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 The Rapidly Changing Media Landscape 

 
The media landscape is continuing to change because of the advances in technology. Me-

dia outlets are no longer simply a TV station, radio company or a daily newspaper.  Many 
media outlets have become Content Management Companies, meaning they are no 
longer working in or competing with just one medium. 

 
Some examples: 

The Press Democrat shows video clips on its news website.   

TV-50’s news division is eliminated but their website prints CMC press release practi-
cally verbatim. 

KSRO Radio can be heard locally and it is streamed world-wide over the internet.  
They also print news items on their website. 

Arin Crumley.com set up with RSS feeds to provide a new way to distribute informa-

tion to his regular subscribers. 

The Pope has a Facebook site. 
 

These technology changes allow your organization’s public announcements to have a 
wider reach, but you now have to be better prepared and ready for anything including: 

 

An on camera TV interview,  

A live radio interview, 

Answering questions about your submitted press release   
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The changes in technology also make it more affordable for you to make and distribute 

your own media – from press releases sent electronically to radio PSAs emailed as mp3 
attachments to media outlets. 
 

 

 

 Who Are You Trying To Target? 
One of the first things to consider when submitting PR to media outlets is your target au-

dience.   
 

Decide:  Are you trying to reach a broad community, a certain age group, parents, health 
professionals, a certain population, etc?  Keep this in mind and be specific when you de-
velop your PR.   

 
Next, decide which media outlets will most likely reach this target audience. 

 
Finally, choose the appropriate approach.  
 

Check out these examples: 
 

If you choose to reach your target audience with radio media outlets, you can cre-
ate a funny, compelling PSA for the Mix to reach teens. 

Or perhaps you can contact the host of a radio health program for seniors and of-

fer to be interviewed as a guest.    

Or you can write a press release on your upcoming event for parents and send it 
not just to the Press Democrat but the empirereport.org website.  

Post your event on the Press Democrat’s calendar listing  
 (z-events is currently the hosting program for the PD’s event calendar). 

Or post an announcement on Craigslist.  

  

Additional Ideas For Distributing Your Media: 

 

RSS— stands for real simple syndication.  Typically used by news sites and blogs - visitors 

to the website subscribe to ―feeds‖ to get the latest headlines or posts. If you have regu-

larly changing content you could set up your site to get subscribers who want to be in-
formed of your every move.  

 

DPK—stands for Digital Press Kit.  A DPK is often used to get a longer length   (feature) 

story on your group or event.  It can include more in-depth information such as biogra-
phies on key people, high resolution digital photos, video clips, audio MP3 files, etc.   

 

 
CAUTION: You don’t usually want to send a DPK to a journalist without asking first  - file size can 
easily clog up an email program, and mailing a CD or data DVD will cost you money that could easily 
wind up in the trash unviewed.   
 
An alternative is to send a link via email to your site that has all this information available for a jour-
nalist / reporter to view. 
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 What PR Do Media Outlets Usually Pickup? 

Local media outlets tend to be looking for a local connection for the story.  Think about 
how you can create a personable connection that can add that human interest to a story 

or an event.  
 

They pick up stories that fit in with their focus: 
 
 A radio station may do a call-in Health show with you if the show’s producer finds 

out about your organization from your press release or orchestrated campaign to 
get your word out. 

 
 A community producer at CMC may be willing to have you on as a guest on her TV 

show, if you are able to share insights into her favorite issues. 
 

 

 What Do Media Outlets Want? What Are They After?  
When submitting information or talking with any media outlet, it is important to know 

what they are looking for.  They may be looking for a comment to go with a story they 
are writing or they may be looking to you as an expert in your field or on a specific topic.  
Keep their focus and interest in mind when speaking with the press and tie it in with 

what you want to present to them.   

Helpful tips when talking to the press: 
 

 Be prepared by thinking about what they are working on.  
 

 Give them as much lead time as possible: 
Invitation to cover – 4 weeks - then follow up with a phone call. 

Newspaper press release – 4 weeks if possible. 
Breaking news – A day or more. The more time the better. 
Calendar listings – information at least 2 weeks before publication. 

 
 Are they looking for: 

 more information for their story?  
 A quote from you as an expert in your field? 

 A sound bite for their news package? 
 

 Are they contacting you because you contacted them? (Did you send them a press 
release or submit a PSA?) 

 

 What is the focus of their story? How can you tie that in to your organization? 
 Don’t be afraid to admit you don’t know something.  Offer to find the information 

they need and get back to them.  

Check their website for submission guidelines 

In many cases they will only accept press releases via email or fax. 
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 Respond to media inquiries ASAP.  Sometimes even waiting an hour to respond can 

be too long.  The media rep may be on a deadline and may need to move on to the 
next person or story if you do not respond to them quickly.   

 
 Remember the reporter/producer may be on a deadline, so be clear, descriptive, 

and concise.  Practice – Pretend you’re on an elevator with someone you’d like to 
pitch to.  Can you tell the essentials of your story in less than 2 minutes? 

 

Sometimes it’s just luck. 
Rafael, a participant at one of our workshops revealed that the long feature article in the 

newspaper about his program came about because he saw a Press Democrat photogra-
pher capturing something else at an event.  He sidled up to the photographer and en-
gaged him in conversation – then led into his practiced elevator pitch.  Leaving the pho-

tographer with his business card in turn led to a PD reporter calling Rafael for more infor-
mation and the result:  the gold standard in PR – a feature length article.  

When a reporter interviews you for TV or Radio especially, he or she is looking for short 
statements that can add depth to the story.  Even though the interview may last for sev-
eral minutes, your comments may be edited down to 10 or 15 seconds. 

 

The more you ramble the less likely it will appear in the finished story.   
So Practice-  Think and speak in short, complete sentences.  Say what you mean to say 

and then stop talking! 
 
Reporter- So, tell me why the Bicycle Coalition is involved in Bike and Roll to school 

week. 
 

Answer – The Sonoma County Bicycle Coalition supports this event because we want to 
prevent injuries to kids while encouraging healthful activities like riding a bike to school.  
(10 seconds)  

 
Reporter – How are you preventing injuries? 

 
Answer – With Safe Kids Sonoma County we help sponsor bike rodeos throughout the 
year that help train kids in safe practices on a bicycle – and we help distribute helmets to 

kids that don’t have them or can’t afford to buy one.  (15 seconds)  

 

Developing Your Elevator Pitch & Talking Points 

 

What’s the mission of your group? 

What do you do?  

Who do you serve? 

Why is it important? 

What are the important statistics that drive your mission? 

Is your group affiliated with a larger organization? 

How can people get involved? Donate? Volunteer? 

Who is your contact person, website address or other contact info? 
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Helpful tips when you are appearing on TV 

 
Be aware of what’s in the shot 

Even though you are not the camera professional, if you have reservations about 
what would be shown behind you, (dirty office, kids goofing off, etc.)  SPEAK UP!  
Suggest an alternative that will better convey the image of your organization. 

 
How high is the camera?   

Is it at your eye level? (preferred)  or will it be looking down or looking up at you?  
Again you can suggest a change if you feel the angle is extreme. 
 

Take the time to look in the mirror. 
Check out your hair and the shine on your skin, apply powder or makeup as 

needed to let your face look the best that it can.  You don’t have to overdo the 
makeup as for the stage – you just want to look as natural as possible.  You want 
to project the best image for your group. 

 
Wear clothes that can be easily mic’d. 

If doing a sit down interview, wear sport coats, collared shirts, button–up sweaters 
etc. that can easily hold a lavaliere microphone and hide the wire.  Pullovers, T-

shirts, tank tops, turtlenecks make the journalist’s job more difficult.   
 

Hand held mics 

With a typical news outfit, they will probably use a handheld mic that the reporter 
will usually hold.  However, if you are asked to hold your own mic, just make sure 

you don’t cover your mouth in the shot.  Hold it straight up between your heart 
and your chin.  You don’t need to point your head down to the mic or speak louder 
than normal once the camera operator has adjusted levels.  

 
What to do with your eyes. 

In almost every case you will want to look at the interviewer, not the camera.  In 
real life, we often look away momentarily from the person we are talking with – 
but when you are the person on camera this makes you look shifty-eyed and it is 

often a habit that needs to be curtailed.   
 

Try this:  When talking to your interviewer, keep your eyes moving but concen-
trate on hopping around the various features of his or her face: the tip of the 
nose, the eyebrows, one eye and then the other, the lips, the chin, etc.  The result 

is that your eyes on camera look like they are twinkling and you don’t feel like you 
are simply staring.    

 
Act “Natural” 

Unless it is a tragic situation, you will almost always come off more likeable and  

trustworthy if you smile while you speak on camera.  It will not feel natural at first 
– in fact it may feel like a phony smile to you.  But, if you are able to view yourself 

on screen later, you may be surprised to find that it looks quite natural on screen 
– and that’s the only reality that counts with TV interviews.   
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 Find out what Media Outlets will accept 

When you are contacting or being contacted by a media outlet it is important to familiar-
ize yourself with the different types of outlets and what different tools they are able to 

provide your organization. 

If you spend the time directing your information to the right person or department you 
increase your chances of them picking up your story. 
   

 Check out a few local examples: 
 

The Press Democrat www.pressdemocrat.com 
Sonoma County’s regional newspaper 

 Has a website where you can submit press releases & contact report-

ers 
 You can submit invitation to cover newsworthy events 

 You can invite to cover for video presentation 
 Write letters to the editor, Close to home column 

 Request PD donate ad space for your event 
 Pay for a display ad 

 

The Bohemian www.bohemian.com 
Free regional alternative newspaper 

 Has a website where you can place free listing for your event. 
 Submit press releases via fax or email 

 You can submit invitation to cover newsworthy events 
 You can invite to cover for feature story 

 Write letters to the editor 
 Pay for a display ad 

 

KFTY   www.kfty.com 

Has a local Bureau which has some news/interview coverage. 
 Has a website where your press release can get posted! 

 You can submit invitation to cover newsworthy events 
 Provides Bulletin Boards for community organizations 

 Accepts video PSA’s 
 Available for hire for video productions 

 You can buy airtime for your pre-produced ad 
 

KRCB   www.krcb.org 

KRCB is a PBS affiliate.  They have a local radio station and TV station.  
They do not have a local TV news show, however you can:   

 Submit information for Community Events bulletin boards,  
 Submit video PSA’s,  

 You can underwrite programming and get recognition 

 

Most media outlets will prefer (if not require) that you submit information electronically via email, fax 
or through their own website submission tools. 
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UNIVISION www.univision.com 

Univision is a Spanish speaking TV station with a local bureau in Santa Rosa  
 Submit press releases 

 Submit invitation to cover newsworthy events  
 Submit video PSA’s,  

 You can buy airtime for your pre-produced ad 
 

KSRO AM 1350   www.ksro.com  

  Local radio with website, podcasts of regular shows, internet streaming  
 Submit press releases 

 Contact Community Focus show for possible interview  
 Submit radio PSA’s 

 Buy airtime for your pre-produced radio ad 
 

 
Community Media Center/Public Access Stations  
Public Access stations are non-commercial outlets that can provide your organization 

with a variety of media tools and training.  Each center may have different operating 
rules and staffing but can offer low cost media options for your organization. 

 
 

 Public Access Stations 

o Submit your announcement for the televised bulletin board 

o Create and air your own video.  Videos can be as short as 30 

seconds, as long as 2 hours   

o Submit your video Public Service Announcement 

o Contact community producer with a story idea 

o Create and air your organization’s own show  

 
 CMC of Santa Rosa    www.communitymedia.org 

o Provides access to equipment, classes, facilities, cable chan-

nels, and televised bulletin board 

o Provides training for using media equipment & facilities  

o Provides media services for the public, non-profit organiza-

tions, educators, and local government departments.  

o Offers low-cost professional production services including event 

and meeting coverage  

Other Community Media Centers in Sonoma County 

o Access Healdsburg  www.ahtv.org 

o Petaluma Community Access  www.pca.tv 

 
 

 What to Do When You Get PR 
If your PR is picked up by a media outlet, it is a good idea to send an email, letter, or call 
to the person thanking them for the coverage.   

 
You may also want to keep track of the PR that gets picked up.  Keep a record of what 

the PR was, how you distributed the PR, who you sent it to, and what media outlets and 
contacts picked it up.  This information can be useful for future PR distribution.  
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 How to deal with PR problem issues 

Media outlets are usually trying to fit their story into a small space in a short amount of 
turnaround time.  Mistakes can be made, things can be omitted, or facts are stated in-

correctly.  If this happens to you and you would like to try and correct it, it is important 
to act quickly. Here are some suggestions: 

 
 Call or email your media contact.  Be polite.  Thank them for the coverage and let 

them know what corrections are needed. 

 Call or email the editor, TV station manager, or radio station director thanking them 
for the coverage and noting the correction. 

 Keep notes and remember the issue for next time so that you can take steps to 
avoid it from happening again with the same media outlet. 

 
 

 Keep Your Media Contacts Updated 
Media contact information is constantly changing so it is vital to keep your contact list 
updated.  It is often helpful to describe the following in your contact list: 

 Name of contact  
 Area of coverage (ex. Schools, PSA’s, sports, events, etc)  

 Preferred method of contact (ex. phone, email, fax, online submission, etc)  
 Deadlines for coverage (ex. Friday prior to show, first of month, etc.) 

 Note any format preferences. (ex. When submitting press releases: is there a min. 
or max. length? Do they accept attachments? Can you send them photos?)  

 

 Useful Media Websites 
www.onlinenewspapers.com 

 National & international listing of newspapers with websites 
www.alliancecm.org 

 National Listing of members of the Alliance for Community Media 
www.radio-locater.com 

 Find radio stations by city or call letters 

www.wikipedia.org 
 Search for Lists of TV stations in North America 

 
 

 How To Create A Radio Public Service Announcement (PSA) 

Radio Public Service Announcements (PSA’s) are advertisements intended to inform and 
educate the public.  PSA’s can be a great inexpensive tool to get your message on a web-

site or broadcasted on radio or television.  To create a radio PSA you will need to write a 
script, select a crew, and coordinate the equipment and facilities needed for the project.  
The Community Media Center of Santa Rosa can provide you access to the tools you may 

need to create your PSA including a sound booth, sound effects, classes, and custom 
production services.    

A copy of the Community Media Center of Santa Rosa’s media contact list is available upon request 
by contacting CMC’s Admin/Human Resources/Public Relations Coordinator Desirée Poindexter at 
dpoindexter@communitymedia.org or by phone at (707)569-8785 ext. 329.  
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SAMPLE RADIO PSA SCRIPT                             Somewhere in Space 0:60 

 

   DEEP BOOMING VOICE 

 Somewhere in space... 

 

SOUND EFFECT:  Beep Beep of satellite passing by, space noise.  R2 D2 chirps etc. 

 

SOUND EFFECT:  Dave whistling as he stuffs a plastic bag into the torpedo tube. 

 

   PAL THE COMPUTER 

 What are you doing, Dave? 

 

   DAVE 

 Oh, I'm jettisoning this week's ashes & cigarette butts. 

 

   PAL 

 The crew smokes a lot of cigarettes. 

 

   DAVE 

 Yeah well, you know, you get bored up in space. 

 

SOUND EFFECT:  Sound of the hatch being closed and secured. 

 

   DAVE 

  (continued) 

 Ok bombs away. 

 

   PAL 

 You can't do that, Dave. 

 

   DAVE 

 Huh?  Why not? 

 

   PAL 

 Cigarette butts take a long time to decompose.  That 

 garbage will be floating in space for centuries. 

 

   DAVE 

 Not my problem. 

 

   PAL 

 And the tar is collecting on the walls of the crew's  

 cabin, you guys are clogging up my vents, not to  

 mention your lungs. 

 

   DAVE 

 Zip it pal, Iôve heard it. 

 

SOUND EFFECT:  Dave spits out some tobacco.   

 

SOUND EFFECT:  Dave punches the torpedo button several times. 
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   DAVE 

 What's the matter with this thing, Pal?  It ain't movinô. 

 

SOUND EFFECT:  Dave opens up the hatch and pulls out the bag. 

 

We hear Dave's voice in an ECHO as he climbs inside the tube. 

 

   PAL 

 Just a minute... 

 

SOUND EFFECT: computer noise. 

 

   PAL 

 The outer hatch mechanism is jammed. 

 

   DAVE 

 Yeah, I see it.  Now if I can just pry this bar back... 

 

SOUND EFFECT:  the inner hatch door slams shut 

 

   DAVE 

 Pal, open the hatch!  Quit clowning around.  

 

   PAL 

 Yes DaveéGoodbye, Dave. 

 

   DAVE 

 Not the outer hatch Pal!  Pal!  I'll quit smoking!  Really Ié 

 

SOUND EFFECT:  Torpedo whoosh! as Dave is jettisoned into deep space. 

 

   DAVE 

 Wééaééiéé.té..!!! 

 

   ANNOUNCER 

 Yes itôs true!  Cigarettes destroy 13 million trees a year 

 And the resulting trash takes centuries to decompose. 

 Are you really dying for a smoke?  

  

Marsha comes in whistling. 

 

   MARSHA 

 Open the bomb bay door, Pal. 

 

   PAL 

 Good morning Marsha, what are you doing? 

  

  

(END OF SCRIPT) 
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HOW TO WRITE A PRESS RELEASE 
 

 Preparing To Write A Press Release 
Spend some time preparing for your Press Release.   

Identify your reader 

Who is your target audience? Why should they be interested? 

Identify your purpose  

Spark interest, distribute information, etc 

Identify the type of press release you want to write 

News release – highlighting events, new services, grants/awards received, research find-

ings, personnel changes, etc 

Feature story – Profiles, Experiences, 

Gather and Organize Information 

Identify who, what, where, when, why, how. 

Determine the contact person and their contact information  

Determine the release date for the press release 

Outline main points to be made in order of importance. 

  

 Formatting Your Press Release 
Here are some helpful formatting tips: 

Start with the phrase ―FOR IMMEDIATE RELEASE‖ immediately followed by the date the release 

is issued. 

Then list the contact information including the Organizations name, Contact person’s name, 

telephone number, website, etc 

Give the Release a Headline 

State the location of the release immediately followed by your press release.  

Include ―###‖ under the final paragraph to indicate the end of the press release.  If more than 

one page, number the pages and indicate ―-more-― at the bottom. 

 

 Write Your Press Release  
Start with an outline. 

For News Releases, try using the Inverted Pyramid Style of Writing or a modified version. This 

format allows editors to cut the story if needed, without cutting out all the important infor-

mation.  Inverted Pyramid Style of Writing: 

 

Lead Paragraph (who, what, when, where, why, how) 

Elaboration of Leading Paragraph 

Details placed in 

Descending  

order 

 

Write a strong leading paragraph. For feature releases: use an anecdote, quote, fact.  For News 

releases: include who, what, when, where, why.  

Write the body paragraph(s). Elaborate on the details here. 

Conclude with a summary.  Tell the reader ways to get more information, summarize, and in-

form them about your organization. 

 

 Helpful Tips 
Unless instructed to do otherwise, keep your press release to 1 to 2 pages.  

Write clearly, use active and direct words, and anticipate basic questions. 

Direct the reader to more information. 

Edit, review, and if possible ask someone else to review your work.  

Check for better ways to say & organize the information more efficiently. 

Check for accuracy - make sure all details (names, dates, etc.) are correct. 

Be accessible, have a contact person and respond to inquiries ASAP. 
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 Sample Press Release 
 

        

      Community Media Center 

      Of Santa Rosa 

 
FOR IMMEDIATE RELEASE  

March 24, 2009 

 
 
 

 
[ƻŎŀƭƭȅ tǊƻŘǳŎŜŘ ά/ƻƳƳǳƴƛǘȅ wŜǇƻǊǘǎέ tǊƻƳƻǘŜ /ƛǘƛȊŜƴ WƻǳǊƴŀƭƛǎƳ 

 
Sonoma County, CA ςAddressing the rising interest in locally produced news, the Community Me-
Řƛŀ /ŜƴǘŜǊ ƻŦ {ŀƴǘŀ wƻǎŀ Ƙŀǎ ƭŀǳƴŎƘŜŘ ŀƴ ƻƴƎƻƛƴƎ ǇǳōƭƛŎ ŀŦŦŀƛǊǎ ǾƛŘŜƻ ǇǊƻƧŜŎǘ ŎŀƭƭŜŘ ά/ƻƳƳǳƴƛǘȅ 
wŜǇƻǊǘǎέΦ   ¢ƘŜǎŜ ŎǳǊǊŜƴǘ ŜǾŜƴǘ ǎǘƻǊƛŜǎ ǿƛƭƭ ōŜ ǇǊƻŘǳŎŜŘ ōȅ /a/ ƳŜƳōŜǊ ƧƻǳǊƴŀƭƛǎǘǎ ŀƴŘ /a/ ǎǘŀŦŦΦ 
 
{ǘŀǊǘƛƴƎ ƻŦŦ ǘƘŜ ά/ƻƳƳǳƴƛǘȅ wŜǇƻǊǘǎέ ǇǊƻƧŜŎǘ ŀǊŜ ŀ ǎŜǉǳŜƴŎŜ ƻŦ о-minute long segments created by 
CMC producer and Sonoma County resident, Charlie Woods,  who helped the community media 
center staff develop the project.  The segments highlight different aspects of the current Sonoma 
County real estate crisis and cover local issues such as home foreclosures, modifying loans, and 
ƳƻǊŜΦ  CǳǘǳǊŜ ǎŜƎƳŜƴǘǎ ƻŦ ά/ƻƳƳǳƴƛǘȅ wŜǇƻǊǘǎέ ǿƛƭƭ ōŜ ǇǊƻŘǳŎŜŘ ōȅ ƻǘƘŜǊ /a/ ǇǊƻŘǳŎǘƛƻƴ ƳŜƳπ
bers and will cover a variety of topics. 
 
¢Ƙƛǎ ƴŜǿ ǇǊƻƧŜŎǘ ŜƳōǊŀŎŜǎ ǘƘŜ ŎƻƴŎŜǇǘ ƻŦ ŎƛǘƛȊŜƴ ƧƻǳǊƴŀƭƛǎƳ ǿƘƛŎƘ άis that people without profes-
sional journalism training can use the tools of modern technology and the global distribution of the 
Internet to create, augment or fact-ŎƘŜŎƪ ƳŜŘƛŀ ƻƴ ǘƘŜƛǊ ƻǿƴ ƻǊ ƛƴ ŎƻƭƭŀōƻǊŀǘƛƻƴ ǿƛǘƘ ƻǘƘŜǊǎέ as 
described by freelance journalist Mark Glasser on the Wikipedia.com website.  In addition to the 
video project, a citizen journalism class is in the works which will be offered soon to CMC produc-
tion members that will encompass several topics including how to create and distribute a news 
story.       
 
Locally produced media and citizen journalism are now more accessible then ever thanks to the 
dynamic combination of modern technology, the internet, and community media/public access 
centers around the world.  To keep up with new demands and technological changes, the Commu-
nity Media Center of Santa Rosa has updated its equipment, revised its training, and continues to 
expand its services to Sonoma County residents and community organizations with new, innovative 
ŜƴŘŜŀǾƻǊǎ ǎǳŎƘ ŀǎ ǘƘŜ ά/ƻƳƳǳƴƛǘȅ wŜǇƻǊǘǎέ ǾƛŘŜƻ ǇǊƻƧŜŎǘΦ   
 
¢ƻ ǿŀǘŎƘ ǘƘŜ ƭŀǘŜǎǘ ά/ƻƳƳǳƴƛǘȅ wŜǇƻǊǘǎέ ǾƛŘŜƻΣ ŎƘŜŎƪ ƻǳǘ ƻǳǊ ǇǊƻƎǊŀƳ ƎǳƛŘŜΣ ƻǊ ǘƻ ƎŜǘ ƳƻǊŜ ƛƴŦƻǊπ
mation visit the Community Media Center of Santa Rosa website at www.communitymedia.org.  
ά/ƻƳƳǳƴƛǘȅ wŜǇƻǊǘǎέ Ŏŀƴ ŀƭǎƻ ōŜ ŦƻǳƴŘ ƻƴ ǘƘŜ /ƻƳƳǳƴƛǘȅ aŜŘƛŀ /ƘŀƴƴŜƭ ƻƴ ǘƘŜ {ŀƴǘŀ wƻǎŀ /ƻƳπ
cast Cable system channel 26 and on the AT&T U-ǾŜǊǎŜ ǎȅǎǘŜƳ ŎƘŀƴƴŜƭ фф ǳƴŘŜǊ ά{ŀƴǘŀ wƻǎŀ /ƻƳπ
Ƴǳƴƛǘȅ /ƘŀƴƴŜƭǎέΦ   
 
The Community Media Center of Santa Rosa is a non-profit organization that provides tools, train-
ing, and community cable channel access to Sonoma County residents, non-profit organizations, 
educators, and local government departments.  CMC channels offer non-commercial programming 
by, for, and about the people of Sonoma County. 

### 

Media Contact 
Desirée Poindexter, PR Coordinator 
Phone: (707) 569-8785 ext. 329 
www.communitymedia.org  
Email: dpoindexter@communitymedia.org 
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