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( Understanding Media
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It’'s a Business
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Rules of the Game




News I1s About Conflict




u kady o'malley J R Following

Once again, I must point out we wouldn't
report on adorable monkeys if you didn't
crash servers in your frenzy to click on those
stories.

[\/Iedia cover what iIs
interesting...



...not necessarily
what is important

WEVE COME IN PEACE.
BRINGING A CURE Fpr
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What is Public Relations?




What Your Organization Can Do



Stand out In a crowd
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Proactive Outreach

Audience

Tactics

Measurement

Story |dea

Research

News
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Build Your Brand




Reach Your Target Audience




Tell Your StOl’y
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What do the Tragically Hip, | Mother Earth an

The Sheep Dogs have in common?

being in bands of course?

Besides
They are all in
Blundstones!! Bly ndstone has officia ly
outfitted some of the coolest Re
world. AND THEY are R
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@ Add Location / Edit

@ Tag Photo

Melinda Vance i see b stones on stage all
RN the time!

U Mifsud Taytor Hawking of Foo Fighters
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The 2014 Honda Clearout!

Not Just Traditional Media
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Niagara Parks Commission
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we belong together

Greycie
The Grey Box

stuff | tie(] tossew

STUFF ALL PLASTIC BAGS AND STRETCHY TIE YOUR FULL BAG CLOSED. TOSS YOUR BAG INTO YOUR GREY BOX.
PLASTIC FILM INTO ONE BAG.

NI o SPACE PROVIDED THROUGH A PARTNERSHIP BETWEEN
Niagara i Region QNTARIO TIFS 10 SUPPORT WASTE DI

INDUSTRY AND
NICIPALI VERSION PROGRAM m t

Know Your Message




Determine Your Outreach




How to Reach the Media

Draft and pitch a news release Draft and pitch a media advisory
« Answer who, what, where, when, why « An invitation for media to attend an
« What is your news hook? Why is this event
important? * Include event details, and a contact
* Include a quote from your phone number
spokesperson « Emall it two or three days before the
« Email the news release to members event & remind them on the morning
of the media that may be interested in of the event
your news and offer the « After, email a news release to media
spokesperson for an interview that did not attend
* Follow up with reporters after one or
two days

« DON’'T assume that your story
deserves coverage!
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Know to Whom You are Talking

TORONTO
) TORONTO STAR 4

NIAGARAZiSWEEK  SPECTATOR ~ The Standard




What to Do ... and Not Do



Do not

« DON’T assume a reporter shares (or even
understands your point of view).

 DON’T try to outsmart reporters.

 DON’T ask what the reporter will do with the
information you provide.

« DON'’T complain or criticize the reporter or the
media outlet.

 DON'’T ask for the questions in advance
« DON'’T consider anything off the record




Do

* DO think before you speak.

« DO follow up quickly if you promised
additional information or facts.

* DO dress appropriately

* DO thank reporters for their interest in
your perspective.

* DO keep arecord of the names of journalists
with whom you have had contact.

» DO practice, practice, practice
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