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[bookmark: _GoBack]Joann Starks:  Welcome back everyone, I would now like to introduce Dr. Donna Lockett, who is the Knowledge Translation consultant, she is the co-creator of the scientist knowledge translation training workshop with Dr. Melanie Barwick of the hospitals for sick children in Toronto, Canada.  
She has shared information on working with the media to workshop participants over the past several years, and we are pleased that she could join us today.  Unfortunately her schedule will not permit her to participate in the discussion at the end of the day.  So please ask any questions you may have during and at the end of her presentation.
Dr. Lockett?
Donna Lockett: Thank you Joann, good afternoon everybody, thank you for giving up your time to participate today.  I'm delighted and honored to have been asked to lead this session.  We have done quite a few of these trainings.  This is the first time I've done it in this format.  It will be an interesting experience for me.
I would love if you would ask questions as they come up, and Joann will cue me when the questions come up, so it will come to my attention.  I will follow the slides.  I will also be chatting a fair amount outside of the slides, because they are there for your guideline.  However, I probably have a little more to say than what is on the slide.  If we start with the first slide, we have learning objectives.
When I speak about speaking with the media, the media is a specific audience, and really I'm quite interested in how you speak to any lay audience because the media is the intermediary for the lay audience.
In terms of how to connect with the media, that would be a specific skill set that I'll discuss with you today.  But in terms of how you show up as a presenter and how you prepare your findings in a way to not only spark the interest of the potential knowledge user, but actually perhaps generate some form of change, whether it be changing awareness or attitude or behavior or practice, that is pretty well across the board with any lay audiences.
Why we specifically may want to consider the media, essentially if we want to get our message out to the general public, that becomes essential.  They are a great vehicle.  They are a wonderful tool to use.
They love research.  They are really compelled by healthcare information, even very basic research, they are very interested in findings.  It is possible that the findings may not be applicable to human conditions for years, maybe even decades.  However, we often open the newspaper and see these basic scientific research findings in the paper.
I would suggest that everybody on the call is probably involved in work that would be very interesting.  If we are looking to start generating awareness, interest, policy change, it becomes a good venue.  Policymakers, government folks, we know they read newspapers.
Of course, we want to make sure if the media is interested in story, that we are able to present our vantage point of the story.  We are the experts.  You are the experts in the area that you work in.
If they get wind of the story and they are compelled to try to get a lead on that story, if you turn them down for whatever reason, perhaps you are not comfortable in speaking with the media, they will find someone else to speak on behalf of the story.  That other individual may not be as skilled, as knowledgeable or as best able to represent your information, as you are.
There has been a bit of research on the media.  I have some information here that comes from a database.  It tells us this is something you want to consider.  It is a effective tool.  It is one that researchers traditionally have not made very big use of.  I can speak to our Canadian experience here.  We have a new vehicle called a C D.C., Canadian broadcast service.  The CDC has been increasingly interviewing researchers over the last couple of years to the tune of probably two or three a day now.
This is the Cochrane database.  Our media here in Canada becomes interested in health research in particular.  Why it's important to think about improving the skill set, if you are going to speak with the media, a lot of people are afraid to talk to the media because they are afraid they are going to get misquoted and misrepresented.  They are afraid of words being put in their mouth or the story will not be written up favorably if it's a written format.
I think probably everyone on the phone call has seen Sarah Palin being interviewed often by Katie Couric.  We were not able to stream the video here.  But I would like to bring to your attention if you have the opportunity to actually Google any interview that is done between these two ladies.  You will get a sense of what you don't want to do in a media interview.
Typically, my experience of seeing Sarah Palin being interviewed, she tends to get flustered and gets defensive and a little scattered.  That highlights to me five significant pitfalls that she is not well‑versed at.
One is, she doesn't seem always very well prepared to respond.  It doesn't mean she is not preparing well.  But for whatever reason she appears not to be well prepared.
Part of that may be the second point, is that she loses her ground.  When she is asked a question she is not prepared for, in my observation, she gets very flustered and very defensive.  She gets called into a region of her brain that doesn't have a lot of logical thinking called the old brain or reptilian brain, fight or flight mechanism.  Autonomic nervous system.  We want to leverage a thinking brain as much as possible when we talk to the media.  We don't want to get hijacked into the reactive part of the mind.
The third thing is she doesn't take time to pause between stimulus and response, the question and her answer.  She responds very quickly.  I think for us to actually take that moment to pause and use the opportunity to find some sense of ground to repeat the question, to think of our response is very important.
The fourth thing is she doesn't seem to know how to bridge.  I'm going to talk more about bridging.  But basically using an opportunity for whatever question is asked of you to come back to the most important thing that you are there to talk about.  We call that the Smith, single most important thing, what is the message you want to get out ‑‑ SMIT.  The last thing is she seems to have quirks, some may be her smile, when she gets a little anxious, that may be distracting.  I invite you folks this afternoon to think about what are the quirks, mannerisms, those you knows, the likes, the uhs, we all have them and some of us are quite animated with our hands.
Some of us have a tendency to look up when we think or sideways when we think.  All of these become distracting when you are dealing with the media.
Let me come back to my slides.  That is all to describe what you don't want to do in an interview.  Coming back specifically to how do you connect with the media, most if not all of you are probably within organizations where you will have communications, departments or public affairs departments.  They will make that liaison for you.
However, you may be in a situation, perhaps you work for a NGO, where you will actually reach out to the media yourself, media with a press release.  It is important to know that there is a lot of competition for news.
We may have the best discovery since sliced bread, but if it's not packaged in a way that is going to be compelling, enticing, attractive to the media because they have to sell it, then it may not get any air time.  It may not get any print space.  We need to know that this is a very competitive field and increasingly competitive as opportunities, news sources are dwindling in function of our changing technology.  
When you are thinking about contacting the media, what you want to think about is who is actually going to contact the media.  Who is in the best position to speak on behalf of your project.  Who is most relatable?  Who is most eloquent, perhaps in speaking.  Who is able to talk, regular talk and not fall back and revert into jargon?
Who speaks most clearly and most, with a greater sense of articulation?  All of that becomes really important.
It may be, I've worked a lot with our first nations communities, with our Aboriginal communities.  When I would speak to their media, I wasn't the one speaking.  My research was being spoken of.  But I would usually have a elder speak on behalf because that individual was most relatable to the people that we were trying to reach.
You want to think about what needs to be communicated.  If there is one message that I can leave you with this afternoon, it is to get really clear on what your main messages are.
Very often, we have a lot of information that we wish to share, and we feel it's all really important and undoubtedly it is.  However, when we are dealing with especially the public, but with any audience that has somewhat limited capacity for taking in information, that has a lot of information coming at them from different perspectives in the world, and we want to have them experience some form of change, increase awareness, increase interest, change of attitude, change of behavior, change of practice, the onus is on us to be clear what it is we want from them, what it is we want them to know.
I tell people, I'll come back to the same word I mentioned a few minutes ago, but what we call the single most important thing.
If you are not clear on that, the work that you do currently, I would encourage you after this afternoon to think about and talk to your teammates about what is it that we want people to know, if there was one really important message.
That is the message, there may be two or three, those are the messages that you want to keep coming back to over and over and over when you are dealing with the media.
I have a few slides here.  They are FYI.  I'm not going to go through them.  They are media rules.  The first bullet talks about, you are not in control.  But I hope by the end of today's call, you will feel like you have some capacity to actually negotiate control of the interview, if you are dealing with the media.
I'll talk about how you do that.
Here is an example of some of the types of story lines that the media are looking for, and again I want to suggest everybody on this call is probably involved in work that they would be really interested in hearing about.
When I talk about the media, we are not just talking about press and radio and television.  We may be talking about magazines, we may be talking about public service announcements.  We might be talking about community calendar events.  There are many different opportunities in television and they are all listed here and there are others.  There may be some specific to your communities.
There is newsletters there are very cultural specific, or community specific sometimes, public service announcements, in radios.  I'm going through these.  You will have the slides to go through them.
Think about what, the bottom line is to think about what is my audience listening to, what are they reading?  What are they watching?
When we are dealing with try to connect with the media, the number one rule of thumb is, know your audience.
If this is a senior population, they may be listening to the local television news channels.  Or they may be reading the local newspaper.  If you are dealing with a more middle‑aged population, who tend to be highly educated, they may be reading the more highly skilled newspapers, the ones that are a little more business oriented perhaps.
It is really important to know what it is that our audience is plugged into, so that we can tailor appropriately, and also scale appropriately.  So if this is a local problem, or even maybe a very specific as I mentioned cultural problem, issue, you are going to scale accordingly.  If it's a national issue, you want to target a national media source.  If it's international, of course you want to go international.
So you need to be very clear on who your audience is, who you are trying to target.  Sometimes there is a sense that we want everybody to know everything we have to share, because it's really important.
However, there may be some specific audience or end users we call them knowledge users, who really need to hear this is a priority, this being your message.
When you are preparing to contact the media, you want to first check to see if you have a public affairs or communication department, and make sure that you go through them.  Otherwise you might get your wrist tapped ever so subsequently or not gently ‑‑ gently or not gently.  You want to know about the media source you are going to connect with.  If it's a reporter and this reporter is a radio reporter, you may want to listen to the kind of interviews that they run.
Are they pretty relaxed and invitational in their approach?  Or do they tend to be somewhat hard‑hitting, asking tough questions, often with a little bit of an agenda or maybe a bee in their bonnet, knowing they are going to hit the controversial angle and you are going to need to be prepared to deal with that controversial question.
The more you can prepare, the more you know about the media source that you are going to be dealing with, the better prepared you are going to be.  Often I say to people, say what you have to say and then stop.  We will talk more about that.
It's really important to make sure you don't ramble on.  It's really important to pause in the interviews.  It's really important if you know there is going to be tough questions to prepare for those tough questions.
It may not be, these tough questions may be dealing with issues that you feel are not the most important things that you want to talk about.  They are not your SMITs.  However, you know they are going to come up and so you can try to avoid them.  You can try to derail from them.  Or you may choose to want to deal with them directly.
That will be up to you how you want to handle it.  If you want to avoid it, I'll show you how you do that in a little while.  But if you feel like you can prepare and respond to those tough questions, you may be doing a service to the people who are listening, reading or watching you.
I'm going to fast forward through this slide.  I think I've spoken to all of this, making sure you know your target audience and that you are working at the appropriate scale.
When you are thinking about your audience, you want to think about what is it that I'm asking of them.  Are they ready to do it?  We are getting to on the individual level, a readiness of change.  And on the organizational level, whether or not the organization is able to change, is prepared to make the changes.  What are the barriers individually, organizationally?  Are they putting out different fires?
Are they in the middle of cutbacks?  Do they have the resources to do what you want them to do?
The more you know about your audience, again, the better prepared you will be.  One of the issues you want to think about, when you are thinking of who is going to speak on behalf of the team, we mentioned about making sure the person is relatable and making sure that the person can speak very clearly, making sure the person can connect with the individuals that are being, the recipients of the information.
But you want to make sure they are also seen as credible.  There is a slide I sometimes have in here, and I don't mean to offend anybody, and I have a similar slide about our own Prime Minister here, who, and I'll use our Prime Minister actually as the example, who tends to say things that get him in hot water, and the news, the media roll with that.
And they have a lot of fun with it.  He ends up looking less than credible sometimes.  So we want to make sure, this is where we say what we want to say, make sure we say it clearly, and then stop.
And then stop.  And assume that any time you are in the presence of a reporter, anything you say can be recorded, even if the light doesn't seem to be on, on the camera, for example.
Most of you if not all of you will have a fair amount of credibility, just by default of the positions that you hold in your organizations.
Timing is everything for the news.  It's interesting, in research, our timing is wait, wait and then wait some more.
In policy, it's hurry up and wait and wait and hurry up.  In the media, it's hurry up, hurry up and go faster because I have another story to get to.
What that means is that often the reporters will not be experts in the content area that they are covering.
I often suggest to people, if you are contacted by a reporter or you are linked with a reporter through your public affairs people, you can ask them questions.  Ask them, what do you know about this topic?  Offer, can I prepare something brief for you so that you can actually get a sense of what it is that we are doing here.
They may or may not have time to review it.  But it will be supportive and helpful for the interview if they know a little bit more.  The other thing you may want to ask them, if you are connected directly with a reporter, is do I have, do you know the questions?  Can I get the questions in advance?  Would you be willing to share those questions?
They may have the questions, they may not.  They may be willing to share them.  They may not.  But you can always ask the question.
The other thing you may want to ask them is, is there anybody else being interviewed for this article?  Because we certainly have heard about cases where someone generously offered their time and their resources, their information to a reporter, and unbeknownst to them, the reporter is also interviewing someone else who has an opposing position, and when the article actually appeared in all cases that I've seen, it has been in print format, but sometimes where I've directly heard of the stories but I've seen it on the news as well, you see it all the time, where people are pitted up against each other unbeknownst to them.
That wasn't what you signed up for when you agreed to do the interview.  It's really, they are not going to necessarily always tell you that.  So it's important to ask some questions in advance.
So, if the media wants a story, because it's very fast paced and you are not prepared to give it to them ASAP, they will find someone who will.
You need to know what the time lines are, so again your public affairs or communications person will know what they are.
But if you are doing, if you are contacting the media source on your own, what you will want to find out is when their internal reviews are, so they usually have two a day.  Usually, mid to late morning and early afternoon.
You want to make sure that you hit those time lines, because I think it's better to hit the one in the morning, but find out when they are.  Ask those questions perhaps.
You want to think about the time of day.  You want to also know what else is going on in the news.  In terms of the actual day that might be better for you to approach the media, I usually tell people probably Tuesday to Thursday are good days.  Fridays, it may get bumped to Monday.  Lots of news accumulates on the weekend.  Your story may not be so important on Monday morning.  Monday morning there is a influx of information that comes in.
Unless there is some kind of huge tidal wave of a story that's hit the press, hit the news, such as Ebola, such as SARS a few years ago, you may want to sit on your story for a while and wait until those stories die down a little bit.
I see the media like a series of waves.  Sometimes you have to create a wave, a momentum.  Sometimes there is actually a story that is in the news, that has some level of compatibility or synergy with your story that you can draw a link to, that can help you to piggyback and create a stronger wave for the story line.
So be aware of what is in the news.  It is important for us if we are going to connect with the media to be abreast of what is in the news and what are the fires that are currently taking up all of the attention.  And when does there seem to be a little bit of a lull, a little ebb in the flow, so that you can actually create that opportunity.
 Excuse me, Donna.  We have a question.
 Donna Lockett: Yeah.  Hi, Barney.
 You see the question there from Bonnie.  Press releases remain effective or are there other ways to contact media that have a better response?
 Donna Lockett: Well, I think press releases are the traditional, it is the languaging of the media.  That is the way to go.  But the media is also keeping abreast of what is being posted on social media.  And often, this is where they end up contacting us more than perhaps in the past.  I think that they are keeping abreast of Twitter and Instagram and Facebook.
I think there are multiple approaches now.  I think if we want to connect with the media, we may want to think about using Twitter and know they are probably going to pick up on it.
Does that answer your question, Bonnie?  Bonnie is typing.
 She is getting to type back.  Yes.
 Donna Lockett: Okay, thank you.  I worked with Bonnie in Ottawa many years ago.
Preparing your findings.  Now, this has to do with any time you are presenting to lay audience in any format.  You really want to be clear on what your main messages are.  I don't know if anybody else over the course of this afternoon will talk about that.  But that is a little bit of the BMI bonnet, is often we trained over 1500 people and it is amazing how many people are not clear on what their main messages are.
This is where I say, how do you expect to communicate that and how do you expect people to be able to receive it, if you are not clear on it?
We need to be really clear what is the issue.  You may want to think about what do we do, you might be prepared to respond to the question, what did we find, but most importantly, is the so what?  So what?  What do we want people to do differently as a result of this?
We want to communicate our main messages in a way that people can actually perhaps get visuals in their mind.  Most of the time, we appeal with our left brain to people.  We appeal with our thinking brain.  We are using words.  We are using numbers.
Often what is most helpful is to use imagery to stimulate emotion, to use music, to use arts, creativity in some way.  That utilizes the right part of your brain.  That is going to leverage increase the potential that people will remember what it is that you had to say.
It is also going to have a stronger pow factor.  I'm going to come back to examples of that.  But I want to, would like to encourage people to think about am I actually utilizing that right part of the brain.  Am I engaging it when people are hearing, watching, reading, listening to my message.  Can I use metaphors?  Joann, may I ask you, is there a big stadium where you are in Texas?  What is the big stadium in.
 Joann Starks: We have a good stadium here in Austin.
 Donna Lockett: What is the name of it?
 Joann Starks: The Darryl K. royal memorial stadium for the university of Texas at Austin.
 Donna Lockett: Darryl K ‑‑ (overlapping speakers).
 Joann Starks: Royal.  He was very important a few years ago.
 Donna Lockett: Okay.  An example would be the number of people who might have an increased quality of life who have disabilities and increased quality of life, if we were to utilize this strategy, we would fill that stadium ten times, if it was a local stadium.  All of a sudden, by the way, my computer just crashed, I want to let you know if you can advance for me, please.  Chalk wave has crashed for some reason which it has never actually done before.  I'll try to ‑‑
 Joann Starks: We have the kiss principle slide up right now.
 Donna Lockett: I have a hard copy.  I need you to advance for me.
When you use imagery, or you create opportunities for visualization, such as that, all of a sudden, you create a different kind of message.  When you are working with main messages, you don't want to use a lot of statistics.  Perhaps numbers or percentages simply, but if you can draw it to something that is meaningful for people, it becomes even stronger.
There is an example of a info graphic which I sometimes present and we couldn't show it here because I couldn't get the copyright.  The info graphic says 29,000 children in Somalia are acutely malnourished.  That equals 966 school buses of 30 children.
That abstract number, 29,000 all of a sudden has meaning, has a pow factor, gets inside of people.  That is what we want to think about, am I delivering my message in a way that is going to penetrate.
That is what we want to think about.  We want to keep it simple, but we want to think of those colorful metaphors.  I'm moving slides forward going on to the next slide, preparing your findings.  Using words and pictures, comparative examples, anecdotes.  Stories are wonderful, they are what we have done since the beginning of time.
We talked about the Somalia example.  If we fast forward to, there is a info graphic.  For those of you that haven't used info graphic, I think a lot of people on the line have actually used into graphics, but if you haven't, you might think about info graphics.  You can use static and you can use more dynamic info graphics.
Info graphic has a number of different pictures and it will have different pieces of information.  In my experience most info graphics that I have seen on line are way busier than I think they need to be or ought to be for people to be able to take away meaningful information.
The example I gave you, that was one sentence.  It had a picture of, its was classrooms, a number of different desks with students sitting at the desk, stick figures, nothing complicated.  And it had the compare to know equals 966 classrooms of 30 students.  All of a sudden we take the numbers from being somewhat abstract and maybe a little more complicated or hard for us to wrap our heads around and we ground it in something that we can relate to every day that connects to the right brain to the heart, the emotional system.
The info graphic is a great one.  I like the visuals.  I like the graphic.  I like the information.  It's well said.  It is said plainly.  I would actually like to see it go one step further where it actually gives examples that can actually demonstrate the data a little stronger.
An example here, one million, there is a small rectangle that is purple near the bottom, and it says one million are unable to hear conversations.  Let's ground that number.
That equals the number of people that live in this state, for example.
All of a sudden you get a different pow factor with it.
If we move forward to preparing your findings, basic messages are, don't overdo it.  Make sure your findings are stated very simply, too much information is not good.  I have a private practice.  In my private practice I tell people speak less, say more.
This is where, especially when we are dealing with the media, we want to say what we have to say and then we want to pause.  Most of us are not comfortable with silence.  When there is a pause, we feel compelled to fill it up with words.
Those are the moments where you will likely say something that you wish you hadn't.  Some reporters use it as a strategy, not many but some will use it as a strategy to see what else you have got to say.  Especially if you are in a controversial area, to see if you will say something that will sell stories. Make sure your findings are stated simply.  I tell people, speak less, say more.
Especially when dealing with media, we have to say what we want and then pause, and when we have a pause we feel compelled to fill it up with words.
That is where you will most likely say something you wish you had not.  Some reporters ‑‑ not many ‑‑ use it as a strategy to see what you would say, especially if the subject is controversial and that you will say something to sell stories.
Best to be clear on what you want to say, and find ways of saying it that are compelling, and then stop.
Reporters will come at you with another question if there is a pause, and if they're able to edit it out if it's not live.
So don't worry about a pause because it can be used to come back to find your ground, whatever your strategy is in life.
You have a chance to pause and be calm, maybe take a sip of water, which can be your cue to pause, taking a sip of water.
That is just so you don't respond so quickly, so automatically, coming across less credible or eloquent than you otherwise would.
When we get stressed or anxious, and lots of people avoid the media at all costs, we get pulled into the "old brain" fight or flight autonomic nervous system without thinking attached.
We would likely say something that doesn't make the best sense, or we may actually go blank.
So using pauses in between questions and response to actually use a technique you might have to ground ‑‑ and I have a technique I have taken people out of a panic attack with.
This technique is to wiggle your toes, very basic but it distracts your mind from that you are worried about, you are grounding yourself and taking the opportunity to wiggle your toes.
But also the nervous system energy activation follows your awareness.  Instead of focusing on the elevated heart rate you have and that you are starting to sweat and breathe faster, you are just paying attention to your toes, and maybe you have taken a deep breath too.
It is a very easy strategy you can do to build space, to ground yourself and just to pause.  Let's go to the art of being interviewed, next slide.
We have talked about getting familiar with the medial source, the reporter, the type of news being covered.
If it is a sophisticated newspaper that tends to cater to the highly‑educated and wealthy, affluent section of the population, the storylines may be a bit different than for people who use local transit, for example.
That may influence the questions asked and the angle people may end up seeing covered in the paper, which is why I say:  Say what you need to say and then zip it up because you don't want to give reporters too much to work with.
I learned if the hard way the first time I was interviewed in Ottawa, I was very green as it was 20 years ago.
I went on and on and on before I learned the pauses, and the poor reporter was doing their best to summarize, pulling words from different sentences to merge them into a coherent sentence but it ended up not making sense, a hard lesson to learn for me.
So make sure you only give what you want to give them, which is how you maintain control of the interview.  And I mentioned this word earlier and I will come back to it for more detail, try to "bridge" during the interview.
Bridging is when you use the question that is asked, even if it is a question from left field that makes no sense whatsoever, or it’s about something peripherally related to your area but maybe not, and maybe it is controversial or asking for a personal opinion if you were to give it, or a "what if" question that might get you in hot water.
You don't want to answer those questions, so what you do is you use those questions as an opportunity to get your main message out.
It could look something like this:  What a great question.  I am not in a position to answer that.  What I can tell you, however, is ... And all the sudden you bridge from where the question was taking you to your main message, and in that way every question that is asked of you is an opportunity.  You will find your own way to bridge, like Jane, but you always can.  Somebody asks a "what if" question, and you can say I’m sure you can appreciate I could not speculate, we didn't look at that and we don’t know.  
What I can tell you, or what is important for people to know, or what we found, what what we looked at… always an opportunity to bridge.  Then of course you want to practice these interviews.  When we do our skit trainings the knowledge translation trainings and workshops, we get people to join in triads.  One person is the interviewer, one person is the interviewee, and one person is the observer.  The interviewer is encouraged to ask tough questions and will actually try to derail the interviewee, just so give you a sense of knowing how you act when you get anxious.
Joann Starks: Excuse me Donna, I just wanted to let you know we have about five minutes left. 
Donna Lockett: Thank you.  So you start using a lot of filler sounds, fidgeting with your fingers or in your seat.  It is really helpful for you to know what you do when you are "on fire" when you are anxious.
It is an opportunity to really  practice things like bridging back and to practice not using jargon because jargon has been placed into the media.  Most people have roughly grade 6 literacy level in the state so we have to make sure we are able to communicate our findings with a 12‑year‑old basically.
 Joann Starks: Another question Donna, sorry to interrupt since I know time is short, but one person is asking, “What about having the interviewer send you the questions in advance”?
Donna Lockett: Send you the questions in advance, Joann can you repeat the question please? 
Joann Starks:  Yes, they were asking, “What about asking the interviewer to send you the questions in advance?”
 Donna Lockett: As I mentioned earlier, by all means, way always ask away.  Whether or not they have the questions or will give them to you can be a different story.  But if it is possible to have the questions in advance or at least to give me a sense of what they are looking for, I would always ask that question.
Ok, so let me continue on here I think we’re ok with time, so what you want to be able to do, if we go to the next slide on “Doing the Interview continued”. You want to make sure that you make your point I would say in 10-20 seconds.  I put down twenty seconds or less here because that’s what the research shows,  but I think the that research is pretty old now and people’s attention span is even less, so I say 10-20 seconds.   Say what you got to say in 10-20 seconds, and you stop, unless you’re telling a story of course or a case study.  This is why things like “no comment” don’t exist, sorry, are not a good response.  Words like "off the record" don't exist,  So I have some guidelines here, on tips on how to deal with the media tips on what to say, tips on knowing when you’re on record or off record and you’re always on record when you with a reporter.  If they misquote you if they are paraphrasing you and don't get it right, then now is your time in that moment, on the spot, to correct it, because you won’t get another chance.
So if we fast forward, we’ve talked about the next slide, “During the Interview Continued”, after the interview.  KT is all about relationship‑building.  It is all about relationship building and so therefore you’re building a relationship with the media.
I have been on projects I’ve consulted on projects where we had a representative from the media sit around the advisory table with us from the beginning, even though we didn't have anything for the press for probably a year down the road.
It is about building a relationship.  When I was in Ottowa, in the capacity I was there I was there once in about every two weeks, and I had that rapport with the reporter and he would just constantly check in with me quite regularly about what's going on what’s new, he was an ally.
We want to build those relationships, but you have to make a choice.  If the article or interview, how it came out, was not to your liking, you have to decide was this a really a gross misrepresentation or was this just not said the way I’d like to say it or I can live with it, it is pretty close.
Because you’re relationship‑building you want to pick your battles.  Of course if it is not accurate if it’s a gross misrepresentation, you can ask for a correction unfortunately if it’s already out there it’s hard to take that back.
That is where it is so important for you to be clear on your main message and practice saying it in a calm, grounded way, and practice bridging and taking control of the interview.
You don't want to give information that may end up being misrepresented.  Because you are building a relationship, send a "thank you", especially a card in this day and age, it’s something you don't don’t get in the mail very often anymore, a nice thank you card, or a note or even an email if that’s what you have time to do, or a phone call to say thanks for the opportunity, we would love another chance if it comes up; you’re relationship‑building.
The last slide in my slide deck is a URL you can go to. That again is one that I would have loved to have shown it, but we can't do videos here.  It’s a url of an interview between Linda Mcmain and Erica Hill, some of you may have seen it, and it’s what I would consider an exemplar interview of somebody who is under the gun with the questions that are being asked.
She remained poised throughout the interview bridges beautifully, very skillfully.  Regardless of your politics and whether or not you think she would have been a good candidate for  Senate, she did a good job and was obviously well‑prepared in the interview.  
I would encourage you, if you would like to see how it is done well, to go check out that interview.  Let me just summarize the main points I would like you to take away from today, reiterations.  
First, know your audience, what they are plugged into?  Research it, ask questions.  Second is, get very clear on what your main message or messages are, very clear.
And of all the main messages, what is the single‑most important thing?  If you had to walk away and tell the next person you meet about your work, what is the single‑most important thing you’re going to tell them.  And how will you say it in a way they will understand and are genuinely interested and would like to hear more.
Third point.  Express it in a way that is interesting, engaging, compelling.  The fourth is, how will you maintain your ground, your calm when you are being asked those tough questions, getting anxious.
You want to do it before you get into the interview situation; practice it in your everyday life.  In an interview if you are getting hot under the collar trying to think oh gosh what did Donna say to do? It probably isn’t going to work.  Work on the triggers so when your house is on fire, you have already practiced putting it out.  Take time to think of your answers you want to pause, and you don't want to fill those opportunities up with chatter.
You want to bridge.  Find your way of brimming.  Practice it with people asking you tough questions and you getting the opportunity to bridge back to your main message.  You want to get self had been aware about what your quirks are, things you say like "um" or "okay" or "like," body language, some people rub their chins while they think.
Finally, relationship‑building.  The media is a partner, and can be an important ally and partner so you want to nurture that relationship.
Are there any questions?
Joann Starks: We actually do have a couple of questions Donna but we're just out of time. I know your schedule was very tight as well so, what we might do is bring those questions to our discussion panel later this afternoon, even though you can't be here.  But we can email you later and see if we can get a response.
Donna Lockett:  Absolutely.
Joann Starks: Thanks for being with us.  We will go to a short break now.
Donna Lockett: Thank you so much everybody.  Thank you, Joanne.
Joann Starks: Thank you.  We will be back in about seven minutes, since we ran over just a bit.  Thank you everybody.  See you soon.
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