Session No. 19



Course Title: Crisis and Risk Communications

Session 19: Working with the News Media

Time: 3 hours


Objectives: (See Slide 19-2)

19.1	Discuss the rise of the new media.

19.2	Examine how news operations work.

19.3	Identify who’s who in a TV newsroom. 

19.4	Discuss how to build relationships with news reporters.

19.5	Discuss the keys to successful media outreach.
 
													

Scope:

During this session, the instructor will lead an examination of on how traditional (TV, radio and newspapers) news operations work, especially in these days of 24/7 coverage.  Class discussions will focus on who’s who in newsrooms and how emergency managers can build relationships with reporters and successfully conduct media outreach. The instructor is encouraged to allow 5 to 10 minutes at the end of the session to complete the modified experiential learning cycle through class discussion for the material covered in this session.


Readings: 

Student Reading:

Chapter 7 – Working with the News Media. Haddow, George and Kim Haddow. 2008. Disaster Communications in a Changing Media World. Butterworth Heinemann. Burlington, MA. November 2008. (ISBN 978-185615548)




Instructor Reading:

Chapter 7 – Working with the News Media. Haddow, George and Kim Haddow. 2008. Disaster Communications in a Changing Media World. Butterworth Heinemann. Burlington, MA. November 2008. (ISBN 978-185615548)


General Requirements:

Provide lectures on the module content, and facilitate class discussions that expand upon the course content using the personal knowledge and experience of the instructor and students.



Objective 19.1: Discuss the rise of the new media.
	
Requirements:

Discuss the importance of working with the news media, both traditional outlets such as television and radio and the new media such as Facebook, YouTube and the Internet, in crisis communications.

Remarks:

I. Working with the media – traditional and new –is core to effective disaster and emergency management communications.  And working with the media has become increasingly important in these times of 24/7 news gathering and dissemination. (See Slide 19-3) 

II. The news hole will be filled – if not by official information channels, then by others.  

III. The information provided by citizen journalists and “first informers” on the scene has often proven to be accurate and occasionally inaccurate – but it is broadly accessible and not controlled by the government agency in charge of managing an event or the mainstream media charged with covering it.

IV. New media technologies and citizen journalists now produce a glut of information and images –more than can be managed.  

V. And what was once a tense relationship between the two powers in a crisis – government and media – now involves three parties. 

VI. Ask the students: Do you think that the involvement of citizen journalists has enhanced or degraded the quality of the news that is reported in general and in recent disasters? Why? 

VII. The genie of online generated and shared news cannot be put back into the bottle, it is a force to be reckoned with.

A. The Aspen Institute report, First Informers in the Disaster Zone: The Lessons of Katrina, noted in its conclusion:   “…there was a difference in how the online environment changed the media mix and altered the flow of information during and after the disaster…At times the traditional flow of information from government to media to public reversed course.”  (May, 2006)

B. Specifically, the Aspen Report listed as communications lessons learned from Katrina: (See Slide 19-4)

1. The digital communication revolution exposed novel channels and networks for information flow that require reexamination of the relationships between media, government, and citizens. 

2. The traditional top-down paradigm was replaced by a more dynamic flow of information that empowered citizens and created ad hoc distributive information networks.

3. The disaster environment created a new cadre of “first informers” that introduced fledgling players in crisis communication who enhanced the amount of information and number of sources, challenged the old gatekeepers of government and the traditional media, and exacerbated the pre-existing problem of sorting out truth amid chaos.

4. Journalists sought greater access to operational leaders and experts and more transparency by government. Government officials promised more of both but expressed concerns about exposing classified information, disseminating misinformation, and overtaxing personnel and resources that are already stretched thin.  (May, 2006)

VIII. Ask the students: Do you think the advent of citizen journalists has forced government agencies to be more open in providing information to the media and the public in a crisis? Why?

IX. The traditional media, in an “if you can’t beat them, join them” approach that recognizes the value (and low-to-no financial costs) of using news, video and photos produced by the public, is forming partnerships with online news sites and sources (bloggers). (See Slide 19-5) 

A. They recognize this content can augment, enrich, deepen, and even replace their own coverage.  

B. They understand the top down flow of information has changed with the online culture and been transformed by the “world is flat” notion of peer-to peer information exchanges.  

C. The idea of news as a lecture no longer holds.  We have entered a world where news is more a conversation –where the audience is an active participant.  

D. And where the mantra for traditional media was once filter, then publish – it is now publish, then filter.  (Shirky, 2003)  

E. Ask the students: Do you think that citizen journalists have forced traditional media outlets to expand their coverage of disasters? Why?

X. Government – still uncomfortable with the old command and control model that required sharing information with the media and trusting television, radio and print reporters to deliver it accurately – was initially slow to recognize or embrace the role of new media. (See Table 19-6)

A. Chet Lunner, acting director of state and local government coordination in DHS denied that the government instinct in a crisis was to hide. “They are not hiding. They are sort of defensive, in a crouch…because [they] don’t trust the media….  (May, 2006)

B. “We have enough trouble with things that do go through the [mainstream media] filter. The amount of time and energy and social unrest by readers and/or the people trying to practice in the field dealing with these things that are exaggerated rumors, etc., is a problem, particularly in the framework of these disaster times when people are depending upon or relying on that.”  (May, 2006)

XI. Yet online technologies and citizen news gatherers and disseminators have had an ever expanding and increasingly influential role to play in the coverage of events and development of the disaster narrative since the December, 2004 South Asian Tsunami. 

XII. Examples are starting to emerge of government agencies in the U.S. and abroad recognizing the power and reach of citizen journalists and online social networks. (See Slide 19-7)

A. During Hurricane Katrina, the St. Tammany Parish Sheriff’s office was persuaded to give out information through the Slidell Hurricane Damage Blog.   Distressed by a dearth of information about his hometown, Slidell, a New Orleans suburb, evacuee Brian Oberkirch posted the blog from Dallas.  

B. “He started by aggregating anything he could find about Slidell on mainstream news sites and citizen sites such as Flickr.com, which features pictures posted by the site’s users. 

C. As his posts built, Oberkirch increasingly made contact with friends and neighbors, who in turn became contributors. 

D. He persuaded the local sheriff ’s office to start feeding him information.  

E. Almost overnight, the suburb of about 26,000 people had a new media outlet, the Slidell Hurricane Damage Blog, which Oberkirch said drew 80,000 unique visitors in the first week.”  (May, 2006)

F. Ask the students: Cite examples of blogs or virtual networks being formed after recent disasters similar to the one described in the Slidell Hurricane Damage Blog example.

XIII. And because, “researchers have argued that social networks within a community have positive effects on people’s behavior in the four stages of disaster,” Japan officials are experimenting with ways to use social networking sites akin to Facebook and MySpace “with the intention of to improve community building, the democratic process and disaster management.” (Schellong, 2007) 

XIV. Ask the students: Do you think that government disaster agencies have fully embraced the new media? How and why?

XV. A more detailed discussion of the role of new media in crisis communications will be conducted in Session 20 of this course.

XVI. It remains unclear how well government will adapt to the new media environment that
accelerates and reverses the information flow.  But clearly, it will be “a challenge for cautious governmental hierarchies and an opportunity in which the new media can be used to improve situational awareness.” (May, 2006)





Objective 18.2: Examine how news operations work.

Requirements: 

Lead a discussion that examines how a traditional news operation works. Examine how traditional news organizations and reporters gather and report the news.

Remarks:

I. A first step in building trust and forming partnerships with the media is to understand how newsrooms and news operations work.

II. Here are some basic facts of life about news gathering operations now:

A. The never-ending news cycle: it’s never too late for news (See Slide 19-8)

1. Before the Internet became broadly available, a “news cycle” was generally 8 to 24 hours.  The response to a charge leveled in the morning news was aired on the evening news or the afternoon edition, or the next morning’s paper.  No more.

2. The Austin American-Statesman’s Health and Human Services reporter, Corrie MacLaggan says the news cycle “is never over. It’s never too late.  It used to be if public meetings went beyond time you had to file to make the press deadline, you left before the meeting was over.  Now you stay, even if the meeting goes to four in the morning.  Even after you’ve filed, you blog at home in the evenings, on weekends.”  (MacLaggan, 2008)

3. The Internet has made the news cycle instantaneous and the newsroom a 24/7 operation. 

4. The public’s “tapeworm” hunger for information and their ability to access it anytime has forced news operations and reporters to accelerate and multi-purpose their news gathering efforts.  

5. According to Jinah Kim, a Los Angeles-based reporter for NBC and its local affiliate, “Everyone is in a race to get it out there first, and in a 24 hour news cycle there is more “report now - retract later” type of news.”  (Kim, 2008)

6. Ask the students: Cite recent examples when you have seen, heard or read a news report of an incident that had taken place less than an hour before you saw, heard or read about it.

B. Reporters now write their story, do a web version, blog and post audio and video (See Slide 19-9)

1. Driven by the ceaseless demand for information and financial downsizing, fewer reporters are being asked to do more work.  

2. Kim explained that most local station’s reporters are expected to file a web story as well as a regular story. 

3. Network reporters are expected to blog everyday.  

4. The Statesman’s MacLaggan now carries a digital audio recorder and video camera with her to news events – and posts what she records online on the newspaper’s website before she writes her story. 

5. Ask the students: Have you ever submitted a news item – written report, picture, and/or video – to a news outlet?  If yes, what was the topic and did the news outlet use your report? 

III. Respect what’s being generated online by the public: the media does (See Slide 19-10)

A. Viewer and reader submissions are an increasingly important and regular part of the news.  

B. Most television stations – network and local – and newspapers feature requests and portals for citizen information and images.

1. iReport  (www.cnn.com/ireport) is CNN’s public journalism initiative that allows people from around the globe to contribute pictures and video of breaking news stories from their own towns and neighborhood.  

2. The site, with its headline “See it first. Your Stories. No Boundaries,” includes an “Assignment Desk” which encourages citizen journalists to cover stories CNN is interested in telling on air – in effect “enlisting” an army of reporters to share their stories about living with $4 a gallon gas, their commute or living in today’s job market.  

3. The site also features tutorials on storytelling (“Tell your story like a pro”) and “Shoot better video,” aimed at upping the quality of the submissions.   

4. CNN also weekly aggregates the best viewer submitted content to make up a weekend show, “News to Me” that airs on Headline News.

5. CNN’s success with “iReport” has spawned a variety of similar initiatives, including ABC “i-caught” (http:/ugv.abcnews.go.com), Fox Network’s “U-Report” (www.foxnews.com/us/ureport) and MSNBC’s “FirstPerson.”

6. Ask the students: Have you seen a citizen journalists report on TV recently?  If yes, what was the topic and how would you rate the reporting?




C. Radio stations are also encouraging participatory journalism. (See Slide 19-11)

1. NPR’s Washington DC affiliate WAMU has launched a social network for its listeners called The Conversation. 

2. “The Conversation,” according to WAMU’s website (http://conversation.wamu.org), “is an online meeting place for WAMU 88.5 listeners, producers, hosts, and reporters. 

3. On The Conversation, they can start forums on news topics – preferably something they heard on the radio – engage with other public radio listeners, give story ideas and news tips to WAMU 88.5 reporters and producers, and generally continue the on-air conversation online… 

4. “The social network attempts to meet two needs: the ever-increasing desire by consumers of all media to communicate directly with not just news professionals, but with each other; and the need for a citizen journalism outlet that helps reporters and producers build networks of sources and ideas.” 

5. Ask the students: Does one or more of the radio stations in their community have a similar program as The Conversation?  If yes, have you listened to the program in recent months?

D. Reporters mine online content for story ideas and sources (See Slide 19-12)

1. Reporters pay attention to the web.  

2. Online content is integrated into their reporting.  

3. “There is still some skepticism” about the quality and credibility of viewer generated content in traditional newsrooms, according the NBC’s Kim.  “We verify viewer submissions on a case by case basis.”    

4. But reporters do recognize the contribution made by citizen journalists.  

a) “We can’t be everywhere at once.  Odds are we are not going to be driving in the neighborhood where a tree has fallen on a house.  But the neighbors can capture the shot and get it to us,” MacLaggan explained.  

b) And she said she had been given and used story ideas from survivors of Hurricane Rita, from comments on the paper’s political blog and even used Facebook to look for sources who might be willing to be interviewed for a story about the youth vote in the 2008 elections.  

5. Bottom line: online sites are a good way to pitch and promote your stories – they are paying attention. 

6. Ask the students: Make a list of story ideas that you would like to submit to a news outlet concerning a recent disaster.

E. News rooms decide what’s news several times a day (See Slide 19-13)

1. Newsroom personnel hold story or editorial meetings several times a day to determine what stories they will cover, what will lead, what visuals they will need to support the story.    

a) Most local TV newsrooms have their morning meeting at 9:00 am (some have them at 8 or 10). 

b) Afternoon meetings can be at two or three; but some stations don’t have an afternoon meeting.  

c) For network news there is a conference call-in the morning with executive producers and senior producers at 9am EST, 6am PST.  

d) The Austin American Statesmen holds story meetings at 10:00 in the morning and at 1:45, 3:45, and 5:30. 

2. It helps to know when story meetings are so you can make a timely pitch for coverage.  After the evening news line-up is decided is too late to make a pitch (unless news is breaking).  

3. Ask the students: What time does the news get reported on your local radio station? What times are local news shows broadcast on your local television stations?





Objective 19.3: Identify who’s who in a TV newsroom. 


Requirements:

Identify who’s who in a typical newsroom and what their responsibilities are in reporting the news.


Remarks:

I. There are numerous individuals who work in a typical newsroom including: (See Slide 19-14)

a. Station Manager

i. Responsible for administration and financial management at large stations. 

ii. At smaller stations, the station manager also sets policy on news coverage and supervises overall operation, but generally does not influence daily content.

b. Program Director (See Slide 19-15)

i. Manages different programming divisions and the “mix” of content (e.g., news, music or entertainment programming, and sports) at large stations. 

ii. The program director is unlikely to be involved in daily news decisions at any station.

c. News Director (See Slide 19-16)

i. Depending on the format and size of a station, the news director can be an administrative manager, a daily assignment director, or on-air broadcaster. 

ii. In general, the smaller the news department, the more influence the news director will have. For example, if there is an assignment manager at a major TV station, the news director is unlikely to read or respond to press materials. 

d. Assignment Editor (See Slide 19-17)

i. At larger stations makes day-to-day decisions on what breaking news to cover and who will report on it. 

ii. At small stations, the news director takes the place of an assignment editor.

e. Executive Producer 

i. Lead person for a particular program or a series of programs. 

ii. Sometimes the on-air host of a program is given the executive producer title.

f. Producer (See Slide 19-19)

i. Responsible for the overall tone and content of a single news program. 

ii. Producers book guests on TV programs and assign crews to cover particular stories.

g. Public Affairs Director (See Slide 19-20)

i. In charge of public service announcements, community outreach, and special programming.

h. Reporter (See Slide 19-21)

i. Covers stories given by assignment editor or news director. 

ii. The news staff of TV stations are usually smaller than daily newspapers and beats are often less defined. 

iii. At large TV stations, reporters will have traditional beats like politics, arts and education—keep in mind, however, they are likely to be pulled off those beats when breaking news happens.

i. Ask the students: Who would you contact at your local TV station concerning pitching a story about emergency management in your community?

II. The Scoop on TV News Operations (See Slide 19-22)

a. News operations are downsizing, fewer reporters are being asked to cover more news and in more ways –on the air and on the web.  

i. Be sensitive to the fact that they are being over-taxed and under-capitalized.

ii. As a rule most local stations (especially in smaller markets) are under-staffed, under-funded, and have very high turnover rate as employees get a year or two of experience and move on to bigger markets.

iii. Be aware of this and know to be patient with reporters who may still be learning how to do the job. 

iv. In small markets the reporter may even do his/her own camera work. 

b. Local stations generally do several broadcasts a day (See Slide 19-23)

i. All the reporters/producers & cameramen at the station contribute to multiple broadcasts, and sometimes work on different stories for each show. 

ii. Potential interviewees should be prepared to provide a little background to the reporter, who may not have had time to figure out the whole story. 

iii. Sometimes the reporter may not even go to the event being covered. There may just be a cameraman who will also conduct the interview.

c. In larger markets (especially at the higher rated stations) there are usually more resources and the journalists usually have more experience. (See Slide 19-24)

d. Networks are a whole different animal with methods all their own. (See Slide 19-25)

i. The networks will generally show up with more people & equipment than any local station. (This is changing somewhat as the networks parent companies try to cut costs.)  

ii. Because they have less airtime to fill and many employees who are dedicated to specific shows, networks have a little more freedom, than local stations, to be able to plan a day or two ahead. 

iii. So unless an interview is related to a breaking news story, the interviewee may have a little extra time to prepare and practice.  

iv. Unless your local issue receives national media attention, you are less likely to encounter a network. 

e. Ask the students: Have they or anybody they know ever been interviewed on a local TV news program?  On a network news program?









Supplemental Considerations:

Television Equipment—What’s What?

Camera: Generally larger & a little more intimidating than your average video camera, but it serves the same purpose; it records pictures & sound onto videotape.
The tapes used in TV are also shorter than your average tape, 20-30 minutes, so you may have to stop and wait while the cameraman changes tapes.

B-Roll: This is the video used while the reporter is talking (but is not on camera). It must be visually interesting and relate to the issue (i.e. a forest you are trying to protect, or a factory polluting air/water in your area). Usually a reporter will “write to video,” which means that they will look at what they shot and write their story according to what they have on tape. A common example is, “Say dog, see dog.”

Microphone:
1. Camera mike: Mounted directly onto the camera; least sensitive, but very common when the crew consists of one person (common in small markets).

2. Stick mike: Handheld by the reporter, who will lean it toward you while you are speaking.

3. Boom mike: Large microphone mounted on a pole and suspended above you.

4. Wireless mike: Small microphone, which can be clipped to your clothes. It is connected to a small battery pack/transmitter. (The cord connecting the two is generally run under your shirt.)

IFB (Interruptible fold-back): This is the earpiece you sometimes see reporters wearing. It is used when you are doing an interview with a reporter who is in a different location from you. It allows you to hear the questions the reporter is asking, as well as the responses of other guests you may be debating. What you hear is the show’s audio “folded back” to you. Don’t be surprised/distracted if you hear your own voice a second or so behind you. The fold-back may also be “interrupted” by the shows producer or director if they wish to speak with you.

Lights: These can range from a single light mounted on the camera to several lights mounted on stands pointing at you or at the background. The crew may even put colored gels or cellophane on the lights to adjust for the color of your skin or the background.

Monitor: A small TV screen that is connected to the camera. It allows the cameraman and the producer to see what the shot will look like. It will generally face away from you so you don’t get distracted by watching yourself on TV.

Microwave Truck: These are used to send video back to the station from the field. They have an antenna that can be raised when they need to microwave video. Their range is relatively small, generally just in the immediate viewing area of a given station. They are used for to cover live events & press conferences, reporter live shots, and if a news event/story is too far away for the crew to return to the station in time for the broadcast. If you are organizing an event where stations will be using microwave trucks they will need plenty of room on level ground to park. They also need to be away from obstructions & most importantly power lines. Over the last couple of years there have been a couple of instances where microwave antennae have been raised into power lines and have resulted in sometimes fatal electrocutions.

Satellite Truck: Satellite trucks serve much the same purpose as microwave trucks, but their range is much larger. They have large satellite dishes mounted on the back or the top of the truck and can send video anywhere in the world via satellite. They are commonly used by national networks, and sometimes by local stations when a story is out of the range of a microwave truck.

Source: Haddow Communications, 2004.




Objective 19.4: Discuss how to build relationships with news reporters.


Requirements:

The instructor will lead a discussion focused on how to build relationships with news reporters.


Remarks:

I. During non-disaster periods, emergency managers may want to promote preparedness and mitigation actions and activities through local media coverage.

II. You might know how to write a great press release, turn folks out to a media event, and even come up with a catchy idea—but the best way to guarantee that all of that hard work will pay off is to develop professional relationships with local reporters.  

III. This can take a bit of effort up front, but it will pay off in the end. Eventually, the reporters will call you when something important happens, instead of you having to track them down!

IV. The first step is for you to build a comprehensive media list. (See Table 19-26)

a. A media list is something that you should constantly be revising. 

b. When you see a great article in your local paper—any article that covers something that could possibly be linked to homeland security, such as first responder, education, or a good piece about businesses engaged in disaster mitigation efforts —you should make note of that reporter’s name. 

c. Send that reporter an email and let them know how much you liked their piece. Include your signature with contact info at the end of the email. 

d. Follow up with an intro call, just to establish contact with them. 

e. Later on, when you have a great, timely story to pitch to them, it will help to not have to make a cold call. 

f. Ask the students: Where would you find names and contact information for reporters and producers you will want on your media list?

V. If you are starting a new community-preparedness program in a new location, set aside some time to call through all the contacts on your list. (See Slide 19-27)

a. Be friendly and inquisitive—inevitably, people will direct you to other reporters who may cover the issues. (See Supplemental Considerations) 

b. At papers where you have no contact name, ask for the assignment editor, and s/he can direct you to the person most likely to cover homeland security issues. 

c. Every time you make a contact, end your call by asking if there is anyone else that they think you should talk to about the issue; this is a great way to grow your list. 

d. Ask the students: Have you ever contacted a reporter or producer to pitch a story? Describe your experience.

VI. This technique is best for developing relationships with journalists who work at newspapers, rather than television or radio stations. 

VII. If you are in a larger media market, your local TV stations may have a reporter who specializes in covering disasters, so that is worth calling around to find out if there is someone who has that beat. 

VIII. Your local NPR affiliate is likely to have someone on that beat as well.

IX. Ask the students: In your community, do you know of any TV, radio and/or newspaper reporters or bloggers who focus on emergency management or homeland security issues? 

X. Another important way to build relationships with reporters is to take them out for lunch or coffee.  (See Slide 19-28)

a. This gives you some more time to connect with them, and to give them more in-depth information about your campaign. 

b. While it may seem intimidating to invite a reporter out for lunch, the reporter will appreciate the chance to get away from the office and be able to focus on the issue (and hey, who doesn’t like free lunch?). 

c. Before meeting with the reporter, make sure you spend some time putting together a few different compelling story pitches, from different angles. 

d. You should assemble materials such as fact sheets, reports, human interest bios of your activists or volunteers, past press clips on the issue at hand, and a list of upcoming campaign events, in a folder that the reporter can keep.

e. Ask the students: Have they ever pitched a story to a reporter or producer for a local charity or school event?  Describe their experience.

XI. It is also worthwhile to call through the radio stations on your list and find out the name of the person responsible for Public Service Announcements, or PSAs. 

a. Radio stations are required by the FCC to give a certain amount of free airtime to public service announcements. 

b. You could also send out a typed announcement regarding an upcoming local public hearing, community forum, slide show, or educational event, and the station’s announcer may read it. 

c. PSAs are unlikely to create turnout to your event (if you are lucky, one or two people might show up because they heard it on the radio) but they do help to create buzz and visibility for your homeland security program and activities. 

d. Ask the students: Describe PSAs that they have seen on TV or heard on a local radio station.











Supplemental Considerations:

Sample Intro Call Rap:

"Hi, my name is ____ and I’m calling from the _________. Are you on deadline, or do you have a second? Okay, great! I just wanted to call and introduce myself because I know you sometimes write on homeland security issues, and I'm involved in a new disaster mitigation program in our community. I wanted to give you my contact information so that you can feel free to get in touch with me if you have questions about any emergency management issues. Also, I wanted to give you the heads up that we'll be starting up a disaster preparedness program in our community. I'll keep you posted when we kick things off, and wanted to see if you prefer to receive our press releases via email or fax. [note their preference]. Great. Are there other reporters at your outlet that you would recommend I talk to about this? Thanks!"





Objective 19.5: Discuss the keys to successful media outreach.

Requirements:

The instructor will lead a discussion focused on the keys to successful media outreach including reviewing how to match your story to a media outlet, a communications outreach checklist, tips on how to get media coverage, tips on what TV wants, interview tips and appearing on TV. 

Remarks:

I. When a disaster occurs in a community, the media will come to the emergency manager for a wide range information concerning the event and its impacts.

II. There will be no need to conduct media outreach during a disaster event.

III. During non-disaster periods, emergency managers and their staff will have to become adept at conducting media outreach in order to promote coverage of preparedness and mitigation activities and programs that the emergency management agency wants to promote to the public.

IV. This is not a simple task and requires patience and consistent effort.

V. In this section, we will review materials compiled by communications specialists over time concerning how an emergency management agency can successfully conduct a media outreach program including: (See Slide 19-30)

a. Keys to successful media outreach

b. Match your story to the media outlet

c. Media outreach checklist

d. How to get media coverage

e. What does TV want

f. Interview tips

g. Appearing on TV

VI. The bulk of this information is focused on working with traditional media (TV, radio and newspaper).  Conducting media outreach using new media outlets will be discussed in greater detail in Session 20.

VII. Keys to successful media outreach – the following information is presented as direct guidance concerning how an emergency official can create and maintain a successful media outreach program.

a. Relationship Building. (See Slide 19-31)

i. You will not be dealing with these news organizations just once.

ii. You have many stories to tell in many ways.

iii. You want to be able to call this reporter again – and you want the reporter to call you for comment on news stories or for background information.

iv. Never lie – you will always get caught and it will destroy any relationship with the reporter.

v. When you do not know an answer, admit it and tell the reporter you will get back.

vi. Get back when you say you will.

vii. Ask the students: Identify a situation when an emergency official need to lie to the media?

b. Tell the Story Well. (See Slide 19-32)

i. Use compelling visuals—even for newspaper and magazines.

ii. Combine imagery and action.

iii. Use credible, prepared and attractive messengers.

iv. Ask the students: What compelling visuals can an emergency official use to promote disaster preparedness?

c. Get the message out: A few strategic rules will help you get the message out: (See Slide 19-33)

i. Know the message.  

1. What one thing do you want the viewer to remember when you’re finished?  Say it out loud several times to get the words right before you’re on camera. 

2. The goal is to go into an interview knowing the exact sound bytes you are going to get out. And no matter what is asked - get those sound bytes out. 

3. You are in control - they can't make you say anything - they can only write/play what you say. 

ii. Start with your conclusion – that’s usually your message. Most of us have been taught to build the case and then reach the logical conclusion – you will not be given enough time in TV interview to do that. 

1. Wrong way: “The number of violent storms and extreme weather events are increasing. There are proven, inexpensive ways you can save lives and property. That’s why you need to take steps now to prepare for the next natural disaster.”

2. Right way: “You need to take steps now to prepare for the next natural disaster.”

3. Then if time allows, you can give specifics. 

4. But leading with your conclusion will help ensure that the media doesn’t edit out or cut short your message. 

iii. Ask the students: What would be your message to the public concerning disaster preparedness?      


d. Keep it short. (See Slide 19-34)

i. In the 1960’s, the average sound bite was almost 40 seconds long.

ii. In the 1980’s, it was about 20 seconds.

iii. Now, it’s about 8 seconds.

iv. If you speak in sound bites longer than that, you increase the odds your message will be edited.

v. The law of diminishing returns applies here too: 

1. The longer you talk, the less attention the viewer pays.  People remember what they hear first. 

2. Remember people want to know what time it is, not how to build the watch. 

3. Craft your message with the time constraints of broadcast in mind.  What you create for TV and radio will work in print; but not the other way around.

vi. Ask the students: Reduce your preparedness message to a 8 second sound bite.

e. Be consistent and disciplined. (See Table 19-35)

i. Seize all media opportunities as a chance to repeat yourself.  

ii. You will be much more likely to cut through the clutter if you’re consistent.  

iii. Odds are people will remember a consistent message of “2222222” better than they will remember a random array of different numbers “3,12,15,99,62,7.”   That’s the heart of message discipline.

f. Use everyday, value-laden language. (See Slide 19-36)

i. Avoid jargon, acronyms and talking about process.

ii. Use the language and tap into the values of your target audience.  People want to protect their loved ones, their homes and businesses from disasters. 

iii. Ask the students: Identify emergency management acronyms that should not be included in a sound bite.  

g. Remember who you’re talking to – and it’s not the reporter. (See Slide 19-37)

i. The reporter is not your friend or a debating partner to be convinced.  

ii. Reporters are a means to an end—you must pass through them to have a conversation with a larger audience not normally available to you – people impacted by a disaster. 

iii. Ask the students: Have you ever been interviewed by a reporter for any reason?  If yes, how did you think the interview went?




Supplemental Considerations:


Communications Outreach: A Checklist

___ Why Communicate? 

___Know why very specifically you are reaching out to the media.
· To promote the program
· To communicate program content – what should you do to prepare for a disaster?
· To recruit participants or volunteers

___What’s the story?

___What’s the headline or lead that captures your story write?
· Write it out.

___What aspects of the program do you want to promote?
· Its name
· Its purpose and value
· How to participate

___What’s the most valuable piece of content could you put out there? Communicate that and   then add to it if time allows 

___Who do you want to participate and what do they have to do?

___What are the qualifications?

___What’s the job/time commitment?

___ How to sign-up/contact you?
· Have 800 number or website available.

___ How to make your story memorable?
· Reach and Frequency.
· Being seen often enough by your target audience to be remembered.

___Who’s your target? - You do not want to pitch a program for seniors on rap radio.

___There’s more than one way to tell the story.
· Tied to a national event or what’s already on the news (piggyback) – Hurricane in Florida, how would we prepare for a hurricane here, who’s working on it? Comment on what they are facing here.
· Pitch content – how preparedness could save lives, businesses and money
· Participant profiles
· Someone unique with a story to tell.
· Someone part of a national trend –businesses everywhere want to reduce disaster losses 
· Someone is was part of historical event – profile survivors of a disaster and the promote their common link – their efforts to disaster proof their homes and businesses
· Milestones
· 1000th preparedness training held
· Dollars saved by the federal government not having to rebuild communities that prepared
· Appeals for Participants
· Peer to peer opportunities – business and civic groups  
· Public Service Announcements
· Online Social Networks – use new tools

___ Match up Your Story with the Right Outlet(s)
· Analyze your market.
· Make a list of TV and radio stations and print outlets: Google them if you are not sure of their format and demographic (who watches, listens to or read them)
· TV stations? Local Cable stations? 
· Do they do news? Local news? 
· Who are the guests now on their community newsmaker?

___ Inventory online news sites and blogs in your community.
· Most websites and bloggers have a specialty – politics, sports, local events
· More communities now have online news sites that augment or have replaced local newspapers

___What radio formats make sense for you?  News/Talk? Music stations that have new blocks?  NPR?

___ Print – the weeklies –including alternatives; suburban papers and shoppers are just as valuable as the daily papers – they are more likely to print what you provide, including photos.

___ Magazines – are there any? – City magazines are popular.  Local trade magazines and new letters – AARP/Nurses/Elks/ Knights of Columbus?

___What’s the best format for your story?
· TV – where most people get their information, 70% of Americans say local TV news is their primary source of information, 
· Use cable to target demographically and increase frequency–  women watch the Lifetime Channel; Men watch ESPN
· Print – more ways to tell the story, deeper – news – ties to national story, local, features, calendar listings
· Radio – highly targeted, intimate, loyalty – news, talk shows

Source: Haddow Communications, 2004




VIII. How do you get media coverage? (See Slide 19-38)

a. Pitch the story – invite reporters to cover a story. Be prepared to “sell” the story with good visuals, interviews, and a compelling hook or angle.

b. Hold a news conference – gather a short list of speakers to present “news” – information that is timely and new -- to the press. 

c. Stage an event – invite reporters to cover rallies, permit reporters to go through the training, be part of a media tour and other active, creative events.  These need to be highly visual, provide lots of activity for the camera.

d. Piggyback on another news event or news story – offer comments responding to a news event or remark from another source 

e. Generate copy yourself – news releases, stories, op/eds and LTEs (Letters to the Editor).  Give you ultimate control over the message. But minimal control over the time and location of their appearance. 

f. Ask the students: Have you ever been part of any one of the above lists forms of media coverage?  Describe your experience.

IX. What does TV want? (See Slide 19-39)

a. TV stations generally conduct 3 types of interviews:

i. Stand-up interview at an event such as a training session or exercise: 

1. These interviews are generally short and low tech. 

2. The emergency official is pulled aside in the middle of the rally to answer a few questions. 

3. Because these types of interviews happen quickly and on short notice there won’t be a lot of time.  

4. Talk to the reporter before the interview starts and get an idea of what they are looking for. 

5. The best thing an interviewee can do is being prepared ahead of time. 

6. Know the issue, talk about what you know and be ready to think on your feet. 

7. Ask the students: Have you ever been approached at an event by a reporter asking for an interview?  Describe what happened.

ii. Sit-down one-on-one interview: (See Slide 19-40)

1. This type of interview generally lasts longer & goes more in-depth than stand-up interviews. 

2. In addition, the interviewee generally has some time to talk to the reporter & prepare for this type of interview before the cameraman and reporter show up. But they should always be prepared for unexpected questions. 

3. Other than being prepared intellectually for the interview, they may want to clean their office, get a glass of water and turn off the air conditioner before the reporter shows up. 

a. If the a/c kicks on in the middle of the interview it changes the audio levels for the rest of the interview. It makes it difficult if the reporter wants to use sound bytes from both pre- and post-a/c. They will sound different.

iii. Remote live-shot: (See Slide 19-41)

1. Other than being live in the studio, this is probably the most high-tech and maybe the most intimidating type of interview. 

2. The interviewee will be conversing with someone they can’t see. 

3. They will be talking to an inanimate object, the camera, which itself is wired to a satellite dish and beaming the pictures back to the show’s location. 

4. They will be wired with a wireless microphone and an IFB (the cord you see dangling out of an anchor or reporter’s ear). 

5. And they are often (but not always) on live television. Having said all that, there is nothing to be frightened of. 

6. Preparing for this type of interview is really no different than preparing for a regular sit down interview. 

a. The interviewee will be able to talk to the producer or the reporter ahead of time. 

b. They should just know their issue and be comfortable discussing it. 

7. Ask the students: Have they ever watched an emergency official interviewed live in the field? Ho would you rate the official’s performance?

X. How do I match my story to a media outlet? 

a. Core question:  Is it news? (See Slide 19-42)

i. In a disaster you will not need to call the media, they will call you.

ii. If you are in a non-disaster period then you will be pitching a preparedness and/o mitigation message and you will be calling the media.

iii. This will be a tough sell to the media but it can be done. 

b. Who do I call?  There are several points of entry – generally call: (See Slide 19-43)

i. The assignment editor at a TV station. 

ii. Pitch individual reporters at newspapers and magazines.  

iii. If you are looking for a booking on a newsmaker show, call the show’s producer.

c. If you are holding a news conference to promote an event such as a training program or exercise or a new community preparedness or mitigation program do the following:

i. Send an advisory 5 days ahead by fax.

ii. Call to make sure it’s arrived and been noticed.

iii. Make your pitch (work off a printed pitch memo)

iv. Get a NAME – always get a name.

v. Send another advisory 2 days ahead.

vi. Call to make sure it’s arrived and been noticed. 

vii. Ask if they intend to cover.

viii. Call the day before the event and the morning of.

ix. Ask if they intend to cover.

d. In addition to the advisory, there are other materials to prepare to distribute:  

i. In your press kit have: (See Slide 19-45)

1.  A news release with approved quotes

2. A fact sheet about the program/exercise and your organization

3. Bio’s of the speakers


4. Visuals:

a. Photos the papers are free to reproduce

b. Graphs/charts that help tell your story 

c. Video – “B-roll” the TV stations can use to tell your story – shot of previous disasters or homeowners applying hurricane shutters. 
 
e. If you are making a straight pitch for coverage: (See Slide 19-46)

i. Know what the reporter’s beat is and the kind of story they like.

ii. Do they like lots of interviews, dramatic footage, or do they like to cover stories about volunteers and community service.  

iii. E-mail a pitch letter and call.

XI. Interview Tips

a. Television Interviews - Whether you are on a live talk show or being taped for the local evening news, the following tips will help an emergency official make the most of a TV interview.

i. Pick the right spokesperson (See Slide 19-47)

1. Your spokesperson must first and foremost be somebody who knows your programs and issues well.

2. Has some experience talking about your program.

ii. Master the sound byte (See Slide 19-48)

1. A sound byte is a quote or succinct one-liner that summarizes an opinion in a colorful but simple manner. 

2. Since there is a lot of competition for airtime, it is essential that sound bytes be kept to 8-10 seconds. 

3. As with quotes in press releases, lead with the conclusion since that’s the bite you want them to take.  The less editing that must be done by the TV Producer, the better. 

4. Avoid jargon, use analogies and be personal when talking about your program.

5.  Be brief and direct.

iii. Know your show (See Slide 19-49)

1. Before you have your interview you should watch several episodes of the talk show or news broadcast to familiarize yourself with the program and with the type of questions your interviewer might ask. 

2. Also talk to the booker or producer ahead of time about the overall format of the show, including whether your interview is taped or live and if there will be a studio audience. 

3. If you are on a talk show, find out if there are other guests and the order of appearance.

iv. Know your message (See Slide 19-50) 

1. Before the interview, know the main points you want to make. 

2. Anticipate questions but do not over-rehearse — you want to sound natural. 

3. Steer the interview toward the points you want to make before time runs out. 

4. You can take notes with you to the set, but don’t read from them on the air.

v. Reiterate your points (See Slide 19-51)

1. Make an effort to repeat your major point over and over, especially in taped interviews. 

2. Remember that portions of the interview may be edited, and you don’t want to risk having your main point edited out. 

3. Take advantage of pauses in the interview to make your point. 

4. You have a right to complete your answers, so if you are interrupted, politely and firmly insist on finishing your answer. 

5. Request clarification if you are asked a question you do not understand.

6. Do not fudge facts and figures. 

7. Bring visuals along if they will help make your point more memorable.

vi. Pay attention to body language (See Slide 19-52)

1. Avoid exaggerated hand movements, tapping your foot, saying "you know" and "uh" a lot and clearing your throat. 

2. If you are sitting, sit upright, lean slightly forward and never cross your legs. 

3. Look at the interviewer, not the camera. 

4. Use moderate hand gestures, smile and nod. 

5. Remember that everything you do will be magnified.

vii. Assume you are always on camera (See Slide 19-53)

1. Even if you think the camera is focusing on someone else, act like you are on camera at all times. 

2. Do not say anything, even jokingly, that could be taken out of context or picked up and used out of context.  

3. When you are in the studio, assume the cameras are always rolling.

viii. Dress carefully (See Slide 19-54)

1. Women should dress in solid-colored, simple suits or dresses.  

2. Avoid light colors, busy patterns, sparkling or noisy jewelry and heavy make-up.  

3. If doing an in studio interview, men should stick with light-blue shirts and dark suits.  

4. Otherwise dress accordingly, look professional but don’t overdress. 

5. Ties should not have wild colors. 

6. Both men and women should avoid clothes that are uncomfortable or that rustle and make noise against a microphone. 

7. Contact lenses are preferred over glasses.



Supplemental Considerations:

Appearing on Television

1. Television is visual! So be visually likable!

· People make up their mind about you in the first 10 seconds - its appearance, personae. Being nice, polite, and likeable is the key. 

· Look presentable. Wear something appropriate to the location. Always wear a tie - unless out in the woods or in the rain. But it shows respect. Do not wear loud colors/prints (red is bad, light blue is good), large jewelry, or anything with small prints or narrow stripes (even ties). Wearing tans and drab colors is a downer. Look sharp, respectful and like the good guy.

· Hair needs to be combed. No hats or caps.

· Make-up should be worn (men too), even if it is just a little powder to reduce shine or to cover a sweaty forehead. Some camera crews carry make-up with them, but don’t count on it.

· If you wear glasses, try non-reflective lenses, otherwise the cameraman may ask if you can remove them. Do not wear sunglasses.

· Make sure you don’t have a piece of lettuce on the front of your teeth.

· Posture: leaning back in the chair makes you seem pompous. Sitting on the edge of the chair makes you seem engaged. It forces you to sit up straight - which seems engaged. It also allows you plenty of air to speak loudly - so you have presence. It fixes many problems. If legs are under the table, don’t cross legs.

· No moving around, bouncing, fidgeting, wiggling or squirming. If hand gestures are needed keep movements small & controlled.

· Be friendly – Smile. And don't raise the tone of your voice. Have it be like you’re debating your grandmother. You are always nice and never condescending or angry or feeling like you have to pick up the pace. Once you turn slightly rabid you lose no matter what. This also means no finger pointing. Would you try to incriminate your grandmother? Smile, be polite and very nice.

· Turn your torso towards the other person. This gives them your full attention and looks very respectful. Turning just your head can appear disdainful, sarcastic etc.

· Make eye contact with and talk to the reporter. Do not look at the camera (unless you are participating in an interview via satellite). Don’t lose eye contact with the other person. So if they’re talking and you’re framing your next answer in your head the tendency is to be looking down or away. But this is rude. So keep eye contact at ALL times. 

· Assume the camera is on you all the time. Don’t be preparing notes, looking at your watch. When you’re not talking still have your torso turned to who’s speaking, on the edge of your chair, complete eye contact.

· Background: Don’t stand in front of a blank wall. If you are inside, make sure there is a sign or a poster behind you. If you are outside, almost anything works as long as it relates to the issue. Wherever you are don’t stand in front of another organization’s signs.

2. Sound and what you say is important too!

· Empathize with others. Frame answers so you show your empathy in a real way. 

· Slow down – a universal problem for almost all of us.

· Anticipate the questions. Try to get the questions ahead of time. Have your sound bytes ready for response and know how you’ll use the question to get your sound byte.

· Don’t turn away from the reporter or microphone while speaking.

· Be prepared to stop/wait/repeat yourself if there is an interruption. (i.e. plane, loud truck)

· Avoid um, er, like, etc.

· No one-word answers. If a reporter asks a question that can be answered with yes or no, repeat the question in your answer. 

· Don’t lecture, be conversational.

· Politely correct the reporter if they have their facts wrong.

· Speak with the reporter beforehand and get the sound byte to fit what they need.

· You don’t need to be right on top of the microphone, but don’t turn away from it while speaking.

· Don’t speak negatively about the other side; take the high road. You don’t want the story to become about a feud you may/may not be having with.

3. Practice, practice, practice.  

· Say it out loud, in front of the mirror.  

· Have other’s role play with you – it will also help you anticipate the questions.

· Tape and review the media work you do. It’s the best way to improve.

Source: Haddow Communications, May 2004
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