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Communicating Your Impact:
Getting the Media to Care What You Care About

Stephen Faul, VP Strategic Communications and Business Development
Marnie Grona, Director, Marketing and Communications
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The audio for today’s presentation is being
broadcast through the webinar room.

Today’s session will be in lecture mode. This
means you will be able to hear the presenter
but the presenter will not be able to hear you.

All questions should be entered into the Q & A
box and sent to ‘all panelists’. Your questions
will be taken at the end of the presentation.

This session is being recorded. The recording
will be made available following the session.



PRESENTERS

STEPHEN FAUL

VP, Strategic Communications and
Business Development

Prior to Imagine Canada, Stephen served as the Executive
Director of Second Harvest. He also worked in management
capacities with a number of other nonprofit organizations.
Stephen holds a certificate in marketing for nonprofit
organizations from Carlton University and a diploma from
Centennial College in radio and television journalism.
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MARNIE GRONA

Director, Marketing and Communications

Marnie is responsible for Imagine Canada’s communications
and marketing. She has worked at the Winnipeg Symphony
Orchestra, Winnipeg Fringe Theatre Festival and the Royal
Manitoba Theatre Centre. She has dual-specialties in Marketing
and Advertising from the University of Winnipeg, and holds

a diplomain Arts Management from Confederation College.
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Communicating Your Impact
Why engage the media?

Conduit to the public
— Top of mind awareness
— Promote your organization
— Shape popular opinion
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News Is a Business

“We are doing good work, you should care” — not good
enough.

* Traditional media outlets need to attract an audience
with information of perceived value to their readers,
listeners, viewers or surfers.

e We need to find an intersection between what we
want people to know and what the media cares
about.
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News Is a Business
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Strategy

e Goals — very specific is better

* Key messages —remember your impact

e Desired audience — no ‘general public’
 Media channels —integration

* Tactics — proactive or reactive

e Call to action — what do you want people to do
 Timelines and responsibilities

e Evaluation — polling is ideal
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Letters to the
News Release

Media availability

Interviews
Social media

Typical tools

Editor
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Letter to the Editor

e Often forgotten about as a tool
* Low cost but can have high impact
e Restrictions in length

* Timing is everything — great way to
comment on an ongoing issue or
current story
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News release

* Written in news ‘pyramid’ style.
 Headline to draw people in —

angle, hook.
“Mocking mental illness for fun and MOST IMPORTANT
profit
* Factual —avoiding exaggerated \iss IMPORTAy/
or completely subjective claims.
e Boilerplate and contact info. LEAS\MANT
* Video/audio files, illustrations,

infographics?
* Written in plain language...

STRENGTHENING : :
Secslg{lrce ORGANIZATIONS V\/eblnal’ SerleS gj

Imagine !( anada



What the scientists submitted as a
news release headline...

Precise U-Pb ages of single zircons prove a chicxulub
source for cretaceous-tertiary boundary distal ejecta

How media relations re-wrote it...

ROM confirms date and site of meteorite impact
suspected in death of the dinosaurs

How the Toronto Star reported it...

The dinosaurs’ unlucky day — Rom team proves
another piece of the dinosaur theory
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Media availability

 Not a formal release or news conference.

* Indicates your availability to comment on an issue.

* Highlights your involvement, credentials and/or
expertise
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Interviews

* More than just responding to
guestions but an opportunity
to deliver your key messages.

* Negotiate, prepare and
anticipate questions.

* Answer questions and bridge
to your key messages.

* Avoid acronyms and jargon.
e Off the record?
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Interviews — tricky questions

Hypothetical — safest not to speculate but bridge to
safer ground.

Q — What do you think would happen if your two
organizations merged?

A — It’s difficult to predict the future — or —it’s hard to
speculate on a hypothetical situation — our more
immediate concern is...(bridge to key message)
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Interviews — tricky questions

Answering for others — dangerous to presume how
someone else would react.

Q — What do you think the CRA would say to that?

A — Well you'd really have to ask them or | wouldn’t
want to speculate on how the CRA might respond —
from our point of view the concern is...
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Interviews — tricky questions

Questions with inaccurate assumptions — unless it’s a
small point you need to refute the assumption.

Q — Given that most of your donations come from the
government...

A — Actually although we are pleased to count the
government among our supporters, most of our
resources come from individuals...
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Interviews — tricky questions

Questions that lead you completely off topic or into
dangerous territory — bridge back to your key messages

Q — Isn’t it difficult to get anything done at the
municipal level with all the distractions going on?

A — We have wonderful partners throughout the city
working very hard to...
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Interviews — remember where you
work

* Your affiliation may only be mentioned once or twice
in the news article or story — if you constantly say

“We"” or “Our organization” where you work may be
lost which is a lost opportunity for promotion.

 “At Imagine Canada we believe that...”
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What is your organization’s impact?

Everyone has a need — that’s not unique — how are you
meeting that need — what is your solution, your impact?

“Avoidable blindness elsewhere in the world is a terrible
situation.”

VS.

“We are working to end avoidable blindness — we have the
solutions, we are on the road to reaching our goal we just
need our help to get the job done.”
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What if they get the story wrong?

Don’t over react — is the error important or
incidental?

Set the record straight first with the journalist —if no
response contact the editor or ombudsman.

Asking for a correction — much easier with online —
“In some editions of Friday’s paper...” or “Earlier
versions of this story...”

Sometimes the fact is corrected without any
acknowledgment.
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Remember your audience

What do they already know?

* What do you need them to know?

What is the call to action?

The “so what” test
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Social media can help you

cast a wider net than some
traditional forms of
journalist outreach.
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and social media.

In a global survey,
Canadian journalists
rank the highest in
their use of social
media. Practices and
use of tools are
embedded in their
professional practices.

- Cision Journalism Study
2012 — Global Report



http://www.cision.com/de/files/2012/10/Social-Journalism-Report-2012-Global-Report.pdf
http://www.cision.com/de/files/2012/10/Social-Journalism-Report-2012-Global-Report.pdf
http://www.cision.com/de/files/2012/10/Social-Journalism-Report-2012-Global-Report.pdf
http://www.cision.com/de/files/2012/10/Social-Journalism-Report-2012-Global-Report.pdf
http://www.cision.com/de/files/2012/10/Social-Journalism-Report-2012-Global-Report.pdf
http://www.cision.com/de/files/2012/10/Social-Journalism-Report-2012-Global-Report.pdf

Why journalists
use social media?

e To source stories.

* To assist in their own reporting.

 To monitor issues, stories and
content after publication.

* To create personal brands.

* To connect with their readers.

95% of the journalists
believe that social media
can be a reliable tool for
sourcing stories.

- 34 Annual Survey of the Media
in the Wired World, 2011
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http://www.prweb.com/releases/2011/5/prweb8387082.htm
http://www.prweb.com/releases/2011/5/prweb8387082.htm
http://www.prweb.com/releases/2011/5/prweb8387082.htm
http://www.prweb.com/releases/2011/5/prweb8387082.htm
http://www.prweb.com/releases/2011/5/prweb8387082.htm
http://www.prweb.com/releases/2011/5/prweb8387082.htm

Using social media
to build relationships
with journalists.

Times change. Quickly.

In one , 2% of journalists
identified social media as a preferred
method of contact.

In a released last week, journalists
indicate that 30% prefer social media as a
method of contact but only 19% of PR
professionals are doing it.
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Tips to for building
relationships with journalists
through social media.
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It’s about the relationship.
Be in it for the long-term.
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Connect with the individual,
not the outlet.
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Get to know them.
Follow and observe.
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Regularly interact
with the journalist.
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When it’s time for the pitch,
be mindful.
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When it comes to follow up,
keep it short, sweet and to
one method.
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Be responsive.
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Remember, tweets and
other social media activity
are public.
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Tips to for building
relationships with journalists
through social media.

1.
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It’s about the relationship. Be in it for the
long-term.

Connect with the individual, not the outlet.
Get to know them. Follow and observe.
Regularly interact with the journalist.
When it’s time for the pitch, be mindful.
When it comes to follow up, keep it short,
sweet and to one method.

Be responsive.

Remember, tweets and other social media
activity are public.
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Social Media and
Journalist Engagement
Takeaways.

* |f social media is not part of your
journalist outreach toolkit, it
should be.

 Don’t forget about the personal
touch.

* Be aware of the tools journalists
are using.

Questions:

Twitter: @serenevistas
Email: mgrona@imaginecanada.ca

webinar series



Additional Information

e Studies: Journalists and their use of social media

— Global study shows more journalists embrace social media

— 3rd Annual Survey of the Media in the Wired World

— Study: 96% of UK journalists use social media every day

— Use of Social Media among Business Journalists

— Cision Social Journalism Study 2012 — Global Report
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http://paidcontent.org/2013/06/12/global-study-shows-more-journalists-embrace-social-media-germans-not-so-much/
http://www.prweb.com/releases/2011/5/prweb8387082.htm
http://www.prweb.com/releases/2011/5/prweb8387082.htm
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http://www.journalism.co.uk/news/study-96-of-uk-journalists-use-social-media-each-day/s2/a554687/
http://www.journalism.co.uk/news/study-96-of-uk-journalists-use-social-media-each-day/s2/a554687/
http://brunswickgroup.com/publications/surveys/social-media-survey/
http://brunswickgroup.com/publications/surveys/social-media-survey/
http://www.cision.com/de/files/2012/10/Social-Journalism-Report-2012-Global-Report.pdf
http://www.cision.com/de/files/2012/10/Social-Journalism-Report-2012-Global-Report.pdf
http://www.cision.com/de/files/2012/10/Social-Journalism-Report-2012-Global-Report.pdf
http://www.cision.com/de/files/2012/10/Social-Journalism-Report-2012-Global-Report.pdf

stephen faul
@stephenf84 u

Vice President, Strategic Communications and Business
Development, Imagine Canada - Tweets are my own
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More webinars to come!

Fall2013 | 1-2 PM ET

November 20. Building &
s Maintaining Effective Board-CEO
Relationships

November 27. Presenting
Measurable Program Results

December 4. Political Activity

http://sectorsource.ca/webinars
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Winter 2014 | 1-2 PM ET

February 5. Foundations for Earned
Income & Social Enterprise

February 12. Transparency &
Impact: What donors & funders
notice

February 19. Gifts & Receipting:
The formula to CRA compliance

February 26. Moving from Maybe
to YES: Fundraising & corporate
community partnerships
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Thank you for attending

visit sectorsource.ca/webinars for a list of our upcoming webinars




