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Publisher’s Letter

“Think before you speak!”

Someone probably pounded that advice into your head over the
years. Never has it been so true. The media is not only a reporter at a
major newspaper or Web site, an editor at a magazine or reporter with
a TV program. The media could be Bobby the DJ who freelances as
a tech blogger or Sally the stay-at-home mom who is one of the most
influential mommy bloggers.

Thinking differently before you speak to the media is at the core of this year’s PR News
Media Training Guidebook. The few key messages you want to convey will travel at the
speed of light, oftentimes making its way from the reporter’s home base to social media
before you've had a chance to even evaluate your performance. So it’s imperative that you
or your spokespeople know how to harness the best media training tools and tactics so you
start to look forward to the next interview, rather than dread it.

The contributors to this PR News Guidebook have offered some of the industry’s best
thinking on the topic of media training, PR and media relations. You’ll find hundreds of
tips on how to leverage your brand’s message on social media.

Kellyanne Dignam of Rasky Baerlein Strategic Communications, in her article, reminds
us that “You are the master of the tweet unsent; once tweeted, it is the master of you” You'll
learn quickly that social media has become the digital press conference, a round-the-clock
opportunity (or risk) to be heard by everyone, for better or worse.

In this PR News Media Training Guidebook, you’ll learn how to build better relation-
ships with journalists, so when they come calling you have banked considerable goodwill.
You'll get tips that may seem second nature but can make a big difference in your success
with a media interview, such as: “Listen to your mother: sit up straight” As Nancy Vaughn
of the White Book Agency noted with this advice, if youre slouching during an interview,
experimenting with a new style or forgetting to smile during an interview, then you are
hurting your chances of favorable coverage and positive public perception.

Our Guidebook authors show you how to tell a great story, which might result in positive or
fair coverage, an increase in customers and sales, more social media followers, and more media
interview requests. First, though, you need to know how to collect stories about your brand, and
authors such as Paul Smith of Procter & Gamble, will detail those steps and ideas for you.

If you've been involved in any media training, you know to mind your ABCs during an
interview: to Answer, Bridge and Conclude. We go deeper and show you how to do this.
Media training is no longer optional, and it’s not a luxury, either. It’s an imperative for any
PR professional and for those who are in the public eye. The good news is that after reading
this book, you’ll not only be ready for the next interview, you’ll become a better storyteller
at a time when we need more interesting, memorable stories.

Let us know what you think about this Media Training Guidebook, and please share with
me your stories of success.

Sincerely,

Do itz

Diane Schwartz
@dianeschwartz

© PR News




PRNews Media Training Guidebook | Volume 5

Table of Contents

Editor’s LEtter .....ccoucviiiiinuinnuinsiiniininniinsiiniisiinsiennesneseisseesessessssssssssesssssssessees 3
Index of Companies & Organizations .........cceeeeevvuereivecriseessnenssseenissecsssessseenes 7
Chapter 1—OVervVIeW ......ccvirveiiiiiseiiiinsneinsssssensssssssssssssssssssssssssssssssssssssssssssssssas 13
The Boss Should Hear You...Why? by Jim LUKasZeWsKi........ccccoeeurircuruneueinecinicinineeinecinecieeeeeeseesesessesenennes 14
Media Training as a PR Catalyst: It’s about Bucks, Not Just Buzz by Adam Konowe ........ccccccecceuvevcrruncunnce 16
Invert Your Pyramid: Media Training in an Era of Engagement by Ken Kerrigan .........cccoececevecunevcernncnne 19
Executive Branding Critical as Visibility Becomes Clear Objective by PR News Editors ........cc.cccoouevuruncene 22
How to Media Train—3 Top Tips From a Spokesperson’s POV by Leah Ingram.........ccccceveuvivicuniuniunnncs 24
7 Steps to a Establishing Corporate Visibility Speaker Program by Amy Scarlino .........ccccecuviviccincuninnnee 25
Your Toughest Sell May Be on the Inside: Training The Resistant by Edward Hershey...........cccccceeuueecce. 27
Post-Media Training: A Chance to Strengthen Client Relationships by Melissa Biernacinski 31.............. 31
Chapter 2—Journalist Relations ........c.ccovvueiineeninuiiineinineenneciinecnsnecnneesinneees 35
Break the Communication Barrier: 5 Tips to Put Training in Perspective by Lisa R0sS.......ccccceuvvueuruunnee. 36
First, Teach Them the Meaning of News: Toward a Nuanced Definition by Dave Reddy..........cc.ccceuucece 38
Natural Talent: Choosing the Best Spokesperson For Your Brand by L. Drew Gerber ............cccocccvucunenee 41
When Facing Today’s Media, Leaders Can’t Live on Hubris Alone by PR News Editors...........c.cccccuvvunnne 44
Interview Tactics for Establishing Good Will with the Media by Esther Buchsbaum...........cccccoeuveninnc. 46
From Enemy to Ally: For Better Placements, Think Like a Journalist by Danielle Waller.............ccccc....... 48
Steps To Pitch Journalists Using Smart E-mail Marketing Tactics by Adam Torkildson .........ccccceuecuennceee 50
Give Media the Edge: 4 Ways to Keep Them Coming Back for More by Kate Sirignano............cccceeeueuuceee 52
Reporters are Not Your Friends: Managing Media Relationships by Melissa Schwartz............cccccvuvcuenneee 55
Beyond the Release: 5 Tips For Forging Strong Media Relationships by Rosemary Martinelli ................. 58
Preparing for Ambush: Responding To the Everyday Reporter by Blake Woolsey..........cccccevccuruccrrineenncnee 61
Chapter 3—MeSSAZING ....cccoverrrruerirreirireriisinisieesisesisseessstessssessseessssssssssssssseses 65
Stop Memorizing, Start Storytelling: 5 Key Message Techniques by Claire Guappone..........ccccccvvueuucanes 66
Serve up a Good Sound Bite by Developing a Point of View by Melissa Campbell..........ccccccoecvirniiiinnanes 69
Empower the A’ in Q&A: How To Draw Out Critical Messages by Don Cunningham.........ccccccecvvunnnce. 71
Crafting Multiple Messages Ahead Of Outcomes: Managing the Efforts by PR News Editors.................. 73
Pictures Worth 1,000 Words: How To Get The Most Out of Infographics by Sherry Smith....................... 75
A Simple Formula For a Persuasive Message: Authenticity, Connection by John Davies..........cccccocuneuncce 79
Mind Mapping: Visualizing Your Key Messages by Reginald E. ROWe.........ccccccovuviniininiinniccininininiinnes 81
Harmonizing Your Messages ForPaid and Earned Media by Nancy Coffey ..........ccccveveriveuneunierncrnerninennes 84
Taking the Spin Out of Media Messages: Honesty Matters by Sheryl Zapcic .........cccveuveueveunerreecnncuneunecnnes 87
Developing Key Messages as a Team Sport: Training the Players by Lisa Sorge........ccocoveveuneureecrncunerneecnnee 90

Table of Contents © PR News



PRNews Media Training Guidebook | Volume 5

Chapter 4—Game Day Prep.......ccovceveveinneiiineinsninnneinnninnneessneessnessneessens 93
Turning Mr. Humdrum into Mr. Primetime: Training for TV Success by Binna Kim..........ccccccveuvuiaeee. 94
Media Training Tips From the 2012 Presidential Debates by PR News Editors.........cccccovcviviviincincininnee. 98
10 Tips to Help Clients Feel Comfortable In Front of a Camera by Mary Ellen Miller............cccccecceuucec. 100
New Media Training: Turning ‘Gawky Geeks’ into “TV Geeks’ by Jeszlene Zhou..........cccceuevcuniuricncnncs 102
Image & On-Camera Style: Considering the Total Package by Nancy Vaughn.........cccccoecviuviiviiicincinianes 104
Chapter 5—Prepping the C-Suite & Other Spokespeople.........c.ccceeuereruecnnne 109
C-Suite Media Prep: Managing Expectations, Before and After by Carol Merry ........ccoovceeuneeeunecenencunn. 110
Attending to Your CEO’s Achilles’ Heel(s): A Guide By Type by Andrew Gilman .........ccceceeuveveeeurecnnnee 114
Make Media Training Stick: Essential Tips and Tricks by Cheryl Gale ........ccocccvuveurneinvcnncnnccnecnnenee 116
PR Execs Close to the CEO Reveal Their Secrets—‘Be Voice of Reason’ by PR News Editors................ 118
10 Tips For Creating Engaging Training Session by Jordan Halperin ............ccccocvenieivcininicincininiccincnnns 120
It Ain’t Astrophysics: Media Prep to Make the C-Suite Shine by Jo Miller .........ccocouceuveniniccininicicnn. 122
The Reluctant Spokesperson: Training to Overcome Stereotypes by Anya Grottel-Brown...................... 125
Transforming Your Leaders Into Master Storytellers by Paul Smith........ccccocoovceininiicniniicncn, 127
Big Interview? No Problem: Using Media Analysis to Prep the C-suite by Jim Donnelly ...................... 129
Chapter 6—Before and During the Interview .........ccoeevvueiveennneniecnsnensneennne 135
The PR Manager as Coach—And The Supporting Cast of Characters by Joan Lowery.........ccocccveueunnce 136
Get Ready For the Close-Up: 7 Tips To Ace the Next Interview by Jackie Allder.........ccococeuveeeurecrnecune. 140
Nail That Interview: Proven Tips to Help Clients Take Charge by Bonnie Shaw .........cccccvvveuvnicinecnnnnce 143
Body Language in the Spotlight: The Interview as Basketball Court by Dave Simon........c.ccoccevvcrrunneee. 146
Three Seconds, Three Minutes or 30 Minutes: The Formula by Debra L. Seifert.........c.ccccoccevecurencrrnncnne. 148
The Phone Interview: Making It Count, Long Distance by Anitra Schulte..........ccccccovuvcuvneenicrnncrnnneannn. 152
Beyond the Message: Take Time For Your Training by Juan Sanchez............cccccocviiinninicinninincnn. 154
Media Training and Hang Gliding: Preparing for the Big Leap by Susan G. Butenhoft.......................... 156
Chapter 7—So0cial Media.......cccoverrivirinreirinnennineninsenninnensssneneneessnessssesssesssnns 159
Executive Training to Maximize Social Media Engagement by Becky Livingston..........cccceccuvuveuvurecnnnee 160
Training a Social Spokesperson: Effects of Collective Intelligence by Kellyanne Dignan.............cc.c........ 164
Blaze a Trail in Social Media for B2B With a Clear Map and Clear Goals by Mary C. Buhay................. 167
How To Write and Syndicate an SEO-friendly Press Release by Jason McDonald ..........ccccceeceuvicunneee. 169
Real Time Means Real Coverage: Deliver the Goods in Social Media by Bri Clark.........c.ccccecceuvueunnnce. 173
Forget the Controlled Town Hall, Employees Have the Social Floor by PR News Editors ...................... 175
Chapter 8—Crisis Management.........ccccceereeriruerisseensseessssenssseessssesssssessssesssnns 179
Do The Right Thing When Things Go Wrong: 4 Golden Rules by Karen Friedman.........ccccccccoevueinnenes 180

Table of Contents © PR News



PRNews Media Training Guidebook | Volume 5

Hope for the Best, Expect the Worst: Preparing for a Crisis, Big or Small by Jeftrey Morosoff .............. 182
Saving Brands in Crisis through Smart and Ethical Public Relations by Ann Andrews Morris.............. 185
How to Train a Crisis Spokesperson: Lessons From Hurricane Katrina by Sheila Consaul .................... 189
Developing A Risk-Sensitive Culture To Stave Off Crises by Jon Goldberg..........c.cccvucurunerenicuneccrnnncnnn. 192
Not Fightin’ Words: From Negative Reaction to Learning Opportunity by Abigail Malik...................... 194
Disaster Management: Lessons From the 2011 Japanese Crises by Dr. Sorin Nastasia

and Dr. Isaac BIANKSON ..o 197
Readiness Steps for Crisis Leaders by Guy Versailles............cocceienicinicininceniienicinicreeeeneensescsenesenne 201
First Tactic to Use With a Hostile Audience: Acknowledge the Boos by PR News Editors...................... 204
Wal-Mart Crisis Underscores Need For Strong Corporate Governance by PR News Editors................. 206
Live to Fight Another Day: Prepare For Quality Crisis Communications by Stephen Sigmund............ 208
When the CEO May Not Be the Right Spokesperson in a Crisis by Tony Jaques........ccccccvuveeunecurecuennee 211
‘Not Intended to be a Factual Statement’: Arm Against Deception by Elizabeth Toledo..............c.......... 213

Table of Contents © PR News



PRNews

Media Training Guidebook | Volume 5

The Boss Should Hear You...Why?

By Jim Lukaszewski

here’s something about us public relations people

that makes us act as though we were anointed

to save the boss’s job just about every day. The

problem for most of us is that these “clients” rarely
listen to us closely, and when it seems that they do, they
take a different approach or act on only a fraction of what
we suggest.

Self-Exam

Those who are really successful at moving the boss—and
their bosses—to do things, think things and take action
have a tendency to put themselves through a self-exami-
nation exercise. This keeps them focused on helping their
leaders do a better job each day. So continuously ask
yourself these questions:

1. Why do I want to be heard by my boss?

2. Why should the boss listen to me about anything? What’s
in it for him or her?

3. What’s not working right now, and why?

4. There are clearly some risks if I do punch through and
get heard by the boss; am I ready for those?

5. Am I ready to start being more brutally honest with
myself first?

6. Can I train myself to focus on what really matters from
the perspective of those who run the place?

7. How willing am I to change myself to have the kind of
influence I seek?

I hear the following from people all the time: “There are
things my boss should be changing right now that I’ve been
harping on for weeks, maybe months. What am I doing
wrong, and how can I get her to do the things that I think
should be done?”

Whenever I’'m asked these questions, I always ask a
question back: “Is your boss doing something immoral,
illegal, unethical, utterly stupid, risky or dangerous?” If
the answer to any of these is yes, you may have to make a
career decision before they make a decision to follow your
advice.

Move On

So how do you get the boss to follow your advice? Don’t
nag. Stop harping at the things that you want them to do
after about two weeks. Five days would be even better.
If the boss is not going to do something that you suggest
promptly, he or she is probably not going to do it at all.
Move on to something else, promptly.

Just remember whose bus you are traveling on: theirs. You
are along to be a helpful passenger, but the directions and
decisions are always theirs. Don’t like the ride, direction or
other passengers? Catch another bus, or get your own.

Be More Important

We communicators have new ideas all day long. All of us,
in fact, throw ideas away every single day because we have
so many and too few places to put them into action. Drop
the burden of pressuring and whining at someone who is
clearly going to do something else or nothing.

If the boss is not going o do something
that you suggest promptly, he or she is

probably not going fo do it af all.

Make yourself more important within the organization
by following this rule: Always make fewer but far more
important suggestions to move the business forward. The
goal is to always say things that matter. Here are five test
questions to ask yourself before making a suggestion:

1. Does the idea you’re about to suggest help the boss
achieve his or her goals or objectives?

2. Does that suggestion you’re about to make help the
organization achieve its goals or objectives?

3. Even if the answers to questions 1 and 2 are yes, is it
something that really needs to be done, anyway?

4. Does it make, save or preserve money, and resources?

5. What will fail, or fail to proceed or succeed, if the idea
you are about to suggest is ignored or remains undone?

Chapter 1: Overview
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This last question is vitally important to the process of
thinking through how you suggest things to leadership.
Stop being the first person to raise your hand unless you’re
the only one in the room. Say things that matter, write
things that matter, suggest things that are genuine and
important options for the boss to consider.

Always make fewer but far more important

suggestions to move the business forward.

You’ll know you’ve succeeded when:

® People hold up meetings waiting for you to arrive.

® People remember what you say and perhaps quote you
in other places or venues.

® Your stories are told and shared as though those stories
belong to the person telling them.

® Others seek out your opinions and ideas, and/or share
their agendas and beliefs with you in the hope of influ-
encing you to influence the behavior of others.

And one more thing: Remember the YOYO rule. Having an
important, interesting, successful and influential PR career is
up to you. You are on your own (YOYO) to achieve it. [ZY]

Jim Lukaszewski is president of The Lukaszewski
Group, a crisis communications agency based in
Minneapolis.

Chapter 1: Overview
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Break the Communication Barrier:
5 Tips to Put Training in Perspective

By Lisa Ross

s PR practitioners are well aware, the task of

media training is a bit like trying to instruct

someone to write in reverse. If your trainees did

not already have longstanding preconceptions
about which direction the letters of the alphabet should
face, and which way the words should run along a line of
print, teaching them to do it the other way might not be so
difficult.

The point is this: most business executives consider
themselves skilled in the job of persuasion and the close-
ly-related art of communication. Effective outreach to
customers, employees, partners and vendors is, after all,
a key element in the unscientific equation for bottom-line
success.

Communicating with the media, however, is an entirely
different kind of ability—one that is often taken for granted
by those who take pride in their deal-making talents. The
thinking sometimes goes like this: “If I can negotiate a
complex transaction, explain its terms and convince others
of its merits, then I can certainly talk to the press and get
my point across.”

Unfortunately, some of the very communication strategies
that work in a business setting are grounds for failure when
the media come calling. Technical explanations, complex
references to supporting documentation, a reliance on
terminology embraced by those in the know—all of these
tactics may work when making a B2B sale, for instance,

or when delivering a speech at an industry conference, but
they forecast the death of a message for the media spokes-
person.

Arm the Spokesperson-In-Training: 5 Tips

Keeping a message alive and well within the confines of
an interview is no easy task. As a result, being an effective
spokesperson requires learning, practice and discipline.
The mission of the PR professional is to help clients, or
co-workers in the case of in-house PR staff, overcome their
preconceptions by providing the learning, encouraging the
practice and emphasizing the importance of discipline.

By arming the spokesperson-in-training with the following
five simple tips, we can set the stage for a successful media
preparation program:

1. The Power of 3: It may not sound natural in the context
of everyday conversation, but effective communication
with the media must highlight well thought-out sound
bites, and those sound bites should consistently emphasize
descriptions arranged in groups of three. Why three?
Simply put, four is too many and two is not enough. By
harnessing the power of 3, the spokesperson can craft
sound bites that are concise, insightful and colorful.

Interviews, of course, can take a number of forms, from
the brief phone contact with a newspaper reporter seeking
a single good line to a half-hour talk show or panel
discussion. While the type of interview will determine the
amount and nature of preparation involved, a good spokes-
person will have sound bites ready to go regardless of the
forum, and those sound bites will always be animated by
three essential descriptors.

Some of the very communication strategies
that work in a business setting are grounds

for failure when the media come calling.

2. The Call to Action: A business meeting may take

time to reach the point where “next steps” are discussed
or action plans are reviewed. In a media interview, the
spokesperson must get right to the point: Include a call to
action. Whether it is a suggestion to visit a Web site, make
a phone call or attend an event, the call to action should be
mentioned early, repeated often and delivered as a recap at
the end of the interview. The repetition may seem discon-
certing to the spokesperson-in-training, but if the call to
action is to have its day in print, on the Web or on TV, the
repetition is essential.

Remember, the call to action gives meaning to the message
for the interview subject. It is the driver of sales, the

Chapter 2: Journalist Relations
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generator of leads and the power of PR—so include the call
to action.

3. The Brand Name: Reports indicate that an increasing
number of business executives work for the mega-conglom-
erate corporation known as “We.” According to these stories,
“We” has launched a series of new consumer products,
enhanced its IT platform, and consistently outperformed

the competition, which coincidentally has also adopted the
moniker “We.” Readers interested in learning more can
research “We” online, but their results may vary.

Alternatively, to help clarify things for the audience,
the media spokesperson for the company or organi-
zation should, and in fact must, mention their brand
name repeatedly during any interview. “We” did not
organize a new food drive and donate hours of service
to the community; Company X did. The spokesperson
for Company X must be reminded that when discussing
Company X and Company X’s accomplishments or
developments, it is critical to use the more unnatural
sentence construction that features the Company X brand
name—over and over again.

We all know how fo falk,
but not all of us know how

to talk fo the press.

4. The Rehearsal: Media training exercises invariably
emphasize the importance of preparation. The spokesperson
should plan an agenda for an interview of key issues that
relate positively to the interview topic. Three to five key
message points should be determined; these messages
should be clearly thought out, and sound bites should be
developed for each. Interesting facts should be gathered

to back up the messages. The interviewee should develop
a set of worst-case negative questions that may develop,
along with answers that steer the topic back to the positive
messages.

To complete the preparation, the spokesperson should
rehearse out loud exactly what they hope to say. Only by
rehearsing can the messages become focused, and the
delivery targeted.

5. The Headlines: A useful way for a spokesperson-
in-training to understand the media communication
dynamic—and how it differs from the business commu-

nication style they know—is to think in terms of the
headlines.

By envisioning the headlines they hope to read or hear
after a press call, along with those that they would rather
not see, potential interviewees can easily understand just
how severely they need to simplify their language, just
how much they need to repeat their key messages and
brand name, and just how frequently they must edit their
tendency to digress. “Spokesperson Generates On-Message
Headline” is a headline PR professionals would like to see.

One of the greatest challenges facing the PR professional
who is managing a media training program is to convince
their trainees that what they are doing matters—that
communicating with the media is a skill that stands apart
and an art that must be practiced. We all know how to talk,
but not all of us know how to talk to the press.

There are, of course, various ways to make this point clear.
There are hours of taped interviews gone bad, piles of
images of squirming spokespeople on the spot, miles of bad
ink, and strings of disappointing media headlines. These
illustrations can help explain how unique the media dynamic
is, and how important it is to be prepared. But to make sure
the spokesperson-in-training is on key and on message, these
five simple tips are a good place to start. (i1

Lisa Ross, president and partner, rbb Public Relations,
creates new relationships for rbb and oversees the
strategic development of client campaigns fo ensure
that meaningful results are achieved. Consistently
ranked among the nation’s top 100 firms, rbb is a four-
time "Agency of the Year” and recognized as a "Best
Place To Work”
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