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Slide 2: Learning Objectives
· To increase awareness/knowledge of the benefits of media as a KT strategy
· To increase knowledge of media opportunities
· To develop skills in communicating with media and avoiding media pitfalls
· To refine individual interview and presentation skills
New slide template for remaining slides. On bottom left in red font, Knowledge Translation Professional Certificate (TM) next to red logo with two snakes winding around a winged staff in center of a stylized apple. Bottom right in blue font: SickKids (R).
Slide 3: Why bother?
To insure that: 
· they understand the issue from your perspective; 
· they call attention to the issue so that it does not elude the public's awareness; 
· your side of the story is presented correctly in any coverage that does develop; 
· your message reaches politicians, policy makers and managers as they are influenced by the agendas set in the media. 
Slide 4: Media Research
Mass media interventions: effects on health services utilisation 
Roberto Grilli, Craig Ramsay, Silvia Minozz (2002)
To assess the effects of mass media on the utilization of health services.   Twenty studies were included. All used interrupted time series designs. 

Despite the limited information about key aspects of mass media interventions and the poor quality of the available primary research, there is evidence that these channels of communication may have an important role in influencing the use of health care interventions. Although the findings of this review may be affected by publication bias, those engaged in promoting better uptake of research information in clinical practice should consider mass media as one of the tools that may encourage the use of effective services and discourage those of unproven effectiveness.
Cochrane Database Syst Rev. 2002;(1):CD000389)
Slide 5: A difficult interview

Katie Couric interview with Sarah Palin (September 24, 2008) http://youtu.be9g038MgZ4w8 

Photo of Sarah Palin and Katie Couric. Photographic images of Sarah Palin and Katie Couric supplied by iphotostock in compliance with SEDL's annual license agreement.

Slide: 6: How a Story Gets Into the News
Image of flow chart. Top left:  News Team.

Top right: Sources of News (listed in a column below, with arrows from each pointing to the left): Press releases; News Agencies (e.g. Reuters, BBC Central); Contacts, Other media Newspaper/TV/Radio); Surveys and Reports; Parliament; Local Councils; Police and Emergency Services; Conferences, Events, & Launches; The Public (Tip offs, Phone calls); Colleagues (passing on info.)

Arrows to the left connect “Sources of News” to Journalists and News Editor. News Editor also connects to Journalists. Journalists and News Editor also connects to Waste Bin. 

A list of Other Pressures connects with an arrow to Journalists: Writing scripts, features and cues; Researching stories; Interviewing People; Chasing Contacts; Attending Events; Attending court, council meetings, etc.; Working to deadlines.
From "How a Story Gets Into the News" by S. Wilkerson and I. Penman, date unknown, in the Media Toolbox on the Global Development Research Center (GDRC) website. Kobe, Japan: GDRC. Copyright date unknown by GDRC. Retrieved from http://www.gdrc.org/ngo/media/014.html

Reprinted by SEDL with permission from GDRC.
Slide 7: Issues to consider when thinking about contacting the Media

· Who in the media will be contacted? 
· Who is able to speak effectively with reporters on behalf of the research project?
· What kind of information should be provided?
· Is this information considered an important and relevant ‘story’ from the public/media’s perspective?
· Media is a competitive field, as any other field. 
Slide 8: The Media Rules

· You aren't in control. A story idea or news release you think is important may be nothing more than junk mail to an editor or reporter. 
· You need to explain, explain and explain some more. Chances are the reporter covering your story won't know much about the subject. It's your job to help educate the reporter about the topic, especially if it's a technical one, in the interests of accuracy. 
· This isn't the movies. There are no previews. The media won't let you see, edit, correct or otherwise preview a story before it's printed or aired. 
· There's always another source. If they want the story, they will find it.
Slide 9: What the Media Want
The media are looking for something innovative, new and exciting, discoveries, implications of findings that are of community significance.
·  significant developments in science and technology, 
·  major advances in the treatment of a particular disease
·  developments with concrete applications now or in the future,
·  developments with practical implications for, say, medicine or health, 
·  discoveries that are counter-intuitive or have an element of the   unexpected. 
Topics of interest ebb and flow, fads. Riding the wave of popularity of a topic will get good attention.
Slide 10: Media Opportunities: Television
Public Service Announcements - Many stations broadcast PSAs for non-profit community organizations. 

Community Calendar Announcements - Stations maintain a special time slot in which community groups can publicize the date, time and location for specific events. 

Editorial Opportunities - Opinion messages delivered by members of the community on issues of public concern.
From Working with Media Gatekeepers and Building and Building a Media Resource Inventory in the How-To Guides on Community Health Promotion by Corporation for National & Community Service (CNCS), National Service Knowledge Network, 1995, Washington, DC: the Author. Copyright 1995 by CNCS. Retrieved from https://www.nationalserviceresources.gov/online-library/items/r0539
SEDL used in compliance with status of U.S. government publications in the public domain. 
Slide 11: Media Opportunities: TV (continued)

Free Speech Message - A station may regularly take public stands on community issues, and broadcast management editorials. Sometimes these positions can be influenced by members of the community. 

News and Public Affairs Opportunities – The most common and typical strategy, whereby an interviewer asks questions relevant to your topic.

Weekly Public Affairs Interview Programs - These generally focus on one specific issue. It is easy to gain access, but small audience. 

From Working with Media Gatekeepers and Building and Building a Media Resource From Working with Media Gatekeepers and Building and Building a Media Resource Inventory in the How-To Guides on Community Health Promotion by Corporation for National & Community Service (CNCS), National Service Knowledge Network, 1995, Washington, DC: the Author. Copyright 1995 by CNCS. Retrieved from https://www.nationalserviceresources.gov/online-library/items/r0539
SEDL used in compliance with status of U.S. government publications in the public domain. 
Slide 12: Media Opportunities: TV (continued)
Entertainment Programming Opportunities - These offer a mix of light and serious topics and guests. They can help generate a broad interest and can be easy to access. 

Entertainment Magazine Programs - Some stations produce weekly or nightly magazine programs that present reports on local community life. 
From Working with Media Gatekeepers and Building and Building a Media Resource Inventory in the How-To Guides on Community Health Promotion by Corporation for National & Community Service (CNCS), National Service Knowledge Network, 1995, Washington, DC: the Author. Copyright 1995 by CNCS. Retrieved from https://www.nationalserviceresources.gov/online-library/items/r0539
SEDL used in compliance with status of U.S. government publications in the public domain. 
Slide 13: Media Opportunities: Radio

Public Service Announcements (PSAs) - Stations will produce and/or broadcast public service announcements for non-profit agencies. 

Management Editorials - Some stations take public positions on issues of community importance. You can deliver it or have the station manager deliver it.
From Working with Media Gatekeepers and Building and Building a Media Resource Inventory in the How-To Guides on Community Health Promotion by Corporation for National & Community Service (CNCS), National Service Knowledge Network, 1995, Washington, DC: the Author. Copyright 1995 by CNCS. Retrieved from https://www.nationalserviceresources.gov/online-library/items/r0539
SEDL used in compliance with status of U.S. government publications in the public domain. 
Slide 14: Media Opportunities: Radio (continued)

Community Calendars - Like TV Stations, most radio stations will accept announcements of upcoming community events. 

Daily News Reports - Short news reports throughout the day. 

Weekly Public Affairs Interview Programs - These generally focus on one specific issue. It is easy to gain access, but small audience. 

From Working with Media Gatekeepers and Building and Building a Media Resource Inventory in the How-To Guides on Community Health Promotion by Corporation for National & Community Service (CNCS), National Service Knowledge Network, 1995, Washington, DC: the Author. Copyright 1995 by CNCS. Retrieved from https://www.nationalserviceresources.gov/online-library/items/r0539
SEDL used in compliance with status of U.S. government publications in the public domain. 
Slide 15: Media Opportunities: Radio (continued)

Entertaining Programming-Some DJs have guests on their shows, or may incorporate promotional messages and activities in their show if they believe in your cause. Or they may interview you on the air and invite the public to call in with questions.

Special Remote Broadcasts-Some stations frequently broadcast “on location” at shopping malls, community centers, and can promote special community events by broadcasting live from the location of the event.

From Working with Media Gatekeepers and Building and Building a Media Resource Inventory in the How-To Guides on Community Health Promotion by Corporation for National & Community Service (CNCS), National Service Knowledge Network, 1995, Washington, DC: the Author. Copyright 1995 by CNCS. Retrieved from https://www.nationalserviceresources.gov/online-library/items/r0539
SEDL used in compliance with status of U.S. government publications in the public domain. 
Slide 16: Media Opportunities: Newspaper

News Stories – These can be feature stories (in-depth stories)  or brief interviews.  Some papers will also have Special Series - multi-part special reports.

Newspaper Editorial - Editorial writers may be willing to endorse community-wide events or campaigns. On other occasions, they may provide space for interested parties to present rebuttals to positions the paper has taken. 

Guest Opinion - Daily and weekly papers may accept guest columns on matters of local concern
From Working with Media Gatekeepers and Building and Building a Media Resource Inventory in the How-To Guides on Community Health Promotion by Corporation for National & Community Service (CNCS), National Service Knowledge Network, 1995, Washington, DC: the Author. Copyright 1995 by CNCS. Retrieved from https://www.nationalserviceresources.gov/online-library/items/r0539
SEDL used in compliance with status of U.S. government publications in the public domain. 
Slide 17: Media Opportunities: Newspaper (continued)

Columns - Some newspaper columnists reach a wide and loyal readership. 

Letters to the Editor - Careful and restrained use of letters to the editor can bring issues alive in a community, rebut negative forces and provide a vehicle for thanking those who have helped in your cause.

Community Service Space - Newspapers often devote space regularly to news of local non-profit organizations.   

From Working with Media Gatekeepers and Building and Building a Media Resource Inventory in the How-To Guides on Community Health Promotion by Corporation for National & Community Service (CNCS), National Service Knowledge Network, 1995, Washington, DC: the Author. Copyright 1995 by CNCS. Retrieved from https://www.nationalserviceresources.gov/online-library/items/r0539
SEDL used in compliance with status of U.S. government publications in the public domain. 
Slide 18: Preparing to Contact the Media

· If you have a press officer or public affairs department, you may want to engage them to assist you. 
· Get to know your local media.  A relationship built on trust and respect will go a long way to ensuring your message gets heard.
From Media Toolbox on the Global Development Research Center (GDRC)

website. Kobe, Japan: GDRC. Copyright date unknown by GDRC. Retrieved from

http://www.gdrc.org/ngo/media/  Adapted by SEDL with permission from GDRC.

Slide 19: Preparing to Contact the Media (continued)

· Target your audiences: Who are they? What type of media will reach them?
· Work at the appropriate scale. Clearly understand the scale of the problem or issue and work with the media that best addresses that scale. Global issues with the appropriate global media; a local river environment problem with the local media. 
From Media Toolbox on the Global Development Research Center (GDRC)

website. Kobe, Japan: GDRC. Copyright date unknown by GDRC. Retrieved from

http://www.gdrc.org/ngo/media/  Adapted by SEDL with permission from GDRC.

Slide 20: WHO is your audience?
· Who needs to hear your message?

· How well do you know your audience(s)?

· Is your audience prepared to make decisions based on the evidence – what is their readiness for change? 

· What are the barriers for knowledge uptake in this case?

· What existing networks or knowledge conduits already exist for this audience that could be useful?

Reardon, R., Lavis, J., & Gibson, J. (2006). From research to practice: a knowledge transfer planning guide. Toronto: Institute for Work & Health. http://www.iwh.on.ca/system/files/at-work/kte_planning_guide_2006b.pdf

Slide 21: Who will speak on behalf of your team?
Sources must be recognized by the audience as a credible messenger

· Researchers enjoy high degree of credibility
· Advocacy groups work well
· Consider style of speech, clarity, relatability
Reardon, R., Lavis, J., & Gibson, J. (2006). From research to practice: a knowledge transfer planning guide. Toronto: Institute for Work & Health. http://www.iwh.on.ca/system/files/at-work/kte_planning_guide_2006b.pdf

Slide 22: Timing is Everything!
· It’s a fast paced business.  Meeting a deadline is the name of the game.  

· Newspapers usually have two internal news conferences to determine what will be in the paper the next day. If a press release misses the early evening conference, your story is unlikely to make it to print the next day unless it really is important. 
From Media Toolbox on the Global Development Research Center (GDRC)

website. Kobe, Japan: GDRC. Copyright date unknown by GDRC. Retrieved from

http://www.gdrc.org/ngo/media/  Adapted by SEDL with permission from GDRC.

Slide 23: Timing is Everything! (continued)

· The best time of the day to contact a news desk is early to mid morning.
· Afternoon press conferences are not a good way of getting communications into the media, and especially not on a Friday!
From Media Toolbox on the Global Development Research Center (GDRC)

website. Kobe, Japan: GDRC. Copyright date unknown by GDRC. Retrieved from

http://www.gdrc.org/ngo/media/  Adapted by SEDL with permission from GDRC.

Slide 24: Prepare Your Findings

SMIT: Single Most Important Thing

· Have a one sentence main message you want to communicate no matter what is asked.

· Main messages


Consider:

· What’s the issue?

· What did we do?

· What did we find?

· So what??

· Be colourful: think of colloquialisms, metaphors, similes, imagery
· Put your answers into words the public will understand. No jargon.
From Media Toolbox on the Global Development Research Center (GDRC)

website. Kobe, Japan: GDRC. Copyright date unknown by GDRC. Retrieved from

http://www.gdrc.org/ngo/media/  Adapted by SEDL with permission from GDRC.
Slide 25: The Message: KISS Principal

Cartoon drawing of 2 men at a chalkboard with lots of technical script written on the board.  The man writing on the chalkboard says to the other man “In layman’s terms? I’m afraid I don’t know any layman’s terms.”

From [Cartoon] by N. Downes, (1990, April 27). The Spectator, p. 50. Copyright by 

The Spectator (1828) Ltd. Reprinted by SEDL with the kind permission of the publisher. 

Slide 26: Prepare Your Findings…(continued)

· Be careful of how you use numbers. They are confusing to the listener unless you help the audience to understand what the numbers mean. 
· Use word pictures that describe the situation. E.g. comparative ratios like ‘three times around the earth’ or ‘number of soccer fields.’ That is, use measures that are familiar and can be easily visualized or shocked into realization.
· Tell anecdotes and examples. Since the beginning of time, the most effective communicators have been storytellers.
From Media Toolbox on the Global Development Research Center (GDRC)

website. Kobe, Japan: GDRC. Copyright date unknown by GDRC. Retrieved from

http://www.gdrc.org/ngo/media/  Adapted by SEDL with permission from GDRC.
Slide 27: Source: CBC News (Aug. 4, 2011)
http://www.cbc.ca/news/interactives/somalia-infographic/
INFOGRAPHIC: Somalia by the numbers
Slide 28: “Disability in America” 
Description of Disability in America Infographic:
54 Million Americans. 19% of non-institutionalized population has a disability. 12.4% of women and 11.7% of men.

In 2007 98% of transit buses were ramp-equipped. Up from 65% in 1995.

Age:  65+ = 38%; 18-64 = 10%; 5-17 = 5%
Education:
13% of people 25+ with a disability (1.8% of mobility device users) have a bachelo’rs degree or higher.

28% of people 25+ with a disability (10.9% of mobility device users) have less than a high school education.

Veterans:
21.9 million veterans in the U.S. in 2009; 5.5 million with a disability; 3.3 million service-related disability.

652,000 service related disability rated higher than 70% on the compensation scale.

Famous wheelchair users include President Franklin D. Roosevelt, actor Christopher Reeve, and scientist Stephen Hawking.
Employment:

The unemployment rate of persons with a disability was 14.5%, compared with 9& for those with non. Less than 20% of wheelchair and walker users are employed; 17.4% and 14.5%, respectively. 
1 million unable to hear conversation.

1.8 million unable to see printed words.

2.5 million difficulty having their speech understood.

3.3 million use a wheelchair.

10 million use a walking aid (cane, crutches, walker).
16.1 million have limitations in cognitive functioning or mental illness that interfere with daily activities.

Disabilities Defined:

6-14 (non-severe) – Difficulty performing daily activities (using the phone, leaving home); Learning disability or other mental or emotional condition.

6-14 (severe) – Uses a wheelchair, cane, walker or crutches; Unable to perform1+ activities of daily living.

15+ (non-severe) – Difficult to see, hear, speak lift, climb stairs, grasp objects. Difficulty performing daily activities (using the phone, leaving home); Learning disability or other mental or emotional condition.

15+ (severe) –Uses a wheelchair, cane, walker or crutches; Unable to see, hear, speak lift, climb stairs, grasp objects. Unable to perform 1+ activities of daily living.

Sources:

http://www.census.gov/newsroom/releases/archives/facts_for_features_special_editions/cb10-ff13.html
http://www.census.gov/hhes/www/disability/sipp/disable05.html  (Link no longer working. Disability information now found here: http://www.census.gov/people/disability) 
http://www.dsc.ucsf.edu/publication.php?pub_id=2&section_id=4
http://www.census.gov/newsroom/releases/archives/facts_for_features_special_editions/cb10-ff21.html
May 2011.

Infographic [Web log post by Megan], 2011, BraunAbility website. 

Available from http://www.braunability.com/blog/abilityvoice/news-announcements/2011/12/new-infographic-defines-disability-in-america
SEDL used with permission from BraunAbility.
Slide 29: Prepare Your Findings…(continued)

· Don't overdo it. Prepare the plain facts, in a clear and simple outline. Don't assume that journalists know a lot about the topic or issue you are dealing with. 
· Stress the human angle. Whatever the issue you are presenting, stress on the human angle - either as the culprits or as the victims. What have humans been doing (or not doing) to result in the situation?
From Media Toolbox on the Global Development Research Center (GDRC)

website. Kobe, Japan: GDRC. Copyright date unknown by GDRC. Retrieved from

http://www.gdrc.org/ngo/media/  Adapted by SEDL with permission from GDRC.
Slide 30: The Art of Being Interviewed!

Three drawings. A Reporter taking notes; a reporter with a microphone; a reporter reviewing notes.
Slide 31: Before the Interview

· Try to familiarize yourself with the publication or show you’ll be on.
· Bridge Phrase: Consider choosing the point or phrase that you most want to get across and put the following in front of it -- "Well, the most important thing is . . ." Reporters love that phrase and search for it in every story.
· Practice dealing with reporters. Have a colleague or friend role play with you. Have him or her ask you questions that might come up in an interview.  Ask for feedback on your presentation style and any filler words or sounds, or gestures that are distracting.
From Media Toolbox on the Global Development Research Center (GDRC)

website. Kobe, Japan: GDRC. Copyright date unknown by GDRC. Retrieved from

http://www.gdrc.org/ngo/media/  Adapted by SEDL with permission from GDRC.

Slide 32: During the Interview

· Be alert and positive!  Stay calm. 
· Pause before responding.
· Don't fill in silent pauses. Say what you have to say, and stop! 
· Maintain self-control/stay grounded: negotiate the interview, don’t argue, take charge.
· Use comfortable, appropriate gestures and affect. 

From Media Toolbox on the Global Development Research Center (GDRC)

website. Kobe, Japan: GDRC. Copyright date unknown by GDRC. Retrieved from

http://www.gdrc.org/ngo/media/  Adapted by SEDL with permission from GDRC.

Slide 33: During the Interview…(continued)

· Make your point in 20 seconds or less. Talk in complete sentences.
· Don’t bend the truth or try to mislead the reporter. If you don’t know the answer, don’t fabricate or guess. Say you don’t know, and offer to find out the information. If you’re not sure about the question, say so. “No comment is never a good response.”
· Don't let a reporter put words in your mouth; correct misstatements before you answer any questions. 
From Media Toolbox on the Global Development Research Center (GDRC)

website. Kobe, Japan: GDRC. Copyright date unknown by GDRC. Retrieved from

http://www.gdrc.org/ngo/media/  Adapted by SEDL with permission from GDRC.

Slide 34: During the Interview…(continued)

· Avoid answering "what if " questions. Instead, respond with something like, "I wouldn't want to speculate on that, however..." and state your positive message. 
· Don’t say anything you don’t want printed, heard or seen.  "Off the record" doesn't exist. There is no such thing. Simply say, ‘No, I’m not comfortable with that.’  
· Do not comment unless you are directly involved. Instead, politely suggest that the reporter contacts the concerned person directly.
From Media Toolbox on the Global Development Research Center (GDRC)

website. Kobe, Japan: GDRC. Copyright date unknown by GDRC. Retrieved from

http://www.gdrc.org/ngo/media/  Adapted by SEDL with permission from GDRC.

Slide 35: After the Interview
· Call or send a note thanking the interviewer.  Relationship building will mean they will think of you next time they are looking for a source.
· What if the story is misrepresented?   Don't lose your cool if the media make an error in your story. 
· If it's not really significant, forget it. 
· If it is, politely point it out to the reporter and request a correction. 
· If you aren't satisfied with the response, talk to the reporter's editor or news director. 
From Media Toolbox on the Global Development Research Center (GDRC)

website. Kobe, Japan: GDRC. Copyright date unknown by GDRC. Retrieved from

http://www.gdrc.org/ngo/media/  Adapted by SEDL with permission from GDRC.

Slide 36: An exemplar interview

To view Erica Hill's interview with Linda McMahon,Ex-WWE Exec Wins Connecticut Primary on the CBS News website (August 11, 2010), see:
http://www.cbsnews.com/videos/ex-wwe-exec-wins-conn-primary
Slide 37: What is your SMIT?
Graphic of a closed hand with the index finger pointing towards the reader.
Slide 38: Disclaimer
This presentation was developed for grant number H133A120012 from the National Institute on Disability and Rehabilitation Research (NIDRR), Office of Special Education and Rehabilitative Services (OSERS), U.S. Department of Education. However, the contents do not necessarily represent the policy of the Department of Education, and you should not assume endorsement by the federal government.

