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Why Media Relations?
It doesn’t necessarily take a winning program to gain good, positive exposure in the news 
media. Positive exposure is often the result of good preparation and providing media rep-
resentatives with information and/or ideas they need and then allowing them to do their 
job.

Professional sport teams, college and university athletic programs and their conferences 
spend huge amounts of money each year to publicize their teams or sport. Because of their 
efforts, it has become more and more important that public and private schools work dili-
gently with the media, helping them get your story in print or on the air.

Nurturing these relationships with the media can help develop a supportive voice in the 
newsroom which can speak positively about your school and which can make a difference 
in what is printed or broadcast, and what isn’t.

The key to getting your story out is having an effective, well-organized method of working 
with media requests as well as getting them interested in what you have to offer. We hope 
this brochure can be of some use to you in doing this effectively without necessarily having 
a large staff or committing a lot of money to the task.

SPORTS BROADCASTING CODE OF ETHICS
1. Written permission must be obtained from the high school Principal a reasonable 

time before the broadcast date. Effort should be made to determine which official 
is in charge of activities and permission obtained for him/her.

2. Stations should promote the upcoming activity and urge personal attendance. In-
formation as to where the game is to be played, starting time and those teams 
participating should be included in the promotional announcements.

3. The sportscaster and his or her assistant(s) will conduct themselves as professionals 
at all times, and will accept the broadcast location assigned to them. No “on air” 
remarks will be made about the facilities, school officials, game officials, players or 
coaches unless they are complimentary.

4. Upon completion of the broadcast the area should be policed: candy wrappers, 
drinking cups, programs, note paper, etc. should be taken with you or disposed of 
in the proper receptacles,.

5. In general, full cooperation must be given at all times to school officials. Should a 
problem arise, station management must be notified as soon as possible and attempts 
made immediately to work out any misunderstandings to mutual satisfaction.

6. This “common sense” Code of Ethics is strictly voluntary. It is however, in the best 
interest of Kansas broadcasting and is vital that Kansas sports broadcasters adhere 
to it. The KAB urges its member stations to keep a high level of professionalism in 
the presenting of athletic events on our media.

Kansas Association of Broadcasters
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Establish Philosophy and 
Perspective
As supporters of activities programs we agree that recognition of the accomplishments of 
our students is healthy and appropriate. For the most part, prep athletics are shown in a 
positive light where the focus is on achievement. Working to maximize that coverage and 
exposure is O.K., and it can even be fun.

Emphasizing the importance of TEAM while working with the media can never be over-em-
phasized as we help our students and parents develop and maintain the proper perspective 
between chasing headlines and highlights and remembering the concept of being part of 
a team. No matter how much you work at it, you are never going to satisfy everyone with 
the amount of coverage devoted to prep sports or their child. 

With or without media exposure, the experience of participating in athletics can stand on 
its own as a cherished part of our students’ high school days in addition to its value of 
presenting opportunities to build good citizens.

Organization
An understanding of the needs and limitations the media may have will make working with 
their representatives much more efficient. First and foremost, we need to do those things 
that will make the job of the media covering our schools and their events a little easier. 

The first step to an effective program of working with media is the same first step neces-
sary in having an effective activities program - organization. Too often, working with the 
media is a hit-and-miss proposition; some coaches/directors are excellent, understanding 
what is needed and how to do a great job, while others don’t deal with media unless they 
have to and still others hardly do anything at all. As a result, some teams may get excellent 
coverage and others very little, regardless of the win-loss record. The best thing you can 
do is organize your approach. 

Know Your Market
Know your local media outlets, the people and ownership, their formats and philosophy. 
Visit and meet with editors, reporters, sportscasters, wire service bureau chiefs, etc. Have 
lunch, breakfast or coffee occasionally with them. Familiarity will not breed contempt. 

Get to know who is covering you and establish communication. A station with a rock format 
will seldom use prep sports information other than maybe a score while an all-talk format 
station may crave it. Know who the prep editors are and when the prep sections are pub-
lished. Find out what local TV sportscasters are trying to do with prep coverage and how 
you can help. Keep current with media related news and changes. 

Communication efforts with media management and their trade associations will pay divi-
dends. You may to be an associate member of a regional statewide broadcasters group or 
newspaper association.
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Disburse Information in a Timely Fashion
Coaching staffs have specific assignments-a defensive coordinator, a coach who coordinates 
film exchange, and the like. Make the same kind of assignment for media; designate one 
person (it can be a coach, a dependable manager, perhaps a statistician) whose responsibil-
ity it is to coordinate the distribution of results after a contest. Every time a game is played, 
this person will make sure phone calls are made to appropriate media. 

As part of your planning, develop a list of media outlets you need to work with regularly. 
Get the studio and newsroom hotline numbers and sports department FAX numbers so you 
don’t reach switchboards. 

Mail a copy of your roster to area media outlets, and make sure they have a correct copy 
of your schedule, even if they don’t staff your events on a regular basis. 

Print and electronic media need information both prior to and after games. They may not 
be able to staff all your events so be prepared to give those members of the media present 
whatever they need, then send appropriate materials to the media that were not on-site. 
Gather the information systematically so it can be disbursed quickly. Be ready to send 
scorebook page copies, etc., if necessary. 

Know in advance what your media needs, what deadlines they face and the amount of 
information they desire. Have more than one option for distributing information and game 
results.

If your FAX machine fails, what’s your backup? Make sure you contact them after each event. 
Build these things into your preparation and you will benefit greatly.

Respect and Understand Deadlines
One of the most common short-comings in providing media with prep results/information 
is not understanding the immediacy involved. Many times next-day disbursement is of no 
value. 

Late TV news, morning dailies, afternoon dailies, morning drive radio all have separate 
deadlines, and all have their own immediacy. Know what their respective deadlines are 
and then prioritize your FAXes, phone calls, etc. For instance, you may wish to FAX a TV 
station first, followed by a daily newspaper, with local radio a bit later. It may be different 
with dailies which have a series of deadlines for each edition of their paper.

Most weekly papers have less deadline pressure, but know what days they publish so you 
are prepared. Old news is no news.

Media Needs
The term “media” is used to include newspapers, radio, television, magazines and other 
publications. It is an all-inclusive term, but you have to remember that all those different 
segments of the media have different needs. 

NEWSPAPERS—Papers range from small, community-oriented weeklies to large met-
ropolitan dailies that may publish several editions per day. In addition, there are morning 
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papers and afternoon papers with distinctly different needs. Check with the papers you’ll 
be working with for the most convenient way to handle things; knowledge of deadlines is 
essential.

An AM or morning paper is printed during the night or wee hours of the morning to be 
delivered to your house before you get up. Morning paper deadlines can sometimes be 
tough to meet if you have a game at night; for example, a game that ends at or after 10 
p.m. may have trouble making certain AM deadlines. Customarily, morning staffers are in 
their offices, late afternoon and into the night.

A PM or evening paper obviously has a different schedule; it is printed in the late morning 
or early afternoon for delivery later that day. The final deadline for a PM sports story might 
be 9 or 10 a.m. the next day; however, keep in mind that often a PM story may be written 
following the contest the night before. Customarily, an afternoon paper will have staffers 
in the office early in the morning, but they’ll often leave around lunch when the paper is 
printed because they work so many nights.

Keep in mind newspapers generally have more space to devote to sports than does elec-
tronic media, so papers will need more detailed and complete information than will a radio 
or television station.

RADIO and TELEVISION STATIONS—Kansas radio stations, like newspapers, vary 
in size. They may range from small AM stations that operate during daylight hours only to 
large, 24-hour AM or FM stations. 

Morning is by far the most important time radio stations so they will want information as 
early as possible for their morning news shows. Some stations actually have a sports direc-
tor who handles the sports department; others will not have one person who devotes most 
of his or her time to sports. Because there is a high likelihood there may not be a “sports 
person” there when you need to call or have an event to phone in, it is important to know 
the individual needs of your local radio station beforehand.

Television stations have very tight schedules and are very concerned with reporting as much 
information as they can in just a couple of minutes. As in radio, stories cannot be long or 
detailed. Information to a television station about a game, for example, may include just 
the final score and one important fact (leading rusher or scorer, etc.). 

Since most TV stations do sportscasts during their 6 p.m. and 10 p.m. news shows, the hour 
or so right before air time is extremely rushed. Because of the great amount of night work 
by TV sportscasters, there is a high likelihood the TV sports department office won’t be open 
in the morning; they’ll come late in the afternoon in preparation for the six o’clock show. 

FEATURES—These are “human interest” stories you see on TV or read in the newspaper. 
“Hard news” relates to game results, factual-type stories, while feature stories may be about 
the athlete who overcomes some kind of handicap or adversity to participate; the student 
who has a very unusual hobby or avocation, the coach who is nearing some kind of mile-
stone, that sort of thing. 

Both print and electronic media have a need for this kind of information. Usually it is as 
easy as simply calling to suggest an idea. It may or may not get published, but if you are 
selective about your suggestions sooner or later you’ll hit on a winner.



6

Tips on Publicizing
Just as there are certain sound, tried-and-true techniques which are effective in teaching, 
so are there fundamentals techniques to be employed in working with the media. This sec-
tion will give you some specific suggestions you may want to incorporate into your own 
program.

COOPERATION—This is the cornerstone of developing a relationship with media repre-
sentatives and getting good exposure for your program. But it means more than just being 
cordial when a reporter calls, or being ready to do an interview. There are some things that 
may make the local school’s job easier as well as making the media’s tasks less difficult.

MEDIA NEEDS—Understanding deadlines and specific needs of the media, based on 
whom they represent will go a long way toward creating cooperation.

AVAILABILITY—You can eliminate some problems and interruptions by simply letting 
media personnel know when you or your coaches are  available; prior to class, and/or dur-
ing your planning period, if you have one.

Preparing and distributing a list of coaches, phone numbers where they may be reached 
and the best time of day to contact them is most helpful to the media covering your school. 
Most reporters will at least try to funnel calls to you when they know you can get to the 
phone. It is also advisable to let local media know your home phone number as well.

It is extremely important that all coaches be accessible. Make sure they receive messages 
promptly, and return calls as soon as possible. It is OK to ask the calling media how quickly 
they need to hear back, for their deadline and how long the return call might take; this al-
lows the coach to better meet the obligation. 

Let your coaches know that returning phone calls and being available for interviews and 
other media inquiries is part of a fair and reasonable policy of accessibility. You and your 
programs will drop off the media radar screen if you act as though you can’t be bothered, 
or are unapproachable.

MAILINGS—This may seem troublesome, but it is a fairly easy way to keep in constant 
contact. When your schedule or roster is finalized, send copies to your local media (you’ve 
got to have them anyway, so make sure the media gets them too).

ROSTERS—Include first and last names, heights and weights, year in school and any other 
pertinent information, such as uniform numbers when applicable, can always be used. 

Send a copy to TV and radio stations who may report on your events. It is great to have 
something written to refer to, to help identify a video clip or help check on a name that is 
hard to decipher.

A numeric listing for rosters is generally easiest for the media to use. A pre-season roster 
might be given in an alphabetic form, but a contest roster MUST be in a numeric order.

A pronunciation guide for unusual or easily mispronounced names is helpful, and appreci-
ated, especially by members of the broadcast media.
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STATISTICS—Up-to-date statistical information during the season can be a tremendous 
help. If you or your coaches keep statistics for your team, and most  do, make a few extra 
copies available for local media. 

Reporters often scan statistics to get story or feature ideas and getting this information to 
the media will indicate your real interest in cooperation. 

Making complete game statistics available to the media at halftime and/or immedi-
ately following a contest is valuable. This allows a person covering the event, as both 
reporter and photographer, to do a better job of both assignments. Having official statistics 
also allows consistency in reporting the story by various media covering the event.

At the end of the season, send media your final season statistics; then send another copy 
of final stats with your schedule and roster for the coming year. These are often useful for 
preview articles. And, don’t worry about typing; handwritten stats will do. Media folks will 
be so pleased to get them it won’t matter.

Pre-season, tournament and/or playoff media guides which give an overview of the season, 
season highlights, upcoming match-ups, notes on players’ and coaches’ backgrounds, indi-
vidual and team statistics, team tournament or playoff history, etc. are always appreciated by 
the media, especially those members of the media that don’t cover your teams on a regular 
basis. This material can also be included in your teams’ post-season wrap-ups. 

LEAD TIME—Remember media outlets require advance notice. When possible, give re-
porters as much advance notice as possible about events; there are times when you have 
to call on short notice (postponed events for example) but advance notice is another way 
of really cooperating.

CONSISTENCY—The hallmark of an outstanding activities program is consistency, and 
it’s something coaches and activities directors preach all the time. It is just as important in 
working with the media, but is the one thing many schools fail to do. 

Too many schools follow a hit-or-miss approach; they may phone in results or let media 
know while the team is winning, but when things begin to drop off a little they fail to call 
at all. Or, they decide they’ll call the next day or when they get around to it.

NOTHING CAN DAMAGE YOUR PROGRAM 
AND ITS CREDIBILITY WITH THE MEDIA 

ANY MORE THAN THIS. 
When you establish your list of people to contact with event results, call them regardless-
win, lose or draw. Try to call them, when possible, at about the same time and with the 
same information each time. Just doing this one thing will greatly enhance your standing 
in the eyes of media personnel. 

Be consistent among all activities; if you send schedules for basketball, go ahead 
and send baseball, tennis and track schedules in the spring. 

Cooperation and consistency are two keys to improving your effort to work with media. 
Following a few of these tips should benefit your program significantly.
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One other note bears mentioning. There will be times when there may be some negative 
news related to your program (an ineligibility, etc.) with which you’ll have to deal. The best 
policy is to be as honest as possible; it may hurt at the time, but it is much better to deal 
with it at that point because it will pass. Deception or denial always comes back to haunt 
a program.

BANQUETS and THANK YOUS—Let writers and broadcasters know you appreciate 
their efforts. A simple note of thanks won’t be misconstrued as pandering. You may even 
let station owners and newspaper publisher know you are grateful. Gratitude counts.

Make sure you invite people on your media list to your post-season awards banquet, if you 
have one, and recognize them when they come. You’d be surprised at how many media 
people appreciate an invitation. You’ll get another positive story out of it many times; after 
your banquet, you can send out a list of your award winners to those media not in atten-
dance. 
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Event Administration
You will no doubt have members of the press coming to your school at some point to cover 
an event. There are a few things you can do to ensure that their experience at your school 
is a positive one.

ADMITTANCE—Members of the press are not at an event simply to watch; they are there 
to work and have been assigned to that contest. They should have some kind of press card 
or identification to display and should be admitted with no hassle.

PROGRAM or OTHER MATERIALS—No member of the press should be asked to 
purchase an event program. Make programs and any other materials (stats, starting lineups, 
etc.) available to those covering your event. 

Materials you might include in pre-game media releases could be highlights of the season 
to date, current statistics for individuals and teams, league and sub-state/regional standings 
and a schedule of upcoming games, etc. 

PRESS BOX /MEDIA AREA—Some press boxes are fairly spacious and accommodate 
all those who need to be there; others are very small. Regardless of the size, it is impor-
tant to remember  the press box is a WORKING AREA. 

Admission to the media work area should be limited to game officials (clock operator, public 
address announcer, etc.) and members of the press. This may not win you friends among 
those individuals, including district administrators, looking for the “best seat in the house”, 
but it creates a professional working atmosphere for both game officials and media. 

For a member of the media, the press box is almost like an office; please discourage cheering 
and other behavior of that sort in the press box, it will certainly add an air of class to your 
athletic program. Allowing cheering in the press box is considered unprofessional. 
Limiting access can help promote a proper atmosphere. Many colleges issue a printed 
statement mentioning this fact. 

Some writers prefer to walk the sidelines, but it is nice to accommodate them in the press 
box when possible. Several high schools have had excellent results serving complimentary 
food and drinks in the press box; some have their booster club, for instance, prepare sand-
wiches, etc. Refreshments are always appreciated.

Food and drink may be appreciated by the media, but remember more important is the 
availability of a viable work space. Make sure adequate table space, power, lighting, 
and phone lines are available. Keep this work area clear and available for the media and 
statistical crews. 

Help photographers by having a photo area at contest sites; give them good sight lines 
especially at difficult events to cover.

TELEPHONES—Often a media representative will need access to a phone after an event, 
and may well need it quickly if on a deadline. If outside phone lines aren’t available in 
the immediate press work area, have an office or classroom nearby that the media 
can access to send their stories. If this becomes necessary, have someone ready to escort 
the writer to this area.
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Making decisions on who or what to cover, and what to report or print, sometimes is influ-
enced by which site presents the fewest obstacles. Keep your press working area or press 
box available to the media and not to spectators. If necessary, distribute credentials or media 
ID passes to prevent problems with admittance. 

Have reserved parking available for media so they may enter and exit smoothly, espe-
cially those with equipment and tight deadlines. It’s been said, “people go where they are 
invited and stay where they are welcome.” Make the media covering your event feel 
welcome.

Post-Game Procedures
Calling in results is very important. Cooperation and consistency are especially necessary. 
If you follow these guidelines when you report, it will enhance your relationship with your 
local media. First of all, find out exactly what your local people want—some may want 
complete box scores in basketball or a complete statistical rundown in football. If they aren’t 
going to be on-site, find out when they want you to call. 

PROMPTNESS—Don’t delay!  Call as soon as possible after the event. For those on 
deadline, such as morning newspapers or TV stations, this is vital. Time is valuable, for you 
and the media. Use all the tools available in gathering and disbursing information: FAX, 
cellular telephone, E-mail, web sites, mass FAXing, FAX-on-demand, voice bulletin boards, 
etc.

COMPLETE INFORMATION—There are certain things you should have at your dis-
posal whenever you call. Again, certain media outlets may request specific things but here 
are general items you should have available:

— final score or results

— score by quarters, score by innings for baseball or softball, or some other kind of 
scoring summary

— individual scoring or match scores

— first and last names of players on both teams. It is very unprofessional to have infor-
mation about members of your team and then say, “Number 24 for them,” or “some 
guy named Johnson for them.” Even if someone has to go ask, get complete names 
of players on both teams. 

— records of both teams, including conference and overall

— nicknames of both teams (Bears, Cougars, etc.)

— at least one important fact about the event (leading rusher, leading scorer, one team 
has now won seven straight, etc.)

Remember, many outlets will be receiving a large number of calls during a short period of 
time, so the better organized and complete your information is, the better chance there will 
be to get it in print or on the air. 
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The sooner you call, the better chance your story has for good play, too. During tournament 
play don’t wait until the final game of the day is completed before calling in the results of 
the earlier contests.

Assign the post-event responsibility for calling or FAXing results to a specific in-
dividual. Write down contact numbers for your area media, or those who have requested 
game results, and make sure the individual responsible for making those contacts has the 
list with them at every event.

Normally, it is considered the responsibility of the host school to phone in results to 
major media outlets. Your designated person to call in may want to check with the other 
team’s designated person to coordinate calls. However, if the host team takes care of the 
responsibility, that ensures getting results in shortly after the game instead of waiting for a 
bus to return home. Still, there may be some people you have to contact on your own, and 
it would be a professional courtesy to offer to call in any events held at your facilities.

Finding the Time
Working with the media can be another time-consuming job, but it doesn’t necessarily have 
to be. Within your school or community of supporters there is usually at least one indi-
vidual who enjoys the challenge of compiling and updating individual and team statistics, 
compiling a history of the school’s teams, or even being responsible for filing game results 
with newspapers, radio and television stations. Finding an individual may be as simple as 
asking your coaches if they know of a student who didn’t make the team but might still be 
interested in being part of the team, or finding a local fan who calls with tidbits of history 
on your school’s teams, or knowing someone who just likes to be of service to you and 
your teams.

The use of a student as your school’s sport information director (intern, assistant) 
has been used very successfully by several schools. This type of program will vary from 
school to school. 

Traits this student should possess might include: 

(1) an interest in the sport; may have played in the past or worked as a team manager; 

(2) a solid math background and the ability to concentrate in situations which at times 
can be loud and confusing (check this out with math teachers); 

(3) ability to write in a clear, concise style (this is where your language arts teachers can 
help); 

(4) ability and willingness to stick with a task to its completion (this job isn’t over until 
the last contact is completed and after everyone else may have gone home).

During the first year the student might only be responsible for keeping game statistics and 
helping call in post-game results, but by the second or third year he or she should also be 
able to write and layout pre-game press releases, keep not only game statistics including 
play-by-play, but compile them on a weekly and seasonal basis, chart school records and, 
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fulfill requests for information on an individual or team statistics in addition to calling and 
FAXing post-game results.

This type of position gives the student an opportunity to view several career choices up 
close and personal, and to develop an appreciation for what goes into organizing an activity, 
getting a broadcast on the air, or articles into print; careers in areas such as sports informa-
tion, sports management, broadcast journalism, or print journalism. 

The most important payback for most students working in this type of position is being 
viewed as an important, contributing part of the team. 

It is essential that the student be treated like a team member, traveling to out-of-town games 
with the team, eating with the team and staying overnight when the team does. Some schools 
offer students credit toward graduation for those fulfilling the position two or three years 
(English, independent study, etc.).

Other Ideas—Be Creative
— Develop composite league, district, sub-state or regional schedules for all sports. Print 

and circulate a newsletter with conference or school statistics and information, key 
match-ups, etc. 

— Establish sportsmanship recognition programs

— Shoot your own video highlights or provide post-game audio bites to stations

— Use local access cable TV for weekly shows

— Create a web site

There’s nothing like your own ideas
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SEASONAL CHECKLIST
Pre-Season

— Phone numbers of media contacts, and if possible, names of contact persons

— List of coaching assignments along with school and home phone numbers and best 
times to contact 

— Numeric team rosters including first and last names with proper spelling of all names, 
height, weight (if applicable), year in school, playing position, and uniform number.

Include names of coaches, support personnel (managers, trainers, statisticians, etc.), 
cheerleaders and sponsor, and administration

— Schedules for all activities including time and site. (Composite schedule for all up-
coming opponents would be a bonus.)

— Installation of phone lines at game sites

Game Day
— Media work area including table space & chairs, electrical power with multiple outlets, 

lights, activated phone lines or access to. Heat, air-conditioning and/or food and drink 
for media. On-site copier is helpful, for ready access to copy game statistics.

— Programs with up-to-date rosters

— Starting line-ups

— Cumulative individual and team season statistics 

— Pre-game media release highlighting season results for both teams, history of series 
between teams, conference standings, brief review of last encounter, schedule of 
tonight’s games being played by conference or up-coming opponents, scores from last 
week’s games, notes about opponent including top player(s) and coach’s background.

For tournament play, this release might take the form of a media guide with individual 
and team statistics for each participating team: tournament records, history of tourna-
ment and each teams’ participation, game-by-game history, background sketches of 
players and coaches, etc.

— Halftime statistics (see post-game statistics)

— Post-game statistics including scoring plays, individual and team statistics, score by 
quarters, top individual performances and up-to-date team records, etc.

— Phone numbers of media contacts and check-off as contact completed
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The KSHSAA
The Kansas State High School Activities Association advocates principles, and sponsors 
services which assure the state’s middle level, junior and senior high school students gain 
a balanced preparation for life, work and post-secondary education. 

Principles advocated by the association are promotion of scholastic achievement as a fun-
damental basis for a well-balanced activity program and development of effective citizen-
ship through the practice of good sportsmanship. The KSHSAA is a voluntary, non-profit 
corporation which administers the state’s interscholastic activities program.

Any Kansas public or private middle, junior, or senior high school is eligible for member-
ship, provided it is accredited by the Kansas State Board of Education. Members agree to 
abide by rules and regulations adopted by the schools through a legislative process.

Legislative authority is vested in a Board of Directors representing all leagues and indepen-
dent schools as well as affiliated organizations representing athletic administrators, athletic 
coaches, music educators, speech communication and academic scholars’ bowl coaches.

The management of the affairs of the association is vested in the Executive Board and the 
administrative staff. The KSHSAA came into existence in 1910 as a result of movement to 
unify other associations who were governing various interscholastic activities. In 1956, the 
association was incorporated under the laws of the state of Kansas and continued to expand 
services provided to its member schools.

In its early history, the association was responsible for debate, music and speech in addition 
to its athletic activities program. In 1946, upon the recommendation of high school principals 
a service club organization known as The Kansas Association for Youth was begun. With 
increase in student involvement, came additional services in the areas of student council 
leadership programs, cheerleading, drill team and pompon squad conferences, scholars’ 
bowl championships and in 1985, the KSHSAA initiated the TARGET (now Called WELL-
NESS) Kansas chemical health awareness program.

Presently the KSHSAA has an annual membership in excess of 370 senior high schools and 
424 middle and junior high schools. In its history, the Association has had six Executive 
Directors, including E.A. Thomas, C.H. Kopelk, Brice B. Durbin, Nelson L. Hartman, Kaye 
B. Pearce and Gary P. Musselman.

Offices of the KSHSAA are located at 601 SW Commerce Place, PO Box 495, in Topeka, Kansas.

Telephone:  785/273-5329 
FAX:  785/271-0236

www.kshsaa.org

WIRE SERVICE
Associated Press—1-800-852-4844

For their assistance in creating this publication, the KSHSAA thanks the:
North Carolina High School Athletic Association

Kansas Association of Broadcasters
Kansas Press Association, Inc.

A special thank you to Mr. Carol R. Swenson for his efforts in updating and editing this publication.
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APPENDIX
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MEDIA TELEPHONE & FAX NUMBERS
Use the space below to develop your media lists

 NEWSPAPERS        TELEPHONE  FAX

 TV/RADIO        TELEPHONE  FAX

Kansas State High School Activities Association, PO Box 495, Topeka, KS 66601-0495
PH: 785/273-5329 • FAX: 785/271-0236 • www.kshsaa.org • kshsaa@kshsaa.org


