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About me

Working with the media

• 25 years experience as a journalist starting on local papers
• 7 years in Brussels for Bloomberg and then The European. 3 years deputy business 

editor for Independent on Sunday
• 4 years as a correspondent in Rome mainly for Sunday Times/Times
• 8 years comms consultant for WFP, IFAD and mainly FAO – web, media relations, 6 

months in Sri Lanka, Haiti and Kenya
• Then back to journalism – start-up Arise TV (Nigerian channel),3 years digital 

producer/writer for CNN and 3 years UK correspondent for SCMP
• Now back at FAO as comms consultant for GEF-funded Common Oceans Program – 

work on ecosystem approach to fisheries management and cross-sectoral 
cooperation in ocean areas beyond jurisdiction



• Media coverage raises visibility and 
credibility of project for donors

• Creates awareness of the issues involved

• Can be an agent of social change

• Helps get your project’s viewpoint across
to governments

• Message also to wider public

• Just nice to have work recognised

• Journalists are not your enemy especially
those interested in IW work/issues

How can the media help?



• 12000 journalism jobs lost in UK and US 
between 2023 and 2025

• 6 PRs to one journalist – so at 
international channels like CNN 
journalists can receive 100s of pitches a 
day

• Wages down, workload up, many now
freelance

• Have to produce constanty to tight
deadlines

• They have to pitch the story to an editor

What is it like being a journalist?



• What media outlets? (local, trade, 
environment focused) 

• Which journalists cover transboundary 
issues, environment, climate change

• Have they covered similar issues? When?

• Find ways to get to know journalists – is 
there a local press club? Go to an event 
where the press will be there. UN press 
briefings. 

• Build a media list – (generic, X, linkedin) 

• Radio chat shows that cover topics related 
to your work, podcasts

• Don’t forget the producers especially 
planning for TV and radio

Do your research



• News stories (report findings, new projects)

• Feature stories

• Interviews

• Opinion editorials

• Not always necessary to be the story – enough 
just to be in it as a commentator

What type of story?



Human interest or straight?



• Timeliness is everything

• Be aware of journalist deadlines (daily, 
weekly, monthly)

• Don’t send when reporter is likely to be busy 
or send a press release on a Friday 
afternoon

• Don’t send for events that have already 
happened

• If linked to event or UN Day – contact the 
media well in advance 

• For example, today is World Fisheries Day 
– so a weekly local paper should have been 
first contacted a couple of weeks ago

When to pitch



• Standard press release 

• Email pitch

• Web story

• If it’s a pitch to one journalist – just do one 
at a time to build trust (exclusive)

• Don’t waste their time by trying to “sell” a 
non-story

• Try and avoid copying in lots of 
colleagues when corresponding

What type of pitch?



• Headline/title/subject line is everything, no 
jargon, no acronyms

• Be clear in a few words what articles is 
about

• Add a couple of context paragraphs

• If you send an article idea, be ready for 
immediate interest..or wait a month 

• Answer any follow up questions promptly 

• Be ready with additional information – list of 
concisely written facts

• If you don’t get an answer leave it a while 
then follow up with call or another email

• NEVER send an AI generated article/pitch

Writing and sending the pitch

This Photo by Unknown Author is licensed under CC BY-ND

https://journalistsresource.org/tip-sheets/reporting/interviewing-a-source/
https://creativecommons.org/licenses/by-nd/3.0/
https://creativecommons.org/licenses/by-nd/3.0/
https://creativecommons.org/licenses/by-nd/3.0/


• Take the journalist somewhere and show 
them something

• This works for all types of media, print, 
radio and television

• Let them talk freely with people

• Is there any action/noise they can film 
record

Be demonstrative



• Who will be talking to the media from your 
organization

• Send correctly spelled names and titles in 
advance

• Context is everything – prepare background to 
area, project, problem

• Work out key messages you want to get in article 
or media interview before hand 

• Try to speak in conversational tone as you would 
to a friend. Best quotes/soundbites that way

• Don’t ask for questions in advance unless offered

• Remember, the more you help the reporter out 
and make their work easier the better it is 

Preparing for interview



• Local/regional/national/international

• International news agencies/local stringers

• If you get an article in local paper it may get 
picked up by national/international media

• The more you are on the web/now AI/and 
name and project comes up more chance 
other journalists will see it

• In print first you then have something to 
send to radio/podcaster

Media ecosystem

This Photo by Unknown Author is licensed under CC BY-ND

http://shorensteincenter.org/playbook-for-local-nonprofit-news-outlets/
https://creativecommons.org/licenses/by-nd/3.0/
https://creativecommons.org/licenses/by-nd/3.0/
https://creativecommons.org/licenses/by-nd/3.0/


Explore IW:LEARN LinkTreeThank you for your attention

Hilary Clarke

FAO Common Oceans Program
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