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Media Kits 

A good media kit is a basic tool for working with the mass media. Media kits used to be easy to 

describe: a pocket folder containing information for print and/or broadcast media. Media kit 

folders have ranged from basic pocket folders from the office supply shelf with a letterhead 

sticker on the cover to elaborate four-color packages with pockets for videos. Some—especially 

those introducing new consumer products—are three-dimensional. Today a media kit more 

likely is digital—on an organization’s Web site or in a colorful envelope with a CD-ROM that 

contains the media kit. 

Yes, these are “media” kits, not “press” kits. The difference is that public relations practitioners 

prepare packages of information for all media to use, not just the newspapers or “press.” 

Traditionally the contents of the kits have varied based on their use, but the contents are always 

prepared with the medium in mind. For example, black-and-white glossy photographs that 

might be useful to print media are not included in broadcast media kits. Sound on CDs that 

might be in radio news kits are not included in television news kits, which might have videos on 

DVDs or videotapes. More than half (55 percent) of journalists want to receive electronic images 

rather than photos and camera-ready art. And the percentage of broadcast journalists wanting 

electronic images is even higher—68 percent.1 

On the other hand, media might prefer that the entire textual contents of the media kit be 

available to them on a Web site or CD. The problem with CDs is knowing which com-puter 

system format to use. When media lists are compiled, it helps to discover this detail. But, if you 

don’t know, having disks that are PC-compatible and Macintosh-compatible available to insert in 

kits will help. A better option is to put both formats on a CD. Many Macs can open documents 

prepared on both types of computers. 
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The advantage of using an organization’s Web site for a media kit is that it can offer news media 

not only much more material but also much more flexibility. When information becomes 

outdated, changing the information on the Web site is fast and quite inexpensive, compared to 

trashing a supply of printed materials and reprinting. Many organizations maintain a “dark” Web 

site that is intended for public access only during a crisis. (See Chapter 20 for more information 

on crisis communication.) 

In a study of corporate Web sites, QuickSilver Interactive Group, Inc. found that various 

companies offer as many as 65 features on their Web sites. Some of the more popular contents 

for both Web-based and printed media kits include: 

Fact Sheet—gives information about the organization: officers, offices with addresses and phone 

numbers, a description of what the organization is or makes or does. The fact sheet is the basic 

“building block” for a media kit. The “standard” fact sheet presents fundamen-tal facts about 

the organization. These should be readily available, either on a single sheet or in folder form. 

You probably need more than one kind of fact sheet. A second one would be a historical fact 

sheet covering landmarks in the organization’s development. Special-event fact sheets not only 

tell others what’s going on, they’ll help you preserve your sanity by organizing information in an 

easy-to-find-and-use format. 

About Us—summary or overview of the organization 

Annual Report(s)—most recent year(s) 

Biographical Information—principals of the organization: officers, founders and others with 

pictures (head shots), downloadable or reproducible ones for print media, small ones for 

identification for broadcast media, high-quality ones for magazine use 

Board of Directors—names, affiliations and addresses 

Calendar of Events—information on coming teleconferences, webcasts and executives’ speeches 

Community Service Programs—information on charitable and civic activities and policies on 

contributions 

Contact Information—who to contact for media inquiries, customer service and investor 

relations 

Downloadable Logos and Photos—various sizes and forms of organization’s logo and photos of 

typical operations 

FAQs—Frequently asked questions and answers 
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Financial Information—earnings releases, financial highlights, stock charts, dividends history 

Historical Facts—background on the organization and historical milestones in its development: 

when founded and where, when new activities began and so on 

Position Papers—selected copies of any position papers the organization has prepared on 

current issues 

Profile or Backgrounder—tells about the character of the organization and the nature of what it 

does, including Board committee charters and corporate code of ethics 

SEC Filings—information on filings with the Securities and Exchange Commission 

Hard-copy media kits often contain selected copies of the organization’s serial publications such 

as magazines or newsletters. 

If you are using hard-copy media kits, then you need to think about how much material you are 

going to send and how to make it appealing. The most conservative choice is to use a shell. The 

shell for media kits is usually a basic folder that has the name and logo of the organization. You 

can have these made up in bulk so they are available when you need them. The only time you 

would want to have a different shell printed would be for a special event. Then you want the 

theme of the special event to dominate, although not at the expense of losing the identification 

of the organization. 

 

Media Kit Use 

Media kits are used by organizations for basic information about the organization, special events 

(preliminary and on-site), news conferences and crises. In all cases, the kit has a letter to the 

medium’s user identifying the contents of the kit and the people to contact for more 

information. When kits are mailed, the kit letter is replaced by a cover letter explaining why the 

kit is being sent, its contents and any other particulars that would be important such as 

important dates or people who may be contacted. 

Media kits are not created to be sent to new members of the board of directors, for example. 

They are not packages of information for general use by someone who wants to know 

something about the organization. They are for hands-on use by working members of the news 

media: reporters, editors, news directors and producers. Remember that before you begin 

stuffing one with copies of ads or sales materials. 

Media Kits for Special Events 

The use of the kit is particularly important when you are preparing one for a special event. 

Special-event kits are somewhat different in their contents, which are as follows: 
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A basic fact sheet about the news making event should detail the event and explain its 

significance in strictly factual terms. This should be a “stand-alone” sheet that gives a contact’s 

phone and address, because it may become separated from the rest of the material. You need 

to include all important dates, times, participants and their relationship to the organization and 

to each other, such as those who work for wholly owned subsidiaries. 

A historical fact sheet about the event that tells when it was first held, where, who attended and 

how many if that is significant. You need to give milestones in the event’s history, being sure to 

make clear why each is significant. 

A program of events or schedule of activities should have detailed time data, as that is espe-

cially significant to broadcasters. Provide a script if you have one. This is especially useful for the 

broadcast media but can be important for print photographers too. 

 

A complete list of all participants should explain their relationship to the organization and why 

they are a part of the event. 

Biographical information on the principals as well as head shots of them should be included. The 

black-and-white prints for newspapers and magazines should be of reproduction quality, and 

you should indicate when color pictures are available. 

A straight news story should give the basic information about the event in an announcement 

news approach. This should be about a page and a half, double-spaced on a 60-space line for 

print media and one or two short paragraphs triple-spaced for broadcast media. Be sure to give 

broadcast media both print and broadcast stories so they have the benefit of the additional 

information in the longer story. The print media need only the print version. 

A longer general news story that ties in the background information may be as long as three 

double-spaced pages for print media and one full page for broadcast media. 

A feature story or two should be included to offer some insight into the more interesting aspects 

of the special event. There need be no broadcast version of these, but these features should be 

included in the broadcast kits for information. 

A page of isolated facts about the special event and others in the past, if this is an annual event, 

should be included. These facts are often picked up by broadcasters to use if they cover the 

event, and sometimes they are incorporated in print copy written by reporters covering the 

event. 

Visual materials should be included, and this can be a problem if the event is a first-time affair. 

You’ll have to develop photos about parts of the event in progress. If the event is conducted 

annually, you can include pictures from the past, but be sure these are properly labeled so they 

are not misleading. Do not include any pictures that have been used in advertising. Also don’t 
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include any pictures of participants if they can be identified unless you have a written release. 

Attach information to the pictures so it can be removed without marring the photo. 

Information on cooperating organizations is important for their recognition and support as well 

as for the news medium. However, you don’t just stuff the kit with what cooperating 

organizations give you. You get the information about the organizations, then prepare infor-

mation sheets explaining their contribution to the event and their relationship to your 

organization. For example, an organization may be supplying picnic lunches for volunteers who 

are taking children on an outing. You need to tell how much food and something about the 

supplier as well as why that organization is participating in your special event. Use quotes from 

people in the cooperating organization. If the contribution is significant enough, you may want 

to do a special news release on one or more of the cooperating organizations. This is especially 

important for them if your organization is a nonprofit one and you have called on profit-making 

organizations for help in making the event a success. It is easier for you to get media attention 

than it is for them, and if you see that they get credit for their support, they will be more willing 

to participate in the future. Be sure that you clear the information you have prepared with them 

to be sure it is factually accurate. You don’t want your credibility undermined by some 

participant saying that what you have said about him or her is inaccurate. 

Cover letters for special-event kits should tell the news media why you think the event deserves 

the attention of each medium, in terms of the interest of that medium’s audience in the event. 

You want to be sure you make coverage easy for them too. Let them know what arrangements 

are being made, such as the facilities of the media room, and how to schedule an interview with 

celebrities or other participants. 

You’ll need to include information about how they gain access to the event, such as how to 

apply for badges and vehicle passes. You might even want to include information about 

transportation or eating facilities in the area of the event if this is important. You could save the 

information about the immediate area in which the event is held—such as food facilities and so 

on—for the cover letter that goes with on-site media kits. 

On-site cover letters are different. You will need to let the news media know who to con-tact at 

all hours of the day and night in case they have problems or questions, and you’ll need to let 

them know how to get others from their news medium in (such as technical crew) and what to 

do about personal and vehicle passes. 

On-site media kits are different too. You need a sheet of changes in the front, and you must 

replace every piece of paper where a change has created an error. Keeping dates on your news 

releases and all other information elsewhere, such as on fact sheets, makes this easier for you to 

do. Things get so hectic in a special event though that some people use different-colored paper 

for different days so there’s not a mistake. But this can be a problem with materials like news 

releases. 
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Your on-site kits should have materials arranged in order of importance and have a story for 

each day of the event or each feature of the event if it is a one-day affair. An example of the 

latter would be a story on a speaker, a feature on the food for the luncheon or the chef and 

perhaps a feature on the planning for the event if there are unusual aspects to that. You can 

include in on-site kits any promotional brochures about the event that have been used. These 

often have dates and times that can be a quick reference for the person covering the event. Do 

not include these if facts have changed since they were produced. 

Media Kits for News Conferences When you are preparing a media kit for a news confer-ence, it 

makes a difference what the occasion for the conference is. News conferences should be called 

for only two reasons: (1) to provide media access to a celebrity or expert whose time is limited 

or (2) to offer face-to-face access to a spokesperson for the organization when there is a 

controversy. The latter will be covered later in this chapter in the section on crisis kits. So if you 

are preparing a media kit for a news conference in which you are providing access to a celebrity, 

you need the following materials: 

A biographical sketch of the celebrity that is up to date and a recent photo. If there are any 

restrictions on the use of the photo, you should not include it, because you probably won’t be 

able to control its use. 

Information about the relationship of the celebrity to your organization, such as providing enter-

tainment or being a spokesperson in promotions, on issues or on new developments. You need 

to think of “celebrity” in very broad terms here. The “celebrity” may be a researcher who has 

done breakthrough research that your organization is able to take advantage of through serving 

clients in a medical facility or through providing medication or medical procedures. You can 

provide this information either in a fact sheet or as a backgrounder. 

A general news story that is the kind of story someone covering the news conference would 

write. To do that, of course, you will need to have interviewed the person and asked the kind of 

ques-tions the news media attending are likely to ask and incorporated the responses in the 

story. 

A basic fact sheet about the organization. 

Promotional Media Kits 

 Promotional media kits are made up differently. (See Figure 15.2 for an example.) These kits 

often include advertising used in the promotion, quotes from crit-ics or reviewers when 

appropriate or even reprints of entire newspaper stories (reprinted with permission). It may be 

that the promotion is part of a larger event such as a national touring performance or exhibit. In 

that case, many of the materials will be provided by those planning and sponsoring the event, 

but you will need to add your organization’s information to the materials and tailor news and 

advertising for the media you’ll be using. 



Public Relations II                                                                Ms. Mariam Ikram                                      
 

 

One example of coordination was the General Motors sponsorship of “A Slave Ship Speaks: The 

Wreck of the Henrietta Marie,” an exhibit of the only identifiable slave shipwreck in the Western 

Hemisphere. The exhibit of artifacts and objects recovered from the ship, which sank in the 

summer of 1700 in waters 35 miles off of Key West after unloading the cargo of slaves, went to 

20 cities over a three-year period. 

General Motors had the basic media kit materials prepared by the Chisholm-Mingo Group in 

New York. To these, each exhibit venue added its own information. Accompanying the exhibit 

was a 63-page softcover book that included articles about the exhibit’s materials from the 

National Association of Black Scuba Divers, whose members worked with the Mel Fisher 

Maritime Heritage Society, a brief history of the slave trade, a piece on the African diaspora and 

an article on the archaeology of the Henrietta Marie. Also, with the exhibit, was a hardcover 

book available for purchase at the exhibit. The hardcover book was entitled Spirits of the 

Passage: The Transatlantic Slave Trade in the Seventeenth Century by Madeleine Burnside and 

Rosemarie Robotham, published by Simon & Schuster. Many special publics needed 

consideration in promoting this exhibit, and the expectation of the sponsors was important to 

the exhibitors at each venue. 

Media kits that are offered on CDs—other than simple text that can be produced quickly and 

easily—should be for something special due to their production costs and the time it takes to 

make them. Depending on the organization, it’s possible that you could have a basic CD media 

kit made for the organization. However, such material is easily dated so you need to be sure to 

provide for periodic updates. It’s more likely that you’d create a media kit for a special event or 

a special observation like a 50-year anniversary. 

Some of the materials needed are the same: 

• Basic fact sheet 

• Historical fact sheet 

• Backgrounder 

• Biographies of all principals (company officers, speakers, celebrities and others) 

• Isolated facts about the situation that can be used as column items, fillers or a story idea 

• Visuals that include photos of the principals, pictures of the company or the event or 

what-ever is appropriate to illustrate the purpose of the kit, but carefully chosen and 

edited with accompanying identification 

• News stories 

• Features 

• Information on any cooperating organizations or perhaps on the site if the event is being 

held in an unusual place 

• A source information directory so reporters or editors can locate names of people to call 

or to send faxes or email messages. Be sure to include a technology “help” number in 

case the disk is unreadable. 
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These suggestions for creating an effective CD-ROM are offered by Tony Harrison, vice 

president/client service manager at Oliver Russell & Associates, a Boise, Idaho-based 

convergence marketing firm, who won a national award for application of CD-ROM technology:  

• Make the CD as interactive as possible with a wealth of information. 

• Make the CD easy to use by creating easy interfaces with big buttons, large type and 

read-able fonts providing easy navigation from point to point so the users don’t get lost 

and offering mini-indexes for different locations so users know what’s there without 

having to go into the location. 

• Arrange your images in an easy-to-use order by 

• Scanning photos (or copying digital images) onto CDs if you have a lot of still 

photography 

• Organizing the images well, so using and choosing the images is easy 

• Creating an image-placement database so that, if a photo or illustration is needed in 

several places in the CD or needs to be replaced, the change can easily be made 

• Saving (archiving) each step in the process of graphic images so that you can make 

changes without having to start the process over (for example, an image created in 

Illustrator, touched up in Photoshop and saved as a PICT file has a typo) 

• Update periodically to keep contents current. 

Media Kit for a Crisis  

You may find that you are using your crisis media kit at a news con-ference because the 

confusion caused by crises generally means that at least one news confer-ence is necessary. In 

the event of a severe, ongoing crisis such as effects of a natural disaster like an earthquake or 

hurricane, you may be giving daily briefings as well. 

With information changing so quickly in a crisis, you will need to keep updating your Web page. 

This keeps down the number of direct media contacts you have to handle. It does mean, though, 

that in addition to your computer at the media center for the crisis communi-cations, you must 

have a printer and a copier available. 

Because crises are largely unpredictable, you need to have a supply of basic materials set aside 

for quick assembly. There won’t be time to locate and print these items. You will have the media 

kit shell, which is a basic folder for the organization. You also should have on hand: 

• Basic fact sheet about the organization, with names and titles; addresses of the home 

office and all branches or subsidiaries (if any); phone numbers, including the numbers of 

security people and night numbers that override the main control and put the caller 

through to the person on duty 

• Backgrounder on the organization itself—what it is and what it does 
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• Biographical information on the principals of the organization—officers and board, 

includ-ing long in-depth pieces on the principals, often called “current biographical 

summaries,” which are used for speeches and introductions but in this case may 

become “standing obits” (material ready for use in case of death) 

• Detailed description of all facilities, giving layouts and square footage in each area as 

well as the number of people who work there at what times, as some of these may be 

involved in the crisis 

• Information on all the activities of the organization, including products, services, 

research funded or ongoing, and equipment 

• Visual material, including pictures of facilities and principals 

• Historical fact sheet on the institution, giving important milestones in its development 

• Statistics on the facilities and the institution, including number of people employed; 

annual financial statements; major contracts with unions or suppliers; details of lawsuits 

pending against the institution; information on regulatory or accrediting agencies with 

some sort of oversight authority over the institution, its products and its services (for 

instance, the Food and Drug Administration or a hospital’s accreditation bureau) 

• Keeping these materials updated for hasty assembly may be demanding for some 

organi-zations, but most have this material available on a fairly current basis from their 

annual report. 

• Material to be added includes: 

• A statement from the crisis spokesperson about the crisis (provided in audio for the 

broad-cast media) 

• Information about who to contact for information about the crisis as it continues or 

moves toward resolution 
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F I  G U R E 1 5 . 1 A 
Media Kit A good way to get news media representatives’ attention is to produce an unusual media kit. This 

one, the “Don’t Mess with Texas” 20th Anniversary Media Kit produced by Tuerff-Davis EnviroMedia Inc. for 
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the Texas Department of Transportation, won a Best of Texas award for media kits in 2006. The media kit 

packet cover is shown here. Each of the TV images opens to reveal information about the program. 
 

Source: Reprinted with permission of the Texas Department of Transportation and Tuerff-Davis EnviroMedia Inc. 
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PART 5  Writing for a Media Mix  
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 

F I  G U R E 1 5 . 1 B 

Milestones An innovative supplement to the fact sheet is this “Milestones” presentation. The 
first of five pages is shown here. 
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F I  G U R E 1 5 . 1 C 

News Release Of course, a media kit needs a news release, and famous people make news. This 

release features a “Don’t Mess with Texas” 20th Anniversary TV PSA starring “Lance 

Armstrong, Erykah Badu, Owen Wilson, Matthew McConaughey, Los Lonely Boys and more.” 
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F I  G U R E 1 5 . 1 D 

Fact Sheet for Media Kit The “Don’t Mess with Texas” media kit included this sheet 
showing color photos from TV public service announcements (PSAs). 
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Fact Sheet 
 

SOCIAL SECURITY 
 

➢ In 2006, more than 48 million Americans will receive approximately $539 billion in  
Social Security benefits. 
  December 2005 Beneficiary Data 
       

Retired workers 30 million $31 billion $1,002 average monthly benefit 

dependents 3 million $ 1.5 billion    

Disabled workers 6.5 million $ 6.1 billion $ 938 average monthly benefit 

dependents 1.8 million $ .5 billion    

Survivors 6.7 million $ 5.7 billion $ 966 average monthly benefit 
 

➢ Social Security is the major source of income for most of the elderly.  
More than nine out of ten individuals age 65 and older receive Social Security 

benefits. Social Security benefits represent 39% of income of the elderly.  
About two-thirds of aged Social Security beneficiaries receive 50% or more of 

their income from Social Security.  
Social Security is the only source of income for approximately 22% of the elderly. 

 

➢ Social Security provides more than just retirement benefits.  
Retired workers and their dependents account for 69% of total benefits paid. 

Disabled workers and their dependents account for 17% of total benefits 

paid.  
About 91 percent of workers age 21–64 in covered employment and their families have 

protection in the event of a long-term disability.  
Almost 3 in 10 of today’s 20-year-olds will become disabled before reaching age 67.  
72% of the private sector workforce has no long-term disability insurance. Survivors of 

deceased workers account for 14% of total benefits paid. 

One in seven Americans will die before reaching age 67.  
An estimated 97% of young children and their mothers and fathers are insured for 

survivors benefits through Social Security. 
 

➢ An estimated 161 million workers, 96% of all workers, are covered under Social Security.  
53% of the workforce has no private pension coverage.  
32% of the workforce has no savings set aside specifically for retirement. 

 

➢ In 1935 the life expectancy of a 65-year-old was 12
1
 2 years, today it’s 17

1
 2 years. 

 
➢ By 2031, there will be almost twice as many older Americans as today—from 

37 million today to 71 million. 
 

➢ There are currently 3.3 workers for each Social Security beneficiary. By 

2031, there will be 2.1 workers for each beneficiary.  
February 2, 2006  

I 1 5 . 2 
“Just the Facts” Format Fact sheets take various formats, depending upon their purpose. One 

typical format, which is a listing of “just the facts” from the USA Social Security Administration, is 

shown here.
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