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Workshop Agenda

Introduction

· Canadians and the news media

· Preparing for and conducting an interview

· Group exercise

· Getting ready now: proactive and reactive planning
Objective

· To provide a general understanding of the role of media relations in achieving your organization’s objectives

· To provide an overview of effective media relations techniques

· To provide a basis for further developing your media relations and communications capacity

Canadians and the News Media

Canadians’ perceptions

· Canadians’ perception of the news media:

· Almost 80% think that reporters' bias influences news often or sometimes

· 66% think news is not often fair and balanced

· 63% say sensationalism affects their trust in the news media

So why make the effort?

· “Canadians are 'news junkies' and have a high level of interest in the news - 90% are very or somewhat interested news consumers”

· 67% watch TV news every day 

· 90% watch television news several times a week

· 57% listen to radio news daily 

· 42% read a newspaper every day

· 33% use the Internet for news

· Source: Canadian Media Research Consortium, 2004

· 70% read last issue of their community newspaper

· Source: Community Newspapers Association, 2001 - 2004

Impact of News Media

· The news media is a primary source of information for all audiences

· Coverage in the news media has an impact on:

· Public relations

· Government relations

· Stakeholder/partner relations

Examples

· News media influences elected officials (a barometer of public opinion)

· NIMBYism (positive coverage and info can help prevent/overcome)

· Fundraising campaigns and volunteer recruitment (coverage can help increase)

· Partnership development (esp. private sector)

The Vacuum

· If you are not communicating about your organization, including media relations, an information vacuum is created

· This vacuum will be filled by others - critics, rumours, etc.

· Need to make sure your side of the story is out there

· Steadily and proactively communicating with the media and audiences will have a positive impact on your business

Preparing for and Conducting an Interview 

News Is

· Information that the reporter hasn’t heard before (new)

· Information that matters at this moment (timely)

· Information that has significance to, or an impact on, the audience receiving it (relevant)

· Information that contains conflicting elements (controversial)
Implications

· Your “news hook” must capture all four elements (proactive)

· The same story can be covered a number of times by the same outlet

· Timeliness means news can be somewhat predictable

· The other side of the story will usually be presented

Case Study

· Release of the first Report Card on Homelessness in Ottawa

· New: information that the reporter had not heard before

· Timely: release of the report card

· Relevant: impact on  most/all communities in Ottawa

· Controversy: challenged existing perceptions

When the reporter calls

Purpose: 

· to help a reporter collect information 
more quickly and efficiently, while meeting the needs of your organization

Approach:

· learn the caller’s direction & needs 

· establish timeframes

· build a relationship with the caller 

Result:

· you begin to influence the direction of the story

Some questions

· Is this a print (newspaper, magazine) or broadcast  (TV, radio) reporter?

· What’s the subject, direction or angle?

· Who else has been spoken to or will be spoken to?

· What’s the deadline?

· Will it be in person or by phone? 

· Will it be live or taped?

· When will the story run?

Remember: everything is on the record.

After you hang up

· Collect and provide focused information to reporter (backgrounders, web pages, fact sheets, etc.)

· Ensure Communications, the spokesperson and the organization are all in step:

· Advise appropriate people within the organization (chain of command) and externally (if appropriate)

· Collect, develop and confirm messages/media lines

· Prepare according to the organization’s messages and objectives, and the reporter’s direction and needs

2 Kinds of Interviews

Question-driven

· Reporter asks a question, you respond, followed by next question and so on

· Reporter has complete control over direction and content of the interview

Message-driven

· Reporter asks a question, you respond to the question and also take the opportunity to get your message(s) out

· Reporters subsequent question often influenced by your response

· You exert some influence over the direction and content of the interview
Messages

Key Messages

· Key messages go to the heart of an issue

· Action: the decision taken

· Empathy: how it will affect people

· Knowledge: the cost, impacts, etc.

· Express your points in a concise way

· Take the time before the interview to have 2 or 3 messages ready

· Short, simple ideas (8 to 10 seconds)

· Messages are not the entire content of your communication

· They are the themes you will work into all of your responses
The interview

· Nothing is “off the record.” When you’re talking to a reporter, assume you’re being recorded.

· Before the interview, suggest some points that you want to discuss.

· Define your area of expertise; identify related experts.

· Before the interview starts you can ask what the first question will be. 

· If you don’t understand the question, have it repeated. 

· Don’t be afraid of silence.

· If you don’t know the answer, say so … then say you’ll find it.
· Don’t second guess or predict others’ views or opinions.

· Deliver your messages early and often. 

· Avoid bureaucratese and jargon.

· Don’t make jokes. They can be taken out of context.

· Say what you want to say, then stop. Don’t be afraid of silence.

· Don’t give the reporter too much reference material. 

· Be available.
If you can’t answer

· If you don’t know the answer to a question or can’t respond for a variety of reasons (privacy, not your area of expertise, speaking on behalf of others, etc.):

· Say you can’t answer

· Say why

· “But what I can tell you is…” and deliver your message
Hostile questions

· Don’t repeat negative statements or buzzwords, even to deny them

· Don’t become defensive

· Stay calm

· Use your messages

· Remember, the reporter and the question will usually not appear in the story – but you will

After the interview

Monitor the coverage

· Prepare for follow-up stories from other reporters

· Contact the reporter, even if you didn’t agree with the story

· Do not be hostile, use the opportunity to establish a relationship with the reporter

· Group Exercise
Discussion Points

· Do you agree to do the interview? What are the implications if you don’t?

· List one key objective that you would like to achieve from your media interview.

· What could you provide the reporter with before the interview?

· What are some of the “ground rules” you would establish with the reporter for the interview?

· Prepare two short key messages (15 words or less) that you would use in your interview.

· Is it possible to use the negative media coverage to leverage some exposure for your organization’s fundraising campaign? How so?
Getting Ready Now

Proactive & Reactive Planning

Why plan?

· Media relations is a high stakes game
(risks and benefits co-exist)

· Making it up as you go along increases risk

· Planning reduces risk and increases the potential for a positive outcome

· Reactive media relations planning: prepares you for controversy

· Proactive media relations planning: an ongoing approach to increase reach/impact of your message

Identify

· What we have (what we could get out, what we could be asked about) both good and bad

· Why we want to talk about it - objectives

· Who is affected? (stakeholders, general public, clients, staff, etc.)

· What we want to say (messages)

· Where and when are the opportunities? (look at ongoing activities - community planning, speeches, outreach, etc. - for media opportunities)

· How we engage – call an affected group or a reporter, set up a meeting or send a media advisory or news release, have a news conference, technical briefing, etc.

Strategy

· What is your message?

· Who is your audience?

· Who are your allies?

· Who are the neutrals? 

· Who are your adversaries?

· What are your tactics?

· How will you monitor and evaluate?

Tactics

· One-on-one meetings

· Special events

· Breakfasts, speaking opportunities, conferences, etc.

· Paid Media

· Earned Media

· News

· Public affairs

· Hotline shows

· Specialty media
Implementing the Plan

Skillsets

· ability to analyze and synthesize information

· messaging

· writing

· pre-interview/interview skills 

Processes – confirm/establish 

· internal communications systems and contacts

· roles/protocols within your organization

· step-by-step guides to organizing: news conferences, technical briefings; speaking events, etc.

Tools

· meetings and telephone calls – develop relationships

· news releases, backgrounders, fact sheets, etc.

· websites, distribution systems, etc.

· media contact reports

Reactive Planning

· Review your audiences, your messages – and 
the definition of news

· Track the media

· Anticipate issues and questions

· Prepare (processes, materials)

· Practice 

· Know when and how to take the initiative

· Monitor the coverage

· Share your experiences
~~~
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