Media Workshop

Why do media?  (ask audience)
· Essential for raising awareness about your issues, influencing public opinion
· Vehicle for communication
· Legitimization of your issue
Which media to target?  Who’s your audience?

· 64% of US gets news from local TV news

· Print vs. TV/photo – depending on type of action

· Think about your audience – appeal, what can they relate to?
INTERVIEWS  (Ask – who’s done an interview before?  Was it a neg or pos experience?)
Nonverbal communication

· Banners and signs – pithy, catchy, direct
· Dress – what do you want to convey?  “Don’t fit their stereotypes”
· Body language
Verbal communication

Talking points/Core messages
· Avg sound bite on TV is 5-13 seconds, avg quote in U.S. paper is 5-25 words
· Be prepared with two or three short talking points – practice
· Fact check, back up arguments with stats
· For radio interview, have facts in front of you.  Have a story to tell.
Style points
· Take a deep breath, speak slowly and calmly – okay to take time to think
· Talk about what you know!
· Use simple language
· Correct false assumptions, or negative assumptions
· Don’t be afraid to use your values
· EVERYTHING is on the record
· It’s not a conversation – don’t answer questions, respond with your msg
· Be prepared with your name, age, and profession
ABC – Acknowledge, Bridge, Content
· How to answer a tough or unfriendly question with your message
· Sample bridges

1. “The reason I’m here is…”
2. “I think what’s important is…”
3. “In my experience…”
4. “I think the real point is…”
Tough/unfriendly questions (ask audience)

· Questions about numbers
· Questions about violence/arrest
Interview Roleplay – pick an issue, formulate core msg, deflect tough questions with ABC
If you can’t answer/don’t want to answer a question
· If you didn’t see it, it didn’t happen - Don’t lie, don’t make things up
· Don’t say “No comment”
· DO direct them to a member of your group or designated spokesperson to answer
Media Solidarity

· Don’t denounce other demonstrations
· Talk about your strategy, not others’

· Acknowledge other groups and their roles
PLANNING A MEDIA EVENT – Media stunt, but can be applied to other press events
Scenario
· What’s your message?  Pick a format – street theatre, rally, etc – that best conveys it – think about context, hooks
· What are you targeting?  Is there a good time/date/place?
· Do you need turnout?  Noontime on weekdays is good.  Weekends are generally bad times for media – as are mornings and evenings.
· Use props and costumes – make sure to target TV and photographers
· Bring banners and signs
Press Advisories and Releases
· An Advisory – designed to advise media about event – contact info, date, headline/event title, 5Ws, brief description and why about event, quote, info about your org
· Send out in advance of event – multiple times
· A Release  – for the day of – msg about why you’re there, quotes, info about org
· Exclusives – tip off certain media ahead of time, may get turnout
Write a sample release/advisory based on audience member’s issue?
Approaching the Press – Before the event
· Research the media – call papers, TV/radio stations, find out what reporters to target and best way to reach them, including photo editors, etc
· Keep in mind the wire services – AP, Reuters
· Send out an advisory days in advance – if possible, on the Thurs or Fri before to get in the daybooks
· Follow up with press call

Press Pitch Calls
· Follow up on advisory – weekday morning before the event
· “Hi I’m with ZZZ, and I just wanted to make sure you received the media advisory/press release I just emailed/faxed to you, ZZZ Headline”  
· Pause, let reporter respond
· If the reporter is not interested, ask why – if wrong person, ask for the right person
Press Pitch Roleplay

Day of Event
· Get there early to set up
· Designate a media liaison if possible

· Media sign in sheet – Name, outlet, fax or phone – build your database!
· Press packets – Release, organizational info, previous media coverage, newsletter or related info
· Make sure you’re audible! – sound system, bullhorn
Follow Up
· Follow up statement, send to media, even who didn’t come
· Keep and update a database of reporters – name, outlet, phone, mobile, fax, email, beat, notes
