[image: image1.jpg]2346 Candler Road * Decatur, GA 30032 « 404-284-1888 * Fax: 404-284-5007
WWW.crossroadsnews.com



“East Metro’s Weekly Community Newspaper”
[image: image2.jpg]U rnssRoapsly Eroe




Media Strategies for Engaging With Communities of Color

By Jennifer Parker 

Presented Dec. 6, 2010 to the Tax Fairness Organizing Collaborative (TPOC) Panel  Startegies for Engaging With Communities of Color
How Community organizers can communicate about taxes and the economy to those most impacted by economic inequality?

In the sea of old media – newspapers, radio, television – and new media – the Internet,  social networking sites like Facebook and Twitter, and now  Mobile and Smart phones  –  what should community organizers do?
As the co-founder and editor/publisher of a community newspaper that serves a predominantly African American Community, I have worked closely with community organizers over these last 15 years.
They are often the conscience of our community and the watch dogs who help shine the spotlight on governmental decisions or inaction and their impacts the most vulnerable among us.
Community organizers are some of my best allies as I do the work of informing my community.

Its almost cliché to say information is power, but in this age of technology, information moves at the speed of light, and the people who have it, have the power.
When you know that a vote is being taken on an astronomical increase in your Water Rate, you can head down to the County Commissioners meeting and tell the people you elected why the $1.4 billion expansion of water and sewer system might be ill-timed and you can describe just our burdensome the 13 percent annual increases in the water rate to pay for the expansion will be.
When you know, you can act.
Ethnic and community media are about empowering their communities with information.

In our corner of the world, we serve a county that is 54 percent Africa-American. Our core market in South DeKalb,  is 70 percent African-Americans. We know too well how major metro media ignore our issues, choosing  instead to focus on  the sensational stuff of crime and things that make us look silly for ratings.
In most communities of color – Hispanic, Asian, African-American etc. – you will find the  minority press working hard to level the playing field, often with sparse human and financial resource.
We give voice to our communities.
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If  I was a community organizer with a message I would look for those media in the community.

In  African-American communities across the country, there are more than 200 Black-owned newspapers with more than 15 million readers. Many of them have been at it for more than 100 years. You can learn more about them at BlackpressUSA.com

Here are some tips to engage them

· Find Them

Whether the subject is health, HIV/AIDs, Obesity, Diabetes, diseases that  disproportionately affect people of color, or unemployment, pollution, the foreclosures, taxes and the economy,  the message must get to the people where they are.

Where are they?

With their community newspapers, on their mobile phones, listening to the radio, on Facebook and on Twitter.

Last year, the  Pew Internet & American Life Project found that African Americans are the most active users of the mobile internet – and that their use of it is also growing the fastest. 
The Pew study found that between 2007 and 2009, African-American use of internet on their mobile phones increased 141 per percent from 12 percent to 48 percent.

That is why community media has embraced the Internet. We have website and are updating our audiences on their mobile and Smart phones with news flashes. Our websites are also places where our communities share information and opinions.
Nationally, there are 8,000 community newspapers with circulation of 15,000. The 2009 National Newspaper Association annual readership survey found that 86 million Americans reads those community newspapers every week  and on average, share their paper with 2.36 additional readers. 
The survey found that:

60 percent say that their community newspapers are the primary source of information about their local community

73 percent read most or all of their community newspaper, and 40 percent keep those newspapers more than a week, giving them one of the highest shelf live in the industry.
Of those going online for local news, 63 percent found it on the local newspaper’s website.
· Make it Personal
Ethnic media, like mainstream media, tell stories. People like to read about their neighbors and they will read a story about taxes that has a human face on it.
I can’t say this enough – Humanize your issue. 
Provide sources in our community who we can talk to. Give us their names, telephone numbers, e-mail address and their city of residence. That way we can interview them and arrange to get their photos
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· Offer Sources & Experts

Provide African-American media with African American sources, Hispanic media with Hispanic sources etc. People relate best to people who are like them and look like them. 
You are closer to your issue than we are, so point the way for us. You can do that by providing spokespersons for your organizations or for others at work in the community. 
Tell us where your experts are. You work with them and know them, point us in their direction so that on deadline, we don’t spend hours trying to find someone.
Remember that as community media we are covering a wide range of topics and issues. We are often generalists. This is your issue, you know where the bodies are buried and who the experts are. Provide us with names, titles, phone numbers and e-mail addresses.

· Offer the Right Sources

Messages resonate with people of color and everyone else when they can relate to the people in the story. By that I mean, people like to see people like them, ethnicity, income level etc.  

· Send us photos  

These days everybody  has a cell phone with a camera. Its not that difficult to email a photo. If you have photo from a previous demonstration and you have one coming up in Decatur, send us images from the last one to help promote the upcoming one.

· Localize it

The Atlanta Metro area encompasses 20 counties, but I am focused on one or maybe two. I am going to bite faster at your issue, if that source lives in one of the counties that I cover.
Provide statistics if you have them, or point us to where the ones that bolster your position exist.

· Show us the Money

Messages resonate with people of color, and everyone else,  when they can relate to them. They relate when you can tell them how it impacts them in the pocketbook.
Who will this tax change impact most?  The elderly, the unemployed, those on fixed income and those with only one income. Help us break it down. 
If the county or city is raising property taxes, make it concrete. Tell us how much more the owner of a $200,000 home will pay if the tax goes up 2 mils. That will get people’s attention when they know that their taxes is going to go up $100 more a year.
Sometimes government will try to pull the wool over our eyes by not giving us all the information. They may say that Water Rate is going up 13 percent a year for four years, but omit to say that the annual increases are compounded. Help us interpret and break it down so that people understand.
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· Don’t Use All Caps and Stay away from PDFs

The same way that you engage major media. Send us digital press releases. 

Its not helpful that you fax a press release and list your email address on it.

If you have access to a computer email your information.
Use text, not PDFs. We need text files that we can copy and paste and edit. So send us WORD documents.
Don’t use all CAPITAL letters. We think you are screaming at us and it takes more time to return it to upper and lower cases. 
Send us text files we can copy, paste and  edit.  Send us WORD documents.

Time is something that we have too little of. Most community/ethnic media are understaffed, underfunded, and space is at a premium.  
We have no one to retype your press releases, when you have already did the typing. 

And if we have 100 press releases and only 10 column inches, you increase your chances if you send us material that is easy to work with.

· Know the newspaper’s deadlines

If it is not published in the paper, call and ask.
The newspapers’ telephone nos and other contact information is always published on the editorial or content page. Just find it in the paper. 
And if you are not going to read our newspaper, don’t send us information.
We find it inconsiderate and even offensive when people send us information and ask us to call or e-mail them when it is published. So we are good enough to publish you information but we are not good enough for you to read.  These days newspapers offer news update. If you want to track your story, sign up for it.
Do you have any idea how many people, groups and businesses are trying to get into our newspapers  “For Free”  every day?
Let me tell you, I am averaging 500 emails a day and that’s not counting those in the Junk Mail box.

· Be Timely

Don’t wait until the last minute to tell us about your event.
We often have people calling up on the day of their events to ask for coverage.
We don’t have hundreds of people sitting around waiting for your call.
A lot of planning goes into producing a newspaper and we are working on our paper up to a week ahead.
Also, we think its better to tell me ahead of time a meeting so they too can show up.
That way our paper is useful to our readers. We don’t want to be the ‘old news’ newspaper always saying to our readers, hey, look at that important meeting you missed last Wednesday.  We may still come out to cover the meeting, but that way you may get two hits instead of just one.

The bottom line –  If you want your issue/ press release to be considered, MAKE IT EASY on us.






