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ObjectivesObjectives
• The three basic food groups of the news media 
• The four elements of a news story 
• Identify and prioritize internal and external audiences 
• Use new media to communicate
• How to pitch positive news to your industry trades, business and mass media 
• Elements for constructing statements 
• Clear and concise words and phrases 
• Specific words to use and to avoid 
• How to stay in control during a Q & A session with audience
• Tactics to disseminate bad news in case of an emergency 



Public Relations Public Relations 
• Advertising creates need and desire. 

http://globaltyme.com/pdshop/shop/item.asp?itemid=350&catid=6


Public Relations PhilosophyPublic Relations Philosophy

Public relations sets the 
perception that a particular
need or desire is 
socially acceptable.



Public Relations ExamplePublic Relations Example



TruthTruth
• Webster’s dictionary defines truth as fact and reality, 

but in America truth is defined by whoever holds the 
first news conference.

http://dorgan.senate.gov/newsroom/newsphotos/030503domenicibig.jpg
http://dorgan.senate.gov/newsroom/newsphotos/051403bldmaddbig.jpg
http://dorgan.senate.gov/newsroom/newsphotos/043003bushbig.jpg


The Perception of Reality The Perception of Reality 

What percentage do you believe you 
are influenced in your daily lives
based on news media reports?



The Perception of RealityThe Perception of Reality

What percentage do you believe you are
motivated to take action based on news 
media reports?  
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Public Relations ExamplePublic Relations Example
• Driving while using a cell phone increases the 

chance of having an automobile collision by:

• 35%
• 40%
• Higher
• None of the these

• 5%
• 10%
• 15%
• 25%



Automobile Collision ChartAutomobile Collision Chart
Year U.S. Population Auto Collisions
2005 295,318,000 10,700,000
2004 291,742,000 10,900,000
2003 288,243,000 11,800,000
2002 284,813,000 18,300,000
2001 281,443,000 12,500,000
2000 278,129,000 13,400,000
1999 274,865,000 11,400,000
1998 270,298,524 12,700,000
1997 267,743,595 13,800,000
1996 265,189,794 11,200,000
1995 262,764,948 10,700,000
1990 249,438,712 11,500,000

Source:
http://www.census.gov/compendia/statab/tables/08s1071.xls http://www.npg.org/facts/us_pop_projections.htm

http://www.census.gov/compendia/statab/tables/08s1071.xls
http://www.npg.org/facts/us_pop_projections.htm
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& & FearFear

ConflictConflict

DramaDrama

http://images.google.com/imgres?imgurl=http://billslater.com/barak_obama.jpg&imgrefurl=http://billslater.com/wfs_heroes.htm&h=308&w=340&sz=14&tbnid=Kxnp9ekoH6U1YM:&tbnh=108&tbnw=119&prev=/images%3Fq%3Dobama%26um%3D1&start=3&sa=X&oi=images&ct=image&cd=3
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News story elements.News story elements.
•• Villain:Villain: You did it; shame on you. 

Bad person or company.
•• Victim:Victim: You are not at fault; we 

feel sorry for you. Poor baby.
•• RescuerRescuer:: You saved the day; we 

love you. Tips, guidance or 
advice. 

•• Expert:Expert: You are the authority; 
you are wise. Analysis, insight 
pros and cons.









• Website, text, Podcast, streaming video
• Email
• Industry blogs  
• Text messaging - direct them to the website
• YouTube – personal message, email the link
• Company Face Book page
• Company Linkedin page

New mediaNew media
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Managing the MessageManaging the Message
• Be strategic in your communication.
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Managing the MessageManaging the Message
Statement formula:
• Frame the statement.
• Provide 2 or 3 rationales.
• Provide 2 or 3 specific examples supporting the rationales.
• Rephrase the statement at the end of your remarks.
Statement Formula Example

• Like a lot of organizations we will need to begin layoffs.  – You have framed the 
statement 

• Because we had order cancellations and have not met our projected sales goals, we 
unfortunately need to take this action.  You have provided the rationale that supports 
your framework

• The Southeast region experienced an 18% drop in orders during the first quarter and four 
of our biggest customers either cancelled orders or postponed deliveries totaling $3 
million in sales.  – You have now provided specific examples that support your 
rationale. 

• So that is why it is with much regret I am announcing that we will be laying off 50 
employees at the end of the week.  - You have rephrased the statement. 



Managing the MessageManaging the Message

Avoid using:
I think
Let me answer your question this way
Honestly speaking
Let me be honest with you
You must know
You must understand
You must remember

Use:
I know
I believe
I feel
I am positive
I am certain
I am sure
I am confident
I am convinced
An important point is
I hope you will understand
Perhaps you remember



Managing the MessageManaging the Message
The four main reasons people The four main reasons people 
dondon’’t listent listen::

• The statement was vague, no 
beginning, no ending.

• The statement was to long and 
the information was drawn-out.

• The statement was not made 
with authority.

• The statement was not as 
insightful as other quotes from 
other experts.

The four main reasons people The four main reasons people 
pay attention:pay attention:

• The statement is specific to the 
question.

• The statement is clear and 
concise.

• The statement is made with 
authority.

• The statement offers smart 
insights and practical 
information for the reader.



Managing the MessageManaging the Message
Credibility Set Up Statements:
• "Here is what I know at this point…"
• "Rest assured XYZ company will continue to provide the finest  …"
• "The staff at XYZ company is dedicated to ensuring that these cutbacks will 

not…"
• "Your question is a good one. Here's what we know at this time…"
• "XYZ's long track record of providing the finest service in the nation is not 

immune from economic downturns…"
• "All of the staff at XYZ is responding to the situation, and we are working in a 

unified effort to…"
• "XYZ has set into place a well defined and effective system to ensure that our 

products and services will continue to."



Managing the MessageManaging the Message
• If the key point is the most important, lead with it, do not 

end with it. 
• Never give the media a lot of information. Give the media 

a little information a lot of times. 
• Never take anything the media says personally. It is 

business. 
• Never use the reporters; buzz words. 
• You are under no obligation to answer the question 

immediately. Pause, (count to 3) select the appropriate 
statement and respond. 

• A phone interview gives you a tremendous advantage of 
reading the key message(s) verbatim. 

• Schedule one-on-one interviews vs. a news conference. 



Managing the MessageManaging the Message



Managing the MessageManaging the Message
Non-interview statements. 
• I would love to do an interview. However, to fulfill your request 

you must contact Ms. Sue Smith at 231 347-1234. She is 
authorized to facilitate your interview needs.

• For the most accurate and factual statement, you will need to 
contact Ms. Sue Smith at 231 1234. She is authorized to facilitate 
your interview request.  
Thank you. 

• Ms. Sue Smith is in charge of facilitating interview requests.  
Please call her at 231 347-1234. Thanks
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Managing the MessageManaging the Message

Framing the answer: 
Framing your answer is done by restating a portion of the question before you
answer the question. This approach gives you time to think about your answer and
by repeating the question, you are setting a framework for your response.  

Example: 
• Question: "How will these cutbacks impact your organization and its ability to 

provide quality products to its customers?"  

• Answer: "I can tell you with full confidence that XYZ Company's ability to 
continue providing quality products and services is being dealt with because 
our experienced management team and dedicated staff have worked side-by- 
side to make sure that the high quality standards will be maintained."  



Managing the MessageManaging the Message
Use turnaround phrases:
“There are many sides to this situation but if you can try to
remember…”
“I believe if you take a closer look at the situation, you will see
that this is not the case…”
“No Bob, what I said is…”
“What I think you're asking is…”

Ending the Q. and A.
• I have time to answer one more question.
• This will be the final question.



Managing the MessageManaging the Message

Never 
conduct an 
interview 
from your 
power seat.



Managing the MessageManaging the Message

Don’t be a 
wise guy 
during the 
interview.



The Tale of Two Photos.The Tale of Two Photos.
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Managing the MessageManaging the Message

• Managing the Interview:
#1 Be yourself

Speak professionally, but naturally. Use technical terms when talking 
to trade media and try to avoid jargon with mass media.  

#2 Breathe!
Take a few deep breaths before the interview (real deep breaths). Take 
a deep breath between the reporter’s questions before you respond.

#3 Be confident
You know more about the story than the reporter does, so relax. 
Remember, you are the expert and the reporter will rely on you for 
information.



Managing the MessageManaging the Message

#4 Be honest
Never guess. If you don’t know an answer to the reporter’s question, say so. 
Then offer to get back to the reporter with the answer before the reporter’s 
deadline.

#5 Be energetic
Be enthusiastic about your product or message. Energy comes across well, and 
it helps motivate the reporter to do a better story. The enthusiasm you show 
will translate into how the reporter writes, edits, and produces the story.

#6 Concentrate
Now is no time for distractions! Put your full attention on the interviewer. 
Listen to the reporter’s questions carefully. Take a deep breath and then 
respond. Shut off your cell phone beeper, and if you are in the car doing the 
interview please pull over so you can concentrate.  

#7 Know your key points
Before your interview, write down three key points you want to make about 
this story. Stay with your key points during the interview.



Managing the MessageManaging the Message

#8 Be brief
State each of your key points in no more than 45-second answers, then stop. Breathe and wait for the 
next question. Clear, concise answers give you more credibility with the reporter and communicate 
your message better to the audience. 

#9 Smile
When you smile, you sound happier, even for radio and print interviews. A smile will help you calm 
down and sound more confident.

#10 Be professional
Stay positive and professional at all times. If it’s been a ?#*!&$ day, leave it behind when it’s time to 
deal with the news media. If you can’t be positive during the story, or if you feel out of control, either 
ask someone else in your organization to fill in for you, or decline the interview.

#11 Never, never, never…
Never tell sexist, racist, or homophobic jokes to anyone in the media. Never bad-mouth your 
competition to the news media. Never bad-mouth any person or organization in front of the news 
media. Never be flip or sarcastic. Never tell one reporter how bad another reporter’s performance is.

#12 Finish with a flourish
At the end of the interview, offer yourself to the reporter as a resource for further stories. 
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Thank you!
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