Working with the Local Media

Presented by
Lisa Bondurant, MA, APR
Sr. Vice President, Director of Public Relations
The Communications Group

WWW. COIN gI'OLlp. com

communications/group
marketing \advertising \public relations




Grouwaing
ealthy

ormmMmunities

Goals for Today

Batesville »» Helena/West Helena M Little Rock » Harrison » Magnolia M Faulkner, Dallas, Mississippi Counties

1.  Understand the changing media landscape

2. Avoid common communication pitfalls
3.  Messaging fundamentals

4. Give you some tools:
Home Base Messages

Message Maps




Me**

PR Queen + Working with the media for 22 years

The Communications Group
Arkansas Children’s Hospital
Doctor’s Hospital
American Cancer Society
United Way
Southwestern Bell
Accredited by the Public Relations Society of America

International Association of Business Communicators
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The Communications Group
Health Marketing Specialists
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Understanding the Changing Media

Landscape

Traditional media is struggling — but not dead yet
Media is socialized, more democratic, occasionally anarchistic

The consumer is Wading through piles and piles of
information

Signal to noise ratio - lots of “noise”




Newspapers: OLD

Newspapers: NEW

Seasoned journalist
Covered a beat - specialist

In at 8 a.m.

Make calls, take calls
Write

File story by 4 p.m.
Repeat

Bottom of the food chain
Few staff
Low pay, long hours

Extra assignments, multiple

shifts

Working from home online

by 7 a.m.
Posted on blog, took photo,

covered an event, tweeted,

filed a story by 8 p.m.




TV: OLD

TV: NEW

I pm.— 10 p.m.

Worked in teams — seasoned
reporter + photographer

1—-2 p.m. - Assignment
meeting

2 —5 p.m. — In the field
reporting

5 p.m. — Editing

6 p.m. - News

7 p.m. — Re-edit/update story
10 p.m. — News

May work morning shift and p.m.
shift

Morning show producer may also
be reporting for p-m. newscast

Weekend producers may also serve
as assignment editors

Fewer staff, younger reporters, less
experience in the market

Monitoring scanner
Monitoring competitors
Looking for the “bleeder”
Hard news focus

Stressed out, maxed out, high
turnover




In a Nuthell: Media

Young & Inexperienced
Pissed off
Overworked

Multi—tasking generalists




Opportunities for You

Topic experts — become the “go—to” resource
Historical perspective
Package your story

Do your own thing




9 Most Common Communication
Pitfalls




#1. Communicating without saying

anything actionable

Solution: A written plan
Make communication actionable

Outlining the problem vs. giving people solutions

Powered by

State plans child obesity fight Foundation picks  geqsnexiss

Ask people to do somethin b et
‘ublication: Arkansas Democrat-Gazette (Littie Rock)

“You are viewing page 1

Arkansas is at the core of a national efiort to reduce childhood obesity rates.

: : Classifieds Coupons Today's ads
a rrl son al y.co m ﬁam started in April 2007, when the Robert Wood Johnson Foundation announced its goal to "reverse the

L= N :pidemic of childhood obesity in the United States by 2015." and committed $500 million toward that end.
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An Editorial

Just last week, First Lady Michelle Obama unveiled her “Let's Move” campaign,
the goal of pidemic of chidhood obesity through a
o effective stratagies and mobilizes




#2. Trying to Communicate

Everything to Everyone

Solution: Prioritize

Develop your plan

Focus — pick 1| o1 2 priority messages




#3. Not Staying on Message

Solution: Develop a Home Base Message*

Say the same thing over and over...and over and over. ..and over and
over again. Lather. Rinse. Repeat.

Do not confuse “telling your story” with

getting people to care or motivating them to action

*Home Base Worksheet Available




#4. Not matching the objective to the

medium

Solution: Build a Message Map**

Don’t pick the medium first

**Message Map worksheet available




#5. Not being realistic about

timeframes

Solution: Include timelines in your plan

Match your objectives to your marketplace and mediums

Social media and new media are not “free” — they require

lots of somebody’s time




#6. Being naive about time required

Solution: Delegate

Hire, delegate, get an intern, Americorps, consultant

Social media and new media are not “free” — they require lots
of somebody’s time

You cannot do it all yourself




# /. Failing to budget

Solution: Assign every task a dollar, time or resource

figure

Be prepared to pare down your plan accordingly

That’s okay




#8. Relying on others to tell your

story

Solution: use the tools that are in the

communication tool kit — traditional and new




YouTube
Facebook
Twitter /microblo gging

Flickr

Blogs

Constant Contact
E-blasts

E-mail

LinkedIn
Wikipedia

® News release

® Media brief

® Pitch letter

* Phone pitch

® Deskside briefing

® Media kit — hard & soft copy
® Community event

e Awards

Program/ Recognition
e [unch

e News conference**

**(Ise like red-hot chili peppers — extremely sparingly
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Not waiting on others to tell their story

facebook

Ewikter:

jasminmoore

+ Following &

will e attending the NLR Mayor's

=
o
|
o
Bl

Suggest to Friends
Subscribe via SMS

The HEALTH Coalition mission isl_jzlo‘_

1
LS B Search

HEALTH in Columbia County we'll be tweeting from the Growing H
Rockefeller Institute Follow the conference on twitter using the #ARobesity has

wall  Info Photos Boxes Events Notes

alth Write something...
mty
Attach: 11 = il

HEALTH in Columbia County
I F.aun
e "Zonya's Health Bites" star will speak in Magnolia
Nationally known dietitian and speaker Zonya Foco is coming to Magnelia to pro
with practical methods and resources to become healthy role models for childres
By: Magnolia Reporter

—

Kimberly Keith, MEd, LPC

lixgh Subscribe to fead

Five ways to shape the soul of
the Internet - Alexandra
Samuel

How Twitter Can Make You A
Better (and Happier) Person -
Tony Hsieh

Making a Case for Social Media
— Gwynne Kostin

Q & A on Social Marketing —
Alexandra Rampy

Social
Marketing/Communication
Discussions at Social Edge

The Ultimate Guide for

Home About

Town Hall Meeting 2009

1, 200% in Uncategorized | Leave a comment

The Town Hall Project on Underage Drinking “Using Social Media t
Our Kids™

Goals of the Project
Social Media Tools

Facebook Page: HEALTH in Columbia County

Facebook Note: Parent's Pledge to Prevent Teen Drug and Alcohol Us
WordPress Blog: Tips for Parents to Prevent Teen Drug and Alcohal L
Fun Interactive: Safe Teen Party Pack Contest




#9. Failure to build & nurture media

relationships

Solution: Once a month contact
Lunch
Phone calls
E-mails

Recognize their work
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Communicating without saying anything actionable

Trying to communicate everything to everyone
Not staying on message

Not matching the objective to the medium
Not being realistic about timeframes

Being naive about the time required

Failing to budget

Relying on others to tell your story

Failing to build and nurture media relationships




Home Base Messaging

Message Mapping
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Home Base Messaging

*Simple and easy to use

*Helps keep you on message



http://womenandtheirwork.files.wordpress.com/2009/09/easy-button.jpg

1. Home Base
2. Proof Points

3. Evidence
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Part 1:
Home Base

* Just like in baseball — it’s where you
start and finish

* Safe place

* Where you score

* Always go back there
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* The truth

* Short — 30 words or less

* Comfortable language

* Qualitative

* Emotional, compelling if
possible

* Relevant to your audience




EXERCISE

Develop Home Base for Your Growing Healthy
Community




*Oh yeah? Prove it.

*Provide proof or positive support for
your Home Base




EXERCISE

Develop at least two Proof Points for your
community’s Home Base message




*Very specific
* Hard facts
* Irrefutable

* Stats, numbers, measures, times

Ul g




EXERCISE

Develop at one Evidence statement to support
your two Proof Points




* Home Base

*Proof Points

*Evidence
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Home Base Tip:

.................................
...................

In most cases, your Home Base message will
reflect a concern for your customer or
stakeholder and how you are helping them.

“There’s no place like home.” — Dorothy from the Wizard of Oz

Ul g
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Home Base Examples

Hub and Spoke
e More visual

e For right brain people

¥yeierih * Evidence
Ioilatey ¢ Evidence

e Evidence

Proof

! e Evidence
Point

e Evidence

¥yeiorih * Evidence
eilste’ ¢ Evidence
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Grid
e More structured

* For left brain people

Home Base

Proof

Proof Point :
Point

Evidence | Evidence Evidence
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Hub and Spoke Home Base

Message Map
Client: Delta Fegional Authonty
Topic: Healthy Delta

[ 1. Why Diabetes?

v |t18 the biggest health izsus
impacting our waorkiorce

»  Top 5worst states for

dizbetes in the U3, are in the

Delta - evidence

Ground zero — Delta

Diabetez — Mationwide

Diabetes & effect

People w' diabetes cannot

operats heavy equipment,

ete.

s Lost productivity from
employees taking care of
family members with diabetes

| 2. FocusiStarting Point — Diabetes

» Filot program
a Nlaybe other izzues later

HOME BASE

*Successful economic
development also requires
‘human’ development and
developing & maore productive
workforce.”

_,—'—'_'_'_'_'_FF'-;

cormuricetionsgrauns =
e fad vt itk

7. Results

» [Drive people into the health
care syziem

= People in the health care
zystem = diabetes managed

» [Diabetes managed = back into
workforce
Dependable workiorce
Clualty of life, productivity

6. Collaboration

»  ADA
»  Marshzll Bouldin
n  FediState partnership
+ Participation from 8 governors
= Publc Private
5. Tracking |

» Cutcomes
»  Accountabls

| 4 Referral |
» In the health care system

| 3. Raise Awareness — Educate — Motivate

» MNotivate phone calls
»  TWradio spots




Home Base Grid

communications|group

marketing advertising public relations

Texas Gas plans to build an interstate natural gas pipeline that will go through eight counties in Arkansas to
move natural gas from the Fayetteville Shale to market.

Proof Wi'e have a history of excellent landowner Our pipeline design and construction Safety is our first priority.
Point relations. s sensitive to community and
environment concerns.
= Dwring construction, we waork closely with landowners. = We hawve a brochure that details the =We have an excellent safety record. In the
to address each landowner's concem individually. guidelines for pipeline easements.  If you ast five years, we have had no major safety
= We have a brochure that details the guidelines for wisit our Web site, you can get all of the ncidents.
pipeline easements. If you visit our Web site, youw can specifics. =We have well-designed, maintained
get all of the specifics. & In order to minimize environmental impact, pipelines
= Texas Gas holds nght of way for 15,000 parcels of we conduct environmental mpact studies = When the pipeline construction is
land - maore than 88% wers obtained through before proposing routes. completed, our major co m is for the
negofiations with landowners. = Our route follows existing wlility corridors safety of the community and the landowner.
= We ack permission before going on private property. where possible. = We conduct regular safety tests on our
* We listen to landowners” concems. + We listen to landowners' environmental ines
1 We are accessible 24 hrs a day. concerns about routes. = We conduct asnal patrols of the pipeline
Evidence s We offer fair market value fior righi-of way easemenis. | + Our routes are typically away from weeskly (more frequently in urban areas).
= Our construction practices minimize disruption. populated communities. » Our pipeline is walked once a year to check
= Land is refurned as close to original condition as = We avoid protected waterways. far iregularities
possible. » We keep tree-cutting o & mimimum. * We have a 10 ar management pipeline
« Dur land representafives follow up with landowners + We work with federal and state agencies to ntegrity plan that was implemented in 2003.
before, during and after the construction process. protect and restore the environment. = Dur employees are trained to manage
= We participate in erosion control projects. SMerngencies.
= We work with wildlife agencies fo suppaort
wildlife preservation efforts. Including
agencies like Arkansas Game and Fish,
Auvdubon Arkansas and the Mature
Comsenvancy.
Proof We have good regulatory relationships. Community Service is a company Texas Gas Is the “moving van™ that
Point value. takes natural gas to market.
» We are regulasted by FERC — the Federal Energy + We have a history of being & good corporate | « Our pipeline will help deliver low cost
‘Commission & the Pipeline and Hazardous Materials neighbor. sources of natural gas.
Safety Administration. * We encourage employees to participate in + Building this pipeline helps create a market
= ¥We hawve a track record of good relationships with community projecis in areas where we hawve opportunity for Arkansas's natural gas
federal. state and local agencies. pemanent employses. resen/es.
Evidence 1 Dwr company has depariments dedicate solely fo * We support local United Way agencies and + This new pipeline will provide an outlet for

federal and environmental compliance.

We get and maintain all federal, state and local
permits for comstruction, maintenance and safety.
We work with regulatory agencies to minimize impact
on the environment and on landowners.

charitable activities.

= We work closely with local officials, fire
departments and first responder agencies on
pipeline safety issues.

some of the natural gas in the Fayetteville
Shale Play.
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The Communications Group

Find our award-winning agency online @
WWWwW.comgroup.com




