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INTRODUCTION 

Federal agencies have a responsibility to provide accurate and timely 
information to the general public and the media. 

In many cases, however, agencies do not have a person designated and 
trained as a Public Affairs Officer (PAO).  In such instances, the CEO or 
a front-line employee must act as the agency's representative to the 
public.   

Many times, the intended message may be lost during the interview; 
often lack of planning or an inability to relay the message in succinct, 
easy to understand terms is the cause.  Dealing with the media can be a 
daunting, nerve-wracking experience, whether it is in a face-to-face 
interview, phone interview or on camera.  It is important to be at your 
best when communicating your message. 

This guide has been developed to assist those individuals called upon to 
speak on behalf of their agency to the press, both managerial and non-
managerial employees.  Whether you are responding to inquiries, 
arranging or participating in an interview, or simply providing 
information for print or broadcast, it is hoped that this media guide will 
provide you with useful information and some important tips to assist 
you. 

The purpose of this Media Guide is informational in nature for public 
employees.  As in the past, the guidance is based on the principle that the 
business of Government is vital to serving the public everywhere.  No 
provision of these guidelines may be applied in contravention of 
contractual agreements; agency instructions or guidelines; Comptroller 
General Rulings; or other pertinent controlling policies, authorities and 
instructions governing your organization.  Application of this guidance 
must be consistent with the provisions of applicable collective bargaining 
agreements or other controlling policies, authorities, and instructions.  
The purpose of this strategy is to provide information when an 
emergency situation arises.  In all cases, the final decision as to who 
will interact with the media will be made by the head of each agency 
and installation in the local area. 
 

 
 
 



 

 
 
 
 
 
 
 
 
 
 
 
 
 
 

General Media Information 
 

 
 
 
 
 
 
 
 
 

THE GATEKEEPERS 
 

In order to be effective in getting your message out, you should have a basic 
knowledge of each medium and how it is organized.  Be sensitive to 
deadlines which will be different for each media type; address each media 
type in the order of their deadlines to increase the distribution of your 
message. 
 
Daily Newspapers:  The newsroom structure is fairly standard.  Local news 
is the responsibility of editors at newspapers.  They assign reporters and 
photographers to cover stories.  Each editor covers a specific part of the 
newspaper, such as a city editor, state editor, fashion editor, or wire editor.  
At small newspapers, there may only be one editor who carries the title of 
managing editor.  At large newspapers, all editors work for the managing 
editor.  A publisher is in charge of the entire operation.  In smaller 
newspapers, the publisher is often the owner.  Reporters will take your 
information, but generally, if you don't know whom to talk with, see an 
editor.  If your newspaper is in a large metropolitan area, it may have a 
reporter specifically assigned to cover federal government.  In this case, you 
should ask to speak with the federal beat reporter.  If the reporter is not 
available, ask to speak with his/her editor. 
 
Weekly Newspapers:  Newspapers published weekly, or bi-weekly, 
generally work under the same structure as daily newspapers, but with some 
important differences.  Weekly newspapers' deadlines are usually at the 
beginning of the week: Monday, Tuesday, or Wednesday.  Since most 
weekly newspapers are small operations, they tend to run news releases with 
little or no change.  You may find that several weekly newspapers in an area 
are owned and operated by the same publishing company.  Visiting the main 
office could mean getting your story in all their publications.  Studies have 
found that weekly newspapers are read more thoroughly than dailies. 
 
Television:  In television newsrooms, the person who assigns news stories 
to reporters is the assignment editor.  The assignment editor coordinates 
what news stories will be covered during the day.  He or she coordinates 
which reporter and/or photographer will cover a story.  The news director is 
in charge of the station's news operation, and may supervise reporters as 
well.  If you do not have a working relationship with a specific reporter, it is 
generally best to contact the assignment editor about a story or information.  
If it is a story for the day of an event, try to call the assignment editor before 
9:30 a.m.  If you call with information on a story to be done one or more 
days in advance, call after 9:30 a.m. and before 4 p.m.  Before 9:30 a.m., the 
assignment editor is deciding which stories to cover for the day and making 



 

assignments to reporters who begin work at 9 a.m.  Usually a TV station has 
one or two reporters assigned for their 10 p.m. newscasts.  They come in 
around 1:30 p.m. and are usually looking for a new story or a new angle on 
the 5 and 6 o’clock leads.  However, if your story is really important, 
deadlines are not an issue.  They’ll cover it. 
 
Radio:  Large-market radio stations often have assignment editors.  In most 
cases, the person who assigns stories to radio reporters is the news director.  
Generally, any reporter can take your information over the telephone.  But, 
try not to call a radio station before 9 a.m.  The anchor/reporter in the 
newsroom is especially busy during the mornings - a radio station 
newsroom's busiest time of day.  At many small stations, the reporters also 
anchor so try not to call these stations at the top or bottom of the hour; they 
are on the air.  Call at 5 minutes before the hour or 5 minutes after. 
 
Monthly Publications:  Monthly publications are generally magazines or 
trade journals that cater to a specific audience or deal with specific topical 
materials.  They assign reporters and photographers to cover stories or 
develop articles much the same as a newspaper.  Since articles are usually 
very thorough, consider this medium when you need to provide detailed 
coverage.  Also, many monthly publications have unusually large 
distributions, but be cautious about rates.  These informational vehicles can 
be pricey.  Save this choice for really important articles and ask to speak 
with the federal reporter.  You may get special pricing for being a 
government agency.  If there isn't a federal reporter, ask who would be the 
appropriate contact for the subject matter.  Also, check deadlines.  Most 
monthlies publish mid-month (to be dated the following month) with 
deadlines two weeks prior.  Deadlines are firm. 
 
Wire Services:  This medium relies heavily on telephone contacts.  Wire 
services are mostly interested in "hard news" that may have a statewide 
interest.  A wire service telephone clerk or reporter may answer the 
telephone to take your information or transfer you to a reporter or editor 
who will take your information. 

GETTING YOUR MESSAGE OUT 
 
 

 
 

Several common methods get messages to the 
media: 
 

Press Releases & Media Alerts:  Press releases and media 
alerts are designed to notify print and broadcast outlets of an 
upcoming event (alert), program, or policy change (press release).  
They are usually one page and inform editors and broadcasters about 
the "five Ws" of the event: who, what, when, where, why.  They 
should be mailed/faxed in advance of the event to allow the media to 
plan to attend.  Alerts should be used sparingly and only for important 
or newsworthy happenings.  Follow up calls provide an opportunity 
to tell the reporter what visuals will be available either at the press 
conference or any visuals you can arrange for them. 
News advisories work in partnership with news releases.  The 
advisories alert the media to news conferences and other events and 
are designed to attract reporters to attend.  Once they arrive at your 
event, the reporters get your news release.  Think of a release as a 
movie—it tells a complete story.  Think of an advisory as a movie 
preview that you see on television or in a theater—it gives the 
audience enough information to make them want to see the film, but 
doesn’t give away the whole story.  A news advisory should generally 
be limited to a single page.  The advisory concludes with a recap of 
WHO, WHAT, WHEN, and WHERE, quickly summarizing the 
event.  If the event is in a location unfamiliar to the media, give 
directions.  Always list everyone speaking at the news conference (if 
known).  



 

Marketing:  Brochures, publications, etc., can be marketed by 
contacting appropriate persons at media outlets.  Share information 
and obtain specific details on how to incorporate into their format.  
For TV, it must be visual.  Another important aspect of the marketing 
process is to be quickly responsive to any media requests. 
 

Public Service Announcements:  Most stations carry Public 
Service Announcements (PSA’s) and are happy to air them, if they 
receive the audio or videotapes.     
 

Personal Media Visits:  Personal visits to media 
representatives can pay huge dividends.  Public perception of your 
agency and the federal government as a whole can be improved when 
you are recognized as a pleasant member of the community.  The 
visits also provide “face to face” connection. 
 

Wire Services:  Wire services are interested in "hard news" that 
may have a statewide interest.  A wire service telephone clerk or 
reporter may answer the telephone to either take your information or 
transfer you to a reporter or editor who will take your information.  
Later, it will be edited and possibly added to the electronic wire. 
 

Satellite Distribution:  Satellite transmission is used to provide 
one-on-one interviews, news conferences or Video News Releases 
(VNR) to media markets across the United States.  The stories or 
video can be transmitted simultaneously across the nation and can 
reach millions of people with one program.  
 

What Do Reporters Look For? 
Here are some key questions reporters ask themselves in determining 
newsworthiness:  
Impact and Significance: “Will this news affect many of my readers 
(or viewers or listeners) or only a few? How big of an impact will it 
have? Will it have lasting significance?”  
Visuals: Be sure to include visuals. 
The Unusual: “Is this news really something out of the ordinary? Is 
the program being announced the first of its kind, or is the statistic 
being released a record high?” 
Controversy and Conflict:  

“Is the news likely to spark debate and disagreement? Does it deal 
with a hot issue that is already in the news?” 
Human Interest: “Does this release include an example of an 
individual or family dealing with a problem that your agency is 
working to solve? Will this example touch readers, viewers or 
listeners emotionally and draw them into the story?” 
Local Angle: “Is there anything about the information being 
announced in this release that has special interest for people in my 
circulation/viewing/listening area?” 
Overall Interest: “Would a story about this announcement be 
something people would find interesting enough to read, or watch, or 
listen to? 
 

Do Your Homework 
Have significant developments in my area made my organization 
more newsworthy? 
 

Keep a “Pitch File” 
One way to keep track of the many interesting programs and 
developments in your area that would make good stories is to create a 
pitch file, which includes the names, and telephone numbers of key 
contact persons, important dates, and unusual facts about particular 
programs and efforts. 
 

Select the Right Media 
Once you have a good story idea, identify the media outlets you think 
would be most interested in writing about the subject.  Begin with the 
most obvious—the major daily, weeklies, and news services in the 
area—but don’t forget about the special market publications. 
 

 Remember:  Reporters have an obligation to be fair, and to get 
both sides of the story. 

 Visit the media when you don’t have news:  build relationships.   



 

MEDIA EVENTS 
 

Meetings with Editorial Boards:   
In many large newspapers and magazines, an editorial board meets to set 
editorial policy.  Editorial policy dictates the direction a news 
organization will take on various issues and the slant of its coverage.  In 
planning for an editorial board, preparation is important! 
 
Pointers for people who will be meeting with the editorial board: 
* Arrive at the meeting on time  
* Have an agenda prepared.  Do not go with the intention of just responding 

to questions.  You are there to sell and persuade your point of view. 
* Prepare press kits in advance  
 
The press kits should contain: biographies, news releases, sample 
infographics, questions and answers, and photographs (if necessary).  
Participants should be briefed and prepared for possible questions they 
may be asked. 
 
The major benefit of an editorial board comes with creating a working 
relationship with community gatekeepers, having an impact on editorial 
policy, and fostering a positive image of your agency.  Often, in smaller 
newspapers, a managing editor will meet with you, or a reporter may be 
assigned to interview you.   
 
Remember, good publicity helps to establish credibility.  You should 
generate good news situations as a track record to offset instances of 
undesired news.  Do not simply wait defensively for bad news. 
 
Rules for establishing a good relationship with news people: 

1. Know your organization; really know it. 
2. Do the publicity job efficiently, reliably and credibly. 
3. Make the reporter’s or the editor’s job as easy as possible. 

 
News/Press Conferences:   
A news conference is the best method of disseminating news 
simultaneously to the media.  It is a tool that should be rarely used, 
reserved only for important newsworthy announcements.  A great deal of 
planning goes into hosting a news conference.  Reporters will need kits, 
which contain background material, such as: news releases, questions 
and answers, photographs (if necessary), biographies, etc.  Agency 
spokespeople should be given talking points, briefed in advance of the 
event, and go over possible questions that they may be asked.  If 

conducting a press conference, 10:15 or 10:30 a.m. is best and it will 
make the noon news.  If the material is good, it will carry over into the 
evening news. 
 
Space requirements will need to be considered also.  Be flexible with 
television cameramen.  They will set up lighting and may need to move 
chairs around.    
Other tips include: 

1. Carefully schedule the event so it does not conflict with other major 
news events.  Mondays are usually not good. 

2. Give proper advance notification 
3. Start on time 
4. Keep on schedule 

 
Media Tours: 
The media tour can be a valuable method of showing gatekeepers what 
we do and to increase understanding of our operations.  It can give the 
media an interesting story and allows the stations to get fresh video (B-
roll) for their respective libraries to cover future news stories.  On-site is 
the perfect way to demonstrate and make your points clear by directly 
showing the media a certain situation or environment. 
 
Comprehensive planning is vital to having a successful tour.  It will 
include: 
 * Welcome and introduction 
 * Briefings from agency official(s) 
 * Questions and answers sessions 
 * Tour of the facility 
 
The tools needed to conduct a tour are the same as needed for a news 
conference.  Be organized, keep on schedule, and make sure the 
information shared is timely and useful.  Be sure to arrange for hassle-
free parking, badges, and clearing photographic equipment ahead of 
time.  A good tip to remember is to make the event easy for the media to 
cover.  

 What is said about you and your organization in newspapers, television, 
radio, magazines, and the Internet, will reach more people, and have a 
greater impact than all other PR elements combined. 



 

Dos and Don’ts 
 Never send a story to an editor unless it is newsworthy. Be Positive 

and - Above All - Be Honest 

 Always show your release to at least one program person or to your 
other sources of information before submitting it for editing. If 
significant changes are made in editing, your information source 
needs to see the release again before it goes out.  

 Read your release carefully for typos and factual errors before 
submitting it for editing. Careless and embarrassing errors can make 
the agency look foolish if they are not caught. 

 Nothing is more important than accuracy. If your releases are not 
accurate, they are worthless. In fact, an inaccurate release can often 
do more harm than good. 

 Use common sense and good taste in your news stories and in your 
relationships with news-media representatives 

 Look at what you’re getting and think: “Do I really understand this 
material?” If you don’t understand your source material, you won’t 
understand what you are writing – and no one else will. Never write 
something you don’t understand yourself. 

 In your initial dealings with the press, arrange a convenient time with 
the editor to hand-deliver your news release, but after the first 
meeting, don’t waste the editor’s time with personal visits. 

 Don’t play favorites when distributing news releases.  If there are 
several media outlets in your area, make sure each has the 
information at the same time. 

 If an editor uses your story, he or she has done so because it 
contained newsworthy material.  There is no need for thanks, unless 
you know the editor well enough that he or she will not 
misunderstand your motive.  It is, however, a gracious gesture to 
compliment a reporter on expert handling of a story. 

 Never ask an editor to run a story as a favor to you. 

 If a reporter contacts you for a story, don’t provide, or “leak,” the 
same story to other media. 

 Treat the media fairly.  If you promised an editor a story by a certain 
time, have it ready as promised. 

 Don’t make off-the-cuff statements to reporters because these will 
often result with inaccurate information.  Giving a reporter wrong 
information is worse than asking if you can get back with them after 
obtaining the facts. 

 Never respond to hypothetical questions, asking you to address 
something that isn’t factual, which could result in an erroneous story. 

 If an editor calls you after he or she has your release, provide the 
answers to his or her questions quickly and completely so he or she 
can complete the story. 

 Don’t ask to see—or hear—the reporter’s story before it is printed.  
Reporters generally reject the notion of showing anyone outside the 
newsroom their stories before they appear.  However, a good 
reporter will welcome an invitation to check back with you if the 
information gathered is not as clear as he or she would like it to be. 

 Don’t call the editor to complain if your story is not used in its 
entirety or if it is not used at all.  Sometimes space and time 
limitations or reshuffled feature schedules can cause this.  And, as a 
general rule, news people object to such questions as, “When will 
this appear?” or “Will you give us a break on this story?” or any 
similar suggestion that special favors are being solicited. 

 If a serious error appears in your published or broadcasted story, call 
the appropriate reporter immediately.  He or she usually will correct 
it.  Complaining to the reporter’s superior seldom produces anything 
except ill will for the future, without helping the present.  Errors 
emphasize the desirability of being unmistakably clear in the first 
place. 



 

BASIC POINTERS 
 

 Be Open & Cooperative; Never, Never Lie 

 Personalize the Organization; Tell the public who you are and what 
you do.  Public knowledge of your organization is vital to its success. 

 Treat Reporters & Photographers Courteously and Diplomatically; 
Their impression of you becomes their impression of the entire 
organization and that is reflected in their stories. 

 Develop Media Contacts; Always fax news releases and advisories to 
every news organization in your local area — including the nearest 
Associated Press bureau. If possible call to confirm the news 
releases or advisories were received and use this call as an 
opportunity to reinforce your pitch for attendance at the event or the 
information you are announcing. 

 Respond Quickly; If you would give public information to a 
customer or client that the reporter is requesting, give it without 
hesitation to the reporter. 

 Never Say “No Comment”; It sounds like you are hiding something. 

 It is Okay to Say “I Don’t Know” (But I’ll find out)  If you need to 
do this, gather the facts needed to respond to reporters as quickly as 
possible with accurate information.  Reporters and your story are not 
well-served if you give an instant response that turns out to be 
erroneous. 

 If Your Pulse Races, Pause; You won’t think well in the fight-or-flee 
mode.  You need a little time to get back to normal-get your thoughts 
together. 

 Repeat the Central Idea; Always go into an interview with one 
central idea you want to get across - and repeat it often.  Your 
number one priority is to focus on the message of the event.  No 
matter how many times the reporter asks the question, or rephrases 
it in an attempt to get you to say more, DON’T.  Stay on your 
message! 

 Nothing is ever off the record.  If you don’t want to see it in print or 
hear it on the air, don’t say it. 

 Never use Technical or Agency Jargon or Acronyms; Use plain 
everyday language and illustrate with examples when possible. 

 Be Logical, Factual & Calm; Don’t ever appear defensive or be 
critical of third parties. 

 Using quotable quotes - The exact wording you choose for the quotes 
in your release is very important. Reporters can paraphrase 
everything else in your release, but if they use your quote they must 
use your language. News writing requires reporters to use at least 
one quote in all but the shortest of their stories. As a result, they are 
eager to use a quote that you offer – if it is quotable.   Avoid clichés. 

 Don’t waste time crafting long quotes. Usually a reporter will use 
anywhere from one to four sentences of a person’s quote. Two 
sentences is the most common. Remember, you’re writing a news 
release – not a speech. Provide information that can be used in the 
form of “sound bites” –15 seconds –. 

 Give Yourself Time to Think Before You Talk; The statements 
people regret are usually said reflexively, in the traumatic surge of 
anger or shock that follows a rude surprise or sudden loss.  If you 
can stall for even five minutes, you will do a better job of speaking 
for yourself or your organization.  Do not feel pressured by reporters 
stressing their deadline, a well-developed message is more 
important. 

 Prepare, Prepare, Prepare 

 



 

Preparing a News Release/News Story 

 
Evaluation test for a news release: 

1. Is it of interest to at least 10 percent of the publication’s readers 
or to the readers of a particular section to which you would direct 
it? 

2. Is it timely?  Past events are history, not news. 
3. Does it include the names of people?  Better still, does it include 

names of well-known people? 
4. Does it have a local angle? 
5. Does it have a human interest angle? 

 
Basics of a news story:  A news story should be all of the following: 

1. Factual 
2. Timely 
3. Interesting 
4. Objective 
5. State important facts first   
6. Have a visual aspect 

 
Good news writing uses: 

 the inverted pyramid style, begins with a strong lead and a features 
quotable quotes, and   

 active verbs rather than passive ones. It avoids long and convoluted 
sentences. It is written in short paragraphs, usually of one, two or 
three sentences.  

Your goal is to produce easily understood releases that look so much like 
news stories they become the outline for stories reporters produce. 
Who?                What? Main idea,  headline. 
    Who? When? Why?  
        What?  Where?     Important details, lead paragraph 

   How? 
Less important details, body. 

In a longer news story, elaboration and supporting details would go after 
the lead paragraph and into the body to flesh it out a little more. 
Conclusion  
The most important thing to remember when writing a news release or an 
advisory is to produce an accurate, interesting and easily understood 
account of what your agency is doing. This will get out the message you 
want in a way most likely to generate news stories. 

Telephone Calls from Reporters 
 

Working with the media is a two-way street.  A reporter may 
contact you in response to a news release or for information 
regarding an unrelated story.  When you do get such a call, find out 
who is calling and what news organization the individual 
represents.  Find out what the specific questions are and how the 
information is being used.  This will help you frame an answer to 
best suit the reporter’s (and your) purpose.  Find out the reporter’s 
deadline.  Tell the reporter you will get back to him or her as soon 
as possible, and do it before the deadline. 
 
Prepare your message.  Always have a point of view and a 
message to sell.  Decide after the questioning if you want to go 
beyond the information that was asked for.  There might be an 
opportunity to make the story more positive from your standpoint.  
If you do not have the information at hand, tell the reporter you 
will call back.  Find out when the reporter’s deadline is and get 
back to him or her before that time. 
 
 

 



 

Message Development 
 

Area of Expertise/Topic of interview 
____________________________________________________ 
 
What are the three most important points that you want readers/ 
listeners/viewers to know about your issue?  (If you were writing 
an article about your issue, what three things would you be sure to 
include?)  After you write them, go back and add an example or 
illustration for each point. 

1. ______________________________________________ 
Example:_______________________________________  

2. ______________________________________________ 
Example:_______________________________________ 

3. ______________________________________________ 
Example:_______________________________________ 

 
What are the three most often-asked questions about your issue or 
area of expertise? 
1.___________________________________________________ 
2.___________________________________________________ 
3.___________________________________________________ 
 
What are three questions you like to get or hope you get from 
reporters about your issue or area of expertise?  Three you know 
the answers to and make you look good. 
1.___________________________________________________ 
2.___________________________________________________ 
3.___________________________________________________ 
 
What are or would be the three worst questions reporters could ask 
you about your issue/area of expertise – three questions you hope 
you never get, three you’re afraid of?  Use this to prepare! 
1.___________________________________________________ 
2.___________________________________________________ 
3.___________________________________________________ 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

INTERVIEWS 
 



 

INTERVIEWS 
 

Imprudent or Evasive Answers 
 
Never participate in an interview without a message to promote.  
The interview is not about answering questions; it is about selling 
your message.  Know well the answers you wish to give—or ask 
for time to get them.  Answering questions you are not equipped to 
answer only leads to trouble.  Don’t guess; call back.  Conversely, 
to avoid answering a question that a reporter knows you are 
capable of answering also leads to trouble.  It is damaging to claim 
ignorance.  Never say, “No comment”.  If you wish to avoid a 
question, simply say that you believe a response at this time would 
be inappropriate. 
 
It is as simple as the fact that reporters and their bosses don’t like 
red tape, evasive answers, or standoff treatment.  If they get it, 
what might have been a favorable story may never be written. 
 
Most news people declare that the more unnecessary obstacles are 
placed in their way, the harder they will work to get their story, for 
getting it becomes a point of honor.  They will almost always 
manage to print something on it, although such stories are bound to 
contain a high ratio of inaccuracies if the very persons who are in a 
position to know the facts deny the actual facts to reporters. 
 

Radio Interviews 
 
Most radio interviews are done by phone.  Sitting at the desk, you 
can become much too comfortable.  It is too easy to get off 
message.  In setting up a telephone interview, arrange to use a 
speaker phone.  In the privacy of your office or the conference 
room, STAND UP for the radio interview.  This will literally keep 
you “on your toes” and on message.  It will also free your hands so 
that you can gesture.  Even over the telephone, gestures make a big 
difference in your voice delivery and energy.  This will help the 
reporter understand the importance of your key points. 
 
If you go to the studio, do not make assumptions.  Often there are 
several microphones at the desk.  Ask where you are to sit.  Locate 
your “cough button” (the button you press to cut off the mike if 
you feel an overwhelming urge to cough or to clear your throat).  
Double-check for jangling jewelry, loose papers, clanking buttons, 
or anything that might rattle against the microphone.  In 
anticipation of call-ins, you may need a headphone set.  Since you 
may be on the air for long periods of time, you will want a glass of 
room-temperature water.  Because of the fear of accidents, studios 
often do not permit coffee, tea, or food near the equipment. 
 
The profile of a desirable radio guest is much the same as for 
television.  But radio requires much more of your energy.  It 
requires you to titillate the imagination of the listeners; they have 
no pictures on which to rely.  You provide those pictures with your 
words.  As you prepare your notes for a radio appearance, consider 
speaking with a bit more punch than you would for television.  
Make your descriptions more vivid. 
 
Radio guests are often expected to interact with listeners who call 
in, so prepare yourself for a range of logical, strange, and irrational 
questions.  Call-ins can hamper your effort to get your main points 
across if you have not outlined your points in advance.  A long-
winded caller who is prepared to debate the hour away can be a 



 

menace to your game plan.  If the host is professional, he or she 
will not allow this to happen.  If the host does not intercede, firmly 
but politely turn the caller into a fan by answering the questions 
directly and briefly. 
 
Keep a note pad at your side to jot down points to which you must 
respond.  Write down key words that form bridges to the points 
you have come to present. 
 
Although newcomers tend to be more at ease on radio because they 
are heard but not seen, do not underestimate the skill it takes to 
maintain an informative, upbeat, and energetic dialogue.  In a way, 
you have to give more of yourself on radio.  You must convince an 
audience of your value and integrity with your words and the 
sound of your voice. 
 
Above all else, you have a right to preserve your dignity, to be 
treated fairly and with respect.  Never sit still for a situation that 
violates your self-esteem.  Remember, you are valuable.  No 
promotional opportunity is worth letting someone insult or mistreat 
you.  The fact is, you have a unique gift that you are sharing.  If 
your gifts are not welcomed and honored, they should be 
withdrawn.  If you ever face one of those rare but extremely 
unpleasant situations in which you are being taken advantage of or 
mistreated, walk away.  There is always life beyond the hot seat. 
 

 
 

Periodical Interviews 
 
You should tape record all interviews.  The tape will serve as a 
record to be shared with your staff and to help you learn and 
improve.  It will also put the interviewer on notice that you will 
have a record of what is said.  Put the recorder in full view of the 
interviewer and say, “I hope you don’t mind that I tape this”.   For 
telephone interviews, you must get permission to tape record 
conversations.   
 
The reporter may bring a tape recorder as a backup for note-taking.  
This is standard procedure.  If the reporter asks whether it is all 
right to tape the interview, of course you should say yes.  Realize, 
though, that the interview begins when you meet the reporter, not 
when the tape recorder is turned on or the notebook is at the ready. 
 
You should also be clear in advance whether a photographer is 
coming or whether the reporter plans to take pictures.  If a 
photographer arrives with the reporter the picture taking will most 
likely occur first so the photographer can go on to another 
assignment.  If the reporter carriers a camera, the photo schedule 
may be more flexible. 



 

PROVEN INTERVIEW TIPS 
 
There are few things in life that strike more fear into people 
than having a TV camera and microphone shoved in their 
face.  For many, this experience can cause significant anxiety 
and poor performance.  For both the prepared and the 
unprepared, it can also be a defining moment in their careers.  
The following suggestions may provide some help for 
preparation, and may even help with print or radio interviews.  
 
PREPARATION: 
 

One of the best ways to succeed in an interview is to question the 
reporter.  Why are they interested in your agency?  Who else will 
be interviewed?  Do they want to do the interview live in the 
studio, or can it be taped at the agency?  What are some questions 
they will ask?  Who will do the interview and when is it likely to 
air? 
 
Consider risks versus advantages of doing the interview.  If the 
story is important, it is going to air with our without your input.  
Most of the time, it is better to be part of the story than appear to 
stonewall or give the impression that your agency is an impersonal, 
uncaring bureaucracy.  However, in those rare instances where you 
determine nothing positive can result, or if some legality prohibits 
you from making comments right now, then it is perfectly 
acceptable to decline. 
 
Once you have decided to do an interview, set some ground rules 
with the reporter.  You can usually determine where the interview 
will take place: select a location where you will feel most 
comfortable.  Set a time limit.  The longer the interview, the more 
likely you will say something you wish you hadn’t.  
 
Make sure you are prepared.  Do your homework.  Whoever is 
conducting the interview will most likely know the subject inside 
and out.  Above all…PRACTICE.  Make your point up front, and 
then explain and give examples.  What is likely to survive in this 

fast-paced medium (and actually air) is your initial key message.  
Keep the key message short and take every opportunity to drive it 
home.  Should you be asked about a negative issue, acknowledge 
the problem without repeating the reporter’s words, then bridge to 
your own positive point.  Stay away from hypothetical questions.  
Use that opportunity to bridge to one of your important points.   
 
APPEARANCE: 
 

Since TV is a visual medium, it is important to look your best.  
Many people believe how you look on camera is actually more 
important than what you say.  Conservative clothing is a must.  
Don’t distract the audience from your message by wearing a loud 
tie or flashy jewelry.  If the interview is outside, be sure to remove 
sunglasses.  If the interview is indoors or in the studio, do not wear 
tinted glasses.  The viewers must be able to see your eyes.  If you 
have the time, rehearse in the clothing you plan to wear and make 
a videotape.  This can be very helpful in making corrections to 
clothes, posture, and jewelry.  It will also help you relax and feel 
more comfortable when the “real” interview occurs. 
Apparel tips for men and women:   
* For Caucasian-like skin tones, blues and reds (burgundy, crimson) 

work best; also consider purple, charcoal, and turquoise.  Avoid 
brown, orange, green, and yellow.  Men should wear neckties of blue 
or red.  Avoid patterns, unless they are small, conservative patterns. 

* For dark skin tones and people with deep color, avoid light colors (i.e. 
white, yellow, bright pink, light green).   Under television lights, 
these colors will cause darker skin to appear much darker than it is.  
Instead, consider wearing: olive, gold, tan, and medium grade blues 
or grays. 

 
Men should ideally wear a suit, a solid colored long sleeve shirt 
(pastels work best), with a silk necktie, small conservative 
patterns are acceptable.  Jackets should be buttoned for stand-up 
interviews and for sit-down interviews to maintain a professional 
appearance.  Women should wear a conservative-length dress 
suit.  Avoid overly bright colors and patterns.  Both men and 
women should have well-groomed hairstyles; clean, trimmed 
fingernails; remember to empty your pockets—no bulges or 



 

tinkling coins; no gum, candy or cigarettes; and avoid any visible 
body piercing.  Accept any offer for light studio makeup (even if 
the women are already wearing makeup, a little extra is helpful 
under studio lights).  However, most TV stations won’t do makeup 
anymore, so if you feel you need some, bring your own along.  
Remove nametags, lapel pins, and extraneous items from your 
pockets and lapels (except agency monograms). 
 
If the interview takes place at your facility, pick a location, which 
is visually appealing, germane to the issue if possible, and without 
background activity, which could distract the audience from your 
message. 
 
TELEVISION STUDIOS: 
 
 

There is nothing you really need to know about studio 
microphones, since the studio staff will do all the work for you.  
The only thing you need to remember is anytime you are near a 
microphone, even when the cameras are off, your mike may be on.  
Do not say anything you may regret!  Usually the audio engineer 
will run test for voice levels before the interview.  If he says, “can 
we get a level,” he simply wants to hear your speaking voice at the 
level and pitch you plan to use during the interview.  He doesn’t 
care what you say, so use this time to rehearse your main message.  
Introduce yourself; give your title, agency, etc.  Speak in a normal 
tone of voice and maintain that level at interview time. 
 
You will probably get a chance to visit with your interviewer at 
this time.  Practice concentrating on conversing with him/her and 
forgetting about the camera so when the time comes, you can be 
relaxed and be yourself. 

IT’S SHOW TIME: 
 

Well, the time has arrived to see if all of your preparation will pay 
off.   
 
When the interview begins, remember to concentrate on the 
interviewer and his questions - Not The Camera!  Relax and 
smile when, and if, appropriate.  Sometimes the topic of your 
message may be of a serious nature and smiling is not appropriate.  
Gesture naturally.  Keep your head up.  Lean slightly toward the 
interviewer (if seated) and keep away from the chair back.  Stand 
up straight (if standing).  Look interested and alert. 
Remember to start with your lead message and closely follow 
with other main points.  This way, if your interview is “cut” for 
airing, you will have said what was most important at the onset.  
Keep your hands at your sides if standing, or in a relaxed position 
on your lap if sitting except for occasional gestures.  Do not make 
nervous gestures like playing with your jewelry, your watch, 
jacket, tie, etc. Do not swivel in a swivel chair, except to initially 
make eye contact with the interviewer.  Then maintain that 
position except when gesturing.  If you are on a panel it is 
appropriate to glance toward other panel members as they speak.  
If there are distractions in the studio or the reporter does not 
maintain focus on you, continue with your point anyway and don’t 
stop or you’ll look foolish if you react to this distractive behavior. 
 
A common technique reporters use is to pause after you respond to 
a question in hopes you may say more than you intended.  Do not 
“feed the mic.”  It is the reporter’s job to keep the interview going, 
so when you have finished your answer - STOP.  Also, be sure to 
keep your hands off of the microphone and do not lean toward a 
freestanding mic every time you speak. 
 
When the interview is over, the reporter may ask you to stay in 
place while the cameraman shoots a “reverse angle,” which will 
be spliced into the interview later.  The reporter will likely keep 
the conversation going; so do not let your guard down.  
Remember, you are still “on record” and the tape is still rolling.  



 

It is quite common for emergency responders and others in unique 
career fields to visit among themselves to ‘catch up on old times’ 
during time spent waiting at the scene of an emergency.  A camera 
can and HAS caught individuals laughing and telling stories at the 
scene of an emergency; be acutely aware that viewers will not 
understand. 
 
One final thought:  A reporter will often ask at the end of an 
interview if you have anything else you would like to add.  Take 
that opportunity to reinforce your primary message, or make a 
point you were not able to make during the interview.  Ending on a 
high note will help boost your confidence and may raise your 
comfort level for the next time a TV “opportunity” comes your 
way. 
 
Before leaving the set, be sure to thank the interviewer, the 
cameraman, and the sound engineer.  DO NOT ask for a tape or an 
early viewing. 
 

Appearances on Hosted Shows 
 
What if: Option 1: Option 2: 

You get a 
miserable cold that 
hits moments 
before you are due 
at the station.  
Gagging and 
coughing, you can 
hardly speak. 

Call the host and 
decline to appear.  
Offer a substitute 
who is prepared to 
speak on the same 
topic, someone who 
can do a good job. 
Offer to reschedule 
at their 
convenience. 

Call the host.  
Explain your 
problem.  Let the 
host handle getting a 
new person. 

The talk-show host 
alters the topic at 
the last moment. 

Convince the host 
to reverse the 
decision, or if you 
are prepared to 
discuss it, forge 
ahead. 
Use specific points 
to tunnel your way 
back to your own 
topic whenever 
appropriate. 

If the suggested 
topic is ludicrous 
and you will feel 
like an idiot 
discussing it, leave!  
Say you are not 
prepared for the 
change.  While you 
would love to 
participate, you 
don’t want to 
embarrass anyone.  
You wish to 
reschedule. 

The host 
mispronounces 
your name badly as 
you are introduced. 

Correct the person 
immediately.  Be 
polite.  Perhaps you 
can find a way to 
use it to make a 
point. 

Wait until the 
commercial break 
and tell the host how 
to pronounce it. 



 

What if: Option 1: Option 2: 

The host talks too 
much.  You can’t 
get a word in 
edgewise. 

Politely but firmly 
step on his or her 
lines.  Unless it will 
result in the 
eruption of World 
War III, break into 
the conversation. 

Wait until the 
commercial break.  
Remind the person 
that you have a few 
points you need to 
get across. 

You are on the air 
with a panel.  You 
cannot get a word 
in. 

Go for it.  Seize 
your time.  Do it 
with dignity, but do 
it. 

At the break, ask the 
moderator to clarify 
ground rules.  
Explain that not 
much is being 
accomplished with 
the free-for-all. 

Your time is 
running out and 
you have not yet 
said what you came 
to say because the 
moderator hasn’t 
asked the right 
question. 

Ask and answer 
your own question.  
“People most often 
want to know” or “I 
am so often asked” 
or “You haven’t 
asked the most-
often-asked 
question yet.” 

Interject, “One fact 
the audience might 
find interesting is…”

You are on, but 
your time is 
reduced by the 
talkativeness of a 
flamboyant guest 
on the air before 
you. 

Get to the heart of 
your material.  Pick 
the most important 
point and stick to it. 

After the show, ask 
to be rescheduled. 

You have 
uncontrollable 
sneezing on the air. 

Take your leave.  
Apologize and 
return later, if 
possible.  The host 
will cover for you. 

 

What if: Option 1: Option 2: 

The host alters the 
topic midway 
through an on-the-
air interview. 

Tread water.  
Gently turn the 
conversation back 
to your topic. 

Be direct.  Say 
“You’ve changed 
the topic and I am 
unprepared.  I don’t 
want to give 
misinformation.” 

You have a hostile 
call-in while on the 
radio. 

Try to reason with 
the person, but only 
for an instant.  “I 
don’t think this 
discussion is going 
to resolve anything” 
is a good exit line.  
Do not offer your 
services or try to 
heal this person of 
anger or dementia 
on the air. 

Let the host handle 
it. 

You are asked a 
question you are 
unable to answer. 

Say “I don’t know 
the answer to that 
one.” 

Say “That’s a good 
question and I’ll 
have to look up the 
latest information.  
A related question 
that I’ve just 
researched is …” 

The moderator 
suddenly runs out 
of time.  You are 
not going to be on 
the show after all.  
You have waited in 
the green room.  
Friends and family 
are viewing and 
listening. 

Show 
disappointment, but 
turn major effort 
toward 
rescheduling.  Be 
polite. 

 



 

 
 
 
 
 
 
 
 
 
 
 
 
 

 
EMERGENCIES AND 
PUBLIC RELATIONS

EMERGENCIES AND PUBLIC 
RELATIONS 

 
Emergencies make bad news.  Any bad news may have a disastrous 
impact on how the public perceives your agency.  Crises come in 
many shapes and forms:  accidents, earthquakes, fires, floods, 
murders, protest demonstrations, robberies, strikes, suicides, and 
others too numerous to mention.  Chances are, nobody is going to 
insist that you outline a crisis public-relations plan before any 
emergency occurs.  However, any one of the emergencies listed is 
also a public relations emergency. 

This is so important that it could well be your first step in devising 
your own PR plan for dealing with emergencies.  You or whomever 
you appoint to serve as your contact with the news media should get 
to know the media right now—before any crisis erupts. 

The event phase of an emergency is often characterized by 
uncertainty, rapid rate of change, and intense media interest.  Usually, 
disseminated information and facts are incomplete.  It is important to 
recognize that information coming to you from the media, your own 
organization, and other organizations may not be accurate.  
Simplicity, credibility, verifiability and speed count when 
communicating during this phase. 

 
Try to put a positive slant on the news: 

 
Try, where appropriate, to focus the attention of reporters on the 
diligent efforts of management or employees to cope with the 
emergency, for example, rescue or care of the injured and reduced 
damages. 

You might give the names of the employees who helped by: 

1. Alerting employees to the danger 
2. Leading employees to safety 
3. Rescuing or caring for the injured 



 

4. Reducing damage or loss of life in any other way. 
Questions the media might ask concerning explosions, fires, or 
natural disasters are slightly different.  For example: 

1. What caused the explosion or fire?  This question should be 
referred to the fire department spokesperson. 

2. How much damage was done?  Avoid any dollar estimate, 
even a “ball park figure.”  If you’re wrong, you’ll regret 
seeing this number in print or hearing it on the news.  The 
extent of damage may be indicated only in a general way. 

Suicides, bombings, and irrational actions of people may happen 
on rare occasions.  Should any of these take place at your property, 
after you have tended to people injured or in need, contact your 
legal counsel to prepare statements for release to the press. 

 
Dealing with Group Disturbances 

 
Problems of this type might include picketing or aggressive 
activity.  Bad news such as this can be aggravated when the group 
sponsoring the activity informs the media ahead of time of its 
intentions.  This means reporters, television cameras, and 
photographers may be on the scene before you’re even aware of 
what is happening. 

Once you learn of the situation, you should prepare a media 
statement.  It should be approved by legal counsel, if possible, and 
should be brief, factual, and as objective as possible. 

If the group disturbance is well organized and members have 
contacted the media in advance, you can be certain that they have 
prepared their own written information for release to the media.  
You are justified in asking for a copy of this material—either from 
the media or the group itself.  This will help you in preparing your 
own statement.  If you cannot obtain this information in written 
form or orally, it is reasonable for you to respond to media 
questions by saying you cannot comment on something about 
which you know nothing. 



 

Handling the Emergency 
 

1. You should always have a single spokesperson for the press 
in these emergency situations.  Direct all other employees 
to refrain from commenting publicly in a crisis.   
EXPRESS EMPATHY AND CARING IN YOUR FIRST 
STATEMENT. 

2. Maintain close contact with individual members of the 
media.  They might be able to tell you things you do not 
already know.  This also prevents the flow of false 
information. 

3. Log all facts released, including the times.  This will avoid 
duplication and conflicting reports should new 
developments change facts. 

4. There’s seldom a reason why you should not be quoted by 
name. 

5. Never argue with a reporter about the value of a story. 

6. Any information given to one source should be given to all.  
Do not play favorites; equal access to information is 
imperative.  With that said, you should provide for the local 
media first.  Do not discard them in favor of the national 
media and the well-known names.  You will continue to 
need local media support even when the event has ceased 
to be of national attention or when future events do not 
draw national attention. 

7. Never refuse to reveal information without an explanation. 

8. Always know to whom you are talking. 

9. Never falsify, color or slant you answers.  A reporter can 
see it coming and nothing sets the journalist off faster than 
this. 

10. Be sure there is the least possible delay between the time 
you get information and when you give it to the media. 

11. Have safety, labor, and employee records available for your 
reference. 

12. If damage must be estimated for the press, confine your 
statement to a general description of what was destroyed. 

13. Always accentuate the positive if you possibly can.  As 
facts become known, clear them and give them to the news 
media. 

14. DO NOT release the names of victims until you know for 
certain that the families involved have been notified.  Tell 
reporters the name(s) of victim(s) will not be released 
pending notification of next of kin.  Then follow up to see 
that they get these names as soon as possible. 

15. Don’t repeat negative or inflammatory words used by a 
reporter.  It could end up as part of your quote. 

16. Don’t demonstrate a great deal of emotion during 
interviews, which might convey panic, particularly on TV.  
It is preferable to do TV interviews off camera.  However, 
if taped, remember that you are being taped.  All of your 
remarks, gestures, and facial expressions will forever be 
captured on video.  So collect your wits about you, and stay 
calm and focused. 

17. Don’t attempt to blame anyone for anything. 

18. Set a time for updates. 

 



 

Questions often asked: 
 

1. What happened?  When?  Where?  Why? 
• Known # of injured or killed?  (current)  
• Total # affected?   
• Extent of property damage? 
• What was the cause? 

2. Is there danger now? 
3. Names of dead and injured, following notification of 

relatives.  Never release this information prior to 
notification of families.  
• Their resident city, age, how long with the agency, and 

their position. 
4. What do you have to say to the victims or victims’ 

families? 
5. What effect will it have on the community, production or 

employment? 
6. How much will it cost the organization? 
7. When will we find out more? 

 
Depending on the nature of the emergency, 
possible topics include: 

 
1. What has been done to prevent recurrence of this type of 

emergency? 
2. What are the plans for reconstruction? 
3. What has been done to express gratitude to the community 

for its help? 
4. What has been done to help employees? 
5. Who is responsible, when appropriate, for recognizing 

employees for their help in saving lives, deterring the 
spread of fire, etc.? 

6. Make sure to recognize other agencies that have assisted 
during the emergency. 

 

Poor or sloppy handling of any emergency can seriously affect 
how the public perceives your agency.  We have advised you to get 
the news out fast.  But don’t jump the gun.  It’s a good idea to 
withhold comment until all the facts are in.  Remember to stay 
focused, and don’t lose your cool.  The calmer and more educated 
your response, the greater likelihood your message will be “on-
point” and heard by the reporter and the audience. 
 
If the media is “at your door” and you need time to assemble the 
facts for the initial press release statement, consider using the 
following pre-scripted responses.  Getting the facts is a priority.  It 
is important that your organization not give in to pressure to 
confirm or release information before you have confirmation from 
your scientists, emergency operations center, etc.  The following 
are responses which give you the necessary time to collect the 
facts: 
IF ON PHONE TO MEDIA: 
• “We’ve just learned about the situation and are trying to get 

more complete information now.  How can I reach you when I 
have more information?” 

• “All our efforts are directed at bringing the situation under 
control, so I’m not going to speculate about the cause of the 
incident.  How can I reach you when I have more 
information?” 

• “I’m not the authority on this subject.  Let me have (name) call 
you right back” 

• “We’re preparing a statement on that now.  Can I fax it to you 
in about two hours?” 

• “You may check our web site for agency/company background 
information and I will fax/email you with the time of our next 
update.” 

 
IF IN PERSON AT INCIDENT SITE OR IN FRONT OF PRESS 
MEETING: 
• “This is an evolving emergency and I know that, just like we 

do, you want as much information as possible right now.  



 

While we work to get your questions answered as quickly as 
possible, I want to tell you what we can confirm right now: 

o At approximately (time), a (brief description of what 
happened). 

o At this point, we do not know the number of (persons 
ill, persons exposed, injuries, deaths, etc.) 

o We have a (system, plan, procedure, operation) in place 
for just such an emergency and we are being assisted by 
(Police, FBI, Emergency Coordinating Office) as part 
of that plan. 

o The situation is (under)(not under) control and we are 
working with (local, State, Federal) authorities to 
(contain this situation, determine how this happened, 
determine what actions may be needed by individuals 
and the community to prevent this from happening 
again) 

o We will continue to gather information and release it to 
you as soon as possible.  I will be back to you within 
(amount of time, 2 hours or less) to give you an update.  
As soon as we have more confirmed information, it will 
be provided. 

o We ask for your patience as we respond to this 
emergency. 

 
One final piece of advice:  During an emergency, if you do not 
manage your own news event, someone else is sure to mismanage 
it for you. 
 

 
The best reaction to criticism is to consider it.  It may 
be valuable.  If you are tempted to get into battle with 
the media, remember, they always fire the last shot.  
Continue working with them in the spirit of a free press. 

 
 
 
 
 
 
 
 
 
 
 
 
 
 

GLOSSARY 



 

GLOSSARY 
 

Actuality:  A radio news interview usually tape-recorded. 
 
Assignment Director/Editor:  The assignment director 
coordinates what news stories will be covered during the day.  
He/she coordinates which reporter and/or photographer will cover 
a story.  Assignment directors are most commonly found in 
television and radio news departments. 
 
AP:  Associated Press. 
 
Beat:  An area or specialized topic assigned to a reporter such as 
the Federal beat or the City Hall beat.  
 
B-Roll:  The video you see while a television reporter tells the 
story. 
 
Background:  This term varies in definition based upon media: 
• Music or sound effects used at a low level behind presentation, 

or 
• Information provided that is not used for specific quotations. 
 
Board:  The piece of equipment operated by a radio announcer.  It 
controls the microphones, volume, tape decks, cart machines, CD's 
(compact discs), etc. 
 
b/w:  Black and white (advertisement). 
 
Cart:  A tape cartridge used in radio control rooms for playing 
commercials, public service announcements, news actualities, 
station identification, etc.  It has a continuous loop or tape, which 
automatically cues itself to the beginning.  
 
Circulation:  Indicates the number of regular subscribers. 
 

Contact:  The person listed on a news release as originator of 
information and source for news or PSA for further information. 
 
Controlled:  Free circulation decided by publisher (not a paid 
subscription). 
 
Cue:  Signal to begin or stop for people, music, or video.  An 
engineer or producer will nod or point at you, or you may be told 
to wait for the "on air" light to go on. 
 
Deadline:  Last possible moment that a news story or 
advertisement can be accepted. 
 
Director: Person who directs the performer, studio technicians, 
and production workers for a particular show (usually television); 
may also select material and performers, plan sets, and determine 
the sequence and angles of camera shots. 
 
Editor:  The editor is usually the newspaper counterpart of the 
assignment director.  An editor in electronic broadcasting 
electronically edits videotape in the news department. 
 
Embargoed:  The term utilized to indicate the information you 
provide in a news release should not be used until a specified time 
(date and time should be included). 
 
Floor Manager:  TV production staff member who remains in the 
studio to relay cues from the control room to performers and 
technical staff. 
 
Format:  General style of music/ on-music broadcast by station). 
 
Frequency:  (Print media) monthly, weekly, daily, etc. 
 
Glossy: (1) Photograph with a shiny finish. (2) Quality of paper 
used for newsletters, infographics, or art. 



 

GLOSSARY -continued- 
 

Level:  The volume of your voice.  A radio interviewer or television 
floor crew-person will ask you to say a few words so they can "set the 
level" or "check the level" of your microphone.  By doing so, they 
will be able to properly position the microphone and volume control 
for your voice. 
 
Localize:  To emphasize the local angle of a story. 
 
News Director:  This person is the manager of the news department.  
He or she usually has the authority to hire/fire and dictates the news 
format. 
 
Producer:  Person who plans and supervises production of a show or 
series of shows or spots. 
 
PSA:  This is an acronym for Public Service Announcement.  It is 
basically a commercial presented by a non-profit, tax exempt 
organization.  Stations do not charge a fee to play PSA's.  
 
SAU:  Standard Advertising Unit (equals 2 1/8 inches wide, 1 inch 
deep). 
 
Simulcast:  Same content broadcast on two stations. 
 
SOT:  Sound On Tape or “Sound bite” 
 
TMC:  Total Market Coverage (newspapers distributed to all homes 
free). 
 
Voice-over:  The voice of a television narrator who does not appear 
on camera. 
 
Wire:  News services, such as the AP (Associated Press), provide 
customers with written copy for news, features, weather, etc.  The 
"wire" services provide copy for electronic media, such as radio and 
television and for print media.  

 
 
 
 
 
 
 
 
 
 
 
 
 

TEMPLATES AND OTHER 
USEFUL EXAMPLES 

 



 

PRE-SCRIPTED EMERGENCY MEDIA RESPONSES 
 

IF ON PHONE TO MEDIA: 
• “We’ve just learned about the situation and are trying to get more 

complete information now.  How can I reach you when I have more 
information?” 

• “All our efforts are directed at bringing the situation under control, so 
I’m not going to speculate about the cause of the incident.  How can I 
reach you when I have more information?” 

• “I’m not the authority on this subject.  Let me have (name) call you 
right back” 

• “We’re preparing a statement on that now.  Can I fax it to you in about 
two hours?” 

• “You may check our web site for agency/company background 
information and I will fax/email you with the time of our next update.” 

 
IF IN PERSON AT INCIDENT SITE OR IN FRONT OF PRESS 
MEETING: 
• “This is an evolving emergency and I know that, just like we do, you 

want as much information as possible right now.  While we work to get 
your questions answered as quickly as possible, I want to tell you what 
we can confirm right now: 

o At approximately (time), a (brief description of what 
happened). 

o At this point, we do not know the number of (persons ill, 
persons exposed, injuries, deaths, etc.) 

o We have a (system, plan, procedure, operation) in place for just 
such an emergency and we are being assisted by (Police, FBI, 
Emergency Coordinating Office) as part of that plan. 

o The situation is (under)(not under) control and we are working 
with (local, State, Federal) authorities to (contain this situation, 
determine how this happened, determine what actions may be 
needed by individuals and the community to prevent this from 
happening again) 

o We will continue to gather information and release it to you as 
soon as possible.  I will be back to you within (amount of time, 
2 hours or less) to give you an update.  As soon as we have 
more confirmed information, it will be provided. 

o We ask for your patience as we respond to this emergency. 

EMERGENCY CRISIS RISK COMMUNICATION + 
 
Build Trust and Credibility by Expressing: 

+ Empathy and caring 
+ Competence and expertise 
+ Honesty and openness 
+ Commitment and dedication 

Top Tips 
+ Don’t over reassure. 
+ Acknowledge uncertainty. 
+ Express wishes (“I wish I had answers”). 
+ Explain the process in place to find answers. 
+ Acknowledge people’s fear. 
+ Give people things to do. 
+ Ask more of people (share risk). 

As a Spokesman 
+ Know your organization’s policies. 
+ Stay within the scope of responsibilities. 
+ Tell the truth. Be transparent. 
+ Embody your agency’s identity. 

 
BE FIRST. BE RIGHT. BE CREDIBLE. 

 
Prepare to Answer These Questions: 

+ Are my family and I safe? 
+ What can I do to protect myself and my family? 
+ Who is in charge here? 
+ What can we expect? 
+ Why did this happen? 
+ Were you forewarned? 
+ Why wasn’t this prevented? 
+ What else can go wrong? 
+ When did you begin working on this? 
+ What does this information mean? 

Stay on Message 
+ “What’s important is to remember…” 
+ “I can’t answer that question, but I can tell you…” 
+ “Before I forget, I want to tell your viewers…” 
+ “Let me put that in perspective…” 

CONSISTENT MESSAGES ARE VITAL  



 

Message Development for Emergency Communication 
 

First Consider the Following: 
 Relationship to 

event  
 Demographics (age, 

language, education, 
culture) 

 Level of outrage 
(based on risk 
principles) 

 Give facts/update 
Rally to action 

 Clarify event status 
 Address rumors 
 Satisfy media 

requests 

 Print media release 
Web release 

 Through 
spokesperson (TV 
or in-person 
appearance) 

 Radio 

Basic Emergency Message Components: 
1. Expression of empathy:  _____________________________ 
2. Clarifying facts/Call for Action: 

• Who_____________________________________ 
• What____________________________________ 
• Where___________________________________ 
• When____________________________________ 
• Why_____________________________________ 
• How_____________________________________ 

3. What we don’t know: 
4. Process to get answers: 
5. Statement of commitment: 
6. Referrals:  
For more information__________________________________ 
Next scheduled update_________________________________ 
 
Finally, check your message for the following: 
Positive action steps 
Honest/open tone 
Applied risk communication 
principles 
Test for clarity 
Use simple words, short 
sentences 

Avoid jargon 
Avoid judgmental phrases 
Avoid humor 
Avoid extreme speculation 

  
Taken from the Crisis and Emergency Risk Communications developed by CDC 

Incident Media Call Triage Sheet 
 
Deadline: __2 hrs   __Today am  __Today pm  __ASAP  __Other 
Media outlet: 
[ ] Local   __TV   __Daily/Wire  __Radio  __Magazine  __Other 
[ ] Regional 
[ ] National 
Caller’s name:  _______________________________________ 
   
Caller’s contact info: Phone(s): _______________________ 
 Fax: ___________________________ 
 Email: 

__________________________ 
 
Request: 
[ ] SME questions 
[ ] Interview (name request)_____ 
[ ] Background/B-roll__________ 
[ ] Fact check 
[ ] Update 
[ ] Return call to press officer 

Topic: 
[ ] Numbers___________________ 
[ ] Response/Investigation________ 
[ ] Health/disease issue__________ 
[ ] Hot issue 1_________________ 
[ ] Hot issue 2_________________ 
[ ] Other 

 
Action needed: Comments: 
[ ] Return call expected from press officer 
[ ] Return call expected from SME 
 
PA**suggested triage priority: 
[ ] Level A    [ ] Level B     [ ] Level C 
 
No action needed; call closed by: 
[ ] PA answered question  [ ] PA referred to Internet 
[ ] PA referred to CIO     [ ] PA referred to outside agency 
[ ] PA other___________________________________ 
 
Taken by: _____________________*SME=subject matter expert 
Time:  a.m.__________     p.m.__________**PA=press assistant 
Date:  S M T W T F S __________________________________ 
 
Taken from the Crisis and Emergency Risk Communications developed by CDC 



 

 
 
 

 
 
 
 
 
 
 
 
 
 
 
 
 

DIRECTORY 
 

Magazines 
City Pages 
401 N 3rd St. 
Suite 550 
Minneapolis, MN 55401 
http://www.citypages.com  
 

(612)-375-1015 (Phone) 
(612)-372-3737 (Fax) 
 
Kevin Hoffman, editor 
Michael Tortorello, Managing 
Editor 

Lavender 
3715 Chicago Ave. S 
Minneapolis, MN 55404 
http://www.lavendermagazine.com  
 

(612)-871-2237 (Phone) 
(612)-871-2860 (Fax) 
 
Ethan Boatner, Acting Editor 
ethan@lavendermagazine.com 
 

Minnesota Monthly 
600 US Trust Building 
730 2nd Ave. S 
Minneapolis, MN 55402 
http://www.minnesotamonthly.com  
 

(612)-371-5800 (Phone) 
(612)-371-5801 (Fax) 
 
Andrew Putz, Editor 
 

Utne 
1624 Harmon Place 
Suite 330 
Minneapolis, MN 55403 
http://www.utne.com  
 

(612)-338-5040 (Phone) 
(612)-338-6043 (Fax) 
 
David Schimke, Editor 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 



 

Newspapers (Metro Dailies) 
St. Paul Pioneer Press 
345 Cedar St. 
St. Paul, MN 55101 
http://www.pioneerplanet.com  
 
Capitol Bureau 
Press Room B-14 
State Capitol 
St. Paul, MN 55155 
(651)-228-5253 (Phone) 
(651)-228-5528 (Fax) 
 
Minneapolis Bureau 
600 South 4th St. 
Suite 700 
Minneapolis, MN 55415 
(612)-338-6516 (Phone) 
(612)-338-2932 (Fax) 
 
Washington, D.C. Bureau 
525 14th St. NW 
Suite 700 
Washington, DC 20045 
(202)-383-6049 (Phone) 

(651)-222-5011 (General 
Switchboard) 
(651)-228-5490 (Newsroom 
Information) 
(651)-228-5500 (General News 
Fax) 
(651)-292-1897 (City Hall Fax) 
 
(651)-228-5487 (Thom Fladung, 
Editor) 
(651)-228-5284 (Heidi Raschke, 
Senior Entertainment/Arts Editor) 
(651)-228-5431 (Doug Iverson, 
Business News Editor) 
(651)-228-2119 (Paul Tosto, 
Education Team Leader) 
(651)-228-5450 (Jeff Kummer, 
Investigative Senior Editor) 
(651)-228-5559 (Bob Ingrass, 
Team Leader, Mpls. & St. Paul 
News) 
(651)-228-5432 (Thom Fladund, 
Political Senior Editor) 
 
 
 
 

Star Tribune 
425 Portland Ave. S 
Minneapolis, MN 55488 
http://www.startribune.com  
 
St. Paul Bureau 
350 St. Peter St. 
Suite 204 
St. Paul, MN 55102 
(651)-298-1542 (Phone) 
(651)-281-1198 (Fax) 
 
Washington Bureau 
529 14th St. NW 
420 National Press Building 
Washington, DC 20045 
(202)-393-2228 (Phone) 
(202)-393-2229 (Fax) 
 

(612)-673-7937 (Nancy Barnes, 
Managing Editor) 
(612)-673-4516 (Scott Gillespie, 
Managing Editor) 
 
(612)-673-7111 (Duchesne Drew, 
Business Editor) 
(612)-673-4414 (News Desk) 
(612)-673-4359 (News Fax) 
(612)-673-7707 (Kevin Giles, 
Reporter) 
(612)-673-4456 (Doug Tice, 
Political Team Leader) 
 
 

Finance & Commerce 
730 2nd Ave. S 
100 US Trust Building 
Minneapolis, MN 55402 
http://ww.finance-commerce.com 
 

(612)-333-4244 (General 
Switchboard) 
(612)-333-3243 (General Fax) 
 
(612)-584-1526 (Monte Hanson, 
Editor) 
(612)-584-1527 (Larry Mastbaum, 
Production Manager) 
 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 



 

Newspapers (Weekly) 
Source: PSB Directory 

Use fax (if available) as preferred method of contact 
unless otherwise noted by an asterisk (*) 

The American Jewish World 
4509 Minnetonka Blvd. 
Minneapolis, MN 55416 

(952)-259-5280 (Phone) 
(952)-920-6205 (Fax) 
 
Mordecai Specktor, Managing 
Editor 

Asian American Press 
417 University Ave. W 
St. Paul, MN 55103 
 

(651)-224-6570 (Phone) 
(651)-224-7032 (Fax) 
 
Nghi Huynh, Editor 
 

Blaine Banner 
12570 Radisson Rd. NE 
Blaine, MN 55449 
 
 

(763)-755-3832 (Phone) 
(763)-755-3832 (Fax) 
 
Marilyn Hamm, Editor 

Bulletin Newspapers 
7584 80th St. 
Cottage Grove, MN 55016 
 
 
 
 
Woodbury Bulletin 
8420 City Center Drive 
Suite B 
Woodbury, MN 55125 
 

(651)-459-3434 (Phone) 
(651)-459-9491 (Fax) 
 
South Washington County Bulletin 
Patti Grey, Managing Editor 
 
 
(651)-730-4007 (Phone) 
(651)-702-0977 
Bob Eighmy, Editor 
 

Camden Community News 
PO Box 11492 
Minneapolis, MN 55411 
http://www.camdennews.org  
 

(612)-521-3060 (Phone) 
 
Laurel Parrott, Editor 
camdennews@home-media.com 

Chanhassen Villager 
80 W 78th St. 
Suite 170 
Chanhassen, MN 55317 
http://www.chanvillager.com 
 

(952)-934-7960 (Fax) 
 
Richard Crawford, Editor 
(952)-345-6471 
 

Chaska Herald 
PO Box 113. 
Chaska, MN 55318 
http://www.chaskaherald.com 
 

(952)-445-3333 (Phone) 
(952)-448-3146 (Fax) 
 
Mark Olson, Editor 
(952)-345-6574 
 

The Circle 
P.O. BOX 6026 
Minneapolis, MN 55406 
http://www.thecirclenews.org 
 

(612)-722-3686 (Phone) 
(612)-722-3773 (Fax) 
 
Catherine Whipple, Editor 
 

Country Messenger 
P.O. BOX 248 
Osceola, WI 54020 
 
 

(651)-433-3845 (Phone) 
(651)-433-3158 (Fax) 
 
Kyle Werver, Editor 

ECM Publishers 
4095 Coon Rapids Blvd. 
Coon rapids, MN 55433 
http://www.ecm-inc.com 
 
Publishes:  Anoka County Union, 
Blaine Spring Lake Park Life, 
Caledonia Argus, Coon Rapids 
Herald, Dairyland Peach, Dakota 
County Tribune, ECM Post Review, 
Forest Lake Times, Isanti County 
News, Mille Lacs County Times, 
Princeton Union-Eagle, St. Croix 
Valley Peach, Scotsman, Star News, 
Star Shopper 
 

(763)-712-2400 (Phone) 
(763)-712-2480 (Fax) 
 
 
 

Anoka County Union 
4101 Coon Rapids Blvd. 
Coon Rapids, MN 55433 
www.anokacountyunion.com 
 

(763)-712-3512 (Phone) 
(763)-712-3519 (Fax) 
 
L.A. (Larry) Jones, Editor 



 

Blaine Spring Lake Park Life 
4101 Coon Rapids Blvd. 
Coon Rapids, MN 55433 
 

(763)-712-3512 (Phone) 
(763)-712-3519 (Fax) 
 
Tim Hennagir, Editor 
 

Caledonia Argus 
P.O. BOX 227 
Caledonia, MN 55921 
 

(507)-724-3475 (Phone) 
(507)-725-8610 (Fax) 
 
Jane Palen, Managing Editor 
 

Coon Rapids Herald 
4101 Coon Rapids Blvd. 
Coon Rapids, MN 55433 
 

(763)-712-3513 (Phone) 
(763)-712-3519 (Fax) 
Peter Budley, Managing Editor 
 

Dakota Country Tribune 
12190 County Rd. 11 
Burnsville, MN 55337 
 

(952)-846-2033 (Phone) 
(952)-846-2010 (Fax) 
 
Tad Johnson, Managing Editor 
 

ECM Post Review 
6448 Main St. 
North Branch, MN 55056 
 

(651)-674-7025 (Phone) 
(651)-674-7026 (Fax) 
 
MaryHelen Swanson, Editor 
 

Forest Lake Times 
880 SW 15th St. 
Forest Lake, MN 55008 

(651)-464-4601 (Phone) 
(651)-464-4605 (Fax) 
 
Cliff Buchan, Editor 
 

Isanti County News 
234 Main St. S 
Cambridge, MN 55008 
 

(763)-689-1981 (Phone) 
(763)-689-4372 (Fax) 
 
Jon Tatting, Editor 
 

Mille Lacs County Times 
225 2nd St. 
Milaca, MN 56353 
 

(320)-983-6111 (Phone) 
(320)-983-6112 (Fax) 
 
Gary Larson, Editor 
 

Princeton Union-Eagle 
208 Rum River Dr. 
Princeton, MN 55371 
 

(763)-389-1222 (Phone) 
(763)-389-1728 (Fax) 
 
Luther Dorr, Editor 
 

Scotsman 
234 Main St. S 
Cambridge, MN 55008 

(763)-689-1981 (Phone) 
(763)-689-4372 (Fax) 
 
Marge Winkelman, General 
Manager 
 

Star News 
506 Freeport Ave. 
Elk River, MN 55330 
 

(763)-441-3500 (Phone) 
(763)-441-6401 (Fax) 
 
Jim Boyle, Editor 
(763)-241-3670 
 

Eden Prairie News 
P.O. BOX 44220 
Eden Prairie, MN 55344 
 
 

(952)-934-5045 (Phone) 
(952)-934-7960 (Fax) 
 
Karla Wennerstrom, Editor 
(952)-345-6474 
 

Farmington Independent 
312 Oak St. 
 
Farmington, MN 55024 
 

(651)-460-6606 (Phone) 
(651)-463-7730 (Fax) 
 
Nathan Hansen, Editor 
 

Hastings Star Gazette 
P.O. BOX 277 
Hastings, MN 55033 
 

(651)-437-6153 (Phone) 
(651)-437-5911 (Fax) 
 
Chad Hjelming, Editor 
 

Hmong Times 
P.O. BOX 28144 
St. Paul, MN 55117 
http://www.hmongtimes.com 
 

(651)-224-9395 (Phone) 
(651)-228-9049 (Fax) 
 
Dick Wetzler, Editor 
 

Insight News 
1815 Bryant Ave. N 
Minneapolis, MN 55411 
http://www.insightnews.com 
 

(612)-588-1313 (Phone) 
(612)-588-2031 (Fax) 
 
Al McFarlane, Editor 
 



 

Jordan Independent 
109 Rice St. S 
Jordan, MN 55352 
http://www.jordannews.com 
 

(952)-492-2224 (Phone) 
(952)-492-2231 (Fax) 
Mathias Baden, Editor 

La Prensa de Minnesota 
3000 N 2nd St. 
Minneapolis, MN 55411 
http://www.laprensa-mn.com 
 

(612)-312-1760 (Phone) 
(612)-312-1769 (Fax) 
 
Lorena Duarte, Editor 
612-312-1766 

La Voz 
1643 S Robert St. 
St. Paul, MN 55118 
 

(651)-457-1177 (Phone) 
(651)-457-1077 (Fax) 
 
Tim Spitzack, Editor 
 

Lakeshore Weekly News 
1001 Twelve Oaks Center Dr. 
Suite 1017 
Wayzata, MN 55391 
http://www.weeklynews.com 
 

(952)-843-4612 (Phone) 
(952)-473-0895 (Fax) 
 
Brett Stursa, Editor 

Latino Midwest News 
3900 36th Ave. N 
Robbinsdale, MN 55422 
http:/www.latinomidwestnews.com 
 

(763)-535-3373 
(763)-537-5200 
 
Adolfo Cardona, Editor 
 

Lillie Suburban Newspapers 
North St. Paul Office 
2515 7th Ave. E 
North St. Paul, MN 55109 
 
Publishes (send one press release for 
all publications):  East Side Review, 
Maplewood Review, Oakdale-Lake 
Elmo review, Ramsey County Review, 
Review Perspectives, Roseville 
Review, South-West Review, 
Woodbury/South Maplewood Review 
 

(651)-777-8800 (Phone) 
(651)-777-8288 (Fax) 
 
Mary Lee Hagert, Executive Editor 
Holly Wenzel, Managing Editor 

Lillie Suburban Newspapers 
New Brighton Bureau 
909 7th Ave. NW 
New Brighton, MN 55112 
 
Publishes (send one press release for 
all publications):  New 
Brighton/Mounds View Bulletin, 
ShoreviewArden Hills Bulletin, St. 
Anthony Bulletin 
 

(651)-633-2777 (Phone) 
(651)-633-3846 (Fax) 
 
 

Midway/Como Monitor 
1885 University Ave. W 
Suite 110 
St. Paul, MN 55104 
 

(651)-645-7045 ext. 2 (Phone) 
 
Denis Woulfe, Editor 
 

Minnesota Christian Chronicle 
623 Lilac Dr. N 
Suite A 
Golden Valley, MN 55422 
http://www.mcchronicle.com 
 

(763)-746-2468 (Phone) ext 213 
(763)-746-2469 (Fax) 
 
Bryan Malley, Editor 

Minnesota Spokesman-Recorder 
3744 4th Ave. S 
Minneapolis, MN 55409 
http://www.spokesman-recorder.com 
 

(612)-827-4021 (Phone) 
(612)-827-0577 (Fax) 
 
Jerry Freeman, Senior Editor 



 

Minnesota Sun Publications 
http://www.mnsun.com 
 
Albany Office 
561 Railroad Ave., Box 310 
Albany, MN 56307 
 
Columbia Heights Office 
3989 Central Ave. NE, #200 
Columbia Heights, MN 55421 
 
Delano Office 
265 River St., Suite 109 
PO Box 168 
Delano, MN 44328 
 
Eden Prairie Office 
10917 Valley View Rd. 
Eden Prairie, MN 55344 
 
Melrose Office 
408 E. Main St., Box 186 
Melrose, MN 56325 
 
Monticello Office 
116 River St. 
PO Box 420 
Monticello, MN 55362 
 
Osseo Office 
33 2nd St. N.E. 
PO Box 280 
Osseo, MN 55369 
 
Robbinsdale Office 
4080 W. Broadway, Suite 113 
Robbinsdale, MN 55422 
 
Stillwater Office 
1931 Curve Crest Blvd. 
Stillwater, MN 55082 
 
St. Michael Office 
11 E. Central Ave., Box 204 
St. Michael, MN 55376 
 
Waconia Office 
8 Elm St. S. 
Waconia, MN 55387 

 
 
 
(320)-845-2700 (Phone) 
(320)-845-4805 
aenterprise@albanytel.com 
 
(763)-706-0890 (Phone) 
(763)-706-0891 (Fax) 
sunfocus@acnpapers.com 
 
(763)-972-6271 (Phone) 
(763)-972-6172 (Fax) 
sunpressmail@acnpapers.com 
 
 
(952)-829-0797 (Phone) 
(952)-392-6868 (Fax) 
editor@acn.com 
 
(320)-256-3240 (Phone) 
(320)-256-3363 (Fax) 
news@melrosebeacon.com 
 
(763)-295-3131 (Phone) 
(763)-295-3080 (Fax) 
monticellonews@acnpapers.com 
 
 
(763)-425-3323 (Phone) 
(763)-425-2945 (Fax) 
sunpressmail@acnpapers.com 
 
 
(763)-536-7500 (Phone) 
(763)-536-7519 (Fax) 
sunpost@acnpapers.com 
 
(651)-439-3130 (Phone) 
(651)-439-4713 (Fax) 
stwgztte@acnpapers.com 
 
(763)-497-3225 (Phone) 
(763)-425-4229 (Fax) 
sunpressmail@acnpapers.com 
 
(952)-442-4414 (Phone) 
(952)-442-4428 (Fax) 
patriotgeneral@acnpapers.com 

Minnesota Women’s Press 
771 Raymond Ave. 
St. Paul, MN 55114 
http://www.womenspress.com 
 

(651)-646-3968 (phone) 
(651)-646-2186 (Fax) 
 
Michele St. Martin, Editor 
 

Native American/Ojibwe News 
3501 Lakeside Dr. NE #2 
Bemidji, MN 56601 
http://www.press-on.net 
 

(218)-444-7800 (Phone) 
(218)-444-7320 (Fax) 
 
Bill Lawrence, Editor 

The Northeaster 
1620 Central Ave. NE 
Minneapolis, MN 55413 
 

(612)-788-9003 (Phone) 
(612)-788-3299 (Fax) 
contact@nenorthnews.com 

North Oaks News/Shoreview Press 
4779 Bloom Ave. 
White Bear Lake, MN 55110 
 

(651)-407-1200 (Phone) 
(651)-429-1242 (Fax) 
 
Katie Erickson , Assistant Editor 
shoreviewpress@sherbtel.net* 
 

Nuestro Gente 
1516 E Lake St. 
Suite 200 
Minneapolis, MN 55407 
http://www.neustragente.net 
 

(612)-729-5900 (Phone) 
 
Marco Fernandez LaNoni, Editor 
(612)-386-4037 

One Nation News 
2751 Hennepin Ave #21 
Minneapolis, MN 55408 
http://www.onenationnews.com 
 

(612)-861-9006 (Phone) 
(612)-869-8597 (Fax) 
 
Jae Bryson, Editor 
 

Shakopee Valley News 
P.O. BOX 8 
Shakopee, MN 55379 
http://www.shakopeenews.com 
 

(952)-445-3333 (Phone) 
(952)-445-3335 (Fax) 
 
Patrick Minelli, Editor 

Southwest Journal 
1115 Hennepin Ave. S 
Minneapolis, MN 55403 
http://www.swjournal.com 
 

(612)-825-9205 (Phone) 
(612)-825-0929 (Fax) 
 
Cynthia Moothart, Editor 
 



 

Southwest Suburban Publishing 
14093 Commerce Ave. NE 
Prior Lake, MN 55372 
 

(952)-447-6669 (Phone) 
(952)-447-6671 (Fax) 
 
Prior Lake American 
Lori Carlson, Editor 
 
Savage Pacer 
Nancy Huddleston, Editor 
 

The Star 
930 Cleveland St. S 
Cambridge, MN 55008 
 

(763)-689-1181 (Phone) 
(763)-689-1185 (Fax) 
 
Linda Noyce, Editor 
 

The Stillwater Courier News 
1815 Northwestren Ave. 
Stillwater, MN 55082 
 

(651)-439-4366 (Phone) 
(651)-439-4668 (Fax) 
 
Yvonne Clinnert, Editor 
editor@stillwatercourier.com* 
 

Sun Focus 
3989 Central Ave. NE 
Suite 200 
Columbia Heights, MN 55421 
 
Sun Focus publishes:  Blaine/Spring 
Lake Park Focus News, Columbia 
Heights/Fridley Sun Focus News, 
Mounds View/New Brighton/St. 
Anthony Sun Focus News, Ramsey 
County Sun Focus 

(763)-706-0890 (Phone) 
(763)-706-0891 (Fax) 
 
Paul Rignell, Editor 
info@mnsun.com* 

Thisweek Newspapers 
12190 County Rd. 11 
Burnsville, MN 55337 
 
 
Apple Valley Thisweek 
 
 
Burnsville Thisweek 
 
 
Eagan Thisweek 
 
 
Lakeville Thisweek 
20790 Holyoke Ave. W 
P.O. BOX 549 
Lakeville, MN 55044 
 
Farmington Thisweek 
 

(952)-846-2010 (Fax) 
 
Tad Johnson, Managing Editor 
(952)-846-2033 (Phone) 
 
Jeff Achen, Editor 
(952)-846-2038 (Phone) 
 
John Gessner, Editor 
(952)-846-2031 (Phone) 
 
Erin Johnson, Editor  
(952)-846-2030 (Phone) 
 
Derick Williams, Editor 
(952)-469-2181 (Phone) 
 
 
 
Brooke Walsh, Editor 
(952)-846-2035 (Phone) 

The Valley Life 
1931 Curve Crest Blvd. 
Stillwater, MN 55082 
 
 

(651)-439-3130 (Phone) 
(651)-439-4713 (Fax) 
 
Micki Adams, Editor 

Waconia Patriot 
P.O. BOX 5 
Waconia, MN 55387 
http://www.waconiapatriot.com 
 

(952)-442-4414 (Phone) 
(952)-442-4428 (Fax) 
 
Keith Anderson, Editor 

The Wanderer 
201 Ohio St. 
St. Paul, MN 55107 
http://www.thewandererpress.com 
 

(651)-224-5733 (Phone) 
(651)-224-9666 (Fax) 
 
Alphonse Matt, Editor 

 
 
 
 
 
 
 



 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

Newspapers (Unknown frequency) 
Source:  Congress.org 

Aitkin Independent Age 
213 Minnesota Ave. N 
Aitkin, MN 55431 
http://www.aitkinage.com 

 (218)-927-3761 (Phone) 
(218)-927-3763 (Fax) 
Ann Schwartz, Editor 
news@aitkinage.com 

Albert Lea Tribune 
808 W. Front St. 
Albert Lea, MN 56007 
http://www.albertleatribune.com 
 

 (507)-373-1411 (Phone) 
(507)-373-0333 (Fax) 
Tim Engstrom, Managing Editor 
news@albertleatribune.com 

Annandale Advocate 
73 Oak Ave. S  
Annandale, MN 55302 
http://www.annnadaleadvocate.com 
 

 (320)-274-3052 (Phone) 
(320)-274-2301 (Fax) 
Chuck Sterling, Editor 
advocate@lkdllink.net 

Appleton Press 
241 W. Snelling Ave. 
Appleton, MN 55208 
 

(320)-289-1323 (Phone) 
(320)-289-2702 (Fax) 
Leflie Ehrenberg, Editor 

Arlington Enterprise 
402 W. Alden 
Arlington, MN 55307 
 

(507)-964-5547 (Phone) 
(507)-964-5547 (Fax) 
Kurt Menk, Editor 

Austin Daily Herald 
310 2nd St. NE 
Austin, MN 55912 
http://www.austindailyhearld.com 
 

 (507)-434-2235 (Phone) 
(507)-437-8644 (Fax) 
Kristen Berns, News Editor 
Kristen.berns@ 
audstindailyhearld.com 
 

Babbitt Weekly 
7 Central Blvd. 
Babbitt, MN 55706 
 

(218)-827-8700 (Phone) 
(218)-827-8700 (Fax) 
Nick Wognum, Editor 

Baudette Region 
107 Main Ave. N 
Baudette, MN 56623 
 

(218)-634-1722 (Phone) 
(218)-634-1224 (Fax) 
Penny Mio-Hirst, Editor 

Brainerd Daily Dispatch 
506 James St. 
Brainerd, MN 56401 
http://www.brainerddispatch.com 
 

 (218)-855-5855 (Phone) 
(218)-829-7735 (Fax) 
Roy Miller, Editor 
miller@brainerddispatch.com 

Cambridge Star 
930 S. Cleveland 
Cambridge, MN 55008 
http://www.cambridgemn.com 
 

(763)-689-1181 (Phone) 
(763)-689-1185 (Fax) 
Linda Nouse, Editor 

Cannon Falls Beacon 
P.O. BOX 366 
Cannon Falls, MN 55009 
http://www.cannonfalls.com 
 

 (507)-263-3991 (Phone) 
(507)-263-2300 (Fax) 
Dick Dalton, News Editor 
beacon@cannonfalls.com 

Catholic Spirit 
244 Dayton Ave. 
St. Paul, MN 55102 
http://www.thecatholicspirit.com 
 

 (651)-291-4444 (Phone) 
(651)-291-4460 (Fax) 
Joe Towalski, Editor 
 

Chisholm Tribune Press 
327 W. Lake St. 
Chisholm, MN 55718 
 

(218)-254-4432 (Phone) 
(218)-254-7141 (Fax) 
Wanda Moeller, Editor 

Cold Spring Record 
403 W. Wind Ct. 
Cold Spring, MN 55320 
http://www.csrecord.com 
 

(320)-685-8621 (Phone) 
(320)-685-8885 (Fax) 
Jay Anderson, Editor 



 

Cook County News-Herald 
7 N Broadway 
Grand Marais, MN 55604 
http://www.grandmarais-
mn.com/placed 
 

(218)-387-1025 (Phone) 
(218)-387-2539 (Fax) 
Vicki Biggs-Anderson, Editor 

Cook County Star 
15 1st Ave. W 
Grand Marais, MN 55604 
http://www.cookcountystar.com 
 

(218)-387-9100 (Phone) 
(218)-387-9500 (Fax) 
Rhonda Silence, Editor 

Crookston Daily Times 
124 S Broadway 
Crookston, MN 55716 
http://www.crookstontimes.com 
 

 (218)-281-2730 (Phone) 
(218)-281-7234 (Fax) 
Mike Christopherson, Managing 
Editor 
editor@crookstontimes.com 

Crosby-Ironton Courier 
12 E Main St. 
Crosby, MN 56441 
 

(218)-546-5029 (Phone) 
(218)-546-8352 (Fax) 
Dina McDonough, Editor 

Daily Journal 
1602 Hwy. 71 
International Falls, MN 56649 
http://www.ifallsdailyjournal.com 
 

 (218)-285-7411 (Phone) 
(218)-285-7206 (Fax) 
Laurel Beager, Editor 
 

Daily Tribune 
2142 1st Ave. 
Hibbing, MN 55746 
http://www.hibbingmn.com/placed 
 

(218)-262-1011 (Phone) 
(218)-262-4318 (Fax) 
Kelly Grinsteinner-Adamich, 
Editor 

Detroit Lakes Tribune and Becky 
County Record 
P.O. BOX 826 
Detroit Lakes, MN 56501 
http://www.dl-online.com 
 

 
(218)-847-3151 (Phone) 
(218)-847-9409 (Fax) 
Nathan Boye, Editor 
nbowe@dlnewspapers.com 

Duluth News Tribune 
424 W. 1st St. 
Duluth, MN 55902 
http://www.duluthsuperior.com/mld/ 
duluthtribune 
 

 (218)-723-5281 (Phone) 
(218)-720-4120 (Fax) 
Rob Karwath, Executive Editor 
rbrochu@dulthnews.com 

Echo Press 
225 7th Ave. E 
Alexandria, MN 56308 
http://www.echopress.com 
 

 (320)-763-3133 (Phone) 
(320)-763-3258 (Fax) 
Al Edenloff, Editor 
echo@echopress.com 

Ely Echo 
15 E Chapman 
Ely, MN 55731 
http://www.elyecho.com 
 

 (218)-365-3141 (Phone) 
(218)-365-3142 (Fax) 
Tom Coombe, Editor 
tcoombe@aol.com 

Elysian Enterprise 
Elysian, MN 55028 
 

(507)-267-4323 (Phone) 
(507)-362-4458 (Fax) 
Jay Schneider, Managing Editor 

Enterprise-Dispatch 
PO Box 969 
Cokato, MN 
 

(320)-286-2118 (Phone) 
(320)-286-2119 (Fax) 
Lynda Jensen, Editor 

Erskine Echo 
309 1st St. 
Erskine, MN 56535 
 

(218)-687-3775 (Phone) 
(218)-687-3744 (Fax) 
Robert M. Hole, Editor 

Eveleth Scene 
415 Jones 
Eveleth, MN 55734 
 

(218)-744-2931 (Phone) 
(218)-749-1515 (Fax) 

Exponent 
P.O. BOX 285 
E. Grand Forks, MN 56721 
 

 (218)-773-2808 (Phone) 
(218)-773-9212 (Fax) 
Rollin Bergman, Editor 
exponent@rrv.net 
 

Fairfax Standard-Gazette 
102 SE 1st St. 
Fairfax, MN 55332 
 

(507)-426-7235 (Phone) 
(507)-426-7264 (Fax) 
Steve Palmer, Editor 

Fairmont Sentinel 
64 Downtown Plaza 
Fairmont, MN 56301 
http://www.fairmontsentinel.com 
 

 
(507)-235-3303 (Phone) 
(507)-235-3718 (Fax) 
Lee Smith, Editor 
sentlee@rconnect.com 



 

Fairbault Daily News 
514 Central Ave. 
Fairbault, MN 55021 
http://www.fairbault.com 
 

 (507)-333-3131 (Phone) 
(507)-333-3102 (Fax) 
Kevira Mertha, news editor 
kmertha@fairbault.com 

Fergus Falls Daily Journal 
914 E Channing Ave. 
Fergus Falls, MN 56537 
http://www.fergusfallsjournal.com 
 

 (218)-736-7511 (Phone) 
(218)-736-5919 (Fax) 
Debbie Irman, Managing Editor 
 

Fillmore County Journal 
136 St. Anthony Street 
Preston, MN 55965 
http://www.fillmorecountyjournal 
.com 
 

 
(507)-765-2151 (Phone) 
(507)-765-2468 (Fax) 
John Torgrimson, Editor 
news@fillmorecountyjournal.com 

Free Press 
418 S 2nd St. 
Mankato, MN 56001 
http://www.mankato-freepress.com 
 

Joe Spear, news editor 
(507)-344-6397 (Phone) 
(507)-388-4355 (Fax) 
bjennings@mankatofreepress.com 
 

Grand Rapids Herald-Review 
301 1st Ave NW 
Grand Rapids, MN 55744 
http://www.grandrapidsmn.com/ 
placed 
 

(218)-326-6623 (Phone) 
(218)-326-6627 (Fax) 
Britta Arendt, Editor 

Hermantown Star 
4850 Miller Trunk Highway 
Hermantown, MN 55811 
 

(218)-727-0419 (Phone) 
(218)-722-5821 (Fax) 
Wade Petrich, Editor 

Hutchinson Leader 
36 Washington Ave. W 
Hutchinson, MN 55350 
http://www.hutchinsonleader.com 
 

 (320)-587-5000 (Phone) 
(320)-587-6104 (Fax) 
Doug Hanneman, Editor 
news@hutchinsonleader.com 

Jackson County Pilot 
310 2nd St. 
Jackson, MN 56143 
http://www.jacksoncountypilot.com 
 

(507)-847-3771 (Phone) 
(507)-847-5822 (Fax) 
Ed Gallagher, Managing Editor 
editor@livewireprinting.com 

Journal 
303 N Minnesota St. 
New Ulm, MN 56073 
www.oweb.com/newulm/journal 
 

(507)-359-2911 (Phone) 
(507)-359-7362 (Fax) 
Kevin Sweeney, Editor 
news@nujournal.com 

Lake City Graphic 
118 S 8th St. 
Lake City, MN 55041 
 

(651)-345-3316 (Phone) 
(651)-345-4200 (Fax) 
Rich Ousky, Editor 

Lake County News-Chronicle 
P.O. BOX 158 
Two Harbors, MN 55616 
http://www.twoharborsmn.com/ 
placed  
 

 (218)-834-2141 (Phone) 
(218)-834-2144 (Fax) 
Forrest Johnson, Editor 
chronicle@twoharborsmn.com 

Lake Region Life 
115 S 3rd St. 
Waterville, MN 55096 
 

(507)-362-4495 (Phone) 
(507)-362-4458 (Fax) 
Jay Scheinder 

Le Sueur News-Herald 
101 Bridge St. Suite B 
Le Sueur, MN 56058 
 

(507)-665-3332 (Phone) 
(507)-665-3334 (Fax) 
Stephanie Hall, Editor 

Litchfield Independent Review 
217 N Sibley Ave. 
Litchfield, MN 55355 
http://www.independentreview.net 
 

Brent Schacherer, Managing Editor 
(320)-693-3266 (Phone) 
(320)-693-9177 (Fax) 
news@independentreview.net 
 

Marshall Independent 
508 W Main St. 
Marshall, MN 56258 
http://www.marshallindependent. 
com 
 

 (507)-537-1551 x 130 (Phone) 
(507)-537-1557 (Fax) 
Dana Yost, Editor 
dyost@marshallindependent.com 
 

Mesabi Daily News 
704 7th Ave. S 
Virginia, MN 55792 
http://www.virginiamn.com 
 

 (218)-741-5544 (Phone) 
(218)-741-1005 (Fax) 
Bill Hanna, Executive Editor 
bill.hanna@mix3.com 
 

Montgomery Messenger 
310 1st St. S 
Montgomery, MN 55069 
 

(507)-364-8601 (Phone) 
(507)-364-8602 (Fax) 
Wade Young, editor 



 

New Prague Times 
200 E Main St. 
New Prague, MN 56071 
http://www.newpraguetimes.com 
 

 (952)-758-4435 (Phone) 
(952)-758-4135 (Fax) 
Chuck Kajer, Managing Editor 
news@newpraguetimes.com 

Northfield News 
115 W 5th St. 
Northfield, MN 55057 
http://www.northfieldnews.com 
 

 (507)-645-5615 (Phone) 
(507)-645-6005 (Fax) 
Devoyn Brooks, News Editor 
serickson@northfieldnews.com 

Owatonna People’s Press 
135 W Pearl 
Owatonna, MN 55060 
http://www.owatonna.com 
 

 (507)-444-2373 (Phone) 
(507)-451-6020 (Fax) 
James Anderson, News Editor 
cvoegele@owatonna.com 

Pine County Courier 
414 N Main St. 
Sandstone, MN 55072 
 

(320)-245-2368 (Phone) 
(320)-245-2438 (Fax) 
Tim Franklin, Editor 

Pine Journal 
813 Cloquet Ave. 
Cloquet, MN 55720 
http://www.cloquetmn.com/journal 
 

 (218)-879-1950 (Phone) 
(218)-879-2078 (Fax) 
Lisa Bauman, Editor 
journal@cloquetmn.com 

Pioneer 
1320 Neilson Ave. SE 
Bemidji, MN 56601 
http://www.bemidjipioneer.com 
 

 (218)-751-3740 (Phone) 
(218)-751-6914 (Fax) 
Molly Miron, Editor 
mmiron@bemidjipioneer.com 

Post Review 
6448 Main St. 
North Branch, MN 55056 
http://www.ecmpostreview.com 
 

(651)-674-7025 (Phone) 
(651)-674-7026 (Fax) 
Mary Helen Swanson, Editor 

Post-Bulletin 
18 1st Ave. SE 
Rochester, MN 55504 
http://www.postbulletin.com 
 

Jay Furst, Editor 
(507)-281-7460 (Phone) 
(507)-285-7772 (Fax) 
drenckens@postbulletin.com 

Princeton Union-Eagle 
P.O. BOX 278 
Princeton, MN 55371 
www.ecm-inc.com/news/princeton 
 

(763)-389-1222 (Phone) 
(763)-389-1728 (Fax) 
Chris Schafer, Editor 

Proctor Journal 
215 5th St. 
Proctor, MN 55810 
http://www.proctormn.com/placed 
 

(218)-624-3344 (Phone) 
(218)-624-7037 (Fax) 
Jake Benson, Editor 

Pulse of the Twin Cities 
3200 Chicago Ave. S 
Minneapolis, MN 55407 
http://www.pulsetc.com 
 

(612)-824-0000 (Phone) 
(612)-822-0342 (Fax) 
Sid Pranke, Managing Editor 
editor@pulsetc.com 

Range Times 
211 N Main St. 
Biwabik, MN 55708 
 

(218)-865-6265 (Phone) 
(218)-865-7007 (Fax) 
Gary Albertson, Editor 

Reader Weekly 
P.O. BOX 16122 
Duluth, MN 55816 
http://www.reader-weekly.com 
 

(218)-722-0173 (Phone) 
(218)-722-1333 (Fax) 
Richard Thomas, Editor 

Red Wing Republican Eagle 
2760 N Service Dr. 
Red Wing, MN 55066 
http://www.republican-eagle.com 
 

(651)-388-8235 (Phone) 
(651)-388-3404 (Fax) 
Anne Jacobson, Editor 

Sauk Centre herald 
522 Sinclair Lewis Ave. 
Sauk Centre, MN 56378 
http://www.saukherald.com 
 

 (320)-352-6577 (Phone) 
(320)-352-5647 (Fax) 
Carol Moorman, Managing Editor 
carol@saukherald.com 

Sauk Rapids Herald 
7 2nd Ave. S 
Sauk Rapids, MN 56379 
 

(320)-251-1971 (Phone) 
(320)-251-1971 (Fax) 
Roland Doroff, Editor 

Scenic Range News 
424 Roosevelt St. 
Coleraine, MN 55722 
 

(218)-245-1422 (Phone) 
(218)-245-1698 (Fax) 
LL Johnson, Editor 



 

St. Cloud Times 
3000 7th St. N 
St. Cloud, MN 56302 
http://www.sctimes.com 
 

 (320)-255-8700 (Phone) 
(320)-255-8775 (Fax) 
John Bodette, Executive Editor 
jbodette@stcloud.gannett.com 

St. Joseph Newsleader 
32 1st Ave. NW 
St. Joseph, MN 56374 
 

(320)-363-7741 (Phone) 
(320)-363-4195 (Fax) 
Dennis Dalman, Editor In Chief 

St. Peter Herald 
311 S Minnesota St. 
St. Peter, MN 56082 
 

(507)-931-4520 (Phone) 
(507)-931-4522 (Fax) 
Ed Lee, Editor 

Stillwater Gazette 
1931 Curve Crest Blvd. 
Stillwater, MN 55082 
http://www.stillwatergazette.com 
 

 (651)-796-1112 (Phone) 
(651)-439-4713 (Fax) 
Chris Yabish, Editor 
gchuff@presenter.com 

Thief River Falls Times & Northern 
Watch 
324 Main Ave. N 
Thief River Falls, MN 56701 
http://www.trftimes.com 
 

(218)-681-4450 (Phone) 
(218)-681-4455 (Fax) 
Dave Hill, Editor 
dhill@trftimes.com 

Tower News 
510 Main St. 
Tower, MN 55790 

(218)-753-7777 (Phone) 
(218)-753-7778 (Fax) 
towernews1@frontiernet.net 
 

Voyageur Press of McGregor 
15 Country House Ln. 
McGregor, MN 57760 
 

(218)-768-3405 (Phone) 
(218)-768-7046 (Fax) 
Heidi Suderman, Editor 

Wadena Pioneer Journal 
314 S Jefferson 
Wadena, MN 56482 
http://www.wadenapj.com 
 

 (218)-631-2561 (Phone) 
(218)-631-1621 (Fax) 
Anita Meyer, Editor 
editorial@wadenapj.com 

West Central Tribune 
2208 Trott Ave. SW 
Willmar, MN 56201 
http://www.wctrib.com 
 

 (320)-235-1150 (Phone) 
(320)-235-6769 (Fax) 
Susan Lonneberg, News Editor 
susan@wctrib.com 

Winona Daily News 
601 Franklin St. 
Winona, MN 55987 
http://www.winonadailynews.com 
 

 (507)-453-3507 (Phone) 
(507)-454-1440 (Fax) 
Darrell Ehrlick, Managing Editor 
csteinbach@winonadailynews. 
com 
 

Worthington Daily Gloe 
300 11th St. 
Worthington, MN 55167 
http://www.dglobe.com 
 

(507)-376-9711 (Phone) 
(507)-376-5202 (Fax) 
Doug Wolter, News Editor 
mcgaughey@dglobe.com 

Wright County Journal-Press 
108 Central Ave. 
Buffalo, MN 55313 
http://www.thedrummer.com 
 

(763)-682-1221 (Phone) 
(763)-682-5458 (Fax) 
James P. McDonnell, Jr.,  
Editor 

 
Radio 

(Twin Cities Metro Area) 
KBEM-FM (88.5) 
1555 James Ave. N 
Minneapolis, MN 55411 
www.jazz88fm.com 

 (612)-668-1735 (Phone) 
(612)-668-1766 (General Fax) 
Ed Jones, News Director 
ejones@mpls.k12.mn.us 
 

KNOW-FM (91.1) 
480 Cedar St. 
St. Paul, MN 55101 
 

 (651)-290-1424 
(651)-290-1295 (Fax) 
Mike Edgerly, News Director 
 

KFAI-FM (90.3/106.7) 
1808 Riverside Ave. 
Minneapolis, MN 55454 
 

(612)-341-3144 ext. 18 
(612)-341-4281 (Newsroom Fax) 
Lauretta Dawblo, News Director 
aalquist@kfai.org 
 

KSTP-AM (1500) 
3415 University Ave. SE 
Minneapolis, MN 55414 
 

 (651)-647-1500 
Bob Berglund, News Director 
bberglund@am1500.com 
651-647-2904 

Minnesota News Network 
100 N 6th St., Suite 476A 
Minneapolis, MN 55403 
www.minnesotanewsnetwork.com 
 

 (612)-321-7200 (Phone) 
(612)-321-7202 (Fax) 
Stan Turner, News Director 
mbutler@mnradio.com 
 



 

WCCO-AM (830) 
625 2nd Av. S 
Minneapolis, MN 55402 
 

 (612)-370-0691 
(612)-370-0410 (Newsroom Fax) 
Steve Murphy, Managing Editor 
Telly Mamayek, Morning Editor 
 
 

 
Radio (Greater Minnesota) 

KATE-AM 1450 
305 1st Ave. S 
Albert Lea, MN 56007 
http://www.albertlearadio.com 
 

(507)-373-2338 (Phone) 
(507)-373-4736 (Fax) 
Steve Oman, News Director 

KAUS-AM 1480 
18431 State Hwy. 105 
Austin, MN 55912 
http://www.kaus.com 
 

 (507)-437-7666 (Phone) 
(507)-437-7669 (Fax) 
John Wright, News Director 
kaus@kaus.com 

KAXE-FM 91.7/89.5/105.3 (Northern 
Community Radio) (NPR) 
260 NE 2nd St. 
Grand Rapids, MN 55744 
http://www.kaxe.org 
 

(218)-326-1234 (Phone) 
(218)-326-1235 (Fax) 
Scott Hall, Community 
Outreach Director 

KCCM-FM 91.1/KCCD-FM 90.3 
Concordia College 
901 S 8th St. 
Moorhead, MN 56562 
 

(218)-299-3666 (Phone) 
(218)-299-3418 (Fax) 

KDAL-AM 610 
715 E Central Entrance 
Duluth, MN 55911 
http://www.kdal.am 
 

(218)-722-4321 (Phone) 
(218)-722-5423 (Fax) 
Dave Walter, News Director 

KXOJ-AM 1190/KRAQ-FM 105.7 
P.O. BOX 29 
Jackson, MN 56143 
http://www.kkoj.com 
 

(507)-847-5400 (Phone) 
(507)-847-5745 (Fax 
Dave Maschoff, News 
Director 

KLIZ-AM 1380 
1600 Utica Ave. S, 
Suite 400 
Minneapolis, MN 55416 
http://www.brainerdradio.net/fan/index.ht
m 

(952)-417-3000 (Phone) 
(952)-417-3001 (Fax) 
Mick Anselmo, General 
Manager 
 

KRBI-AM 1310 
1031 W Grace St. 
St. Peter, MN 56082 
http://www.krbi.com  
 

 (507)-345-4646 (Phone) 
(507)-345-3299(Fax) 
Jason Mediger, News Director 
 

KWOA-AM 730 
28779 County Hwy. 35 
Worthington, MN 56187 
http://www.kwoa.com 
 

(507)-376-6165 (Phone) 
(507)-376-5071 (Fax) 
Darrell Stitt, News Director 

WMGT-AM 1220 
104 Main St. N 
Stillwater, MN 55082 
 

(651)-439-5006 (Phone) 
(651)-439-5015 (Fax) 

 
Television 

(Twin Cities Metro Area) 
Burnsville/Eagan Community TV 
(Independent) 
4156 Old Sibley Memorial Highway 
Eagan, MN 55122 
http://www.bect.tv  
 

(651)-641-1355 (Phone) 
(651)-641-1356 (Fax) 
Mark Hotchkiss, General Manager 

CTV 15 (Independent) 
950 Woodhill Drive 
Roseville, MN 55113 
http://www.ctv15.org  
 

(651)-792-7500 (Main) 
(651)-792-7501 (Fax) 
Tim Donke, Operations Manager 
tdomke@ctv15.org 

KARE-TV 11 (NBC) 
8811 Highway 55 
Minneapolis, MN 55427 
http://www.kare11.com  
 

(763)-797-7215 
(763)-546-8606 (Newsroom Fax) 
news@kare11.com 
Tom Linder, Director 



 

KMSP-TV 9, WFTC-TV 29 (FOX, 
UPN) 
11358 Viking Drive 
Eden Prairie, MN 55344 
http://www.kmsp.com  
 

(952)-946-5767 
(952)-942-0455 (Newsroom Fax) 

KSTP-TV 5 (ABC) 
3415 University Ave. SE 
St. Paul, MN 55114 
http://www.kstp.com  
 

 (651)-642-4412 (News Desk) 
(651)-642-4409 (Newsroom Fax) 
Chris Berg, News Director 
newstip@kstp.com 
 

KTCA-TV 2/17 (PBS) 
172 4th St. E 
St. Paul, MN 55101 
http://www.tpt.org  
 

Brenden Henehan, News Director 
(651)-229-1379 phone 
(651) – 229-1282 fax 

MTN (Independent) 
125 SE Main St. 
Minneapolis, MN 55414 
http://www.mtn.org  
 

(612)-331-8575 (Phone) 
(612)-331-8578 (Fax) 
Vera, Allen, Program Manager 
martin@mtn.org  
 

North Metro (Independent) 
1630 101st Ave. NE 
Blaine, MN 55449  
http://www.northmetro15.com  
 

(763)-780-8241 (Phone) 
(763)-780-8242 (Fax) 
Heidi Arnson, News Director 
 

Northwest Community TV 
(Independent) 
6900 Winnetka Ave. N 
Brooklyn Park, MN 55428 
http://www.nwct.org 
 

(763)-533-8196 
(763)-533-1346 (Fax) 
Mike Johnson, News Director 

SCC (Independent) 
2460 E. County Rd. F 
Suite B 
White Bear Lake, MN 55110 
 

(651)-426-7338 (Phone) 
(651)-426-0997 (Fax) 

St. Paul Neighborhood Network 
(Independent) 
375 Jackson St. 
St. Paul, MN 55101 
 

Carol Critchley, Producer 
(651)-298-8901 
David Zierott, Producer 
651)-298-8902 
 
(651)-298-8414 (Fax) 
 

Town Square TV (Independent) 
5845 Blaine Ave. 
Inver Grove Heights, MN 55076 
http://www.townsquare.tv  
 

(651)-451-7834 (Phone) 
(651)-450-9429 (Fax) 

WCCO-TV 4 (CBS) 
90 S. 11th St. 
Minneapolis, MN 55405 
http://www.wccotv.com  
 

 (612)-330-2509 (News Desk) 
(612)-330-2767 (Newsroom Fax) 
Jeff Kiernan, News Director 
 

 
 
 

Television 
(Greater Minnesota) 

Pioneer Public TV (PBS) 
120 W Schlieman 
Appleton, MN 56208 
http://www.pioneer.org 
 

(320)-289-2622 (Phone) 
(320)-289-2634 (Fax) 
Matt Moe 

KAAL-TV 6 (ABC) 
1701 10th Place NE 
Austin, MN 55912 
http://www.kaaltv.com 
 

(507)-437-7443 (Phone) 
(507)-433-9560 (Fax) 
Tim McGonigal, News Director 
tmcgonigal@kaaltv.com 
 

KSMQ-TV 15 (PBS) 
2000 8th Ave. NW 
Austin, MN 55912 
 
 

(507)-433-0678 (Phone) 
(507)-433-0670 (Fax) 
Shawn Martin, Program Director 
 



 

Lakeland Public TV/KAWE/KAWB-
TV (PBS) 
1500 Birchmont Dr. NE  
Bemidji, MN 56601 
http://www.lakelandptv.org 
 

(218)-751-3407 (Phone) 
(218)-751-3142 (Fax) 
Dennis Weimann, News Director 

KBJR-TV 6 (NBC) 
246 South Lake Ave. 
Duluth, MN 55802 
http://www.northlandnewscenter.com 
 

(218)-720-9600 (Phone) 
(218)-720-9660 (Fax) 
Derrick Hinder, News Director 

KDLH-TV 3 (CBS) 
246 South Lake Ave. 
Duluth, MN 55802 
http://www.kdlh.com 
 

(218)-733-0303 (Phone) 
(218)-720-9699 (Fax) 
Derrick Hinds, News Director 

PACT (Public Access Community TV) 
328 City Hall 
Duluth, MN 55802 
http://www.pacttv.org 
 

(218)-723-3686 (Phone) 
(218)-723-3688 (Fax) 

WDIO-TV 10 (ABC) 
PO BOX 16897 
Duluth, MN 55816 
 

(218)-727-6864 (Phone) 
(218)-727-4415 (Fax) 
Steve Goodspeed, News Director 
 

WDSE-TV 8 (PBS) 
632 Niagra Court 
Duluth, MN 55811 
http://www.wdse.org 
 

(218)-724-8567 (Phone) 
(218)-724-4269 (Fax) 
Greg Grall, News Director 

WXOW-TV 19 (ABC) 
3705 CTH 25 
La Crescent, MN 55947 
http://www.wxow.com 
 

(507)-895-9969 (Phone) 
(507)-895-6196 (Fax) 
Sean Dwyer, News Director 

KEYC-TV 12 (CBS) 
1570 Lookout Drive 
N Mankato, MN 56002 
http://www.keyc.com 
 

(507)-625-7905 (Phone) 
(507)-625-5745 (Fax) 
Dan Ruiter, News Director 

KTTC-TV 10 (NBC) 
6301 Bandel Road NW 
Rochester, MN 55901 
 

(507)-288-4444 (Phone) 
(507)-288-6278 (Fax) 
Dennis Grant, News Director 
 

KXLT-TV 47 (FOX) 
6301 Bandel Road NW 
Rochester, MN 55901 
http://www.fox47kxlt.com 
 

(507)-252-4747 (Phone) 
(507)-288-6278 (Fax) 
Dennis Grant, News Director 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 



 

PERSONAL MEDIA CONTACTS 
 
NEWSPAPER CONTACTS: 
 

 
Name:__________________________________________________________ 
 
Address:________________________________________________________ 
 
Phone:__________________________________________________________ 
 
Fax:____________________________________________________________ 
 
E-Mail/Web Site:_________________________________________________ 
 
 
Name:__________________________________________________________ 
 
Address:________________________________________________________ 
 
Phone:__________________________________________________________ 
 
Fax:____________________________________________________________ 
 
E-Mail/Web Site:_________________________________________________ 
 
 
TELEVISION CONTACTS: 
 
Name:__________________________________________________________ 
 
Address:________________________________________________________ 
 
Phone:__________________________________________________________ 
 
Fax:____________________________________________________________ 
 
E-Mail/Web Site:_________________________________________________ 
 
 

TELEVISION CONTACTS CONT’D: 
 
Name:__________________________________________________________ 
 
Address:________________________________________________________ 
 
Phone:__________________________________________________________ 
 
Fax:____________________________________________________________ 
 
E-Mail/Web Site:_________________________________________________ 
 
RADIO CONTACTS: 
 
Name:__________________________________________________________ 
 
Address:________________________________________________________ 
 
Phone:__________________________________________________________ 
 
Fax:____________________________________________________________ 
 
E-Mail/Web Site:_________________________________________________ 
 
 
Name:__________________________________________________________ 
 
Address:________________________________________________________ 
 
Phone:__________________________________________________________ 
 
Fax:____________________________________________________________ 
 
E-Mail/Web Site:_________________________________________________ 
 
 
 


