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PRESS ROUND-UP
Awareness leads to outrage. Outrage leads to action. Leave My Child Alone LMCA) campaign inspired an enormous range of people to take actions. The issue had the power to unite people from diverse fields of interest and points of view. Key to this was creating awareness and good press coverage was a vital part of this campaign. 

The press coverage was substantial, and included national and regional TV, radio, online and print mainstream and alternative (see summary below). Campaigning press coverage does not get much better! On launch day alone, we reached over 7,000,000 viewers through ABC evening news, showing the home page of the LMCA web site. 

LMCA contained many elements intrinsic to a great press story: invasion of family privacy, potential threat to children; little known misappropriation of education law; recruiting scandals; parental concern; war; violence; death and moreover, a simple solution: Opting Out. These elements were key ingredients in the success of helping to sell the story to the press. Other fundamentals to the success of media in campaigning are planning, timing, flexibility and opportunism.

Most rewarding are hearing comments from journalists such as one recently I from Vermont: “A few months ago I had never heard of this issue, now it’s everywhere.” 

The Launch 

The announcement of the military stand down day (May 20) to retrain personnel in ethics was a great opportunity to hop on the back of anticipated press interest in this story and launch the campaign giving the media an alternative point of view. The military had put out a VNR (video news release), many tv news stations were covering the issue and the LMCA campaign was able to attract national coverage from the onset. We began building a presence and a voice on the issue by contacting the few journalists who were covering this issue already. Press interest started to trickle in, helped by an Op Ed in the NY Times. 

The late June Pentagon database revelations, from a story in the Washington Post, raised the issue again in the national awareness. Our quick response in setting up a Pentagon Opt Out option on the web site, and issuing a press release on this, garnered more press interest. Once more the issue was back in the national papers and our presence was now established. This reveals the importance of maximizing press opportunities, not always set by our own agenda - press often like to report “the other point of view” and it is at moments like these that much can be gained.
We were suddenly overwhelmed with press requests for contacts or spokespeople in all regions.  The creation of an online database for regional spokespeople nationwide, built up over the course of the campaign, has proved a very useful tool and could be expanded to include other groups working in this field.

The DVD

The DVD was an extremely useful tool, conveying the emotional power of this issue, while inspiring and informing the viewer in a way that no written communication can. A mailer with the dvd and press release was sent to targeted areas. Feedback and daily calls from journalists are still coming in on this, months later. The quality of the production, the diversity of people represented, the content and presentation, the web accessibility and the design of the player were extremely high. It served not only as an effective tool, but also give the campaign weight, kudos and credibility. 

E-motion studios recommends a deeper analysis of the Playstream Reports as to the cost and use of the dvd via the web, as their figures for hits do not accurately reflect usage. They roughly calculated that it attracted between 18 and 20,000 hits during September and that the cost of each hit was 25 cents per 20 MB. Viewing of the video far outstripped the host’s expectations at 230 GB of usage.

Google ads

One strategy for bringing people to the opt-out forms on the site was to create targeted campaigns, to respond to different types of related searches. Attachment N is a summary of the search terms in each campaign, the cost, and the number of clickthroughs that resulted from the ads.  The number of opt outs that came through with a tracked Google marketing code was small – les than 15, and 23 petition signers came with a Google marketing code.  The four thematic areas that we wrote ads for were:

Privacy, Activists, Parents, and “Truth in Recruiting”.  For each thematic area there were different search keywords and ads were written slightly differently to respond to each theme, despite the limit of 25 characters for each ad.  This was a costly and relatively ineffective way to increase opt-outs.

Press coverage:
World News Tonight with Peter Jennings 7,308,000 viewers 

 June 23, 2005: Louise Wannier, MMOB mom interviewed, the web site was displayed on screen

New York Times (circulation 1,118,565)

 Damien Cave “16 to 25? Pentagon Has Your Number and More”

 June 24, 2005, Sandra Lowe, MMOB mom, quoted

New York Times (see above) “The Army’s Hard Sell” 

 Bob Herbert, June 27, 2005, Sandra Lowe, MMOB mom, quoted and the web site mentioned

USA Today (c. 2,154,539) “US Invades Kids’ Privacy” 

 June 30, 2005 Pro-Con piece, with Sandra Lowe, MMOB mom, writing the opposing view, on the need for a Pentagon database with student contact information

Democracy Now! (over 350 stations in North America)

 June 30, 2005, Amy Goodman: “Headline News” 

 Portions of the LMCA Coalition press release calling for a national “Do Not Call” list were read on the air, Megan Matson quoted

Free Speech Radio News (over fifty community stations, the five Pacifica Network stations,120 countries around the world via short wave and the internet)

 Vinny Lombardo “No Child Left Behind’s Hidden Clause” June 30, 2005 

 Description: The NCLB clause is highlighted in the Pajaro Valley school district in Santa Cruz, CA, where parents are outraged

Chicago Daily Herald (c.150,364)

 Jul 1 20005, Bob Susnjara: “General Talks of Recruit Deficit”

 LMCA mentioned, Megan Matson quoted

Cleveland Plain Dealer (c. 365,288)

 Jul 6,, 2005 Brian Albrecht “Moms Get Word Out: Army Gets School Info, Groups Try to Cut Recruiters’ Access” 

 LMCA coalition mentioned, Megan Matson other MMOB moms quoted, as well as Catherine Geanuracos from Working Assets

Los Angeles Times (c. 983,727)

 Seema Mehta: “Families’ Learn of Recruiters Lists – And How to Opt Out”

 August 7, 2005, Contacts supplied by Arlene Inouye in LA are quoted

Chicago Tribune (c. 680,879) 

 Charles Sheehan “Students Get Chance to Say ‘No’ to Military Recruiters”

San Francisco Chronicle (c. 512,640) 

 Sep 22 2005, Josh Sonnenfeld quoted

USA Today (see above) 

 Mary Beth Marklein “War Opponents Target Military Recruiters in High Schools”

 September 21, 2005, LMCA web site is listed and Kim-Shree Maufas is quoted

Rocky Mountain News, Denver (c. 288,889)

 20 Sept 2005, LMCA mentioned

Cincinnati Enquirer, (c. 182,176)

 22 Aug 2005, LMCA mentioned

San Jose Mercury News - San Jose,CA (c. 271, 997)

 8 Aug 2005, LMCA mentioned

Milwaukee Journal Sentinel (c. 244,288) 

 Alan Borsuk, “Milwaukee Schools Consider Limiting Military Recruiters”

 August 24, 2005, Focuses on Milwaukee schools, LMCA mentioned

Toledo Blade (139,520)

 Ignazio Messina, “Military Recruiters Can Be Kept From Students, Toledo Board Chief Says”, June 30, 2005 LMCA Coalition mentioned

Associated Press Agency

 July

TV & RADIO OUTLETS
CNN (regionally), CBS Denver, Fox DC (WTTG), Atlanta Fox 5; FOX Bay Area; NBC Anchorage KPUU; WCNC (NBC) Charlotte; KTVU Bay Area; KNWC Palm Springs, FOX Denver; FOX Denver; CN8, Philadelphia; KHOW Radio, Denver, Co (twice); KNWC Palm Springs; Fox 29, Philadelphia; KTVU Bay Area

Online
the Nation, Alternet, Utne Reader Online - USA, Women's eNews; FrontPage magazine.com - Los Angeles,CA; Daily Kos; Nicknews.com; FinanceVisor.com, CA;

International
Germany Public TV ZDF, Fuji TVJapan, CBC Canada; 

Magazines
Loud Magazine; District Administrator Magazine; Vermont Woman; Education Week; Grand Rapids Family magazine; School Board News

Kansas City Star; Orlando Weekly News; Long Island Advance; Global National News (Vancouver); Herald (oregon); Public School; Gemini Publishing; Seattle Times

 The Recorder, Massachusetts. Common Ground, Public School

OTHER REGIONAL PRINT COVERAGE
September 05

 Detroit News (227,392)

 Indianapolis Star

 Daily Toreador, Lubbock, TX

 Boyertown Berk Montgomery Newspapers - PA, 

 Seattle Times,

 Honolulu Star-Bulletin - Honolulu,HI, 

 Topeka Capital Journal,

 Macomb Daily Journal - Macomb,IL, 

 Colorado Springs Gazette, Colorado Springs; 

 Edmonds Herald - Edmonds,WA

 West Word, Denver

 9/12/05 Oakland Tribune - Oakland,CA;

 Macomb Daily Journal - Macomb,IL,US

 North Shore Sunday - Beverly,MA, 

 Springfield Journal-Register; 

 Newport News Times - Newport,OR

 Newhouse News Service (NNS)

 MaineToday.com, Wilton Bulletin

 Vermont Guardian - Winooski,VT,

July and August 05

 Kansas City Star; 

 Orlando Weekly News; 

 Long Island Advance; 

 Global National News (Vancouver);

 Herald (Oregon); Gemini Publishing; 

 The Recorder, Massachusetts 

 Daily Herald, IL

 New Orleans Gambit;

 Bloomberg , Milwaukee Journal Sentinel, 

 Philadelphia Daily News , 

 Canton Repository, 

 Times Herald-Record - Middletown,NY, 

 Lake County Record-Bee - Lake County,CA,

 Sonoma Index-Tribune - Sonoma,CA; 

 TheStranger.com - Seattle,WA; 

 The News-Press - Fort Myers,FL; 

 Times Herald-Record - Middletown,NY

 Common Ground, Bay Area

 New Haven Register 

 Sunday Gazette Mail, Charleston, WV

 Canton Repository 

 People’s Weekly World 

 Point Reyes Light,CA; 

Op Ed through Minute man Media (1506 subscriber newspapers)
Outlets taped/written:
Brain, Child Magazine;La Vie – French Publication 

 Workforce Management Magazine 

 Fox 5 Philadelphia

 Philadelphia Weekly 

 Good Morning America (show is taped, waiting to air)

 ABC News San Francisco; (show is taped, waiting to air)

 Newsweek (story is written, bumped for hurricane coverage) 

 NOW, PBS news;
