ Short

O High impact

B Publicimportance

@ Changes to the present situation or the way things are now
o Timely

@ Comments less than 30 seconds

BREAKFAST PROGRAMS

B Relaxed pace
B Human interest and entertainment stories
B Five to seven minute interviews

CURRENT AFFAIRS PROGRAMS

@ Highimpact

O Greater analysis of news stories
O Timely

O Three minute stories

MORNING AND DRIVE PROGRAMS

O Expand on news stories, look for new or local angles
O Local human interest
B Some entertainment

B Five to 15 minute interviews
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Media styles and requirements

NEWSPAPERS

O Letters to the editor

Comments on previously reported news
Raising issues

Comments on editorials

B General news

Short

High impact

Public importance
Changes to the status quo
Timely

Placed in the first few pages of the paper

B Feature pages

Longer

Issues expanded, analysed, explored
New angles on news stories

Human interest and entertainment stories

‘Colourful’, more descriptive and creative

B Reviews and community sections

@ Short announcements, including event notification

Opinion pieces
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Photo requirements

Different forms of media need different levels of quality.

If you are providing the media with photos, you need
to give them good quality images. Below is a guide to

what each media require:

B Newspapers: Photographs must be 150 dpi

O Online: Photographic images must be 72 dpi

TIP:

If you are calling a radio or
TV program, choose your
time carefully. Make sure it is
not when they are on air, for
example, television news is at
6pm, so you wouldn’t call the
newsroom at 5.30pm when

journalists are getting the

news ready, or at 6pm when
the program is on air, because
they will be too busy to talk.
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Checklist

What to do if the media contacts you or your Also, ensure you:

organisation
@ organise a key spokesperson

Feel free to ask them some questions and consider the

: @ determine what your key message should be
following:

) ) ) ) ) ) o @ respond to the media inquiry within their deadline,
@ who is calling, including which media organisation )
remembering to keep to your message
and program

) ) @ if you can’t help, point them in the direction of
@ try to determine why they are calling )
someone who might
@ askthem if they can send you some email questions ) ) ) )
: - ) @ consider if you will be contacted by more media
(they probably won't, but it is worth asking)
outlets and plan ahead.
B ask who else they are speaking to or have already

spoken to
@ find out what their deadline is

@ make sure you ask for their phone number and tell
them you will call them back before their deadline.
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Are you online?

USING A WEBSITE SUCCESSFULLY

Journalists increasingly use websites when they are
researching a story. Your website should be simple in
design, easy to navigate and have a limited number

of images, so that pages can be downloaded quickly.

It should include information on your organisation, up-
to-date contact details and useful email links. Media
releases should be posted on your website immediately.

EMAIL LISTS

Email lists can be used to distribute announcements
to a large number of people. Create a list of members
and supporters and email them regular updates of
your activities. These lists can also be sent to specific

journalists or media organisations.

Be careful when using these lists; do not overwhelm
people with too frequent emails, and only send them as

a ‘Blind copy’ (BC) so that all recipients cannot see who
else is on the list. It is also important to make sure that the
email is of a reasonable size (large images can take a long
time to download), and to include an ‘unsubscribe’ facility.

BLOGS

A blog is a popular way for ordinary people to publish
their views on particular issues on the internet. A blog is
an online report that is arranged in chronological order:
the most recent ‘post’ (or entry) is at the top of the page
and the older entries are below. You do not need to

be a journalist to write a blog, you simply need to write
clearly and have something to say. Blogs can be from
individuals, organisations or communities.

For good examples of blogs visit the following websites:

B www.aussiebloggers.com.au
8 wwwworldwidehelp.blogspot.com

0 www.ourmantypepad.com
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Citizen journalists

Working as a citizen journalist for your community can
be especially useful for groups seeking to present
their side of a story, which may be overlooked by the
mainstream media. A citizen journalist is a person who
does not have formal journalism training and uses
modern technology, such as the internet, to distribute
information. Citizen journalists often report on stories
when they have witnessed an event and are able to
provide written reports, digital photographs, video or
sound from the event. These items can be posted on
social networking websites or blogs on the internet, or
sent directly to news outlets.

For good examples go to www.perth.norg.com.au and
www.loconut.com.au

Some useful sites:

@ Social Change Media
www.socialchangemedia.net.au/

@ Journalism in multicultural Australia project
reportingdiversity.murdoch.edu.au
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Legalities: What can | say?

Australia is a democracy and freedom of speech is both a
right and privilege. This does not mean that you can say
whatever you like in a media release, newsletter, news
interview, email or on the web.

Australia has specific laws that impact on what you can
say about other people and organisations—including racial
vilification, discrimination and defamation laws.

You need to be aware of the legal implications of issues
such as libel and defamation, particularly in relation to public
comments or written statements such as media releases.
There are some basic laws and principles you should
become familiar with.

Identifying defamation

Defamation is a published statement that damages
someone’s reputation or holds them up to ridicule.

Defamation falls under both criminal and civil law. Most
commonly, civil law is used by one party to sue another for

financial compensation or damage caused to their reputation.

Anyone responsible for the publication can be sued for
defamation, including the journalist, subeditor, news director,
producer, publisher and printer. The definition of ‘defamatory

matter’ covers anything produced in traditional or new media.

Defamation can come from the natural meaning of a
word or from ‘innuendo’ (meaning that comes from
‘reading between the lines’).

The internet presents special dangers for defamation
as defamation is considered whenever somebody
downloads defamatory material.

Find more information at:

@ Communications and Law Centre: Free speech and
defamation www.clc.uts.edu.au/

@ Electronic Frontiers Australia: What is a defamatory
publication?
www.efa.org.au/lssues/Censor/defamation.html

If you require any further information on freedom of the
press and defamation and defending defamation, you
can refer to Professor Mark Pearson’s The journalist’s
guide to media law: dealing with legal and ethical
issues (3rd edition) Crows Nest, NSW: Allen & Unwin.

The following publications/websites also provide useful
details on defamation and other legal expectations
concerning publication:

N

Australian Press Council (APC) website; contains
information on a number of legal issues including
defamation, freedom of the press, privacy etc.

The defamation guide is also available from the APC.

www.presscouncil.org.au/pcsite/fop/auspres.html

wiki.apc.org.au/images/d/d6/Defamation-Guide.pdf

www.uow.edu.au/arts/sts/bmartin/dissent/documents/index.html#defamation

List of defamation-related websites

www.uow.edu.au/arts/sts/bmartin/dissent/documents/AnimallLib_def.html

Government website with discussion of relevant laws
including especially good discussion of website-related
issues.

24

www.e-strategyguide.gov.au/website_functions/staying_legal
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Making a complaint

Organisations, groups or individuals who feel they have been unfairly treated by the media can make a

complaint. Here’s what you need to do:

@ Phone the media outlet and outline your concerns.

Remain as calm as possible.

@ |[f you are not happy with the response, write to the
station’s news director or the newspaper’s editor and

explain your case.

@ |[fyou getareply, and you are still not happy, make a
formal complaint with the relevant regulatory bodies.

For print media complaints contact:
The Australian Press Council
Phone: (02) 92611930 or 1800 02 5712

Write to: The Australian Press Council
Suite 10.02, 117 York Street
SYDNEY NSW 2000

Email for information: info@presscouncil.org.au
for complaints: complaints@presscouncil.org.au

Download complaint form at: www.presscouncil.org.au

TIP:

Do not overreact to a critical

media report that is about you
or your community. Take some

time to calm down before you put

anything in writing.
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For TV, radio and online media complaints
contact:

The Australian Communications
and Media Authority (ACMA)

Phone: 1300 850 115

Write to: Assistant Manager

Investigations Section

Australian Communications and Media Authority
PO Box Q500

Queen Victoria Building

SYDNEY NSW 1230

Email: broadcasting@acma.gov.au

Download complaint form at: www.acma.gov.au

~

For advertising complaints contact:

The Advertising Standards Bureau

Phone: (02) 6262 9822

Write to: The Advertising Standards Bureau
Level 2, 7 Northbourne Avenue
TURNER ACT 2612

Download complaint form at:

www.advertisingstandardsbureau.com.au
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Code of ethics

Journalists follow a code of ethics. Members of
the Media, Entertainment and Arts Alliance commit
themselves to:

@ Honesty

O Fairness

O Independence

O Respect for the rights of others.

1. Report and interpret honestly, striving for accuracy,
fairness and disclosure of all essential facts. Do not
suppress relevant available facts, or give distorting
emphasis. Do your utmost to give a fair opportunity
for reply.

2. Do not place unnecessary emphasis on personal
characteristics, including race, ethnicity, nationality,

gender, age, sexual orientation, family relationships,

religious belief, or physical or intellectual disability.

3. Aim to attribute information to its source. Where a
source seeks anonymity, do not agree without first

considering the source’s motives and any alternative

attributable source. Where confidences are
accepted, respect them in all circumstances.

4. Do not allow personal interest, or any belief,
commitment, payment, gift or benefit, to undermine
your accuracy, fairness or independence.

5. Disclose conflicts of interest that affect, or could
be seen to affect, the accuracy, fairness or

independence of your journalism. Do not improperly

use a journalistic position for personal gain.

6. Do not allow advertising or other commercial
considerations to undermine accuracy, fairness or
independence.

7.

10.

1.

12.

Do your utmost to ensure disclosure of any direct
or indirect payment made for interviews, pictures,
information or stories.

Use fair, responsible and honest means to obtain
material. [dentify yourself and your employer before
obtaining any interview for publication or broadcast.
Never exploit a person’s vulnerability or ignorance of
media practice.

Present pictures and sound which are true and
accurate. Any manipulation likely to mislead should
be disclosed.

Do not plagiarise.

Respect private grief and personal privacy.
Journalists have the right to resist compulsion to
intrude.

Do your utmost to achieve fair correction of errors.

Guidance clause:

Basic values often need interpretation
and sometimes come into conflict. Ethical
journalism requires conscientious decision
making in context. Only substantial
advancement of the public interest or risk
of substantial harm to people allows any
standard to be overridden.
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Frequently asked questions

Why didn’t the media cover our project, event, issue
or opinion?

There are many reasons why a journalist may not
cover a story. These include: an extremely important
story breaks on the same day and dominates media
attention; they might not have been told, or might not
have been told in time; they already have their stories
planned for the day; or, you didn’t get the journalist’s
attention when you communicated your story.

Can we stop negative reports?

The media has an obligation to cover all newsworthy
stories, even if the impact on certain communities

is negative. Negative publicity is unfortunate, but

can sometimes be challenged by a community
spokesperson who has facts and figures to support an
alternative view. Remember, negative reports can draw
much-needed attention to important community issues.

Why were they so nice, and yet did such a negative
report?

Don’t be disappointed if the tone of the media
coverage does not reflect the friendliness of the
journalist’s interview. A journalist’s job is to walk away
with a story, not give free publicity.

Why did so little of my story end up being reported?

The reason could be that perhaps you allowed

the reporter to question you on another issue. For
example, a Burmese woman wins a major award but

at the presentation ceremony, the journalist asks

about comments by the Federal Minister that Burmese
people are not integrating well into Australian society.
This issue may have held more public interest and
importance than her story, so that is what they reported.
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Why do the media always use the same
spokespersons?

Journalists often use the same spokespersons because
they already know them and may trust their knowledge
and ability to communicate. If you want to be used as

a spokesperson you need to develop a relationship
with the media and prove yourself to be credible. Let
the media know you are available to talk on particular
issues and make your phone numbers available to
them. If something happens that affects your community,

consider contacting the media with a comment.
Why don’t the media use the correct words?

Journalists try to simplify language. For example, they
always prefer to say ‘ethnic’ instead of ‘culturally and
linguistically diverse’. Try to give them the shortest,
simplest possible word for what they are trying to
describe, without losing the meaning.

Why do the media still say I’'m a refugee when I've
lived in Perth for 30 years?

Do not assume that journalists will understand the
difference between asylum seekers, refugees and
migrants. Tell the journalist how you want to be
described. For example, you were a refugee 30 years
ago, but you are now an ltaly-born Australian citizen.

Why don’t journalists attend our media conferences?

Media conferences need to be organised in the morning,
structured around a topic and have pictures or vision
readily available for the reporters. Media conferences
are excellent for large organisations and well-known
people, but smaller community groups should try to
avoid them, and send out a media release instead.
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Frequently asked questions
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Why didn’t they use the nice picture | provided?

It might not have matched the story or might not

have been of a high enough quality for publication or
broadcast. Magazines and newspapers need high-
quality images, whereas websites can use lesser-quality
pictures (see photo requirements on page 21). You
could always ask the journalist what was wrong with the
image, so you learn for the next time.

Why did they misquote me?

Journalists are unlikely to do this deliberately. Ask them
politely if they would like to read back your quotes to
check their accuracy. Make sure they know how to spell

your name.
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A journalist’s perspective

Here are some tips from Western Australian
journalists for increasing your chance of media
coverage:

Cathy O'Leary

“Try to organise some good human interest talent and
spokespeople who are willing to make themselves
readily available for interviews and photos. It is best to
email the journalist with enough information, but without
swamping them, and allow plenty of time if you are
seeking publicity for an event.

“Generally an event such as a seminar or book launch
is not very media-friendly in itself so try to think
outside the square and think of photographic or visual
opportunities that are more interesting.”

Simon Beaumont

“| prefer to receive media releases by email these
days, we don’t receive that many, and | will always

read material that comes to me personally, or to the
program email. Put the best part of the media release
in the headline and flesh it out in the first paragraph,

to catch the eye. The detail can follow, the detail can
be referred to in any follow-up interview. Most radio
people | know are very busy ... and the detail should be
concise and punchy, even in bullet points. If you have

a red-hot story, get someone to phone ahead to make
sure we know the media release is coming. Fostering

a relationship with a media outlet is easy to do, and
well worthwhile. Finally, for radio, the interview talent
[spokesperson] must be clear and concise, and be
across ‘the angle’ and the issue. Make sure the talent is
available when the release goes out. It's amazing how
many good releases amount to nothing because the
talent is not contactable.”
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Guy Bevilaqua

“(When covering multicultural issues) it basically comes
down to the strength of the story. If you don’t have a
good strong story to tell then it probably won'’t get told.
When it comes to the ABC, if the story is strong enough,
we’ll cover it”
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A community perspective

The African Community in WA (Inc)

Africans come from a continent made up of 53
countries with diverse cultures and backgrounds.

The African Community in WA is concerned that the
Australian media lacks an understanding of the diversity
of Africa as a continent. This means the media does

not appreciate the settlement patterns and issues
surrounding the African community in Australia. Many
assumptions and stereotypes have driven the general
media agenda, influencing what the media considers to
be newsworthy, or ‘in the public interest’.

African migrants have faced many challenges in forming
as a united group, due to the factors mentioned above.
However, the negative experiences of recent times and
the common challenges community members have
confronted in their effort to settle in Australia, have
brought them together.

Recently, some African communities have come
together to manage their relationship with the media.
A number of African leaders and elders have been
selected by the community to represent it in the media.
They have the responsibility of responding to media
queries, making media statements, or exercising the
right to silence on an issue. This centralised system
has become a powerful tool for enhancing media
management and information dissemination in the

community.

Past President, African Community in WA (Inc)

ISHAR Multicultural Women’s
Health Centre

The strategies used by Ishar to promote its
programs and services have included radio and local
newspapers. On 6EBA radio, we have a slot every
month to talk about the programs at Ishar.

To get media attention, inviting a dignitary generally
works. However, this is not always possible and
happens only when a major project is being launched.

Another method is to have a launch and invite
service providers and the media. This gives them an
opportunity to know the program and ask questions.

Director, ISHAR Multicultural Women’s Health
Centre, Mirrabooka
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WA media contacts

The following is a list of media contacts. If you wish to send a news item for publication or reporting, we suggest

investigating who will be the most appropriate person to send the information to. Check the publication for names

of the reporters responsible for covering your article, or call the newspaper, radio or television station to obtain the

right contact. All contact details are current at the time of publication.

AAP Information Services
Perth Now

The Australian

The Sunday Times

The West Australian

WA Business News

Armadale Examiner

Bullsbrook—Bindoon—Gingin Advocate

Canning Times
Canning Examiner
Comment News
Eastern Reporter
Echo Newspaper
Fremantle Gazette
Fremantle Herald
Guardian Express
Hills Gazette
Independent Express
Melville Times
Midland—Kalamunda Reporter

North Coast Times
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9421221
9326 9422
9326 9860

9326 9000

9482 3111

9288 2100

9390 1377
95712759
92371900

9234 5038
9390 1377

9234 5000
92315200
9374 6666
6330 9125
9430 7727
6389 8000
92371900

92491250
6330 9100
92371900

9233 3000

94212235

9325 9861

9326 9401

9482 3177

9227 6503

9390 1577
95712762

6330 9153
9390 1577
9234 5001
92315201

9250 4123
6330 9153
9430 7726

92371901
9249 1165
6330 9150
92371901
9233 3001

news.perth@aap.com.au

news@perthnow.newsltd.com.au

General wa@theaustralian.com.au
General editorial@sundaytimes.newsltd.com.au
General cos@wanews.com.au

editorial@wabusinessnews.com.au

editorial@examinernewspapers.com.au

advocate@communitynews.com.au

canningtimess@communitynews.com.au
editorial@examinernewspapers.com.au
commentnews@communitynews.com.au
esr@communitynews.com.au
editorial@echo-news.com
fremantlegazette@communitynews.com.au
news@fremantleherald.com
guardianexpress@communitynews.com.au
hillsgazette@communitynews.com.au
indexwa@bigpond.net.au
melvilletimes@communitynews.com.au
mkr@communitynews.com.au
nct@communitynews.com.au

wannerootimes@communitynews.com.au
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WA media contacts

NAME

Perth Voice

(Produced by Fremantle Herald)
Sound Telegraph

Southern Gazette

Stirling Times

Subiaco Post

Sun City News
Wanneroo—Joondalup Times
Weekend Courier

Western Suburbs Weekly

Have-a-go-News

Albany Advertiser—Tues—Thurs

Albany and Great Southern Weekender
Augusta—Margaret River Mail

Augusta Margaret River Times

Broome Advertiser

Bunbury Herald

Bunbury Mail

Busselton—Dunsborough Times

Central Midlands and Coastal Advocate

Collie Mail

Donnybrook/Bridgetown Mail

Esperance Express

Geraldton Guardian
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TELEPHONE

9430 7727

9592 0200
6330 9100
92315200
93813088

95612500
9233 3000
9599 1800
9389 8000

9227 8285

9892 8300
9892 8386
9842 2788
9757 2266
9757 9222
9192 1061

9780 0800

9722 5555
9752 5000
9752 5010
96511992

9734 2044

97312310
90712322
90711027 A/H

9956 1000

FAX

9430 7726

9527 8977
6330 9153
92315201
9388 2258
9388 3883
95615691
9233 3001
9599 1817

9227 8293

9892 8386

9842 2789
9757 2830
9757 2115

9193 7340
9780 0871

97912402
9752 3926

96511373
9734 3939

97312317
90713731

9956 1030

EMAIL/WEB ADDRESS

news@perthvoice.com

editor@soundtelegraph.com.au
southerngazette@communitynews.com.au
stirlingtimes@communitynews.com.au

mailbox@postnewspapers.com.au

news@suncitynews.com.au
wannerootimes@communitynews.com.au
weekendcourier@communitynews.com.au

news@wsweekly.com.au

editor@haveagonews.com.au

subsdesk@albanyadvertiser.com

The Extra (Friday) subsdesk@albanyadvertiser.com
journo@albanyweekender.com.au
editoramrmail@ruralpress.com
editor@amrtimes.com.au

news@broomead.com.au

editor@swtimes.com.au

editor.bunburymail@ruralpress.com

editor@bdtimes.com.au

editor.advocate@ruralpress.com
editor.colliemail@ruralpress.com
reporters.colliemail@ruralpress.com
editorial.dbmail@ruralpress.com
editor.espexpress@ruralpress.com

admin.espexpress@ruralpress.com

editor@geraldtonnewspapers.com.au

news@geraldtonguardian.com.au

COMMUNITY MEDIA KIT




WA media contacts

Goldfields Express

Great Southern Herald
Halls Creek Herald

Harvey—Waroona Reporter

Kalgoorlie Miner
Kimberley Echo
Lakes Link News

Mandurah Coastal Times
Mandurah Mail

Manjimup—Bridgetown Times
Merredin Wheatbelt Mercury

Midwest Times

Narrogin Observer

Newman Mail

Norseman Today
Northern Guardian

North West Telegraph
Pilbara News

Southern Avon Chronicle
South Western Times

The Avon Valley Advocate

The Dongara Denison Rag

The Golden Mail

The West Australian—South West

Toodyay Herald
Wagin Argus

COMMUNITY MEDIA KIT

9022 0555

98211100
9168 5199
9729 1268

9022 0520
9169 1100

9865 1470
95831000

9550 2400

97711065
90411900
9956 1000

98811005

0409 691918
99412222
9173 5100
9185 2666
96412727
9780 0800
9622 5500
99271570

90918055

9780 0855

9574 2106
98611200

90217764

98214334
9168 5299
97291012

90217764
9168 1674
9865 1471
95831020

95815508

97712155
90412577
9964 371

98816004

99411746
9173 5300
9144 1220
96412177
9780 0871
9622 101
9927 1510

90918601
9780 0856

9574 4574
98611408

kalminer@wanews.com.au
news@kalminer.com.au
news@greatsouthernherald.com.au
hallscreekherald@bigpond.com
editor@harveyreporter.com.au
reception@harveyreporter.com.au
news@kalminer.com.au
news@kimberleyecho.com
lakelink@treko.net.au

mct@communitynews.com.au
editormandurahmail@ruralpress.com

editor@mbtimes.com.au

editorial. merredinmercury@ruralpress.com
midwest@midwest.com.au
news@geraldtonguardian.com.au
news@narroginobserver.com.au
news@newmanmail.com.au
editor@newmanmail.com.au
norday@westnet.com.au
news@northernguardian.com.au
news@northwesttelegraph.com.au
news@pilbaramedia.com.au
editor@southernavonchronicle.com.au
editor@swtimes.com.au
editor.avonadvocate@ruralpress.com

dongararag@westnet.com.au

goldenmail@ruralpress.com

toodyayherald@westnet.com.au

waginargus@ruralpress.com
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WA media contacts

NAME

ABC TV

ABC TV—Stateline

Channel 7
Channel 9
GWN 7

GWN 7 Bunbury

GWN 7 Broome
SBS TV News

720 ABC Perth Radio

ABC South Coast WA 630AM
ABC Kimberley AM

ABC South West WA

ABC Esperance

ABC Midwest and Wheatbelt 6GF
ABC Goldfields 6GF

ABC North West WA

ABC Great Southern WA 558
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TELEPHONE

9220 2761

9220 2761
9220 2825
9344 0777
9449 9961
9344 6583
9792 2842
9792 2857
9193 5610

(02) 9430 2828

9220 2700

9842 401
9191 301

9792 271
9083 201
9923 41
9093 70M
9183 5011
9842 401

FAX

9220 2766

9220 2646

9344 0808
9345 1266

9792 2933

9185 3549
(02) 9430 3040

9220 2837

9842 4099
91913099

98613399
9083 2099
9923 4199
9093 7099
9183 5099
9842 4099

EMAIL/WEB ADDRESS

tvperth@your.abc.net.au

statelinewa@your.abc.net.au

news@7perth.com.au
ninenews@perthtvo.net.au
gwn@7perth.com.au

news@gwn.com.au

gwnbroome@westnet.com.au

cos@sbs.com.au

tvperth@your.abc.net.au
720perth@your.abc.net.au

Mornings: 720breakfast@your.abc.net.au
Afternoons: 720afternoons@your.abc.net.au

Drive: 720drive@your.abc.net.au

albany.regional@abc.net.au
abckimberley@abc.net.au
woods.meghan@abc.net.au
delangrafft.tara@abc.net.au
wheatbelt. midwest@abc.net.au
kalgoorlie.regional@abc.net.au
dumitro.natalie@abc.net.au

albany.regional@abc.net.au

COMMUNITY MEDIA KIT




WA media contacts

Radio 6PR

Radio 96FM
61X 1080 Am 105.7FM

Mix 94.5

Radio 92.9FM

Curtin Radio 100.1FM

RTR FM 921
Public Radio
Nova 93.7

6EBA FM 95.3

SBS Radio News Perth

Sonshine FM (98.5)
Radio Fremantle 107.9-FM

WA FM

9325 7398 (News)
9220 1400

9323 9600
9220 1400

9382 0160 (News)
0438 958 024

9382 0929

9266 2121

9266 4951

9260 9200

9380 3380

9489 1937

9489 1800 (News)
9227 5958

9293 5156

1800 500 727
National

9313 0800
9494 2100

9482 9500

9325 4553

9323 9666
94211200

9381 3155 (News)

93813183
(General)

93813155

9266 7662 (News)
9266 3881 (Admin)
9260 9222
9380 1092
9489 1865

92277692

9293 5081

9313 0801

9482 9454

news@6pr.com.au

news@96fm.com.au
ix@capitalradio.net.au

news@mix.com.au

news@929.com.au

radio@curtin.edu.au

rtrfm@rtrfm.com.au

news@nova937.com.au

media@mrtawa.org.au

kwb@iinet.net.au

newsroom@sonshinefm.ws

admin@radiofremantle.com

admin@wafm.com.au

For a list of ethnic media, please see www.omiwa.gov.au/omi_ethnicmedia.cfm

COMMUNITY MEDIA KIT
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