PR WITH PURPOSE

IPMG / ICMRT

Media Training




Secured Media Types

BROADCAST

E TV and radio

®.9
B

X

15

Live or taped

Phone/satellite radio or in-studio
segment

Sharable link for social media to tag
reporter and media outlet

PRINT

* Newspaper, blog, magazine,
trade magazine

e Use pitch page
* Phone interview

e Sharable link for social media to
tag reporter and media outlet



Secured media types (cont.)

 BROADCAST /TV

Reader — no video or sound and read by
the anchor

VO — voice over video read by the anchor

VOSOT - voice over video read by the
anchor with a soundbite from client

Package — Minute long news story by
reporter with video and sound from client

e BROADCAST ONLINE LINKS
 Reader—no
* VO—-no
* VOSOT — sometimes, but mainly no
* Package —almost always




Timeline for
media interviews

* Once a segment is booked, notify interviewee

of all details
* Taped or live
* Broadcast or print

* Video, audio or emailed questions for
written response

* Identify proper spokesperson(s)
* Send calendar invite for interview date & time

* Dial-in (phone/satellite interviews) or
address for in-studio segments

* Provide briefing document with reporter,

outlet info*

* Share links to all completed segments
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On-site media
Visits

* When necessary, television stations will
visit client locations/events to gather b-roll
for their video segments

* Client to determine the best contact person
for each of the facilities

Can be on-site the day the TV crew
will be there

Available to accompany the video
crew, reporter and/or photographer
during their entire visit

Have access to & knowledge of
facility spaces to be used in footage




MadeleineMoller@®PBSPhoenix, TronkiteMNews?

Interviewees:MickKratzer{RegionalDutreachManager)AndDr.EaitlinBimpson{DirectorBfElinicalDperations) @
InterviewDate:MVednesday,February2 70

Interview@T'ime:2pmESTH

Location:foogleMangout

CoursedfAction:Bladeleine@oprovide@oogleMangout@RLEorLaitlinEnd Wick®
Interviewees:ManiellefapengafinterimExecutiveMirector®Mesa)

InterviewDate:@MVednesday,February2 70

Interview@ime:A 0am@&GMTER

Location:@1328.Makland,Mesa,AZ,B5206Q
Course®fAction:Madeleine@o@allBront@esk@ponArrivalf480-666-1100);Manielle’s@irectlineprovidedAsAna
alternativel

Aboutthe®pportunity:
Madeleineffirst@xpressedinterestfh@overing@Footprints@oRecoveryelative@ofheBocksBfflove@ampaign,Buther@eamBvas@
ultimately@ot@ble@o@overthe@ay®fthe Bock@onations.BAs@@esultBffiollow-ups,Madeleine@villbe@overingFootprintsiio
RecoveryfromiheEngle®fMick’sBourfrears@fBobrietyAndavillbe@ncorporating@heBuccessBfBocksBfflovento@heBamed
story.BinceothMick@ndTaitlinEvillbe@nterviewed BemotelyfromWewfersey,Madeleine@stopingotilizeManielle As@AR
representative ®ffthe Besalfacility@or@focal@onnection@ofer®hoenix@udience.l

Key(nessages:@
[ Nick's@elebration®ffour§earsBober@ftertisBtruggle@vith@pioidAddiction{Nick)a
[ Nick'sBtory,Bromisfimefniheinarine’s@ohisMositionBodayBsHFootprints’Regional@utreachBlanager@Nick)@
[  Prevalence®fBubstance@buse@mong®eteransfCaitlin)@
[ Mesa,BZMacilityBtatistics@ndBapabilitiesfDanielle)?
[ NationwideBuccessBfBocksBfflove BampaignfDanielle)

AboutMadeleineMoller:2
Madeleine®oller@sEnEducation®eporterfor®BSEronkiteMews.Bheds@lsoABtudent@tArizonaBtate@niversity’s@alterd
CronkiteBchool®fflournalismEndMass@ommunication.Bhe@s@urrently®btainingerMBachelor@fArtsinFournalism@nd@
Mass@ommunication@vithEnBmphasisfhbroadcast.Wpon@raduation,Bhe PplansBofursue@MasterDfBcience@nMigital@
AudienceBtrategy.Mutside®fAcademics,Holler@sEnBActivePphilanthropist. ForEheastd Fears,Bhefasbeen@nAdvocateBor@
herBervicelatform@Supporting®urMation’sMilitaryBEndT heirFamilies”.Bhehas@lsoBvorkedBvithAmhultitudeBfE
organizationsfnfhe®alleyBuch@EsThildren’sMiracleMNetwork@ospitals.&
PreviousBtoriestyMadeleine®oller:[
https://madeleineholler.wordpress.com/work-samples/®
About@ronkiteMews:Z
CronkiteMewss@he@ews@ivision®fArizona@®BS.The@ailyfewsproducts@reproducedbydhe@ValterCronkiteBchool BfE
Journalism@ndMass@ommunication@t@ArizonaBtateMniversity.AVith@eportingBureaus@n®Phoenix,AVashington@Enddos@
Angeles,@ronkite@elivers@Arizonafewsliod.9Enillionfomes@nd@fews@rganizations@crossiheBtate.?
312.671.3040
MIKA@THEMASINK.COM

*Sample briefing document



10 Minute
Media

Training

* Use the checklist below as a quick run-through before you do an
interview.

* Check Your Appearance
* Fortelevision interviews, stick to solid colors and minimal jewelry.

* (Small patterns and stripes can “vibrate” on camera (ties
especially), and jewelry can be visually distracting or make noise)

* Review Key Messages

* Make sure you have your messaging and facts down cold. That
will allow you to focus on how you are delivering the messages. People
tend to remember how you make them feel just as much as the actual
information you share.

* Research the Reporter/Outlet for What They Have Reported on
the Situation So Far

* Go into the interview with awareness of how the reporter or outlet
views the issue.

* Brainstorm a few questions you think are likely and consider how
they align with your key messages.

* Practice your responses with a colleague who is comfortable
critiquing your performance.



Sample
Social
Media
Holding
Statement

<Organization> is aware of the unfolding situation
on/at <Location> and we extend our deepest
sympathies to those affected. The Sheriff’s Office is
the best source for news and updates. Follow them

@XX.



* Sample Holding Statement

* Refer to the sample holding statements below to help build
versions that align with your organization. Your statement does
not need to be detailed but should convey three main points: you
are aware; you are investigating; you will communicate
information as you are able.

* <Organization> is aware of the unfolding situation on/at
<Location>. We extend our deepest sympathies to the family
and friends of those affected by this incident.

* Our staff is coordinating with local law enforcement and the
Mayor’s office to ensure we get reliable, up-to-the-minute
information. At this time, the Sheriff’s Office is leading the
investigation and is the best resource for news and updates.

* Asthe situation develops, we will relay further information
as we are able and share ways the community can help.



o TMI will offer 24-hour, 365 media and social media
T I\/I ‘ ‘ S A assistance to you and your team
* Your IMPG contact will connect you to TMI & Ross

F ree Rice to assist with: press management, holding
statements, video production, FOIA, social media

ReSO u rce to management, media contact lists

 TMI has an 18-page Crisis Communications Plan

YO U ! available



OIS
Background

Henry County was a part of a multi-jurisdictional SWAT team

The team was deployed to arrest a person wanted on a warrant

During the arrest, deadly force was used

Following the incident, public opinion of the incident was low. Comments
received via social media were negative, questioning the use of force, and
guestions about why less-lethal force wasn’t used were presented

Following the release of this video, public perception changed, comments

switched to being primarily pro-police




Timeline to Create Video Example from Henry

County:

11:50AM — TMI made 4:30PM — Script was sent editing from both sides video was approved Video released on
aware of the incident from TMI to client to Facebook for media to
approve download

14 Aug.

17 Aug. 18 Aug.



Henry County Video Example




What are some topics you have
discussed with media in the past?



What are some stories you would like
to know how to handle with the
media?



PR WITH PURPOSE

Discussion / Questions
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