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Objective

ÅIncrease capacity for garnering social 

and traditional media coverage for 

promoting AMI/RAVREDA.



Learning goals

ÅWhat makes the media works.

ÅHow to effectively communicate with 

the media.

ÅHow to use the social and traditional 

media for promotion. 

ÅHow to be effective social and media 

communicator for promotion.



Promoting an event



Media planning

ÅPlan ahead

ÅDetermine a clear goal

ÅDetermine the target audiences and 

measurable objectives

ÅDetermine time, date, and place

ÅDetermine the type of media exposure

ÅDetermine and maintain a clear message

ÅIdentify reporters/journalist to take your 

story



Media outreach tips

ÅBuild successful relationships with the 
media

ÅDevelop a comprehensive media list

ÅWrite a good pitch letter

ÅWrite an effective press release

ÅWrite an op-ed or letter to the editor

ÅDevelop a media kit

ÅContact and follow-up with the media

ÅEvaluate the success of the media 
coverage



Elements of interest 

for potential stories

ÅIndividual story

ÅUnusual alliances

ÅCelebrities that support your effort

ÅReleasing new facts and figures

ÅUnprecedented



Who are we dealing 

with?

ÅSuperfluous reporters

ÅSeasoned writers



Reporter working 

meeting

ÅReportersô operations mode changed 

dramatically:

ïHave to compete with social media

ïHave to be social media-savy to keep their 

outlets relevant

ïHave to operate all day (24x7)



Press release 

preparation



Press release 

writing goals

ÅAttain coverage in the newspaper, 

radio, television, or online.

ÅDevelop non-fiction, not creative, 

writing. 

ÅUse Associated Press (journalism style) 

ÅManage the words and how they are 

delivered (pitched). It is not about you 

or your ego.



Style and Approval

ÅUse active voice.

ÅUsually past tense, unless embargoed.

ÅUse quotes from key spokespeople. 

ÅEvery part, every word, must be 

approved by the boss!

ÅDouble check all facts, dates, times, 

prices. 100% perfect. 



Pitching the release

ÅResearch you media target.

ÅTailor the pitch letter to journalistôs 

specific interests.

ÅEmail and make telephone calls.

ÅTell them when you will call back.

ÅEnclose or attach supporting information.

ÅInclude your contact information 24/7.

ÅUse respect, friendliness, and 

consideration.



Place at the table: 

Getting an interview

ÅKey to being heard is research:

ïRead reporterôs stories

ïFind personal óhooksô using Internet 

research (Google, Facebook, and, 

especially, LinkedIn)

ïAsk your public relation team to develop 

pitching backgrounder



ÅMessage is the key:

ïMake your story 

interesting

ïFine-tune it to 

journalistôs needs

ïUse personal óhooksô 

uncovered through 

social media

Breaking the wall



Become a target

ÅIf media decides your organization is a 

news item or in crisis, JOURNALISTS 

WILL FIND YOU FAST ïin minutes

ïStall: never take a cold call

ïIf a reporter shows up in person, say you 

are busy

ïBe polite and cooperative ïask to specify 

a time for the conversation

ïAsk about the interview angle



ÅPromote your 

organization: 

ïProject

ïThought leader on a 

subject or as source 

of valuable 

information

ÅPromote yourself 

Interview goals



Achieving your 

interview

ÅFirst ócomponent for successô: Develop 
the message

ïWrite and rehearse a brief main statement

ïDevelop supporting messages

ïLine up real life examples

ÅSecond ócomponent for successô: Stay on 
the message

ïRepeat at least three times during the 
interview  

ïUse examples to illustrate your point

ïClose with the message



ÅTake control of the 

interview

ïTry to start the 

interview with a brief 

message statement

ïGo straight to the 

message, if need it

ïTurn difficult question 

into opportunities

Achieving your 

interview (continued)



Social media



Social media: What 

is it?

ÅCategory of online media

ÅType of online media that expedites 

conversation



Why we need it?

ÅMost cost-effective way to reach your 

audience:

ïAbsolutely free

ïFeeds your message directly to your 

audience

ïHigh degree of message control

ïOption to reach audience through mobile 

devices



Main social media 

resources


