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P1O Handbook - Introduction

I'm proud to introduce ARRL's new Public Information Officer's Handbook. Promoting
Amateur Radio and creating positive public awareness is important to me personally, and
absolutely necessary to help bolster our ongoing efforts in Washington and elsewhere.

Not an ARRL PIO? That's OK. This handbook isfor anyone with the drive and determination to
promote Amateur Radio to the fullest.

| hope you'll take alook at the information provided and see how you can use it to make a
difference in your community.

And remember, you're not alone. Members of ARRL's PR Committee, Jennifer Hagy at ARRL
HQ and ARRL leadership officials in your area are ready and willing to support your efforts.

Good luck, and let us know how you're doing!

s

Jm Haynie, W5JBP
President
American Radio Relay League
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P10 Handbook - Chapter One - Getting Started

Congratulations! Y ou've volunteered for one of the most important jobsin the ARRL Field
Organization, keeping the public informed about your group's activities and about Amateur
Radio in general.

Before we get into the tips and ideas for good public relations that make up the "meat" of this
handbook, let's start by taking alook at public relationsitself -- what isit and whose job isit?

Public relations is anything said or done by anyone who is associated with a particul ar
organization, group, neighborhood or town, that helps create an image in someone's mind of
that organization, group, neighborhood or town. This includes not only you and your formal
efforts to promote ham radio, but also the ham who helps provide communications for alocal
bike-a-thon, and even the ham across town whose neighbors can't watch their TVswhen he's on
the air, and who refuses to work with them to resolve the problem. If somebody's words or
actions affect peopl€'s perception of amateur radio, that's public relations.

Whenever you're on the air at a public event, demonstrating amateur radio, or even walking
down the street talking on an HT, you're doing public relations. It can be good or bad,
intentional or unintentional.

This handbook will concentrate on the intentional and the good. Our focus will be on the
publicity chairperson as well as anyone who may appear in public as arepresentative of their
club or of amateur radio. And our emphasis will be on getting news about amateur radio out to
the general public. Before we talk about "how," though, let's ask "why."

What's So Important About Public Relations?

Asradio amateurs, we have three basic goals in promoting our hobby: recognition of the good
things we do and our value to the community; protection of our current and future operating
privileges; and recruiting the next generation of hams. Y ou might even call it CPR --
Community recognition, Protection and Recruitment. Let's take a quick look at each of these
goals:



Community Recognition

. When we do something good, or when people we're associated with do something good,
we like to have it recognized. It feels good.

. One of the reasons ham radio existsisto provide service to the public. Providing this
service, and having it recognized locally, helps promote our other two goals, protection
and recruitment.

Protection of Operating Privileges

. Amateur radio faces ongoing threats at all levels of regulation -- local governments are
pressured to restrict "ugly” antennatowers and find solutions for RF interference
problems; Congress, the FCC and the International Telecommunications Union are
under constant pressure to provide more spectrum to existing and emerging wireless
services.

. A positive perception of amateur radio translates into alies in our neighborhoods, on
city councils and in state legislatures, in Congress and on the FCC.

Recruitment

. Amateur radio is now one of many choices available to people interested in electronics
and electronic communication. In order to maintain our ranks and improve our growth,
we must make sure people are aware of amateur radio and the unigue opportunities it
offers.

. The exploding growth of "wireless" communication and computer networking is feeding
agrowing need for engineers and technicians who understand RF. Engineering and
technical schoolstoday concentrate almost exclusively on digital technology, leaving
amateur radio as the primary source of hands-on learning for these careers.

. Amateur radio in the schools can help studentsin al areas of learning. Bringing amateur

radio into schools requires a positive and up-to-date image of the hobby among teachers
and administrators.

. Inrecent years, the largest growth areain amateur radio has been among retirees. We
need to enhance this growth by creating a positive impression of ham radio that will help
persuade officials of retirement communities to permit amateur radio operation.

The Power of Perception



A positive perception of amateur radio helps build support for us among neighbors, educators,
corporate leaders and government officials. This support isvital in meeting any or all of the
goals above.

On the other hand, a negative perception works in the other direction and can harm ham radio.
And no perception -- because people aren't hearing anything good or bad about amateur radio --
IS just as bad as a hegative perception. People who don't know amateur radio exists, or who feel
it is obsolete, will not be our "friends" when we need support.

Your RoleasaPIO or PIC

It matters what people think of amateur radio, and you, as a Public Information Officer or
Public Information Coordinator, are in a position to influence that thinking. It's a very important
job, and it's very important that it be done well. Some PR is better than none, but poorly done
PR can be worse. We recognize that many people take on this job with more enthusiasm than
experience, and more understanding of the need for good PR than training in how to provideit.

It isthe goal of this handbook to give you the tools you need to help you do thisjob aswell as
you can

1. But if your questions aren't answered here, or your situation isn't addressed, don't feel shy
about looking beyond this book for help. If you'rea PO, start with your section PIC (See QST
Page 12, or the ARRL web site for Section Manager listings). Next, try the PR reflector, contact

amember of the League's national Public Relations Committee (chairman Diane Ortiz,
K2DO@arrl.org) or the Media Relations Office at ARRL Headquarters (Jen Hagy,

jhagy @arrl.org)

Remember -- you're not alone out there and we have a story to tell!

1 - Note: Most references to individual s in this handbook are in the male form. We are not
trying to be sexist or to suggest that you're more likely to encounter male journalists than female
journalists. You're not. Please read "him" as"him/her," "his" as "hig/her" and "he" as "he/she"
throughout.
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P1O Handbook - Chapter Two -- Know Your Role

The Public I nformation Officer/Public I nfor mation Coordinator

Public Relations for Amateur Radio happens at two levels, local and national. The ARRL PR
Department takes care of publicizing ham radio at national level. But by far the most publicity
generated by and for our service is done at the local level, in newspapers, on radio and TV, and
speaking opportunities before the public. This"grass roots" publicity isthejob of the ARRL
Public Information Officer (PIO), with guidance at the Section level from the Public
Information Coordinator (PIC).

Amateur Radio needs to be perceived as performing vital public services, not just in times of
communications emergencies but in our day to day activities, from training young peoplein

el ectronics and communications to being good will ambassadors the world over. At the same
time, we need to project an image of amateur radio as afun activity and a high-tech yet
accessible hobby. We don't want to be seen as troublesome nuisances or just as a group of
people pursuing alittlesknown and slightly peculiar hobby. We have a public relations problem
when the only times we are heard from are when we're protesting a restrictive antenna
ordinance or are on the short end of an interference controversy.

Y ou are not expected to do all of this by yourself, of course, but, as a Public Information
Coordinator or Officer, you can and should be a critical part of this process and a key player in
making it all work. Doing the job really well can be an exciting challenge and a source of great
satisfaction.

The PIC/PIO qudlifications are simple: you need to have (1) the interest, (2) the ability to write
simple declarative sentences and (3) membership in the League.

Below, you will find links to the official ARRL job descriptions for the Public Information
Coordinator and Officer positions and an application for appointment form. The documents
contain additional, specific information on performance expectations, so review them carefully.
The application form is necessary for all field appointments.

Click Here for Public Info Coordinator Position Description


http://www2.arrl.org/FandES/field/org/pic.html

Click Here for Public Info Officer Position Description
Click Here for Appointment Application Form
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P10 Handbook - Chapter Three -- Telling Your Story
THE MEDIA - What is News Anyway?

"The Media" is an overused term which conjures up this image of a monolithic beast feeding on
anever-ending stream of news stories. While there may be some truth to thisimage (especialy
the appetite part), amore fitting image is the cartoon of the small fish eating a plant, with aline
of ever-larger fish behind it, each waiting to eat the next-smaller one. For our purposes, though,
thismedia "food chain" is good.

Before we "meet the media,” though, let's take alook at its basic "food" -- news itself.
What is news, anyway?

News, in its most basic definition, is anything important or unusual that happens, especially
anything that can directly affect the lives of the people reading, watching or listening to a
particular news source. And the more people affected, the bigger the newsis.

People ask why there's so much bad news in the papers. Mostly because something that goes
right usually isn't news. If you go to work in the morning and get there on time, in one piece,
that's not news, that's normal.

If you get into an accident on the way to work, that's news to your family and co-workers, but
not to too many other people. If you're part of a 20-car pileup and 20,000 people are late to
work because of it, that's real news.

A newspaper that's full of only bad news won't sell. So most editors are actively looking for
"good news" stories to balance out some of the bad. If your story isimportant or unusual, it also
gualifies as news.

The public service provided by hams during emergenciesisimportant. The fact that we
communicate viaradio waves in the age of the internet is unusual (use thisto our advantage).

One other type of story that often makes the news -- even if it isn't especially important or



unusual -- isthe interesting story, what journalists call a human interest story.

Most of the time, ham radio activities in and of themselves aren't news, especialy beyond a
local area. However, you can get ham radio into the news by showing how hams are involved in
alocal or national news story, or by looking for a human interest "angle." We'll cover thesein
more detail in later chapters.

If aham contacts the International Space Station, that's news in that ham's home town. If a
current or former astronaut comes to your town and talks with the space station, that's statewide
news and good material for some of the TV news magazine shows. If there's a breakdown in
NASA's communications system and ham radio is the only contact the crew members have with
earth -- and a ham in your town is at the center of it -- you're on the evening news and in
newspapers across the country.

OK, now let's "meet the media." Remember the fish-feeding analogy. There is no huge beast
called "the news media." In fact, the word "media’ is actually a plural noun, and you should
say/write "the mediaare" rather than "the mediais..." There are several categories and even sub-
categories within the news media. Let's start with...

Newspapers

The bottom of the food chain in the newspaper category isthe local weekly, followed by
regional daily newspapers (Hartford Courant, Baltimore Sun), specialized national newspapers
(Education Week, Baseball Weekly), national daily newspapers (NY Times, Washington Post,
USA Today), and while not newspapers themselves, the wire services (Associated Press,
Reuters and United Press International). Wire service stories are sent to newspapers and
broadcast stations across an entire state or nationwide.

Magazines & Newsletters

This category includes local neighborhood Here is an actual wire service story put
newsletters, company newsletters, regional out by the Associated Press when hams
magazines (New Jersey Monthly), specialized in New Jersey celebrated the 150th

national magazines (Road & Track, QST, CQ), anniversary of the invention of the

and general national magazines (Time, Newsweek, |telegraph. o
Women's Day, McCall's). It most likely began as an article in a local

weekly or daily newspaper which was
picked up by the AP New Jersey bureau
Radio & Television and run statewide, then picked up by the
national "A" wire in New York and run
nationwide.

Here, you start with local radio & TV stations,
including local cable stations, moving up to regional radio & TV stations and the national radio




& TV networks (CBS, NBC, ABC, CNN, Fox), including cable and satellite channels
(Discovery Channel, Nickelodeon, The Learning Channel).

I nternet

Thisincludes just about every news source reachable via the internet, from alocal radio club
web page to websites of traditional media outlets and so-called "new media' sources that are
found only online.

Each of these categories has a different set of criteriafor determining what's newsworthy.
Generally speaking, the larger and broader the audience, the greater the number of people who
must be affected for a story to be considered "news."

Here's how the media"food chain” works, starting with local weeklies: The folks at the regional
dailies read the local weeklies and pick up stories of broader interest. The regional dailies share
their stories with the wire services and are read by people at the metropolitan newspapers and
broadcast stations. They, in turn, pick out stories of even broader interest to share with their
audiences. Finally, the people at the networks and the national newspapers read the wires and
the metropolitan newspapers, and they watch and listen to local newscasts -- and THEY pick
out stories of very broad general interest.

A story that affects only your home town will be likely to be covered by the local weeklies, but
not by NBC Nightly News -- UNLESS it illustrates a trend in society and can be used as an
example. How would NBC find out about your hometown story? Two ways: the "food chain"
described above or ... somebody (you) tells them about it!

Who Decides What's News?

Who decides what runs and on what basis? At a newspaper or magazine, the decisions are
usually made by one or more editors; at aradio or TV station, the titles might also include
producers or news directors.

Fact of life: The contents of a newspaper or newscast are selective... and subjective. Y ou have
either a set amount of space or a set amount of time, and you nearly always have more material
than you can possibly use. So you have to choose. The criterion they all use is something called
news judgment. Here are the questions most often used in making those choices:

How does your story compare with others competing for the same space or time, in terms of
importance or interest?

. How does your story fit into the overall "mix" or "balance" of articles that an editor or



producer likes to achieve in each issue or program?

. Another fact of life: When two stories of equal importance or interest are competing for
the same space or time, the one that has that special something to catch the editor's
interest generally wins.

. Onemorefact of life: An editor can't print or broadcast what he or she doesn't know
about.

Insidethe News

Let's take a closer look at the different areas within a newspaper, magazine, or broadcast that
may offer opportunities for publicizing amateur radio. We'll start with the print media. This
category actually includes quite a variety of dlightly different printed media. Y ou need to
expand your thinking a bit to appreciate the array of options available.

Newspapers, for example, consist of a number of sections and cover everything from local to
international news. Newspapers contain sports articles, feature stories, advertisements, want
ads, editorials, lettersto the editor, advice columns, "how-to" articles, obituaries, comics,
puzzles, and more. Many of them contain supplements and magazine sections and publish
Sunday editions.

The point is that newspapers are not monolithic wholes but consist of a great many parts, some
of which present excellent opportunities for you to get your story in print in other than a straight
"news" context, as discussed above.

The only item they have in common, of course, isthat they all rely on the printed word.
Because they do, you need to reduce your message to words, present it with anatural "angle"
which makes it interesting and perhaps plan to supplement it with one or more photographs. Try
to get your story there two or three days before the date when the event will actually occur.

Magazines are quite similar in that there's more than one approach. Most magazines consist of a
mix of feature articles, often written by freelancers (you?), and columns, generally written by
regular contributors, often called Contributing Editors. Even if you can't land a feature article,
you might get your story covered by one of a magazine's columnists.

Radioand TV
As with newspapers, you need to consider that the radio and TV media also consist of parts.

Their news programs cover everything from international to local news and many "news"
programs routinely include feature sections which present opportunities for covering a story on



alocal Amateur Radio event like Field Day. Some stations have "news magazines' which, like
their print media cousins, offer similar opportunities. The advice on timing discussed in the
print media section above, applies equally well to the electronic media, although here, because
of the more cumbersome logistics involved in assigning camera crews, for example, two or
three weeks' notice may work alot better.

Editors tend to know alot more about things like parades, bridge collapses, political campaigns,
automobile collisions and the like than they do about Amateur Radio. Lace your efforts with
some information educating them about the basics of Amateur Radio.

In making your presentation, for example, you may want to supplement aField Day story idea
and request coverage with a good quality audio tape as possible background sound from the
prior year's on-air operations to provide a"feel" for the event in the editor's mind. Y ou could
also consider adding "still" photographs to further help him visualize the story's potential and
capture hisimagination.

And, if you have not planned that far ahead, tape some current on-the-air activity and use that,
along with some still photos of afew typical radio shacks.

CableTV & CableRadio

Cable TV offers additional, and sometimes easier, ways of getting your story out to the public.
Some cable systems have full-scale local news operations that you'd approach in the same way
you'd approach alocal TV station. Virtually every cable system provides one or more "access'
channels for community programming. These channels are the "price of admission” that the
cable company pays for having monopoly access to your town or neighborhood. In most cases,
cable systems provide free training and use of their studios for community groups wanting to
produce programs.

An often-overlooked cable programming resource is cable radio. While text-based cable
programming is most often accompanied by arebroadcast of selected radio stations, some
systems |ease the audio channelsto cable-only radio stations. Often, these cater to specific
ethnic groups or other small communities.

Internet The Media Game is Rick Booth's
insightful article on developing publicity.
While newspapers and magazines use printed Click here to read it.

words and still photos, and broadcasters rely on

the spoken word and (in TV) live-action video,
internet websites offer the possibility of using any or all of these "modes," to use a ham term,
plus interactive features such as live "chats' and links to additional information sources. Today,



it's hard to find a daily newspaper, broadcast station or even community organization that
doesn't have at least a simple website. See what's out there in your community and what
possibilities they may offer in spreading the word about amateur radio.

Knowing and Using Your Resour ces
Now that you have a general idea of what makes news, what makes up "the media," and how
news decisions are made, it'stime to look at how you can make use of the media resources

available in your community.
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PIO Handbook - Chapter Four - Building Media Relationships
Knowing and Using Y our Resources

When a PR opportunity knocks, your challenge is to organize your resources quickly so that
you will be able to use them and respond most effectively.

What do we mean by "resources'? What kinds are there and how do we use them? We need to
think of resources on the Amateur Radio side as "sources’ of information, while resources on
the media side can carry that information for you to the public you want to reach. These media
resources are the "purveyors' of news.

While your role may at times be that of a broker or middleman in the process of conveying
information across from one side to the other, there are other times when you will yourself be
the source of the story.

Let's ook at the resources you have available to you as a public information specialist. How
well you are able to use these resources will determine how effective you will be.

TheMedia" Toolbox"

For most of us, learning the news businessis not all that difficult. Most towns, except for the
largest, have alocal newspaper, possibly one or more radio stations and maybe even one or
more TV stations or cable outlets. Getting to know who iswho at each oneisusually asimple
matter of paying attention or making a phone call.

Newspapers list their editorial staffs on the editorial page. Individual reporters often have by-
lines. Also, asimple phone call to the local radio or TV station will amost always produce this
information easily. Unless you enjoy working under the handicap of a cold start, don't wait until
astory hitsto uncover that information and cultivate these resources whenever and however
possible.

The Internet is a newer outlet and chances are your community is served by web sites that are
central repositories for information. If your club maintains aweb site, it isagreat place to send



reporters for information about your organization and its activities. And of course, there's the
ARRL web site, which has a storehouse of information and background material for the media

aswell asthe general public. Don't overlook these valuable resources.

Picture yourself with a hot story, trying to explain it to an editor who has never heard of
Amateur Radio. Y ou will be expecting him to absorb alot al at once and heislikely to think
that it isall just too complicated and esoteric to catch his readers, listeners or viewers.

It is better to start earlier by feeding him articles whenever you can on more mundane things
like the election of officers at your club, a ham flea market or an annual banquet. These will
help open a channel of communication as well as establish you in his mind as a source of
information. Then, when you need him, you will be ableto call on areservoir of knowledge and
good will you have helped to build.

News people and editors are not strange gnomes hidden away in unapproachabl e recesses of
their offices or studios. They cannot afford to be and, in fact, they probably need news sources
like you more than you need them. Their livelihoods depend upon being able to tap
knowledgeable and credible sources of information on awide variety of subjects. Theideaisto
make yourself one!

What do you do if areporter calls on you for information or even an interview? The answer
probably depends to some extent on the type of media involved and how much notice you get.

With alittle notice, it is probably a good idea to prepare a statement or a pressrelease in
advance. Thiswill give you focus during the interview and help channel your thinking, and the
reporter's, so that you cover all the points you want to make. Reporters appreciate people who
make their jobs easier by giving them handouts, especially on subjects about which they may
have only a partial understanding.

If the reporter plans to bring along a photographer, he or she will usually tell you that in
advance. If he does, dress for the occasion, clean up the shack or do whatever else is appropriate
so that you will present yourself and Amateur Radio in the best light. The same considerations
apply to radio or TV coverage but the emphasis changes subtly. In radio for example, the focus
Ison voice timbre, vocabulary, elocution and the like, while on TV, personal appearance,
expression and mannerisms are added dimensions. Each isimportant and each should be
considered carefully, even to the point of selecting spokespersons or settings whose images will
be conveyed best in the particular medium. The task of getting yourself known, and respected,
is obviously ssimpler in asmall town and it is not abad ideato call at the local newspaper office
to introduce yourself to the editor. Take along some information on Amateur Radio and explain
what we do, who you are and the kind of activities you, your club or group conducts. Ask him
for his support and how you can help him: He may tell you how he would prefer you to submit
stories, what the paper's deadlines are and provide you with other information which could


http://www2.arrl.org/pio/

make both your jobs easier.
Amateur Radio Resources

Y ou need to develop your own resources, on the Amateur Radio side of things. Thisrequires
guite a bit of effort. Y our experience and knowledge of other hams and clubs in the area will
need to be tapped. A little attention here - before an actual need arises - can be a godsend when
astory does break.

Y ears of experience do not necessarily invest any of uswith all- encompassing knowledge. If a
story were to develop involving packet radio, for instance, would your understanding be
comprehensive enough to answer questions intelligently? If it is, how about other aspects of
Amateur Radio such as UHF, space communications, DX or traffic handling? Could you speak
with equal expertise on each?

Few of us are competent in all the diverse areas of Amateur Radio and, for that reason, you
need to develop alist of resources available to you in covering the broad range of our interests.

There are many waysto develop an "inventory" of experts. A good place to start isto prepare a
list of subjects which you might be called on to cover. Y ou can proceed from there by trying to
match each subject with the name of an individual who is expert in that area. At the same time,
get the name of a backup to call on in case your first choiceis not available. Develop a skills
inventory list for members of your club.

Be sure to get telephone numbers and any other information you might need to work with your
resource people so that you will be able to reach them on short notice. Y ou may need quick
access to your contacts at unpredictable times. Be ready.

Be sureto let the people you pick know that they are on your list of experts so they might be
better prepared when a story develops and, just as importantly, to let them know of your
interest.

Pick people who are knowledgeable, of course, but be mindful, too, that they may become
spokespeople for Amateur Radio when a story breaks. Whenever possible, pick people who will
be seen as articulate and responsible and who will be as agreeable-sounding and -appearing as
possible.

Give some thought, too, to the settings used for your stories. Invite the mediato meet with you
at awell-organized, photogenic shack where the background is going to help you convey the
Image you want to project.



At first thought, it may seem that you cannot always control location but, even on a Field Day
story, which is going to be set in whatever spot the group happens to have selected for the
activity, there are anumber of things you can do. Y ou can clean up the site before the news
people arrive, steer them to the best-looking setups and away from ones establishing new lows
in unsafe wiring, which will probably show up with remarkable clarity in the background of any
photos taken. (And clear out any beer cans, too. Same reason). At the same time, don't make it
seem like you're hiding something, or that may quickly become the focus of the story.

The whole idea here isto go about your task with as much prior preparation and as much
professionalism as possible. The more work you do "up front," the easier it will be to react
quickly and effectively when the need arises.

For most people, "meeting the press’ is a stressful situation which is confronted rarely in their
lives and thorough preparation is a certain way to remove most of this stress from these
encounters. If you can accomplish that, you will be able to deal more effectively with the
opportunities presented and make the most of them. Y ou will be shaping the reporting rather
than ssmply being part of it.
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PIO Handbook - Chapter Five - The News Release
Getting Started

News Releases (or Press Releases) are the most common ways of communicating information
about our activities to the public and, fortunately, they are the easiest to master.

Newspapers are the most accessible of al the different types of media available to us; the best
way to get your story into print in a newspaper isto do part or all of the editor's work for him or
her.

A newspaper's resources may be limited in the sense that reporters are not always available to
cover every story. Plus, no reporter is an expert in every field of human endeavor. Particularly
in cases like ours, where many of the stories are a bit esoteric, editorstire quickly of callers with
lengthy explanations about their "news." Many also conclude quickly, perhaps too quickly, that
if the story isall that complicated, the paper's readers will not be that interested.

News releases help solve these problems and, even more importantly, they help to assure that
your story will be told the way you would like it to be told. But if you've never written a news
release, where do you begin?

Thefirst thing students learn in abasic journalism classis the "five Ws," Who, What, When,
Where, Why. Simple as they sound, just as they comprise the basic elements of a news story,
they also form the foundation of an effective news release. The facts are key to an effective
release.

Styles vary for different types of news releases. Remember to target your message to the media.
Local newspapers will often carry announcements of activities, meeting dates and the like.
Radio and TV are more dynamic and interested in "breaking news" or human interest stories
that appeal to abroad audience. Aswe are looking at a"basic" release, let's concentrate on a
release for alocal newspaper.

Structure



The news release consists of four parts: 1) the heading; 2) the opening sentence or paragraph;
3) the body of the story and; 4) the press contact.

The heading should simply communicate to the editor that the paper or papers he is holding
constitute a news release, so the words, "News Release”" should appear right at the top of the
first page. (Incidentally, whether you prepare your release on plain paper, on a club letterhead
or your personal stationery is not important. But if it's not on club letterhead, be sure to indicate
your title, which lets the editor know you're in a position to be issuing a news release on behalf
of the organization).

Y ou might follow that up with information on when it would be appropriate for the editor to use
your release. Depending on the circumstances, you could say "For Immediate Release” or "For
Release on (Date)."

Y ou should give the news release a title which the editor might decide to use as the headline for
your story, for example, " AMATEUR RADIO CLUB ELECTS OFFICERS" A dynamic
title with agood "hook" can improve the chances of your story getting published. The sample
above could also say, "HAMRAD AMATEUR RADIO CLUB ELECTSFIRST FEMALE
PRESIDENT" .

The opening sentence or paragraph (also known as the lead) is the most important part of the
news rel ease because thisis where you must catch the editor's (and the reader's) attention. Get
this part right and the rest of the story will write itself. Let's give you an example and then work
backwards to explain this:

"At itsannual reorganization meeting on June 1 at the Hilton Fire House, the Hamrad Amateur
Radio Club elected new officers for 2004-05 and for the first time, elected awoman to lead the
organization."

This sets out the "meat" of the story and tells the reader what he can expect as he reads further.
It tells"What," the annual meeting of the Hamrad club; "When," on June 1; and "Who," that it
elected new officers. It also provides a "hook," the fact that the group elected its first female
president.

In the body of the story, you need to finish up your "Five Ws' and begin to deal with thesein
more detail. For example:

The Hamrad club, comprising over 80 federally-licensed Amateur Radio operatorsin and
around Amok County, elected Ann Tenna, president; Farad Aye, vice president; ona Sphere,
treasurer; and Mike Rochip, secretary.



All of the club's new officers are residents of Sample News Releases (M or e to come!)
Amok County and its members are active in the . Awareness Day fill-in-the-blank
county American Red Cross disaster service. . Field Day

_ _ _ . Federa Grant Supports Radio
ncoming presi dent_ Tennasaid c')n Tuesday that Amateurs Role in Homeland Security
she expects to continue the club's commitment to

oroviding radio emergency communicationsto ~ |* T oridaAmateurs Hear From President
Red Cross. Bush, Live ViaHam Radio

. Amateur Radio Operators Called to

In the first paragraph of our story, wenamethe  |Actionin the Wake of U.S. Terrorist
Who's and Where's while the second and third Attacks

paragraphs elaborate and cover some of the Why.
The story coversthe event - the club's election of officers -and provides an opportunity for usto
tie in what happened with some human interest and public service angles.

Finally, the press contact is an easy but too often forgotten ending. [ The contact can also be
listed at the top of the releasg]. It goes something like this:

"For Further Information, please contact Clark Kent, Hamrad Amateur Radio Club, 1234
Metropolis Street, Amok City. Telephone 555-5678."

The purpose, obvioudly, isto let the editor know whom he should contact for more information.
A lesswell understood reason to include thisinformation is so the editor will be able to check
the authenticity of his source. Few editors will publish a story without being able to verify that
the source of the story provided isreliable and that the information involved is accurate.

WEell, there you have it, a complete how-to guide to writing a news release. As you can see,
there is nothing mysterious about this, there are no skills you don't already have and it is all
really pretty smple.

Now, take alook at the samples at the end of this chapter and apply what you've learned.
They'll give you a head start on your own first release.

Back to Top
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P1O Handbook - Chapter Six - Interacting With the Media

How to Handle M edia I nter views

The newsreleaseis agreat tool, but some reporters, and some stories, will require face-to-face
or telephone interviews. When there are several reporters or severa types of mediainvolved,
this becomes a"press conference” or a"news conference.”

Again, you need to be as well prepared as possible. Preparation, depending on how much
advance notice you get, should include writing a news release, a statement or at least some
written notes for referral during the interview. (Having on hand some ARRL literature or
descriptive material explaining the organization you represent may help, too). A newsreleaseis
also something the reporter can walk away with and use later when he's writing his story. If you
have done your job well when you put it together, it will contain the points you want to make
and increase the probability that the reporter will include them in hisfinal story.

In the case of aradio or TV interview, having some notes for the interviewer may help things
aong. In thisway, you can suggest discussion areas that are in your area of expertise.
Remember, when dealing with electronic media, condense your thoughts into brief "sound
bites."

Meeting The Press

When you meet with the press, you should try quickly to evaluate the reporter. How much does
this person know about Amateur Radio? About the event or situation you are talking about?
What is the reporter's agenda or, in other words, what preconceived notions does he bring with
him to the interview? And are those correct notions? Next, listen to the questions you are asked
make sure you understand them and then answer carefully and thoughtfully. Be "on point" and
remember in this "factoid" age, short, concise answers are better than long-winded responses.

There are different types of questions and there are different ways of answering them. If you are
lucky, the questions you get will be ssmple, straightforward and aimed at the right target. There
are also poor questions, which are wide of the mark. In these cases, try to help the reporter turn
them into intelligent, useful or constructive veins by your answers and explanations.



If you don't understand what the reporter is getting at, try something like, "As | understand it,
you are asking..." and then repeat or paraphrase the question until you get it right.

Watch the reporter's "body English,” eye movements and expressions for signs that your
answers may not be getting through. Take alittle more time and provide a little more
information until you are certain your message gets there in the way you intended.

Avoid one-word answers. They make poor quotes and leave you open to the reporter's
misinterpretation. He may think he's asking one question while you may be answering the one
you think he's asking. Did you ever hear the one that goes...

"I know you believe you understand what you think | said but I'm not sure you
realize that what you think you heard is not what | meant."

Remember that your interviewer probably doesn't know very much about radio or about our
Amateur Radio activities. You will be lucky indeed if he knows that electrons were responsible
for having heated his morning muffin in the microwave oven. And, if he knew as much as you
know about the situation you are discussing, there would be no need for him to talk to you at
all.

Make sure you don't take off on windy and complex explanations or lapse into ham radio jargon
or technical dissertations over everyone's head except another amateur's. Do try to control the
direction of the interview by staying focused on the subject. Y ou actually have a big advantage
here and you should use it. After all, you know the subject; your interviewer probably does not.
Because he's groping his way through unfamiliar territory, you can probably lead him pretty
easily in the direction you want by your informed statements and knowledgeabl e repliesto the
guestions asked.

If you mention others, be sure to have the correct spelling of their names and call signs. You
can also prepare a "fact sheet” that has this information already in place.

Damage Avoidance

If you don't know the answer to a question, don't be afraid to say so. It isalot better than to
blunder into sheer guesswork or awrong response. If it is appropriate, refer the reporter to
someone who may have the answer or offer to try to get the information needed. Then, follow
up with the information as soon as possible!

Whatever happens, don't "lose your cool." There is no provocation, situation or circumstance in
which you can afford to be rude, arrogant or offensive in your handling of the media. They,
after all, have the last word ... and it will bein print or on the air.



Do not present your own personal opinion in such away that it might be interpreted as an
official ARRL position or the position of your club or organization. Know how the policies of
these organizations are formulated. When you think something you say might be interpreted
that way, qualify what you say with "In my personal opinion..." or, better yet, avoid expressing
them at al. If you feel yourself getting in over your head, dummy up until you can get some
help or guidance from your Section Manager, Public Information Coordinator or organization
leaders.

Statements critical of other persons or organizations can cause real grief, whether or not they
happen to be true. They may damage hard won reputations, undo someone else's hard work and
cause irreversible damage. They could even lead to alawsuit or other such nastiness. If you feel
tempted, run for the nearest exit.

If you find yourself giving credit, make sure all the organizations or individuals involved are
included. Don't risk offending someone through oversight.

Expect that, no matter how good a job you have done, there will be no shortage of people ready
to find fault. Just do the best job you can and develop athick hide.

Follow Up

If you have promised to get responses to questions you deferred, be sure to follow up promptly.
Remember, reporters are always fighting deadlines!

After your story appears, you may wish to leave a message for the reporter thanking him/her for
their efforts.

If afeature was donein alocal newspaper, a"Letter to the Editor” from your club (preferably
the president) may be an appropriate touch. Such aletter could thank the paper on behalf of the
many club members and community volunteers who benefited in some way from the story.
Keep it brief and to the point.

Back to Top
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P1IO Handbook - Chapter Seven - Breaking News

So far, we've covered subject matter that will assist you in handling most routine stories and
given you an idea of how to be proactive on behalf of Amateur Radio. What about the "Big
Story?" Breaking news - and for our purposes that's usually going to be some form of disaster or
emergency in which communications are disrupted - is often atrigger for media coverage of
Amateur Radio. From your perspective as a PlO, breaking news comesin two flavors:

. Newsthat's happening somewhere else.
. Newsthat's happening here.

Newsthat's happening somewhere else

Local news operations love local tie-insto big national and international stories. So disasters
like an earthquake, a hurricane, aflood or large-scale fire provide an opportunity for Amateur
Radio to get some coverage by adding local interest. Or at least that's what the editors think.
Thetruth isthat -- with afew exceptions -- there generally isn't much going on among your
town's hams that's related to the distant disaster. But if the media are going to come calling
anyway, we might as well give them what we can, and get something out of it.

If the editors are aware of you and your connections to the Amateur community, there's a pretty
good chance they'll call you. And even if they don't, your odds of attracting their attention when
you call them are way up. And do call them. Fast breaking stories can't wait for a news release.

What will they want when they call?

It's pretty rare today for the newsroom to need Amateur Radio to find out what's happening. But
in the very early stages of a disaster in aremote area, that's possible. And if you or one of your
resources can actually listen in on amateurs communicating from the stricken area, you have a
golden opportunity to fascinate your local media and their audience. It's going to be tricky,
though. You'll have to be in range of the traffic, but most of the direct emergency
communications will be on local bands, VHF-FM or perhaps 80 meters. Chances are you can't
hear actual tactical communications going on in the disaster area.



You'll have better luck with information and relief nets operating on 20 meters. The Hurricane
Watch Net, SATERN (Salvation Army Team Emergency Radio Network), and other long-range
nets provide some interesting listening. ARRL bulletins usually publicize emergency net
frequencies. Y ou might need to give areporter some very brief, ssmple background on
propagation and why you can't just tune in radio traffic anywhere in the world it's happening.

The biggest bang will come if areporter or crew is on hand to witness and record whatever
communications you can hear. That's going to require alot of luck, since the reporters and crew
can't camp out at your station. If nothing's available "live", they may be interested in arecording
you made, but they'll probably be happy with an interview in which you summarize what you
heard. Y ou can also talk about the kind of activity that is likely to be happening on the scene by
comparing it to your local emergency communications preparations.

A reporter may expect you to be able to communicate with a ham in the disaster area. Most of
us won't have the contacts, the station or the luck to pull that one off. And we would hope that a
ham who can get on the air from the middle of a disaster would be helping cope with the
emergency, not roaming the bands for a ragchew. That kind of contact happens now and then,
but the chances of your stumbling across that ham while the reporter isin the shack are pretty
small.

Then there are the people in your town who are distraught because they can't get through to
family membersin the disaster area. Can ham radio help? Once again, a reporter may have
unrealistic expectations. The first rule of emergency communications is that inbound health and
welfare traffic isrestricted for the first 24 to 48 hours of an emergency. Outbound traffic is
supposed to be given priority, but you probably won't hear any of it on your local traffic nets
(the traffic should be delivered by the first ham with a working phone, not delayed 24 hours as
it transits the traffic nets to finally be delivered by alocal ham). So what do you do?

Explain the difficulty of sending inquiries into trouble spots. Make an example of your local
situation, where you're better prepared to send messages out than accept them from outside. If
local phone lines are down and people have been relocated to hotels or shelters, finding them
will be nearly impossible. But hams inside the disaster area will be trying to send messages out
to concerned relatives. Thereisthe occasional heroic attempt to find someone through the
disaster maze. If you've got one of those stories (especially if it's successful), you can play it up.
But don't make it sound like an everyday occurrence.

Sometimes, though, the situation isn't all that grim. When earthquakes hit near Seattlein
February 2001, it was impossible to make a phone call into the area. But most local phones
were working, so hams there set up a net on 20 meters taking inbound inquiries and quickly
relaying responses. Most of the people taking advantage of that net were other hams, but if you
learn of such anet and have some hams in your areawilling to take a minor flood of phone
calls, you can publicize that service.



A better ideaisto point the mediato agencies who are set up to handle inbound welfare
inquiries. The Red Cross and Salvation Army will collect messages and forward them (often
using Amateur Radio) when channels are clear enough. Check with your local office first.

It's tempting to over-promise Amateur Radio's ability to communicate into a disaster area. If
Amateursin your town are providing emergency assistance to a stricken area, you should know
about it and promote it. But most of the time, the best local angle isto tell the press what we'd
be doing if the emergency were happening here.

Newsthat's happening here

And one day, the news will be happening here. Y ou've got alocal disaster on your hands, and
Amateur Radio is doing its part to help the community cope and recover.

If you're an EC who does the PIO job on the side, you've got a problem. Y ou're too busy right
now to handle the media. But, as one Section Manager frequently told his Field Organization
troops, if Amateur Radio doesn't get credit for the job it's doing, it almost might as well not do
thejob. That's pretty extreme, and you'd discount it if a PIC were saying it. But thiswas a
Section Manager. His point was that the PR job requires more than the part-time effort of an EC
or anyone else more concerned with operational responsibilities. When you're in the middle of a
disaster, being a PIO is afull-time job.

So, you'rea PO, and your wise EC has you dedicated to just that job. Swirling around you isa
large-scale disaster. Y ou're even more fortunate because you are totally plugged into your
ARES or RACES operation. Y ou know what frequencies will be in use. Y ou have access to the
EOC and remote command posts and staging areas. Y ou know who the hams are, where they'll
be and what they'll be doing there. It's time to get the word out.

Assuming that you are safe and your family's needs are met, you probably need to be on the
scene yourself. That is, you need to be where hams are doing their jobs, and where the media
are. Once you get there, get yourself up to date on the situation, sort out the rumors from the
facts, and find some reporters.

For the media, especially the broadcast media, many disasters happen in slow motion. A
hurricane is agood example. TV stations begin covering a hurricane full-time hours before
landfall. The hurricane takes afew hours to pass, and coverage continues for hours or days once
it's passed, especialy if there was alot of damage. If the disaster was quick, like an earthquake,
the recovery is still adrawn-out affair.

The point isthat thereisalot of airtime to fill, and the event will be covered from every
possible angle. Amateur Radio is one angle, and we'll get our share of coverage if you are there



to make it happen. We'll get coverage if you're not there, too. The reporters will find the hams.
But once again, the reporter's knowledge is limited and his’her expectations may be unrealistic.
Hams who are busy operating stations won't have the time or inclination to give a thoughtful
interview. So you may not like what gets reported.

Finding thereporters

Before you dig out the reporters, you need to get some permissionsin order. One of the
preparations you should have made well in advance is making contact with the Public
Information Office for your city, county or state Emergency Management, the Red Cross, or
whatever agency the hams are serving. In this situation, Amateur Radio is not independent. We
are part of their bigger story. And while they will generally not object to our getting some
coverage, they should be aware of our PR efforts, and give you permission to bring reporters
into restricted areas to observe Amateur Radio in action.

So whether you've introduced yourself before or not, go visit the Public Information officials
first and get those permissions. If they learn from you what ham radio is doing, they'll probably
include our activity in their press briefings, or even invite you to speak yourself on behalf of
Amateur Radio.

Y ou should limit the information you deliver to just what the radio operators are doing. You're
not a spokesman for the agencies we're serving. And you'll even need to be discreet about the
ham information. If your hams just received areport that a major bridge collapsed, it's not your
job to grab areporter and passit on. True, if some reporters are astute enough to be monitoring
our frequencies, they could have gotten that information directly. Maybe they overheard it
while observing our operation. But let them go to the authorities for confirmation.

Now, go get that reporter. For you, thisis probably not news release time - it's time to snag
them in person. If you're on the scene or at an EOC, there are bound to be reporters around.
Sometimes they'll be corralled in a media-briefing center. Sometimes they'll be roaming around
more or less freely. Find them and introduce yourself. Tell them that there is an Amateur Radio
operation providing communications support, and offer them a guided tour. All the interview
techniques reviewed in the other chapters of this manual come into play here.

Three stages of the disaster story

You'll probably have more than one opportunity to provide information. Initially, you may only
be able to report what preparations have been made, where hams are stationed and what they
are expecting (or expected) to do. At this early stage, there may be more rumors than facts
flying around, so be careful what you pass along.



Asthe event unfolds, you should be able to gather stories of our activities and check them out
for accuracy. Once that bridge collapse story is old news (30 minutes might be "old" in this
context), you can pass on how ham radio operators got the information and passed it to the
EOC. Getting details like thisis going to be hard, and now is probably not the time to break into
the Amateur Radio net to ask the ham who filed the bridge report to tell you all about it. Keep
in touch with the EC and anyone who can fill in the picture for you.

When the emergency is over and cleanup isin progress, you have the chance to get details from
the hams involved and complete some stories from the field. The press will be looking for those
stories, especialy if they're still in "total coverage" mode. The more human-interest you can get
into your information, the better.

Finally, notable Amateur Radio activity in abig emergency will be reference material for years,
until it's eclipsed by a more recent disaster story. Every Field Day you'll be able to talk about
how the weekend exercise keeps hams ready to help "like we did during that big flood last
year." And as the event fades into the past, remember that news media outlets observe
anniversaries of big stories. By working your contacts properly, Amateur Radio can have a
prominent role. "It was just a year ago that Hurricane Ralph devastated our area. Ham Radio
operators Mary and Joe Smith not only remember their rolesin the relief efforts, they also say
they've learned from the experience and are now more prepared than ever if they are called on

again..."
Rules and Regson Hamsand Media

In an emergency with areally widespread communications blackout, your media contacts may
ask you to do more than just tell what you know about the situation. If your hams are in contact
with a first-person source on the scene, they may want to ask questions through your station.
They may even ask you to send a message to their reporter or crew. How far can you go?

Here'sthe rule (as of July 2001 - check the rules on the ARRL web page for updates)

897.113 Prohibited transmissions.

(b) An amateur station shall not ... engagein any activity related to program
production or news gathering for broadcasting pur poses, except that
communications directly related to the immediate safety of human life or the
protection of property may be provided by amateur stationsto broadcasters
for dissemination to the public where no other means of communication is
reasonably available before or at the time of the event.

So unlessthe interview is with someone who is providing information that will safeguard life or


http://www2.arrl.org/FandES/field/regulations/rules-regs.html

protect property, and there's no other way to communicate, you can't do it. But if those
conditions are met, you certainly can. Same with passing a message to the reporter. If letting
them talk to him will somehow protect life or property, it's OK.

If you haveto say "no", you may have to be hard-nosed about it. Media folks can be intensely
focused and driven, and they won't care much about the subtleties of Amateur Radio rules. Tell
them your licenseison theline.

The mediais permitted to broadcast live, record and replay any Amateur Radio communication
without permission, either from your station or recorded off-air themselves. Back in 1985,
Amateur Radio was exempted from the secrecy of communications provisions of Section 705 of
the Communications Act of 1934.

Guid€lines

We cannot anticipate every situation in which you might find yourself during an emergency but
there are afew simple guidelines that should be universally applicable:

1.

Move quickly to get on the scene once an emergency occurs. The more time you have to
find out what's happening, the better prepared you will be to deal with the questions you
might be asked.

M ove slowly enough, once you get there, to be sure about anything you do say. Don't | et
areporter lead you or your news source into saying something you didn't intend to say.

Know who you ar e speaking for. You may be the spokesperson for your local ARES
group, for example, but not for the Red Cross Chapter with which you are closely
working. Know where the boundaries are and recognize your limitations: If you are not
the designated Red Cross spokesperson, don't presume to speak for it. Be very careful
about not "trespassing” on the media liaison roles of the professional responders. In
recent years, most, if not all response agencies have a PIO function. Be sure you are
familiar with these persons and that they are aware of you.

Check your facts. This may be the fourth on this more or less chronological list but it is
really first in importance. Unconfirmed rumors abound in nearly every disaster situation
and they spread with remarkable speed and persist with great tenacity. Become a tyrant
with regard to facts; insist on confirming every bit of news and pass along only those
you know to betrue.

Check the rumors. Rumors may simply be facts reported early, before they can be
properly confirmed. Check out each one until you can speak with authority to either



dismiss those that prove to be unfounded or confirm those which prove to be true.

. Know thelimits of your authority. In the wake of Hurricane Hugo in 1989, one
Amateur Radio operator's transmission from devastated St. Thomasin the Virgin Islands
was rebroadcast on network TV demanding that the National Guard be activated to help
stop looting. The looting turned out to be relatively minor but less clear was on whose
authority, iIf anyone's, the amateur was acting? This type of request is clearly in the
domain of civil authorities and not that of an individual Amateur Radio operator.

. Beprepared for News Conferences and M edia Briefings. Emergency management
techniques often call for periodic news briefings. Know who is conducting those
briefings and be prepared to participate from the standpoint of the group you represent.
If asked a question that you do not know the response to, say, "I'll have to get that
information for you," get the reporter's contact information and follow-up as soon as
possible as they are probably on deadline.

Now Go Have Fun

Participating in a Breaking News event is exciting. Ham radio has an important role to play,
evenif all we do is get ready and stand by. The PIO gets to see more of it than anyone else,
maybe even more than the EC. Enjoy it!

Back to Top
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P1O Handbook - Chapter Eight - Electronic Media
Radio, TV and Cable

Nearly everything we have covered so far applies equally well to each of the various types of
media but the electronic media-- radio, TV and cable -- have some unigue needs, which means
there are some differences in our approach. These differences are not so much in the way we
deal with radio and TV but in the ways they communicate with their audiences. The print
media appeal to our eyes, radio to our ears and television to our eyes and ears. Therein liethe
principal differences between them.

Operating in worlds measured in minutes and seconds of expensive airtime, radioand TV are
tougher to break into. Fortunately, it's not impossible. Once again, however, much of your
success is going to depend on where you live. Small town stations are easier targets than large
urban broadcast facilities.

Whether you livein asmall town or alarge one, start by analyzing your local station or stations
and their programming. Like newspapers, radio and TV station programming consists of parts,
Including news programs and segments of news programs, panel shows, interviews,
documentaries and awhole host of others. There are also different types of stations -
commercial, cable and public broadcast stations.

News releases may be less helpful with the electronic media than with print media, but send
them anyway. Some stations, particularly smaller ones, will rewrite your news releasein a
broadcast format as a"tell" story (no reporter in the field); others may use your release as
background information for the radio or TV station to use in evaluating your story's potential. A
word of caution: Don't try to write and present your own script. These are awhole different
matter, one best |eft to station personnel.

Emergency situations are the most likely subjects to receive coverage from the electronic news
media. Field Day events may be another possibility, especialy in smaller communities, plus
human interest stories such as school contacts with astronauts in orbit. There are others, of
course, such as public access programs on cable TV, but the points to keep in mind are that the
kinds of stories that will appeal most to the electronic news media are those with dramatic



impact which appeal to the ears and/or eyes and those which can be told in a short time.
Remember, TV isavisual medium!

One of the frustrations in dealing with the electronic mediais the fact that only rarely are they
willing to promise coverage in advance for a particular event. The reason for thisis obviousiif
you think about it: They need to be ready to cover breaking news. Camera and radio remote
crews may have to be pulled from one story to cover another, more important story.

On most weekends, however, there is a dearth of news. The electronic media's usual
newsmakers are at home, hopefully staying out of trouble. Politicians are usually relaxing,
legidlatures are not usually in session and there is generally less going on. Weekend news
programs are often scratching for stories to fill the available airtime. Weekends offer an
opportunity for you to get coverage for your story. Most stations keep "HFA," or " Hold for Air
stories’ to draw on as the need arises to fill airtime on weekends. There are real opportunities
for you to exploit on weekends.

As mentioned earlier, radio stations offer interviews and television has panel show formats,
which may offer possibilities to explore. In many communities, you can produce your own
"public access' cable TV program. Contact your cable operator for details.

The local Public Broadcasting System channel is another possibility. In Philadel phia not long
ago, the PBS channel ran the ARRL film, "New World of Amateur Radio," as aresult of the
efforts of an area Amateur Radio operator.

Many local radio stations run talk shows and call-in programming through the week. Again,
nights and weekends are good times for programming devoted to leisure-time activities such as
ham radio. Many stations also pre-record public service programs for airing on weekends. Ask
your local operatorsif participating in such programsis a possibility.

The ways you might use to get to your local electronic media are as straightforward as the ones
you would use to get to the print media. In addition, radio and TV stations are run by engineers,
some of whom may be Amateur Radio operators. If you have one of them as a member of your
club or organization, discuss your story possibilities with him and ask the best way for you to
make an approach to the station's programming people.

If your local station nibbles at your bait or pullsthe line off your reel, be ready to follow
through quickly, intelligently and with as much prior preparation and professionalism as
possible.

Prior preparation isimportant in all of the contacts you will have with any of the media. In the
electronic media, especialy in "live" shows, it is absolutely imperative. Put your very best



spokespeople forward and prepare them as completely as possible. Fumbling, erratic,
unprepared or hesitant performances compound greatly in front of these media and you need
someone who will be able to cope with the pressures and function well in these circumstances.

Y ou will be on your mettle in these situations and you may well have to be ready to improvise
quickly to meet whatever challenge you are presented with. But, more than just a challenge,
these are golden opportunities. Use them well.

CableTV

Cable television has become commonplace. In fact, many of us would be lost without cable.
Few realize that there are many aspects of cable TV that are available to the subscriber aside
from more channels to watch.

Y our meeting announcements, club auction date or an invitation for the public to attend your
Field Day exercise could be sent to your local cable TV system's "Community Bulletin Board."
All the cable companies offer this service by one name or another and most of them would be
delighted to carry your message. Click here for a sample letter to a cable TV company.

But there's another option available from your cable system that gives you an even greater
ability to get your message out to the public. Cable TV comesinto a community by way of a
franchise agreement. Cable companies bid for afranchise and one is selected on the basis of
cost per customer, quality of programming and services to be provided to the community. Many
subscribers do not realize that one of the services almost aways a part of each franchise
agreement is called "Public Access."

Public Accessis achannel reserved for residents own programs. Some franchises provide
production assistance including equipment and training. The best part is that Public Access
costs nothing to the group putting on a program.

Consider promoting your ham radio club or running a series of license classeson TV. Show the
"New World of Amateur Radio" videotape. Show your recent hamfest videotape! Televise your
Field Day or demonstrate OSCAR. These are all great ways to reach thousands of potential
hams.

By calling or stopping by your local cable TV company, you can easily get the information
you'll need to get started. Instead of sitting home and watching all of those channels with color
bars go by, why not see if you can activate one and bring ham radio into your community.

Public Service Announcements (PSAS)



Another effective way of getting the Amateur Radio message to the public via the broadcast
mediais through the use of Public Service Announcements (PSAS). PSAs are short, 10-second
to 60- second announcements about the excitement of Amateur Radio. The ARRL HQ has
PSAs available to PIOs for broadcast by local TV and radio stations (write for copies). Y our
local TV station may be willing to work with you on producing your own PSAs customized for
your club. Getting PSAs isthe easy part; the harder part is getting local TV and Radio stations
to air them. Here are some tips that may help you:

When presenting your PSA (and do it in person if possible) to alocal TV or Radio station
representative, show him atriple-spaced hard copy of the script. This way, he'll know
Immediately what's on it, that it's appropriate, and that it won't need any specia ateration. Helll
be lesslikely fileit in the circular file.

Give him abrief, one-page, triple-spaced outline of Amateur Radio and ARRL. Cover the five
bases and purposes of Amateur Radio described in the FCC Rules. Explain that ARRL isa
national scientific and educational, non-profit organization of, by and for Radio Amateurs,

founded in 1914, that you are an ARRL appointee and (assuming it's the case) that your club is
ARRL-affiliated..

Give him abrief cover letter describing your particular campaign.
Give him alist of local contacts; i.e., you, the PIOs, and/or the Section Manager.

Give him abrief list of local Amateur Radio happenings; cover last month's storm
communications, parade effort, and Operation Santa Claus.

Follow these tips, and you'll improve your chances of getting your local TV/Radio station to air
your PSA. It will bring the good message of Amateur Radio to millions of potential hams.

ARRL HQ PSA Library
Listed below are public service announcements available from League Headquarters:
Television Spots:

1. "They're All Hams' :30
2. "Hamson the Air" :30

Television spots are currently available in three-quarter and one-inch formats. Other formats
will be added as the technology changes.


http://www2.arrl.org/FandES/field/club/clubsearch.phtml

If you're not sure which format you need, please contact the TV station and ask the public
service director which format is preferred.

Radio Spots:
1. "They're All Hams" :30

ARRL'sradio spot is available on CD

Back to Top
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PIO Handbook - Chapter Nine - Talking Up Ham Radio
On Radioand TV Talk Shows

More than 4,000 talk, interview and local public affairs shows are aired daily in the United
States. They reach audiences totaling millions of people. Many radio stationsin the USA are
exclusively "talk." Thisforum represents a huge resource for you, the ARRL Public Information
Officer. Here's how you can tap it.

Celebrities Only?

Fame never hurts, but isn't strictly necessary to be famous to be booked on talk shows. While a
well-known amateur such as the late Senator Barry Goldwater (K7UGA) would get the
approving nod in a heartbeat, there are thousands of opportunities for lesser celebrities - like
you. An average of half amillion interviews annually, on thousands of shows, makes alot of
gpace for the right people. So who are these "right people?' They are people who talk show
producers believe will 1) interest listeners or viewers, and 2) are agood, reliable interview.
Your 1Q (Interest Quotient) hangs heavily on whether or not people want or need to hear what
you have to say. Depending upon the type of show, you must either be controversial, or able to
offer them something that can change their lives for the better. Y our 1Q takes a nosedive,
however, if you are a mere poor imitation of someone else; it soars to the heights if you are
unique and well-spoken. That "well-spoken" remark comes from the opinion of talk-show
experts who believe that how you say it is often more important that what you say. For
promoting Amateur Radio we need to convince producers that listeners will find "hamming" an
interesting and vital hobby that they might liketo join.

A good, reliable interview is several things. First, it is an interviewee (you!) who shows up on
the right day, at the right time and in the right place. For atelephone interview (a"phoner") it
means that you are at the phone at the right time - and were smart enough to make it aphonein
aquiet location and without the "Call Waiting" service. After all, your hollering kids and the
"adert" of the Call Waiting signal go out over the air right along with your most el oquent
profundities!

A story about Calvin Coolidge, the 30th President, involves an incident that happened at a



White House party. "Silent Cal" was a man of few words. He was approached during the party
by awoman socialite who told him, "Mr. President, | bet Mrs. Smith that | could make you say
three words." The dour reply was, "You lose." Don't be a"Silent Cal" interview unless you
want some ticked off host to say, "you lose." A "good interview" is one in which you do most of
thetalking. A "good talk" is able to carry the conversation because he or sheis an expert on the
topic ... and haslots of material on hand.

A teacher at George Washington University offered his students one piece of advice that should
be tattooed on the forearms of all who seek talk show appearances: don't ever speak impromptu.
Always be prepared for contingencies in case things don't go the way they were planned. Have
atalk or line of questioning planned, and be prepared to talk on it at length. Too much
preparation is never a problem, but too little is a disaster.

Types Of Talk Shows

Talk and interview shows come in awide variety of shapes and sizes. Some are call-in shows,
during which listeners telephone the studio and ask their questions live on-the-air. Although this
format attractsits share of "interesting” callers, it is also a vigorous arena that taxes you to the
limit.

Another format is the cross-the-table interview with no call-ins. Thistype of interview is
typically pretaped for airing at alater time, although some shows do it live.

How To Handle The Tough Interview

Inevitably, if you do alot of interviews you will encounter either the hostile host or acall-in
jerk who wants to make life difficult for you (probably someone with an unresolved TV
complaint). Pioneer TV talk show host Joe Pine sometimes told his guest to go "...gargle with
razor blades." Journalist Dan Wooding (Open Doors News Service) said that a person does not
really come of age in the interview biz until they have survived an interview on Britain's BBC.
According to Wooding, a BBC interview isavicious rite of passage into the adulthood of the
talk show circuit.

But Dan aso offered advice on how to handle that kind of interviewer. When he asks a
provocative, outrageous or embarrassing question ... ignore it. Answer in a happy, chipper,
comfortable and thoroughly congenial manner, but answer by asking a question of your own.
Y ou can then burn up about five minutes of that broadcaster's equivalent of a bear trap with
your own answer to your own question.

In other cases, the interviewer will ask legitimate questions that, although designed to lead you
out onto a shaky verbal pier above a school of man-eating barracudas, are nonetheless in your



best interest to answer. Keep it cool, be amiable, and skewer the rogue with awell thought out
answer. After all, you have had alot more time to think about the topic than that overworked
talk show host.

Another tough interview is the incompetent host. Guests on talk shows are a dime a dozen, and
press rel eases and PR material comes into the station by the box load. Far too many talk show
hosts never even see your stuff until you hand him or her a copy five minutes before airtime.
The interview then degenerates into a discussion of the major headings (" Joe, what do you mean
by..." as hereads atitle to 500,000 listeners). The only hope for the "incomp" interview isto
take command and run away with the host's show: yak it up! | suspect that the host will actually
be relieved. After all, if heistoo lazy to at |east speed-read the material that you sent in
beforehand, then he is probably too lazy to keep the ball rolling: it's your show from the minute
you realize that the host is taking the table of contents route.

How To Get Invited

Fortunately, getting invited on radio and TV talk showsis not too difficult. First, you will have
to identify the shows that fit your goals. Is the audience a group of people you're trying to
reach? Does amateur radio fit in with the general sorts of topics the covered? There are severad
avenues open for learning thisinformation. The first step might be to listen to your local radio
station to find out what shows are aired locally. Y ou could also ask the local station manager for
advice. You can aso look in the standard broadcasting industry directories. Although some
libraries might have them, in most cases you will have to spend some bucks to buy your own
copies. Click herefor alist of recommended resources.

Second, you must prepare a press kit. (Thisis a press kit promoting you as atalk show guest, as
opposed to an amateur radio press kit, which you should have as well.) According to Mitch
Davis of Broadcast Interview Source, there is a"two-ounce" rule for the press kit. If it weighs
more than two-ounces in the envel ope, (requiring more than two units of postage) then it istoo
big.

The press kit should demonstrate that you are experienced with the media (list even one little
local interview); if clips are available, include them. Demonstrate why your topic, or your
experience, istimely and newsworthy. For example, if Amateurs hel ped with communications
for a storm emergency recently, contact the station or show producer about doing a story.
Exploit any seasonal or annual aspects of your topic (Field Day, for example).

Also, if the station or show has a narrow range of listeners, then there might be an Amateur
Radio angle that can be exploited. For example, if thereisalocal Christian radio station in your
town, then tune in on and become familiar with the Halo Missionary Net (21.390 MHz, 1800Z).
Thistopic can also be exploited for personal appearances, lunch and breakfast talks, and other
gatherings of local religious groups. | found that both Roman Catholic and Protestant churches



are eager to hear talks on their missionaries from aradio perspective. it's fresh, different, and so
relevant to their own interests.

Expand your topic to include the greatest number of listeners. ALWAY S be a primary source
("I'm kinda like So-and-So" won't cut it - they'll go get ol' So and-So instead of you). Make sure
that your phone number appearsin at least three places in the press kit.

In aseminar for Washington's Open University, Mitch Davis and his associate Joe Shafran
stressed the importance of alittle hype to get the producer to actually open your letter (many -
maybe most - wind up in the circular file unopened). Use areal stamp, not a postage meter
stamp, and a well-designed envelope that stands out (but not too much glitz, please). Don't use
computer generated mailing labels. In fact, Davis recommends hand writing the address on the
envelope. Above all, address the press kit to areal person - not just "guest coordinator” or
"producer.” If you have to call the show or station to find out the correct name, then do it. In
fact, it isagood ideato call the person anyway. Ask for about thirty seconds of time, and then
use it (and no more unless invited to do so) to tell him why you would be a good guest, and
state that "some additional information” (the presskit) will hit his desk any day now.

Make yourself visible. A presskit, although very valuable, is atemporary asset at best. It dies
(if not on arrival) very soon after arrival. The "welll file it against the day when..." is the kiss of
death. "The day when..." never comes.

Cable TV Public Access

Most areas served by cable TV have a"Public Access' channel that can be used by just about
anyone. Rules for getting the program sent over the system vary from locality to locality. Some
system operators may require you to record the program using your personnel. Thiscan be a
great club project! Your program should be lively, entertaining and engaging enough to pique
the viewer's interest. Having some visuals, which could be equipment, graphics, photos, videos
of Field Day or other activities also adds to the presentation. The less time spent on just "talking
heads" the better.

Like all programs, your cable access show should have atopic and a beginning, middlie and end.
Good planning is a must. With all that's going on in Amateur Radio, your club could produce an
ongoing series!

Conclusion

Theradio-TV interview is one of the most powerful and rewarding methods to promote a book,
acause, an idea... or Amateur radio. It works, it is accessible and it's for you.
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P10 Handbook - Chapter Ten -- Writing for Magazines

Magazines are a somewhat different "animal" than newspapers and broadcasters, but can be
equally effective mediafor promoting Amateur Radio and your group's activities. Two of the
biggest differences are that magazines tend to be monthly or even quarterly, rather than daily or
weekly; and that they tend to focus on specialized groups of readers rather than the mass
"general public." They also tend to be regional or national in scope, and it's much easier to get
your story into a national magazine than onto a network newscast.

One group of magazinesis different from the rest for our purposes. The editors of these
magazines don't have to be introduced to Amateur Radio or persuaded that an article about
Amateur Radio fits their "mix" of articles and will be of interest to their audience. These
magazines, of course, are the Amateur Radio magazines. Despite the fact that their readers
aready know what ham radio is and why it's important, they can still be a good resource for you
to publicize your group's activities or to share lessons you've learned with other amateurs.

Because the ham magazines are a special case, we'll break this chapter into two parts -- Writing
for:

. The Ham Radio Magazines.
. Non-Ham Publications.

Writing for the Ham Radio M agazines
(Adapted with permission from CQ magazine Writers Guide.)

Amateur radio has arich tradition of hams sharing their knowledge and experience with each
other, both on the air and through the pages of ham radio magazines. Those who share your
interest want to learn how someone else did it, find away that they can improve their stations or
operating techniques or share an experience in which ham radio provided a service to the public
or their hobby.

Some magazines report on topics that are of interest to people just getting their ham tickets as
well those who have been in the hobby for years. Others specialize in specific areas of the
hobby such as contesting or experimentation. It's important to have a basic knowledge of the



type of articlesthat are published in each magazine. Click here for a current list of ham
magazines and contact information.

The primary purpose of writing an article is to communicate an idea and to exchange the
author's experience or accomplishment for the reader's time. Therefore, whatever is published
or written should be worth the time it takes to read it. Every article passes through four very
important sets of hands -- the author's, the editor's, the art director's, and -- most importantly --
the reader's. If the first three do their jobs well, then all the reader needs to do isrelax, read,
enjoy and learn.

Y our main job as an author is to write an article that communicates your ideas clearly,
concisaly, and accurately. Y ou also want to make the article interesting. A magazineisn't a
textbook and no article is required reading. So your first job isto capture -- and hold -- the
reader's attention. Y our next challenge is to make sure you're neither talking down to the
readers nor writing "over their heads."

Every successful writer knows hig/her audience and writes to and for that audience. Some
magazines audiences are a broad spectrum of people with a shared interest in ham radio. They
come from all walks of life and have technical knowledge ranging from nearly nothing to
leading edge. In addition, ham radio has many specialty areas, so even alongtime ham with
significant experience in one area may be a complete "newbie" in another. What this meansis
that you should not assume that every reader will bring a particular level of prior knowledge to
your article's topic. Because of this, you should try to explain all concepts and define all
terminology as you write. Thiswill provide aroadmap for the newcomer and assure the old-
timer that you know what you're talking about well enough to explain it to someone who
doesn't.

Structuring Your Article

While there's no set "formula’ for ham magazine articles, there is a certain structure that is
followed by most successful writers. It's the same basic outline used by teachersin a classroom:
"Tell them what you're going to tell them. Tell them. Tell them what you've told them."

Let's get more specific. First thereis aform of introduction. The introduction is some method of
defining the objective or problem to be solved by the article. It establishes the need and the
method of satisfying the need. Thisis also where you need to grab the reader's attention, so it's
vital to keep this section interesting. Tell a story that shows why the reader should care about
the widget you've written about. Think of yourself sitting around atable at a club meeting,
telling a group of fellow hams about your trip, construction project, etc. Y ou've got to keep their
interest or they'll go listen to the guy at the next table, telling his own story. If you don't "hook™
your readers at the beginning of your article, they'll just turn the page and look for another.



The main body of the article develops the theory, construction techniques, the basic "how-to"
information, or "how we did it" type of data. Here you relate how the piece of equipment or
gadget is built or how you got to some island and set up that extraordinary station. It's the place
for anecdotes, hints and kinks, and the personal touches.

The concluding part gives the reader a summation of what was accomplished. In the case of a
piece of equipment or gadget, you would include the results you achieved by using it and how
the reader can use it if he/she buildsit. A DXpedition concludes with the number of contacts,
recapping the adventure, possible plans for another one, and finally the ship or plane departing
as the sun sinks on the horizon.

Footnotes, addenda, and "thank-you's' tail-end the manuscript. If everyone does their jobs
correctly, the reader has an enjoyable experience. He knows "what it feelslike" to build the
whatever without actually building it, or has taken the trip with you in spirit.

Please pay particular attention to the "flow" of your article. Doesit "travel" in alogical
progression from beginning to end? Does the article generally follow a chronological sequence?
Or do the paragraphs "bounce around,” both in terms of topics and time? Thisis avery common
problem. Please double-check your final copy to make sure it flows smoothly, and that you
have good transitions between topics. It's always a good idea to have someone else look it over
before you send it in. If he or she gets confused or dozes off, you've got more work ahead of
you.

The Manuscript

Before you start to write, send the magazine a query outlining your proposed article (e-mail will
get the quickest response). That way, you'll know whether there is any interest. Next, be
original. You must let the magazine know if you are submitting your article to more than one
publication at atime (thisis generally considered poor practice, by the way), and as soon as one
publication accepts it, you must notify all the others to withdraw it from consideration.

Now, let's move on to the manuscript itself. If you think of the manuscript as aterm paper, you
won't go wrong in terms of structure. Include atitle page. The title page ssimply hason it the
title you have selected, your name and call, and your mailing and e-mail addresses. L eave
plenty of space between each.

The main body of the manuscript should be typed (or printed) double-spaced on 8 1/2" x 11"
paper. Leave considerable side margins. The margins will serve as work space for the editor
should your article be accepted for publication. Be sure to leave plenty of room. If you plan to
footnote material, indicate the proper reference number by raising it over the word or phrase

that is footnoted (for example, Marconi?l).



Spelling and grammar count (just like on aterm paper). Y ou won't be graded, but an article
that's full of misspelled words or grammatical errors reflects poorly on your credibility. Be sure
to spell-check, but don't fully trust the spell-checker. A word that's misspelled into another word
won't be caught. Use your eyes, and adictionary if there's any doubt.

One exception to the term paper analogy: A magazine article should be less formal and more
conversational than aterm paper. Term papers don't have to be interesting. Magazine articles do
(assuming that you actually want people to read them).

Computer File Requirements

Every magazine has specific requirements for submitting text. Many magazines publish this
information on their web site. If you are still unsure about format requirements drop the
magazine a note.

Articles and columns on disk or viae-mail save alot of grief for everyone. There'sno "re-
keying" required, so the editors can't introduce errorsin the process. All artwork and photos
should be sent as separate files. Never embed the photos or artwork into the article. Leave that
up to the editors.

Some Do'sand Don'ts

Do number your manuscript pages consecutively, and if you feel ambitious you can also add a
key to each page. For example, you could also typein at the top right-hand corner of each page
your name and the page number (i.e., Smith, 2).

Do try to avoid (wherever possible) the excessive use of formulas, exotic math, and esoteric
references. Unlessthe article isin the form of atutorial, the beauty of an equation is strictly in
the eye of the writer.

Don't leave holes in your text for insertion of photos and don't embed diagrams at a specific
location in the text. The art department will take care of layout.

Don't assume that your manuscript will reach print intact, including the title. Magazines try to
present material to their readersin the best light, and will often change the title and rework the
text. You may be asked to supply additional materials as well.

Don't be pompous. Fancy words intended to impress generally don't. Stick to clear,
straightforward English.

Don't insult your readers. People don't buy magazines to be told how stupid they are. They buy



magazines because they want to learn ... and you're the teacher. Do define and explain.

Don't rest on your laurels. If you can write and have written, write some more. People for the
most part are innately curious and like to find out what others are doing. Don't keep it a secret.

Do look for interesting topics. If you check the literature and find in the course of ayear or so
eight articles on logic probes, then it isn't too likely that the world is waiting for the ninth. See
what isn't being covered and cover it.

Don't forget to include an SASE with your article with sufficient postage to ensure safe return
should your article not be accepted. While an SASE is not mandatory for most magazines, itisa
polite consideration. Some authors also tend to include a self-addressed postcard with their
manuscript so that the editor can quickly acknowledge the receipt of the article and perhaps
inform the author of a quick decision of acceptance. The use of these cards by editors varies;
some use them and others don't.

Don't forget your reader. If your article is published, there isthe likelihood of your getting mail
from readers. The amount of mail will vary from perhaps one or two lettersto scores. Try to
answer each letter. Most people who read your work will never write telling you whether they
feel positive or negative about your article. Don't assume indifference or lack of interest on their
part; it'sjust the way it is. After all, when was the last time you contacted an author?

A Few Noteson Style

When mentioning a ham radio operator by name use the ham's full name (first name last name),
acomma, and callsign. An example would be Hiram Maxim, W1AW. On the second reference
use the person's last name. One exception to this would be when referring to two hams with the
same last name. Use parentheses on first reference, e.g., "George (W4AA) and Martha (K4AA)
Washington." The second reference to one of the two people should be by first name, call. This
may vary abit for different publications. While we're on the topic, the words "amateur,” "ham"
and "ham radio" generally are not capitalized. Exceptions. when referring to the Amateur Radio
Service (asin the FCC's rules), with or without the word "service." So you'd capitalize
"Amateur Radio came to the rescue once again..." but not "...as area hams helped coordinate
evacuations." Never write HAM in all-caps. The term "ham" is neither an abbreviation nor an
acronym. Check with each magazine for its specific style.

Photographs

Every publication has standards for the type of photographs they will accept. In general color
prints, slides, and digital images are acceptable.



A digital image will be accepted if the resolution is sufficient. Generally speaking, this means
using at least a 1.2 megapixel (or greater) camera with the image resolution (sometimes referred
to as"image quality") set at maximum. Thisis usually the setting that allows your camerato
store the LEAST number of pictures. For digital images, the resolution must be at least 300 dpi
when theimageissized at 4 X 5 inches or larger. Generally speaking, a 1280x960 pixel image
will reproduce well in print. For amore detailed explanation on resolution see the chapter on
imaging or consult your image-viewing software. It should have a"properties’ function that
will give you the specifications of any image.

All photos, digital or otherwise, must include captions. Tell the editors (and ultimately the
readers) what is going on in the photo, where it was taken and so on. If people are shown
prominently in the photographs, you must supply their names and/or call signs. Type photo
credit or descriptive information on a piece of paper and tape the paper to the back of the print,
or use adhesive-backed notepaper.

If itisadigital imageinclude alist of photographs at the end of the article. Include a caption,
the photo credit, and the image file name. Here are afew things not to do.

DO NOT send images captured from Web sites, or scanned from magazines, newspapers,
catalogs or other media without obtaining the written permission of the author, Webmaster,
company, etc.

DO NOT send prints made on color laser or inkjet printers. The color quality is not sufficient
for usto use.

If your camera has a date-stamping function that adds the date automatically to every
photograph, TURN IT OFF when shooting photos for possible publication.

DO NOT write on the backs of pictures with felt-tip pens. Most of the time the ink will either
"bleed through" or come off on the picture behind it. It is almost impossible to get the ink off.
Don't use a ballpoint pen, either. The pressure of the point will mess up the front of the photo.
Do write or print descriptions on labels and when you're sure the ink's dry, apply the labels to
the backs of the pictures.

Click here for additional advice from Gary Pearce, KN4AQ.
Working With Columnists

So far we have covered what should be done if you are writing afull length story on some
event. Often the story you have to tell is part of alarger event. Here's where you can work with
the various magazine columnists or section editors and help fill in the gap. Most magazines will



report on Field Day. Y et each magazine will report on a different aspect of the event. For
example, every club may go out in afield and set up their equipment. If the Governor of your
state visited your site, that's news and supplying information about his visit would be of interest
to readers. Another club may have made contact with the International Space Station. Thisisa
different part of the Field Day story. Sometimes a unique photo is enough to catch the editor's
eye. Two examplesin recent yearsinclude a helicopter raising along wire antenna or solar
panels supplying electricity. Often the editors wish they had just one photo to go with the story
they are writing. Y ou may have the right picture. A note from one club PIO to the public service
editor of a ham magazine said, "l took over 100 Field Day pictures. Would you like them sent to
you?' The editor replied that he was looking for a particular photo of adigital station. The club
PIO met the editor's need and the photo made it into the article.

Large scale disasters, such as aflood, can prompt many stories. Sometimes a quick e-mail to the
public service editor with information on how your group helped out will allow the editor to tell
the story of hams providing critical communications in many areas. Remember that there may
be atwo or three month delay from the time the event happens until it actually appearsin the
publication. Magazines like to get current information out as soon as possible or while the event
may be fresh in someone's mind.

Finally consider placing the editor/columnist on an e-mail list of club happenings. Many editors
have club newdletters mailed or e-mailed to them. The information in the club newsletter may
provide enough information to have an editor contact you for a story.

Remember that hams want to read about their hobby and there are many ways of telling your
story if you take advantage of it.

News Releases and Event Announcements

Most of the major ham magazines run announcements of special events, hamfests, conferences,
etc. Be sureto get these in at least three months before your event to be certain of making the
deadline for correct issue.

If you are sending out a news release on an event or activity, be sure to include the ham
magazines. Follow all the guidelines for releases you'd send to a newspaper or broadcast station.

Getting Double Mileage

Many local newspapers consider it newsworthy when an arearesident has an article published
inanationa or international magazine. If amember of your club has an article in aham
magazine, consider sending a news release to your local paper(s), with the member's
permission, of course. This provides you with an opportunity to highlight amateur radio and



your member's unique experience or technical expertise. If you can, include a photo and a copy
of the article or magazine (with the article marked).

Writing For Non-Ham Publications
(Adapted from the previous ARRL PIO Handbook)

A key means of inviting non-hams to learn more about Amateur Radio is by writing feature
articles for non-ham publications. Writing for non-hams is different -and sometimes more
difficult - than writing for hams. Here are some tips.

Target your story to the audience

What's unique about the group you're writing for? What facets of Amateur Radio will interest
them the most? Fire, police, and similar personnel will naturally be interested in the public
service and emergency aspects of amateur radio, but don't forget to mention how much sheer
fun it can be, too.

It doesn't have to be "Why you should become aham.” If you're writing to government or
public service officials, give them specific examples of how amateurs have served their
communities, and tell them how to find hamsin their areato set up emergency preparedness
teams.

Articleldeas

Here's an easy exercise. Stop for amoment and ask yourself these questions. What profession
am | in? What other hobbies do | have besides Amateur Radio? Do | belong to civic or
charitable organizations? What family or other activitiesam | involved in?

Y our answers will almost certainly provide the springboard for several articles-ones which will
be fun and easy to do because you're already familiar with the subject matter and the audience
you're writing for!

Some of those activities will have a natural link to Amateur Radio, such as travel buffs who'd be
excited about talking to people in other countries, or businesspeople who are on the road alot
and would enjoy the ability to meet new friends in the cities they visit.

Here are some ideas to get you started:

Teachers. Teachers are aways looking for ways to motivate students, so they'd love to hear
how you use Amateur Radio in the classroom to let your kids meet people in different areas of



the country, to teach world geography, or to practice aforeign language. Parents would be a
prospective audience for the same reasons. Y ou can a'so mention what great after-hours
relaxation it is for yourself.

Outdoor s enthusiasts/private pilots. Probably very few of these people know about the
availability of small, lightweight HF and VHF/UHF Amateur Radios. Lives have been saved
because people had such radios with them when they were stranded in a semi-remote area.

Health Care Workers. Do health professionals and volunteers know how Amateur Radio can
brighten the day of someone who's homebound or in a nursing home? Y ou can tell them.

History and geneal ogy buffs. These people can have a marvelous time talking with peoplein
states or countries that hold special interest for them. The same with retirees, especially those
living away from their former homes.

Science and technical professionals, and hobbyists. Some professions and hobbies are a natural
match with amateur radio. Many engineers could pass the Extra class theory questions with
their eyes closed. Amateur astronomers might enjoy Amateur Radio astronomy and
professional's can pass the time while a spectrogram is exposing! Computer professionals and
hobbyists can contribute their talents to the new world of digital Amateur Radio-as indeed has
aready happened.

Those are just afew ideas for members of professions and hobbies that seem to have a natural
link with Amateur Radio. But what about the ones that don't? Does that mean those people
wouldn't be interested? Of course not; you're in some of those groups and you're a ham, right?
Maybe there's alink that isn't obvious. Look around your club. Is there an unusually high
number of members from any particular non-technical field, such aslaw? If so, look at journals
in that field that may be interested in profiles of group members' outside activities.

Do'sand Don'ts

Do communicate the excitement of the hobby-and try to target this for your audience. For
instance, technical professionals might be amazed to learn that we're using sophisticated digital
techniques, and that we have our own satellites. Liven up your article with direct quotes from
peoplein their own profession/hobby who are excited about Amateur Radio.

Do givea"call to action." Tell your readers how they can find out more; e.g., give the ARRL
HQ address, or alocal contact if you're writing for alocal publication.

Don't go into details that are inappropriate for your audience. Talking about the Amateur Radio
implementation of the ARPA Internet protocol suite would be finein Computer Networking



magazine, but not in Astronomy Today. (But do tell the astronomers about Amateur Radio
astronomy!)

Don't get defensive about the common public confusion between Amateur Radio and citizens
band. A brief, unemotional, informative statement is okay, such as. "Amateur radio offers more
privileges than other public radio services, such as citizens band or the Family Radio Service. In
return, we're required to take atest and obtain alicense from the Federal Communications
Commission."

Target your story to the magazine

Get familiar with the magazine(s) to which you want to submit your article. Here are some
guestions to think about as you read them:

How long are the articles?

One page? Two? Four or more? It will probably vary, and may be quite flexible. There may be
a section that's perfect for your article-such as "First Person” or "In My Off Hours'-that's
always a certain length; if so, make sure you write to that length.

From what viewpoint are they written?

Is everything in third person, or does the magazine seem to run amix of third person and first
person articles? First person can be fun because you can write directly from your own
experience, but be sure to include interesting anecdotes from other hamsin the same
profession/hobby. Second person is good for "you-yes, you!--can do this and have fun™ articles.
For third person, you simply describe your interviewees activities.

Do they include photographs?

If so, figure out away to get some-and make sure they're of good quality. Does the magazine
use black and white, color, or both? Black-and-white-photos should be printed on glossy (not
matte) stock, have borders, and be at least 5x7 inches in size (preferably 8x10). Make sure the
picture has good contrast. For color, slides, prints or high-quality digital images are acceptable
at most magazines. Check writer's guidelines (see below) or ask the editors for each magazine's
preference. Whatever media you use, make sure the pictureis clearly focused and not "busy"
with too much in it. If possible, crop out any distractions on the edges before submitting it.

Does the editor expect a query letter first?

A query letter is a proposal to a magazine for a story. Commercial magazines almost always



want them, but professional and hobby magazines often have looser policies. If you aren't sure,
you could go ahead and send one, or check the magazine's listing in the annual Writer's Market.

Does the magazine have writer's guidelines?

Again, the type of magazine we're discussing here may not have such a beast, but it's polite to
ask. These guidelines (usually just a couple of typewritten pages) will include formatting
requirements for submissions, and often include hints on the style preferred by the magazine.

How to make professional submissions

Y our mother was right: neatness counts. Make sure your article is professional in appearance.
Double space, and use wide margins (at least one inch on all sides). Either use atypewriter with
afresh ribbon, or a computer with alaser or high-quality inkjet printer. Good-quality
photocopies are fine. Many magazines today prefer submissions on afloppy disk (with hard
copy attached) or viae-mail. Again, check with the magazine.

Put your name, address and daytime phone number at the top of the first page, center thetitle
about athird of the way down, then leave afew lines before beginning the actual article. On
subsequent pages, include the page number, article title, and your name.

Don't try to do your own layout or embed photos in the text. The magazine will only redo your
layout in its own style.

Write a cover letter. This doesn't have to be fancy. Just write a concise, professional letter that
briefly explains your article.

Include return postage and envelope. If you don't want your manuscript returned, mention that
in your cover letter and forget the postage. If you do want it back, send a self-addressed,
stamped envelope (business-size for short articles, 9xI2 for thicker ones).

Copyrights. What you write is yours. When you submit an article to a publication, it's generally
assumed that they will have only one-time rights to use it. However, this a complex subject, so
if you're concerned about it, read the section on rights in Writer's Market or some other good
freelancers book.

Per sonality Plus

Your article doesn't have to be a"hard sell piece" on newspapers are looking for personality
pieces-and heaven knows, there are plenty of personalities in Amateur Radio!



How about your coworker who recently won recognition for her help with public-service and
disaster-relief communications? What about the seemingly ordinary doctor in your local

medical association whose idea of afun vacation is dragging afew hundred pounds of radio
equipment halfway around the world for a DX pedition? And don't forget the high-school
student whose interest in Amateur Radio helped earn him a college scholarship. Try local sports
figures, newscasters, and other celebrities. With 400,000 hams in the United States alone, there
are alot of fascinating stories out there just waiting to be written.

The point is that there are innumerable angles you can use to make Amateur Radio interesting
to all sorts of people. Let your mind explore the possibilities, and you should have enough
article ideas to keep you going for along, long time!

Back to Top
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P10 Handbook - Chapter Eleven - Extending PR Into the
Community

Other Public Relations I deas

Articles in newspapers and magazines, or news storieson TV or radio, aren't the only ways to
promote amateur radio in your community. Here are afew additional public relations tips you
might try in getting your message through. Feel free to adapt them to your situation.

L ettersto the Editor

Nearly every newspaper and magazine prints readers letters. This can often be an excellent
forum to thank a community organization or leader for helping your group, or to offer
recognition for your group's activities (ask served organizations to write letters to the editor,
thanking your group for its help). Lettersto the editor can be especially useful for setting the
record straight if an article or another letter has unfairly painted Amateur Radio in a negative
light. Be sure to write calmly and rationally, and avoid the urge to get into ongoing debates in
the "Letters’ column.

Amateur Radio Public Awareness Day

To make the public more aware of the existence, purposes, and benefits of Amateur Radio,
clubs and Field Organization members set up public displays across the nation, in schools,
libraries, town halls, parks - anywhere an imaginative group can think of -on Amateur Radio
Public Awareness Day. The special day is held each September on the third Saturday. Why
September? It's a time when no other major Amateur Radio event is taking place. Schools are
back in session, and clubs are looking for a good kick-off for their fall seasons. The weather is
generally good enough for outdoor exhibits at fairs and town parks.

For a comprehensive tutorial on putting together a good exhibit, see the ARRL Special Events
Communications Manual.

Club " Fact Sheet"

If your club or organization doesn't already have one, prepare a brochure or "fact sheet" giving a



little of its history, describing its mission, listing its officers and outlining the programs and
eventsit sponsors. Thisis agreat handout to use when you meet with the media or with
government and emergency management officials. It can also be a neat thing to use in recruiting
or orienting new members. Click here for a sample fact sheet.

Public Service Events

Public events present unique settings for a " captive" audience to become more aware of
Amateur Radio. They areideal for attracting inquiries and promoting interest in our hobby.

After aclub has committed to providing communications for an event, ask for support for the
public information and public relations effort. Most event sponsors are eager to help us promote
Amateur Radio at their events.

Ask for space for a paragraph on Amateur Radio in the event brochure, program and Press Kit.
Depending on the event and the circumstances, this can range from mere acknowledgment of
Amateur Radio operators to a brief description of our hobby and contact information such as the
ARRL (for the prospective ham mailing with list of local clubs, classes and exam sessions).

In most cases, it is better for the promotion of Amateur Radio to refer to the group "generically"
as Amateur Radio Operators or Ham Radio rather than using your club or group name (if you
have one). Theideaisto get the words " Amateur Radio" or "Ham Radio" in front of the public
eye as much as possible. The Wireless Association of Greater Norfolk County may be a super
club but the name doesn't convey Amateur Radio to the general public.

Make your activity and participants visible! Position a station in ahighly visible and well
traveled location (with regard to spectators and participants). The Net Control Station (when
feasible) or an Information station with a LARGE sign or banner displaying Ham Radio or
Amateur Radio is agood attention getter. Y ou may find someonein your area or club who has
oneto loan or who can generate one with computer banner or sign programs.

Ask to have the Public Address Announcer make a few announcements regarding Amateur
Radio. Have "prepared” copy to be read, thanking the amateurs for their participation and
inviting people to get more information about Amateur Radio. Y ou or one of your crew can
hand this directly to the Public Address Announcer.

Ask for space on the event information table or for your own info table. Handouts can include:
Address of ARRL for prospective ham mailing, list of local clubs or classes, and abrochure
describing Amateur Radio. Y ou may want to collect names and addresses of interested persons
and forward them to ARRL for the prospective ham mailing (using sign-up slips and a "bucket"
or other methods).Arrange for visible means of identifying each ham participant and station.



Signs on mobile communications vehicles and caps with the words Ham Radio on them are
excellent. The general public should be able to read these from a distance. Buttons, ribbons,
vests, arm-bands, sashes and badges are aso good, but in a crowded environment, baseball caps
stand out well. Some event sponsors find it to their advantage to have the hams easy to locate in
acrowd and may provide reimbursement for such items. Ask them!

Do arrange for anews release of some sort to the local media before and after the event. Again,
thisisto get the words Amateur Radio in front of them. Who knows? Y ou may find that
someone wants to get more of the story on the Amateur Radio involvement at the event.

Invite Local Officials To Field Day, Club M eetings

Adopt selected key government officials and invite them to attend a Field Day exercise or other
activity where you can show off your capabilities. Invite them to a club meeting to talk to your
members about the community's emergency planning.

Invite local emergency management officials to your meetings, too.
Proclamations

If your club or organization has a significant anniversary like, "The Hamrad Amateur Radio
Club's 25th year," ask the town fathers or even the state's Governor to issue a proclamation
commemorating the event. They are usually happy to oblige. Follow up with a news release.
These are considered newsworthy events. Don't miss the opportunity. Click here for a Sample

Proclamation.

Recognition Awards

Give arecognition award of your own. If you can identify alocal government or emergency
planning official in your community who deserves recognition, give him or her an award. A
classy-looking certificate can be made up easily by one of your computer- literate members
with alaser printer, a decent piece of paper and a suitable frame. Invite your honoree and the
mediato a club meeting for the presentation. If the local garden club can do it, so can you!

Other Organizations

If your club meetsin achurch, afirehouse or alodge hall, these organizations may be willing
and interested in including your club's meeting announcements or other information about your
activitiesin their newsletters or other publications.

The Workplace



If any of your members works for a company or entity with acompany house organ, consider
communicating with its editor to suggest an article on the employee's amateur activity. Many
company house organs often feature unusua employee hobbies.

SpeakersBureau

Help your club start a speakers bureau and then promote it. Let your local schools and
community service groups know it exists and that you have people willing to present a program.
These groups need program material, too, to keep their meetings interesting.

Public Programs

Consider having your club work on a project to develop areally interesting program about
Amateur Radio using slides or avideo format. Thisisagreat ideafor clubs looking for
something interesting to do that will help them grow.

Use the dlide or video program you devel oped above to meet with your local service clubs and
present programs to them on local Amateur Radio activity.

These are just afew of the things you can do. With alittle effort, you could easily add to this
list of projects that have a positive public relations impact.

Back to Top
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P10 Handbook - Chapter 12 - Putting it All Together

The preceding chapters have given you the basic tools you'll need for being an effective
representative of your club, and of amateur radio, to the news media and your neighbors. Now
you need to create a plan of action and begin putting all these tools to use.

Decide what you want to accomplish in the public relations arena, then set up areasonable, step-
by-step, timetable for getting it done. Y ou can use afancy computer program, a personal digital
assistant, or a chart on your wall, whatever works best for you. Set simple, achievable, goasin
arealistic timeframe. For example:

Next 2 weeks. Contact local media; introduce yourself; find out who should get news releases,
get deadlines, phone/fax numbers and e-mail addresses. Follow up with mailing of your own
contact info.

Every 4 weeks: Send out meeting notice (remember their deadlines), highlight
program/speaker. If program has any interest outside amateur radio, follow up with news release
on meeting program.

Next 6 weeks: Pitch article on member'strip to East Brigadoon for "Radio Adventure’
(DX pedition); if no bites, follow up to see what types of stories might be of more interest; then
try to develop them.

Early June: Pitch Field Day coverage; follow up with invitations/directions.

Note that every goal on this short sample list included "follow up." That can be as important as
theinitial contact and is akey ingredient in establishing and maintaining a good working
relationship with the reporters, editors and news directorsin your area.

Like ham radio itself, effective public relations really is about relationships -- the same people
skillsyou use in club leadership or on the air will help you "put it all together” asan ARRL
PIO. Good luck, and remember -- your section PIC, your fellow PIOs on the internet PR
reflector, the HQ mediarelations staff, and members of the ARRL Public Relations Committee
are al available to answer questions and offer suggestions. Y ou're not alone. Now get out there
and start pitching!
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Hereisalist of information referenced throughout the Handbook Chapters.

Chapter One - Getting Started
o PR Reflector

Chapter Two - Know Your Role

o Public Info Coordinator Position Description
o Public Info Officer Position Description
o Appointment Application Form

Chapter Three- Telling Your Story

o AP wire service story
o Rick Booth's article The Media Game

Chapter Four - Building Media Relationships

o ARRL Public Relations Web page

Chapter Five- The News Release

News Releases
o Awareness Day fill-in-the-blank

o Field Day

o Federal Grant Supports Radio Amateurs Role in Homeland Security

o Florida Amateurs Hear From President Bush, Live ViaHam Radio

o Amateur Radio Operators Called to Action in the Wake of U.S. Terrorist Attacks

Chapter Six - Interacting With the Media


http://www2.arrl.org/pio/prtools.html#reflector
http://www2.arrl.org/FandES/field/org/pic.html
http://www2.arrl.org/FandES/field/org/pio.html
http://www2.arrl.org/FandES/field/forms/fsd187/form.html
http://www2.arrl.org/pio/

None
Chapter Seven - Breaking News

n FCCRules

Chapter Eight - Electronic Media

o Sample letter to acable TV company
o ARRL-affiliated clubs

Chapter Nine- Talking Up Ham Radio
o List of recommended broadcast resources.
Chapter Ten -- Writing for Magazines

o List of ham magazines and contact information
o Digital image advice from Gary Pearce, KN4AQ.

Chapter Eleven - Extending PR Into the Community

o Club sample fact sheet
o Sample Proclamation

Chapter 12 - Putting it All Together

None
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HAM RADIO OPERATORS MARK INVENTION OF THE
TELEGRAPH

* MORRISTOWN, NJ (AP)

About 30 ham radio operators gathered Sunday at the factory where Samuel F. B. Morse's
telegraph was first publicly demonstrated to celebrate the 150th anniversary of the revolutionary
technology.

Today isthe anniversary of the day the telegraph sent the message, "Railroad cars just arrived,
345 passengers’.

The ham radio operators sent a message around the world in Morse code and in voice to other
hams to commemorate the occasion.

"Morse code is very important to ham operators,” said Peter Glerm, one of the ham radio
operators transmitting at Historic Speedwell, the 7.5¢acre estate where Morse tested the

telegraph.

Although it has been largely replaced by voice and data transmission, " Sometimes there may be
times when the only type of message you can use is one of Morse code," he said.

Those times include emergencies such as the Mexico City earthquake, when there is so much
interference or the signals are so weak that Morse code is the only available form of
communication.

The gathering of the ham radio operators was part of a yearelong series of eventsto mark the
telegraph's contribution to technological progress, said Sarah Haskins, executive director of
Historic Speedwell, now a museum.

The museum formed a corporation to coordinate activities this year and, along with the New
Jersey Commission on Science and Technology, was a cossponsor of the weekend events, she
said.



While Morse invented the telegraph, he was supported financially and technically by a
Morristown family.

Alfred Vall, the son of awealthy Morristown entrepreneur, was intrigued by a demonstration of
Morse's telegraph and persuaded his father to invest $2000 in the invention.

Ham radio operators Sunday celebrated the anniversary by transmitting this message: "We are
commemorating the 150th anniversary of the first public demonstration of the electromagnetic

Back to Chapter 3
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The Media Game

Publicizing Amateur Radio takes patience and a deft touch.
By Rick Booth, KM1G

Amateur Radio always triesto expand its ranks. Hams already know its fabulous rewards and
we know that there's strength in numbers, so we want to get the message out. In today's
shrinking world-a world we help shrink-that means the mass media: publicity, broadcast airtime
and ink on the page.

Y our club gets bonus Field Day points for publicizing itself. Maybe you've tried promoting the
hobby outside Field Day and had limited success. Y ou want to score more often, get the hobby
before the public, gain more exposure and more members.

Y et, the mass media doesn't always seem interested. Y ou can't understand why. "If it isn't death,
destruction, mayhem and muck," you grumble, “those stinkers don't want it."

Ham Radio isNo Big Deal

I'm one of those stinkers-1've been called worse-and in many ways, you're wrong. It's all in how
you play the game. Y ou don't make the rules, the media professionals do, and you're not likely
to change that. That's one fundamental truth hams don't usually understand. There is another.

One year, at the Dayton HamVention, | wandered into a publicity workshop. On the panel were
a half-dozen luminaries from the national press and TV, who also happened to be hams. These
people were heavy hitters, at the top of their professional game. Y et, try as they might, they
couldn't seem to get one fact across: To the public at large, Amateur Radio isn't that big a deal.

There, | said it. It wasn't easy, but it needed to be said.

Hams know how important it is, or how important it can bein acrisis. But Amateur Radio
doesn't shake the world every day. Shrink yes, shake no. We're justifiably proud of ourselves,



but to typical outsiders, Amateur Radio isjust another hobby. It's a specialized, arcane hobby, at
that. We can't beat our breasts and expect the world to exclaim how great we are, because they
don't see us through our eyes. We need technique.

Put away your pride when dealing with the media. They talk every day with men and women
who spend and earn your tax dollars, put out fires, keep your streets safe, chart society's
successes and sweep up after itsfailures. Don't lose perspective. But does that mean the media
don't want to hear you?

Not at al' Newspaper pages and television airtime are insatiabl e gluttons, demanding a never-
ending stream of stories. On the grand scale, however, Amateur Radio isn't very high; you've
got to wait for a slow news day and be ready when it comes. Fortunately, there are plenty of
ways to do that.

Start Early, Be Patient and Know Your Turf

Don't worry about Page One of the Sunday metro edition or 60 seconds on the evening news.
Y ou have to work at winning, and the little things count. It'stoo late after the earthquake starts.
And you can't expect to win right away. It's along season.

What outlets cover your area? Y ou can score big with amajor daily paper, but there are smaller
neighborhood or suburban weeklies that count on local news and they may be a better touch. It's
the same with television. Sure, there are network affiliates, but UHF stations and cable access
have burgeoned to where nearly every community in the country falls into someone's minor
league park. Know them all, and what kind of pitches they swing at.

Know the Right People

Every media outlet maintains a stable of sources. Most are in the public arena ---politicians,
bureaucrats, civic and business leaders, police officers, firefighters and so on. Reporters deal
with these sources every day, but they need special sources for those once-in-a-while stories. Be
one.

How? As areporter, | once attended a zoning session where a contractor asked to build a
controversial VHF radio tower. He told the committee he needed the site, "because it's higher
and offers more effective radiated power, which we engineers call ERP.- Hah! | knew what he
meant, but that's not what he said. He tried to dazzle the folks with double-talk. Asaham, |
knew that-but | also knew one of the commissioners was a ham, so | solicited quotes from him.
Other reporters rode my coattails and Amateur Radio got a nice plug. Equally important, a new
source ended up in alot of newsroom Rolodex files. With alittle finesse, somebody from your
club can bein aRolodex, too.



Be Available

If you're a source, don't be out of town when the reporter calls, especialy not the first time.
When reporters need to know something, they need it now and they'll only get burned once. Get
backup coverage and take the same care choosing a backup as you did a primary. Technical
knowledge isn't enough. Look for the articul ate person who can condense complicated subjects
into a clear sentence or three.

Just because you're always trying to get Amateur Radio into the news doesn't mean it can't jJump
in by itself. When that happens, it can be in a potentially damaging context, and you can pitch
relief. Antenna disputes, flagrant abuses by the inconsiderate ham-you never know. Reporters
strive to find responsible sources for both sides of an issue; it's fundamental to their craft. If
you're known as a responsible source, you'll get acall.

L ook Behind the Scenes

Don't overlook the folks behind the cameras and microphone. Invite technicians to a club
meeting with a program on something that's calculated to interest them. They're technically
oriented and may become hams (or may already be, so check it out). They interact with the
front-line

reporters and there's nothing like an ace on the inside. Maybe they'll bring a reporter with them!
Don't give up-keep trying. Be cordial and low key.

Get Input

Maybe you can get a news staffer as a meeting speaker. Then you can learn from the source
what makes a good story. If they field questions, keep to the subject. Ask nonradio questions
over coffee at the break. See if you can arrange a one-on-one meeting with your publicity
chairman. Work hard to see through their eyes. It'll pay off.

Stick with the Basics

Our tendency isto try selling the whole hobby at once. Recognize that Amateur Radio isa
broad subject, areal dazzler. Confused reporters write lousy copy. Spoon feed them without
seeming to do so; don't patronize. Reporters are not dense by nature, but they may be young and
inexperienced, especially at small local outlets. Perhaps they don't know what questions to ask.
Y ou're not on their beaten path, so you may have to work hard explaining things.

Highlight Individuals



You'd like to hype ham radio as awhole, but sometimesit's necessary to spotlight asingle
person. For instance, one reason the hobby appeal s to the handicapped is because in Amateur
Radio they're not handicapped. From the media perspective, thisis awonderful "news peg,"
although it can only be exploited at wide intervals and with great care by al hands. Thisisan
area where along-term relationship with a media representative can pay big dividends. Y ou
don't want just anybody handling this kind of story, but played right, it has "home run
potential."

Reflected Publicity

Does someone in the club appear regularly in the news? A politician or civic leader? Maybe you
can sell the papers or TV on a story about hig/her "other" lifein Amateur Radio. Regular news
sources are used to handling the attention, too.

Back-Door Publicity

Don't overlook the "soft" pages of the paper, the Living or Lifestyle sections. How about a
feature on "hamming and homemaking?" It would make an alternative to those "juggling home
and career” stories. What about talk shows? Pick your speakers with care.

Highlight Narrow Aspects

The media have television and satellites, and everybody knowsit. We hams have television and
satellites, but how many people know it? Try pitching a segment on those. Packet radio might
not sell-virtually every American relates to satellitesand TV, but how many outside hamdom
recognize the word "packet" as communications?

Don't Direct

Y ou can suggest stories, but if the reporter wants to go adifferent route, let well enough alone.
Reporters value their independence. It can be a pain, but there's nothing you can do about it
beyond having along-term relationship. If that foundation's carefully laid, you stand a chance of
steering things, because you have atrack record.

Think Small

Many small papers, "shopper” tabloids, and radio and TV stations accept community bulletin
board items. Take advantage of them. Get your listings in on time; deadline means deadline.

Peoplearethe Key



Circumstances alter cases, and you have to learn to play the game where you live. It's a game,
or rather, a never-ending season. We think so much about the equipment we use, we sometimes
forget that the people in Amateur Radio are its greatest resource and we can never have enough
good people. We never will, unless they hear about us-and word-of-mouth isn't enough.

Free Publicity

Free publicity for Amateur Radio isterrific. Imagineif your local newspaper ran afull-page
story on your club's hamfest, with six photographs.

When the News Editor of the Smithfield (North Carolina) Herald asked me, a Herald staff
writer, to come up with afeature story for the upcoming Friday paper, | jumped at the
opportunity; my club, the Triangle East ARA, was holding its second annual hamfest the
following day.

| particularly enjoyed writing this "teaser” item for the front page. Smithfield, North Carolina
(like Smithfield, Virginia) is known for its tasty country hams.-Pete Hulth, NASXG

Not hiskind of ham

In alast-minute effort to direct visitors to the Triangle East Amateur Radio Association's annual
convocation at the Smithfield Moose Lodge, some of the local hams eased out before daylight
Saturday to erect sheets of plywood beside highways 1-95 and 70-A proclaiming "Hamfest."

One motorist came to the event not knowing it was a get-together of hundreds of radio buffs.

He smiled sheepishly when it was explained that the only hams on hand were amateur radio
operators -and they had no sugar-cured, salt-cured, or peppered country hamsto sell.

Today's Feature Page, by the way, has more information about last weekend's gathering of radio
hams.

To be effective in your public relations efforts, you must get your message to the right place, at
the right time, and in the proper form. If any of these elementsis missing, your message may
not accomplish the desired results.

The Right Place
If you are trying to publicize the election of officers at your local Amateur Radio club, for

example, thereislittle point in sending a story about it to your local network-affiliated TV
station because the station is unlikely to consider it as having enough significance. Try a



community newspaper instead.
TheRight Time

Even if your story is one that does have substantial significance, thereisusually no usein
sending it after the actual event. By then, the opportunity for reportorial or photographic
coverage (in cases where those may be appropriate) will have been lost. Get your story to the
right place in atimely manner as set by the medium's own standards.

The Proper Form

Always use the proper form for your submissions. For example, newspapers generally shun
color photographs because they do not reproduce as well in that black and white medium.
Unless you are really proficient with a camera, you are going to need all the edge you can get
for a newspaper to consider your photos of high enough quality to use. So, the proper form for
your submission of photographsis B & W film (except Polaroid, which is not of sufficient
quality for this purpose).

Much of this may seem like common sense - and it is - but you would be surprised at how many
times these basic considerations are overlooked. And, generally, when they are, it is at the cost
of having the opportunity to tell your story lost.

There are guidelines for dealing with the needs of various media which we will cover, but there
are few hard and fast rules. For example, you might be considering how to approach a
newspaper editor with a story. Should you make a request of him to send areporter to cover an
event or would it be better to send him a press release describing it? The truth is that some
editors respond better to one approach while some prefer the other. Most editors will respond to
either, however, depending upon how a particular story idea strikes him at the time.

Newspapers are generally considered to be print-oriented black and white news media but to
stop there would be to sell them short. In addition to the news aspect, every newspaper has
sections or articles devoted to things like neighborhood news, community events, feature
articles and the like, some of it in color with handsome graphics.

If your articleisn't big "front page news," don't be discouraged. Cast your story in away so that
the editor might find a place for it in one of these other forums.

The story in the box on the next page appeared in a big metropolitan daily, The Philadel phia
Inquirer. It isahomely story by "news" standards but it earned space in the newspaper's weekly
Neighbors magazine which regularly carries a potpourri of local interest items like garden
clubs, people, hobbies, women's groups, and civic activities.



The point is that you should not be afraid to try to get your story across. Editors respond in
different and very individua ways. What works in one instance may not work in another and
there are no absolute, sure-fire answers.

Thereisrealy only one rule you should keep in mind and that is:

Not every effort you make will be rewarded with success but be sure to put your best into every
effort you make.

Get ToKnow The Media

It isimportant to get to know your local media. If it isanewspaper, what sections offer the best
opportunities for your story? If itisaradio or TV station, where would your story "fit" best?

Try to think like an editor and, when you sit down to plan your approach, consider the "style"
used in presenting similar pieces and try to cast your story in asimilar mold. If you are calling
an editor with arequest for coverage, name similar stories you have seen him/her cover when
you make your appeal.

The important thing to remember in considering the special needs of the mediais not so much a
set of rigid rules that should inhibit your efforts but that your target is pretty broad and can be
approached from many different angles. With alittle common sense consideration of how the
various mediawork, any of several possible approaches can be successful with the application
of alittle imaginative, intelligent and timely effort.

And, finally, remember the old adage, "Nothing ventured, nothing gained”. Failure comes only
from not trying.

We have been looking at the "big picture” in an overview of "public relations." Asyou can see,
this covers awide spectrum of means and techniques to communicate newsworthy things about
your activities or your organization to othersin our communities. It means developing an on-
going relationship with various public media, including radio and TV and print publications up
to magazines with wide readerships.

In the real world which nearly all of usinhabit, however, the possibility of our ever gaining
access to the national mediais both beyond our means and the intended purpose of this
publication. That's ajob for experts and not even they are always as successful as they would
like to be.

Our actual possibilities are considerably more limited but the truth is that very few Amateur
Radio organizations will ever even approach those limitations. Most of us, in fact, are not



meeting the potential we do have and that is something on which we can realistically focus our
efforts.

Back to Chapter 3
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(RETYPE THISRELEASE ON YOUR CLUB'SLETTERHEAD AND FILL IN THE
BLANKS)

For More Information:
(Name of your local contact)
(Contact's phone number)
(Contact's e-mail address)
For Immediate Release

RADIO ENTHUSIASTSCELEBRATE THE "MAGIC OF RADIO"
ON AMATEUR RADIO AWARENESS DAY

(TOWN, Sate, date) -- On September 14, Amateur Radio operators across the country will be
doing something they do best, sharing their passion for "ham radio,” a personal communications
technology that continues to hold its own in the Internet age.

On Amateur Radio Awareness Day, Amateur Radio clubs will speak to local community
groups, hold live demonstrations and participate in other activities to raise public awareness
about Amateur Radio. The annual event is sponsored by the American Radio Relay League
(ARRL), the national organization for Amateur Radio.

"Amateur Radio is very much alive and well in the 21t century," says (YOUR CLUB

SPOK ESPERSON). "We are experimenting with cutting-edge digital communications, serving
our communities in times of need and having fun making friends with people al over the
world."

The challenge of making radio contact with someone halfway around the world, and the lure of
the human voice, are what many ham radio enthusiasts find most appealing.

"When people ask me if the Internet has replaced what we do, | explain what many of us refer
to asthe "magic of radio," says (YOUR CLUB SPOKESPERSON). "Just |let ayoungster
make an Amateur Radio contact, and they know instantly what keeps us al coming back for
more."



Amateur Radio is about having fun, but it can also be an important communications resource
during emergencies. When disaster strikes, Amateur Radio operators often volunteer for backup
communications duty to help local officials, the National Weather Service and service agencies
such as the Red Cross and the Salvation Army.

Today, there are more than 650,000 Amateur Radio operators in the United States and more
than 2.5 million worldwide. Information on how to get into Amateur Radio is available from
(YOUR LOCAL CONTACT AND PHONE NUMBER) or telephone the American Radio
Relay League at 1-800-32NEW HAM.
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For More Information:
Jennifer Hagy

Media Relations Manager
(860) 594-0328

jhagy @arrl.org

For Immediate Release

AMATEUR RADIO ENTHUSIASTSREADY TO TEST THEIR SKILLSDURING
ANNUAL EMERGENCY PREPAREDNESS EXERCISE

NEWINGTON, Conn., June 17, 2002 -- On June 22 and 23, Amateur Radio ("ham") operators
across the country will leave the comfort of their home-based radio "shacks' for aweekend of
emergency preparedness activity called "Field Day." The event is designed to test operators
skillsin setting up and operating radio communication equipment in situations where el ectrical
power islimited or unavailable. The ideaisto simulate the conditions that can occur during a
hurricane, tornado or other emergency, including man-made disasters. The event is sponsored
by ARRL --the national association for Amateur Radio. Thefirst Field Day took place in 1933.

During Field Day, operators set up radio transmitting and receiving equipment in local parks, at
shopping malls or even in backyards, and get on the air using generators, battery or solar power
to run their equipment. This type of exercise, aong with the operators' dedication to public
service, allows them to step in and help emergency officials and relief organizations when
disaster strikes. Cell phones, the Internet and other communications technologies have yet to
replace what Amateur Radio operators can do. They have along track record of getting the
message through when all other systemsfail.

Just this month, ham radio operators in Colorado have been assisting local government and
relief agencies with communications during major wildfires. They also stepped up to volunteer
when atornado touched down in Maryland in April and when heavy rains caused severe
flooding in Kentucky in March. Amateur Radio operatorsin New Y ork, Washington, DC, and
Western Pennsylvania are still being praised for their effortsin the wake of September 11.

Field Day isaserious exercise, but it'salso alot of fun for participants. It's also the most
popular "on-air" operating event each year. During Field Day, Amateur Radio operators attempt
to make radio contact with as many participating stations as possible, simulating the sort of


mailto:jhagy@arrl.org

speedy on-air skills needed during an emergency. In past years, more than 30,000 Amateur
Radio operatorsin the United States and Canada have taken part. Thisyear, for the first time,
Field Day has been opened up for participation by ham radio operatorsin virtually all of North
and South America and the Caribbean.

Today there are more than 680,000 Amateur Radio operators in the United States and more than
2.5 million worldwide. To find out how to get started in this exciting hobby and whom to
contact in your area, call or write the American Radio Relay League, 225 Main St, Newington,
CT 06111, toll-free 800 32 NEW HAM. Or you can visit ARRL on the Web at
http://www.arrl.org.

Editor's Note: The ARRL can put you in touch with local Amateur Radio clubs and operators
who will be participating in Field Day.
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Sample Letter To Cable TV Company

The following can be sent to the local cable TV station to appear on its " Community Bulletin
Board". Different cable channels have different requirements as to format, in this case, each line
Isto contain no more than ten words and a maximum number of lines. Be sure to check this
with your local cable company before sending your announcement to be sure it fits the
company's requirements. Because these announcements are usually free of cost, be sure to thank
the cable company that runs your messages.

Mr. Calvin N. Hobbs
Head End Cable Company
100 Main Street

Amok City

Dear Mr. Hobbs:

| am writing you as the Public Information Officer of the Hamrad Amateur Radio Club in
Amok City.

Please accept the following announcement for the Channel 16 "Community Bulletin Board".
We are asking that the announcement be run during the week ending September 20:

THE HAMRAD AMATEUR RADIO CLUB WILL HOLD AN AUCTION OF USED RADIO
PARTS AND EQUIPMENT AT ITSMEETING ON TUESDAY, SEPTEMBER 24, AT THE
HILTON FIRE HOUSE ON ARSON ROAD, AMOK CITY, BEGINNING AT 8 PM.

AREA RESIDENTSINTERESTED IN RADIO ARE INVITED TO ATTEND. IN ADDITION
TO THE AUCTION, REGISTRATION WILL BE HELD FOR THOSE INTERESTED IN
ATTENDING CLASSES TO PREPARE THEM FOR AMATEUR RADIO OPERATORS
EXAMINATIONS.

REFRESHMENTS WILL BE SERVED.

If you have any questions, please call me at the above number. Thank you for your past



kindness.

Very truly yours,
Clark Kent

Back to Chapter 8
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Broadcast Industry Directories

Talk Show Guest Directory. New directory, but with a proven track record. Free one line
listings. Paid advertisements at reasonable rates.

Broadcast Interview Source, Suite 930, 2500 Wisconsin Ave. NW, Washington, DC 20007.
Phone: (202) 3334904. Directory costs $25/copy.

Talk Show Mailing List. Contact Broadcast Interview Source (see above) for prices and
availability.

Broadcasting Yearbook. Broadcasting Magazine, 1735 DeSales St. NW, Washington, DC
20036. Lists every radio, TV and cable outlet in the USA. $85

Directory Of Religious Broadcasting. National Religious Broadcasters, CN 1926, Morristown,
NJ 07960. $39.95 ($24.95 to NRB members). Christian and religious broadcasters only;
including many broadcast ministries.

Religious Broadcasting Magazine. Subscription $18/year (see above for address).

Back to Chapter 9
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Contact Information For Major US Ham Magazines

Thefollowing isalist of mgor amateur radio magazines in the United States in alphabetical
order, including contact information:

General Interest Magazines

CQ Amateur Radio -- 25 Newbridge Rd., Hicksville, NY 11801; Phone: 516-681-2922; Fax:
516-681-2926; E-mail: cq@cg-amateur-radio.com. Editor: Rich Moseson, W2V U, w2vu@cg-
amateur-radio.com; Managing Editor: Gail Schieber, K2RED, k2red@cg-amateur-radio.com.
Writer's guidelines on website, http://www.cg-amateur-radio.com/guide.html

Popular Communications 25 Newbridge Rd., Hicksville, NY 11801; Phone: 516-681-2922; Fax:
516-681-2926; Editor: Harold Ort, N2RLL, popularcom@aol.com; Managing Editor, Edith

Lennon, N2ZRW.

QST - ARRL, 225 Main St., Newington, CT 06111; Phone: 860-594-0200; Fax: 860-594-0259;
E-mail: hg@arrl.org; Editor: Steve Ford, WB8IMY/, sford@arrl.org; Managing Editor: Joel

Kleinman, N1BKE, jkleinman@arrl.org. Writer's guidelines on website,
http://www.arrl.org/gst/aguide.

The New RTTY Journa (Radioteletype/Quarterly), P.O. Box 236, Champaign, IL 61824,
Phone: 217-367-7373; Fax: 217-367-1701; Editor and Publisher: Bill Henry, KOGWT,
ghenry @rttyjournal.com; web: http://www.rttyjournal .con.

Worldradio -- 2120 28th Ave., Sacramento, CA 95818; Phone: 916-457-3655; E-mail:
editor@wréwr.com; Editor: Rick McCusker, WF60, editor@wréwr.com.

73 Amateur Radio Today - 70 Hancock Rd., Peterborough, NH 03458; Phone: 603-924-0058;
Fax: 603-924-8613; E-mail: Design73@aol .com. Executive Editor: Jack Burnett; Managing

Editor: Joyce Sawtelle. Writer's guidelines available by mail on request.

Special Interest M agazines (national circulation)
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AMSAT Journal (Satellites/ Bimonthly) - Editorial Office: PO BOX 297, Warroad MN 56763;
Editor: Dan James, NNODJ, nnOdj @amsat.org

CQ VHF (VHF-UHF / Quarterly) - 25 Newbridge Rd., Hicksville, NY 11801; Phone: 516-681-
2922; Fax: 516-681-2926; E-mail:cg-vhf @cg-vhf.com; Editor: Joe Lynch, N6CL, n6cl @cg-
vhf.com; Managing Editor: Gail Schieber, K2RED, k2red@cqg-vhf.com.

The DX Magazine (DXing / Bimonthly) - PO Box DX, Leicester, NC 28748; Phone/Fax: 828-
683-0709; E-mail: dxmag@dxpub.com; Editor/Publisher: Carl Smith, N4AA,

dxmag@dxpub.com.

National Contest Journal (Contesting / Bimonthly) - ARRL, 225 Main St., Newington, CT
06111; Phone: 860-594-0200; Fax: 860-594-0259; Editorial Address. 1227 Pion Rd., Ft. Wayne,
IN 46845; Editor: Carl Luetzelschwab, KOLA, editor@ncjweb.com.

QCWA Journal (Organizational /Quarterly) - Quarter Century Wireless Assn., Editorial
Address: 627 Indian River Dr., Melbourne, FL 32935; Phone: 800-421-3279, 321-254-3095;
Fax: 321-242-5993. Editor: Gerry Wentz, KCAEHT, QCWA @cyberskipdigest.com.

QEX (Experimentation / Bimonthly) - ARRL, 225 Main St., Newington, CT 06111; Phone: 860-
594-0200; Fax: 860-594-0259; Editor: Doug Smith, KF6DX, gex@arrl.org.

The New RTTY Journa (Radioteletype/Quarterly), P.O. Box 236, Champaign, IL 61824;
Phone: 217-367-7373; Fax: 217-367-1701; Editor & Publisher: Bill Henry, K9GWT,
ghenry @rttyjournal.com; web:http://www.rttyjournal .com/.

SERA Repeater Journal (Repeaters/ Quarterly) - Southeastern Repeater Assn., Editorial Office:
116 Waterfall Court, Cary, NC 27513; Phone: (919) 380-9944; Editor: Gary Pearce, KN4AQ,
editor@sera.org.

Ten-Ten International News (10 Meters/ Quarterly) - Ten-Ten International Net., Editorial
Office: 312 N. 6th St., Plattsmouth, NE 68048; Editor: Steve Rasmussen, NOWY ,
nOwy @alltel .net.

Additional Amateur Radio News Sour ces

ARRL Letter (Weekly newdetter) - ARRL, 225 Main St., Newington, CT 06111; Phone: 860-
594-0200; Fax: 860-594-0259; Editor: Rick Lindquist, N1RL, rlindquist@arrl.org
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Newsline (Weekly audio report) - Producer: Bill Pasternak, WAGI TF; Phone/Fax: 661-296-
7180; e-mail: billwabitf @aol.com

RAIN Report (Weekly audio report) - Radio Amateur Information Network; Network Manager:
Hap Holly, KCIRP, hap@rainreport.com

W5Y | Report (Biweekly newsletter) - P.O. Box 565101, Dallas, TX 75356; Phone: 817-461-
6443; Fax: 817-548-9594; Editor: Fred Maia, W5Y I, fmaia@prodigy.net.

Back to Chapter 10
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Digital Images for Magazines, Newspapers and the Web

Photographs can really add to a story. A pictureisreally worth, afew column-inches. Digital
cameras and Internet distribution of scanned images make it alot easier to get pictures and
move them around. But digital hasintroduced some confusion as well. There are various
formats to consider, and some details that affect image quality.

It'stotal dots, not dots-per-inch!

The absolute biggest source of confusion out there is something called "dpi" or dots-per-inch.
An often-quoted statistic is that high-quality images begin at about 300 dpi (both QST and CQ
give specs that say images submitted should be at least 300 dpi). But if you look at the image
created by even the best digital cameras, you'll see they're just 72 dpi. So, can they take
magazine quality photos, or not?

Y es, they can. And to figure out how, for a minute we need to forget the inches, and just count
the dots.

The entry level of good-enough digital cameras begins with the one-megapixel class. That
means there are about a million image-forming dots captured by the camera. Those dots are
arranged in rows, and atypical array will have 756 rows, each with 1024 dots lined up side by
side, left to right (which doesn't quite add up to a million, but don't sweat it).

OK, let's bring back the inches. The cameraisrated at 72 dots per inch, and I'm not going to try
to explain why. But do the math, and 1024 dots in one row divided by 72 equals a picture 14
inches wide.

A 14-inch wide picture with 72 dots per inch isn't going to do anyone any good. Fortunately,
Image-processing software can squeeze the dots closer together. So put the pixelsin avise,
crank in alittle more simple math, and press 300 of those pixelsinto each inch. The picture
shrinks to about 3%2inches wide (and 2 ¥z inches tall)

Now we're talking dimensions real people can use. Take a good picture with your one-
megapixel camera, and QST can use it in about a quarter-page. Spend more money on your



camera, upping the total to three-megapixels, and the magazine can print a picture about seven
inches wide with the same quality. Newspapers can get by with less quality, but for practical
purposes you want to stay in the one megapixel class or better.

OK, who should do the squeezing? Probably not you! A pro with the right software can work a
fair amount of magic with adigital image. But even a pro will probably want to send the "raw"
picture and | et the magazine's editor do the manipulation.

The Web, on the other hand, is a different animal. Pictures for web use stay at 72 dpi, and now,
wel'll start measuring your monitor instead of paper.

If you're using a15" monitor, odds are you have it set for 800x600 pixels. That means you can
fit 800 pixels left-to-right across the monitor. So that picture we took before with 1024 dotsin
each row would be significantly wider than the monitor. Y ou'd have to scroll left and right to
seedl of it. If you have a 17" monitor, you probably have it set for 1024x768, and the picture
would fill your monitor nicely.

When people design for the web, they have to make some compromises. Much asthey'd like
everyone to view their creation on a nice, big monitor, the fact is that an awful lot of web users
have those 15 inchers, looking at |ess than 800 pixel-wide viewing areas (once you subtract the
space needed for the browser frame and maybe a scroll bar). Most pictures on web sites are less
than 400 pixels wide. And we'll say more about that in the next section on compression.

Format and Compression

Most digital cameras save images in the JPEG format, and most allow you to choose between
several levels of compression. Many cameras aso have an option for taking pictures with a
smaller image size than the maximum size. Thisis popular, because with more compression and
asmaller image, you can fit many more pictures on whatever storage medium your camera
uses. But the trade-off isimage quality.

If you want a publication to use your picture, shoot it with the lowest compression and biggest
Image size your camera allows. A few cameras even alow you to shoot uncompressed pictures,
using the TIFF image format.

JPEG compression is "lossy." The more compressed the picture s, the softer it gets, and you
can see some square, blocky "junk" on the edges of what should be sharp objects in the picture.
That's why you want to keep compression to a minimum. TIFF allows for some compression,
but it's not lossy. A TIFF image doesn't degrade the picture at all. The trade-off with TIFF is
that file sizes are bigger. Much bigger.



And big files can be a problem. First, your camerawon't hold very many pictures. A really
good, three-megapixel camera using JPEG and light compression uses about a megabyte per
image. The same picture, stored as TIFF, can be two or three times that size. And here's where a
professional photographer's secret comes into play. The pros get those really good pictures you
see in the magazines by taking lots and lots of pictures of the same thing, and throwing away all
the bad ones. OK, maybe most of their "bad" ones are better than your "good" ones, but the
secret isthat if you shoot the heck out of a subject, afew select pictures will stand out. But if
you can only fit 15 picturesin your camera before you have to run back to the computer and
download them, you're limiting the chances for that one really good shot. So you buy the most
memory you can afford for your camera, and you compromise (alittle) on compression.

Another problem with big image filesis how you get them from one place to another. Sending a
picture as an e-mail attachment is popular. But if you have a dial-up connection, sending a one-
megabyte file takes a very long time. People who swap high quality images regularly need high-
speed DSL or cable connections. If you've got a bunch of images to send, you might need to
resort to burning a CD and sending it snail-mail!

Once again, the web stands this discussion on its side. Y ou might like to have big, high-quality
pictures on your web site, but you won't do it. For those people with dial-up Internet
connections, and pictures come in s-I-o0-w-I-y. So you keep the pictures small, (usually less than
400 dpi) and compress them alot. That one megabyte picture that came out of your camera may
be only 15 kilobytes by the timeit's processed for the web. Y our camera can't make these
adjustments - that's done in image processing software.

And here's an important point because it's a problem that happens so often: the trip from the
camerato the web is a one-way voyage! Once a picture has been shrunk and compressed for the
web, you can't blow it up and use it in amagazine. Well, you can do it, but makes a poor
picture. But people send these tiny pictures to magazines all the time. It drives the editors crazy.

What about Video?

Just to be complete, let'slook at the option of using a frame of video lifted from your
camcorder. There are lots of frame-capture devices on the market that let you freeze frame and
saveit asadigital file.

The specs on that picture are 640x480 at 72 dpi, already pretty low resolution. But for aVHS
camcorder, the real quality islower than that - maybe a usable 300 pixels across the screen.

That isWAY below the 1024 pixels of the bottom-end one-megapixel camera. Digital video
cameras are alittle better, but the fact is that television, invented in the 1930s, isavery low-
resolution medium. Newspapers and magazines will use images from television or video only as
alast resort, if there is no other, better image available (or to get some wacky style their art
director isgoing for).



High-definition television, when it trickles down to the consumer cameralevel, isabig
improvement -- about as good as today's one-megapixel cameras. But the digital still cameras
have already gone way past high definition video in image quality.

Will they useit?

OK, now that we've learned alot more than we ever wanted to know about digital images, what
are the chances of a newspaper, magazine, TV station or web site using it?

The answer is not good, not good, not good, and maybe.

Newspapers and magazines employ professional photographers, and it they're covering your
event, they'll send a photog to get the pictures they want. If you tell them about the story after
it's already over, and send your own picture, you've redly limited your chances of getting it
published in al but the smaller newspapers. But then alot depends on how much they want the
story and the picture. Y ou will see "amateur" pictures of dramatic events that were not covered
by the pros (the 8mm home movie of President Kennedy's assassi nation being the most
famous). It's become much more common in the last 10 years.

Television is about the same. Funniest home videos notwithstanding, you'll have to have
something pretty compelling to get them to put your home video on the news. Invite them to
your event, and they'll shoot what they want.

Local web sites are another story. They don't have the staff to go out and get the pictures they
want, and yours are probably welcome.

But, at least you're well prepared to send photos to CQ and QST.

Back to Chapter 10
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Sample Fact Sheet

A good handout is useful with the press and at events such as Field Day or at occasions where
you speak about Amateur Radio. This may include speaking at service clubs, PTA meetings,
Toastmasters or at similar venues. The handout gives your audience a means by which to take
"the next step” which is hopefully, active involvement in ham radio!

HAMRAD AMATEUR RADIO CLUB

Would you enjoy a hobby that will last alifetime? A hobby that will expand your horizons and
challenge your intellect, one that will help you build lasting friendships at home and even
around the world? Are you looking for ways to become involved in worthwhile community
service? Then we have something unique and exciting to offer.

WELCOME TO THE HAMRAD AMATEUR RADIO CLUB!

Amateur Radio is a challenging high-tech hobby offering service to the community, life-long
opportunities for learning and the excitement of communicating with other Amateur Radio
operators around the world. Amateur radio operators today can explore many different
communications modes, including al the more familiar methods of voice, computer and Morse
communication as well as more exotic techniques involving Amateur Radio television, earth-
satellite and moonbounce communications.

The Hamrad Amateur Radio Club, founded in 1968, is a general interest radio club having over
125 members. Although membership is concentrated in the greater Amok City area, the club's
members also come from many other areas in and around Amok County. While an Amateur
Radio license isrequired for full voting membership in the club, unlicensed individuals are
invited to join as associate members. The Hamrad club is affiliated with the American Radio
Relay League, the national association of Amateur Radio operators.

MEETINGS are held on the second Wednesday of every month at 8 PM at the Hilton Fire
House on Arson Road. Short business meetings are followed by regular programs of interest to
Amateur Radio operators. Refreshments are served. Anyone with an interest in Amateur Radio
is welcome to attend.



The club's service activities include public safety communications for the annual Amok County
Firemen's Parade, cooperation with the county's American Red Cross Disaster Service and the
operation of aweekly net to drill members to prepare for providing emergency communications
in natural disasters such as the 1989 Amok River flood which devastated Bumbleville.

Other activitiesinclude an annual Field Day emergency communications exercise, a hamfest
(an Amateur Radio flea market), an annual picnic, maintaining a repeater station serving
amateurs in Amok County and conducting Amateur Radio licensing classes.

The club conducts 8-week licensing classes each quarter during the year. Qualified instructors
and volunteer examiners certified by the American Radio Relay L eague administer periodic
examinations leading to Federal Communications Commission licenses. Telephone Edgar
Bergen, 555-6286, for the next class schedule.

For more information on the Hamrad Amateur Radio Club, or on Amateur Radio in general,
write to Clark Kent, 1234 Metropolis Street, Amok City.

Back to Chapter 11
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Sample Proclamation

Most governmental agencies will respond to a request for a proclamation but they ask for some
of the text that will be part of the statement. Use the proclamation below as a sample for
formatting your statements; be sure to place the key elements at the top.

CITY OF

OFFICE OF MAYOR
PROCLAMATION

WHEREAS, the City of has morethan __ licensed Amateur Radio operators
who have demonstrated their value in public assistance by providing emergency radio
communications; and

WHEREAS, these Amateur Radio operators donate these services free of charge to the City, in
the interest of the citizens of the City aswell as the world; and

WHEREAS, these Amateur Radio operators are on aert for any emergency, local or world-
wide, and practice their communication skills during the American Radio Relay League's Field
Day exercise; and

WHEREAS, thisyear's Amateur Radio Field Day will take place on June 22-23, 2002;

NOW, THEREFORE, I, , Mayor of the City of , hereby declare
the week of June 16-23 as

AMATEUR RADIO WEEK

in recognition of this important emergency preparedness exercise, and call upon all citizensto
pay tribute to the American Radio operators of our City.



Back to Chapter 11



Press Release
Federal Grant Supports Radio Amateurs' Role in Homeland Security

Newington, Conn., July 24, 2002 -- Amateur Radio volunteers throughout the United States will
receive special training in emergency communication measures, thanks to a grant from the
Corporation for National and Community Service. ARRL, the national association for Amateur
Radio, which received $181,900, was among several dozen nonprofit organizations designated
to receive some $10.3 million in federal money to boost homeland defense volunteer programs,

"Ham radio will certainly be part of the fabric of homeland defense and Amateur Radio
operators have always been of the mindset that they want to do something for their country,”
says ARRL president Jim Haynie. "This grant is the opportunity for them to get started on it
right away."

During the grant year, approximately 1,700 FCC licensed Amateur Radio operators will have
the chance to register for free to take ARRL's online Emergency Communications Level |
Course. Severa factorswill determine if ARRL will receive the requested federal money to
expand this national program for two additional years.

In the event of anatural or man-made disaster, certified volunteers will work with community
organizationsto relay vital information in a structured and accurate manner. They will be
skilled at composing and relaying messages by voice and through computer based Amateur
Radio communications modes. Trained volunteers will join local Amateur Radio Emergency
Service (ARES) networks and will support emergency activities ranging from equipment
logistics, victim location and identification, emergency shelter, food and water information,
medical equipment and materiel distribution, and, sometimes, life-and-death communication.

In June, a separate $33,000 grant from Connecticut based United Technologies Corporation was
received that is providing the same training for up to 250 Connecticut Amateur Radio operators.
"UTC saw the potential and translated that into action and became our corporate partner to
expand Amateur Radio emergency training in Connecticut and beyond," says Mary Hobart,
Chief Development Officer for the ARRL .

"For decades, Amateur Radio operators have been there during emergencies. Thisfedera grant
isawonderful validation at the highest level of the decades of work that Amateur Radio
operators have been doing in disaster preparedness and disaster management,” says Hobart.

Today, there are nearly 700,000 Amateur Radio operators in the United States and more than
2.5 million worldwide. Information on how to become involved in Amateur Radio is available
from the ARRL, the national association for Amateur Radio, 225 Main Street Newington, CT



06111 or by calling 1-800-32-NEW HAM. The URL for ARRL's home page is www.arrl.org.

Hit#
For More Information

Jennifer Hagy
Media Relations Manager
(860) 594-0328

jhagy @arrl.org
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Press Release

For MoreInformation:
Jennifer Hagy

Media Relations Manager
(860) 594-0328

jhagy @arrl.org
Amateur Radio Operators Called to Action in the Wake of U.S. Terrorist Attacks

NEWINGTON, Conn., September 14, 2001 -- Amateur Radio operators are volunteering their
communications skillsin New Y ork City, Washington, D.C., and elsewhere to assist the
American Red Cross, the Salvation Army and othersinvolved in the aftermath of this domestic
tragedy. Many of the operators involved are affiliated with the Amateur Radio Emergency
Service (ARES) or the Radio Amateur Civil Emergency Service (RACES).

Amateur Radio operatorsin New Y ork City are providing backup for overloaded Red Cross
communications systems and staffing Red Cross Shelters, various Red Cross units, and the New
Y ork City office of Emergency Management.

In Washington, D.C., approximately two dozen operators have been staffing stations set up in
the vicinity of the Pentagon and have been providing communications support for the many
services currently being provided by the Salvation Army.

In times of disaster, the nation's ham radio operators are often the first to volunteer their
communications expertise. Those currently involved, and additional operators who may be
recruited to help, likely will be involved for weeks to come.

Today, there are nearly 700,000 Amateur Radio operators in the United States and more than
2.5 million worldwide. Information on how to become involved in Amateur Radio is available
from the ARRL, the national association for Amateur Radio, 225 Main Street Newington, CT
06111 or by calling 1-800-32-NEW HAM. The URL for ARRL's home page is www.arrl.org.
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