
Traditional Media

For grassroots activism 

Presented by CounterAct and Victorian Forest Alliance 



We acknowledge that wherever we are calling in from on this continent,

 we are on unceded, stolen land. 



AGENDA
● Media prep before an action
● How to write a media release

BREAK OUT ROOMS

● How to amplify your story
● Video footage, photos, banners
● Tips for media spokesing - 

answering tricky questions

BREAK OUT ROOMS

● Tackling right-wing media

FINISH



What is newsworthy? 

Impact: A big event/announcement that will affect or involves many people. Drama: 
Tension between groups/ideas. Community debate, a struggle against the 
elements, machines v people, the drama of sneaking in, police, arrest, passion. 
Timeliness: Is something about to happen that will change things? A pending 
decision? A court case? A new Bill or regulation? A major meeting? 
Proximity: Is it within a media outlet’s circulation area? 
Prominence: A widely recognisable person or issue
Human Interest: An angle or close-up personal story 
that people will connect to.  
The unusual: Something out of the ordinary or surprising. 



Media Preparation  
- If you’re doing media for an action - scout out the area 
- Establish a media team - who’s going to write the media release? Take photos 

and video? Be a spokesperson?
- Set up a dropbox/google drive folder and 

make sure everyone has access
- Media training for the spokesperson
- Have media release and media list ready 
- Contact trusted allies/journalists 

and give them a heads up
- Prepare some prompts/talking points 

for the spokesperson



Who you gonna call? 

- Ask another group to share their media contact list
- Ask local groups which journalists are supportive 
- Be professional and friendly, build ongoing relationships with journos
- Keep a track of who covered your story favourably 
- You are doing them a favour by giving them a newsworthy story, so be 
confident. At the same time, be willing to go the extra mile to help them run 
the story. 



Embargo 
Sending a media release with a request that the information remain 
confidential and should not be published until a certain date or 
until the action has begun. 

Advantages Disadvantages 

You can make sure media 
have time to prepare a 
journalist and camera person 
to cover the story 

Can you trust the journalists? 
What will be the risks if 
information is leaked? 



Exclusive 
Offering a story or interview to one media outlet with the promise that they 
will be the only one to receive it, or will be given the option                           
to be the first to publish it.    

Advantages Disadvantages 

Ensure your story is covered.
Your story appears exciting.
Build relationship with 
journalist.

Limits other overall coverage 
of the story by multiple media 
outlets. 



Writing a Media Release 

Catchy headline to get attention and state key facts 
Keep release to max 1 page. 
Attach backgrounder if more information is needed). 
Start with key facts: what, where, when, why, how 
Avoid jargon. Keep it to the point. 
Include quotes from spokesperson
Other quotes could include from arrestable person. 
Usually best to stick to one main issue or focus. 
Use factual language rather than emotive adjectives, unless it’s a quote. 
Include name and contact details for spokesperson.
Include a link to drive folder with photos and footage.



Media Release:  11 – 10 -2021

Community blocks entrance to Russell Vale mine to launch protest campaign

 

This morning 15 Illawarra community members are blocking the gate to the Russell Vale coal mine. This covid-safe and social 
distanced protest launches an ongoing campaign aimed at stopping the expansion of the mine.

Locals raised concerns about the mine expansion during the Independent Planning Commission hearing, stating that the extraction of 
coal from under the Illawarra Plateau would place serious risk to Sydney’s water catchment. Despite these concerns, the Federal 
Environment Minister Susan Ley granted approval for the mine. Local Illawarra residents have formed the Stop Russell Vale Mine 
alliance to halt the expansion.

“Today’s protest demonstrates the outrage of Illawarra residents about the approval of this mine expansion,” said Stop Russell Vale 
Mine spokesperson Miranda Gibson. “The mine expansion would deepen coal extraction within Sydney’s water catchment, placing at 
risk the drinking water supply relied upon by 5 million people in NSW.”

For footage and photos: (drive link) 

For comment: 
Miranda Gibson - spokesperson for Stop Russell Vale Mine Alliance  (insert phone number) 





Framing the issue 

Often good to focus on one angle
How has your issue been reported in the past? 
Are there prejudices, or misconceptions that you
need to get around or shift? 
Are there words or phrases that frame the issue in ways you want to avoid? 
Do the words you are using give your audience a chance to agree with you?  
They won’t keep reporting the same story over and over – there needs to be 
progression, conflict, new angles and different stories.



Sending your Media Release 

BCC the journalists/people on your media contact list

Have breaking title in the subject line

Copy and paste whole release into body of email

Attach 3-4 best photos and make sure good quality 

If you have a video or drone footage, send a google 
drive link

Attach a PDF copy of media release



Break Out Rooms 

Create a heading and first paragraph of a media release  



Schedule for media team on action day 

On site team Office team 

Action time - yeah! 

When action is set up, message office 
team to let them know. 

Take photos and video as soon as 
possible and upload to drive 

-Ensure media release and contact list 
are ready to go, everyone knows 
relevant passwords, shared drive for 
photos and video. 

Send out media release

Choose photo/ video for media, edit 
and upload to media drive 



On site team Office team 

Take video and photos as needed. 
 
Post to social media. 

If media turn up, spokesperson or 
media liaison approaches them. Do 
interviews. 

Message office team to communicate 
any updates (eg arrests) 

Wranglers call media outlets. Can use a 
script. Check journalists received email 
and line up interviews with 
spokesperson.

Do interviews. 

Send out media update in the 
afternoon with additional images and 
updates. 



Building Relationships with Journos 

Build trust, professionalism, 
clear and good communication. 
Never give false information.
Don’t be afraid to say you don’t know 
something.
Help them by chasing things up
and giving them solutions and answers.
Work together.
Let them know what’s going on 
and keep them updated



Follow Up
 
 
● Keep a track of media stories 
● Record in spreadsheet which 

journalists covered it and who was 
supportive 

● Share media stories on your socials 
● Thank journalists 
● Track backlash or industry response 
● Contact media to comment in 

response 
● Include media team’s reflections in 

action debrief 



AMPLIFYING YOUR MEDIA STORY

- Share ASAP! FB algorithms work really well when 
you share up to date stories (stale stories do 
worse)

- Tell everyone to share and create new posts on 
pages

- Tag the journo/news outlet
- Retweet on the Journo’s/news outlets Twitter
- If you have an email list, send the link to the FB 

post of the article and
- get people to share! Send the story to allies/other 

groups who might share
- Follow up with a video/social media have a media 

package you can share with other groups



Photos
As the photographer don’t be afraid to give directions! 
You’re the only person who can see what it’s looking like.

Make sure composition is good (don’t have people with weird 
gaps or odd placement.)

Make sure the banner is straight, even, visible and faces aren’t 
cut off - banner photos should be horizontal

Basic colour and lighting editing - but keep it natural looking.

One good banner is better than lots of small homemade signs.

Don’t play into stereotypes. Need to look trustworthy, knowledgeable and switched on.

Make sure there’s no rubbish, pets, people smoking. Make camp look friendly and tidy.



Be careful of…

Banner shadows

People in 
shadows

People in front 
of banner

Banner almost in 
the middle… but 
not quite!

Great shots!

Clear, well lit 
banner in 
foreground, 
machinery in 
background

Wider shot
Showing the 
treesit setup
with forest in 
background, 
destruction in 
foreground.



More great 
shots

Strong 
Compositions
(foreground 
element and
background 
element)

Happy
engaged 
people

Well lit

No strange 
shadows or 
colours

Good 
depictions
of what’s
happening



Video 
● Short clips (5 - 10 sec) 
● Landscape mode only 
● No pan or zoom 
● Let people move in and out of the frame 
● Use a tripod of possible 
● Give directions to people to get the shots 

you want 



Ideas on what to film 

- People holding banner 
- Shots that support your campaign 

message (eg clearfell and machinery). 
- People in arrestable positions (with their 

consent). 
- Exciting action such as Search & 

Rescue 

 

What NOT to film 

- People doing action set up or illegal 
stuff

- Messy camp, people smoking, dogs 
- Anyone in your crew who hasn’t 

given their consent to be filmed 
- Number plates of cars 

 



https://www.facebook.com/forest
conservationvic/posts/30431302

0175532

https://www.facebook.com/forestconservationvic/posts/304313020175532
https://www.facebook.com/forestconservationvic/posts/304313020175532
https://www.facebook.com/forestconservationvic/posts/304313020175532


Media Spokesing Tips
● Speak clearly and slowly 
● Short sentences, pause in between 
● You can ask to start your answer 

again (if not live)
● Don’t be afraid to take your time
● You can pause before answering or 

ask for clarification 
● If not live, restate the question in 

your response to create a usable 
sound bite

● Avoid jargon 
● Know your key message and keep 

coming back to it. 
● Don’t talk about anything you don’t 

want to, bring it back to your point. 



Tricky Question Examples 

“Aren’t you creating a dangerous situation for innocent workers? 

“The dangerous situation here has been created by the Barnett government who are putting the 
community at risk with their reckless mentality – pushing through a toll road, before an election, 
without any care for the communities at risk of asbestos, dust, and loss of their local environment” 

People are saying that you are wasting taxpayers money to the tune of $40 000 a day – what do you 
say to that? 

“The real concern is the huge amount of money being wasted by this reckless proposal - $1.9 billion 
that will be wasted on a toll road to nowhere. There is no business plan, and no proper planning for 
the next stage/s of the proposed project. We are calling on the government to cease work until the 
election and prioritise the health concerns of the community.”



Break Out Rooms 

Practice answering “tricky” questions and bringing the 
interview back to your key message. 



IS THERE SUCH THING
AS BAD MEDIA?
PROS: reaching people you might not usually reach, chance to 
comment in stories that could be biased/unbalanced

CONS: purposefully ask very tough questions, framing is often 
bad and hard to control

Don’t worry about getting bad media - something that 
seems like it went very badly will likely blow over after a 
few months, people have short memories!



Does media always matter? 

What is the primary aim of your action? 

How does media fit or not fit into this? 

Are there ways to minimise negative public attention while not watering down your 
tactics? 

How can you talk about these tensions within your group? 

How can you be bold, take risks and try new tactics while considering the ways to 
manage your public image? 



FINAL QUESTIONS AND COMMENTS?

RESOURCES:

PART 2 SOCIAL MEDIA: 
https://www.eventbrite.com.au/e/grassroots-media-training-part-2-social-media-tick
ets-259246452117

https://www.eventbrite.com.au/e/grassroots-media-training-part-2-social-media-tickets-259246452117
https://www.eventbrite.com.au/e/grassroots-media-training-part-2-social-media-tickets-259246452117

