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Agenda   
  

 Media in 2014 

 Rules of engagement 

 How media influences 

government 

 Key messages for effective 

advocacy 

 Interviews: practice & prepare 

 Extending the message 

 How we can help 

 Questions? 
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Our lives begin to end the day 
that we become silent about 
things that matter.  

Martin Luther King 
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 A changing landscape, increasingly 
concentrated (i.e. fewer outlets, fewer 
dedicated beats) 
− Greater need to educate 
 

 Access to traditional and social media 24/7 
 
 Journalists’ objectives: 

− Defend the public’s right to information 
− Be honest and balanced 
− Beat the competition – break the story 
− Be seen / heard / read 
− Meet tight deadlines 



What makes news 
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 A strong news “hook” to build the story on 
 
 Element of change which makes the story interesting to the public: 
− Community or social impact 
− Saving lives, saving money 
− First, only, largest 
− Conflict, scandal 

 
 Key components to shape the story: 
− Characters – the people involved 
− Problem – what’s wrong 
− Solution – change needed 
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 Coordinate efforts among all stakeholders  
 

 Work in synergy with government 
relations 
 

 Be clear about what you are asking for 
and why 
 

 Be consistent with your messages 
 

 Be persistent in your approach 
 

 Follow up, follow up, follow up 
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 Media can be used as a conduit to share 
messages with a broader audience to: 

 
1. Educate and raise awareness 
2. Influence or change public opinion 
3. Make a private issue public, and put 

pressure on the government to bring 
about change 

 
Advocacy 
 
 
Media 



Advocating through the media 
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 In advocacy campaigns, going to the media is not usually the 
first step, unless: 
1. The goal is to provide background on a little known issue  

• No action needed 
2. Elevate an issue to the public domain when time is of the 

essence 
• Action needed 

 
 Usually, take your story to the media only after you have gone 

directly to government 
− The media will ask if you’ve done this 
 



Getting government’s attention 
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 Telling your story through media gets your issue noticed by government! 
− Press clippings of current health events/issues shared with Health 

Minister each morning 
 

 Once we get government’s attention, they will often react or respond 
through media 
 

 We need to be prepared to respond in kind to refute false claims or errors 
− Adjust key messages 
− Reconnect with reporter 
− Letter to the editor 
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 Key messages are designed to tell the 
story or explain the issue simply and 
concisely 
 

 Provide a focus on what YOU what to 
tell and the action YOU want to see 
 

 Consistency of messaging is 
important, regardless of the audience 



Developing key messages 

| 11 

 Often developed using these key points: 
− Context – background or situation 
− Problem – what’s wrong or needs to change, and why  
• This is the news “hook” that draws the reporter into the story 

− Solution – how the problem can be solved 
• This is what makes the story newsworthy 

− Action – what action you want people to take 
• The “ask” of government 

 
 What are your key messages? 

− The key elements of your personal story or experience with aHUS that are 
most relevant to the campaign 
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 Keep messages short and simple 
− Practice getting them across in short sound 

bites 
− Average TV sound bite is just 7 seconds; 

radio clip is 15 seconds 
 

 Make your key messages your mantra 
− Use in all media encounters 
− Modify to resonate with reporter/outlet/ 

audience 
 

 Review facts, statistics and background 
information 
− Be aware of what you don’t know 
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 Facebook and Twitter are key advocacy 
tools that allow us to: 
− Build engagement in an issue amongst 

our networks 
− Share updates and tips with fellow 

advocates 
− Establish and strengthen relationships 

with reporters 
 
 



Tweeting to reach reporters 
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 Following and engaging with reporters and local news outlets keeps 
media in the loop 

− Tweet new developments at editor of your local paper 

− Engage with reporter who covered your story 

− Share story ideas or discuss reporter tweets 

− Use hashtags to get legislative media’s attention 

• #bcpoli, #ableg, #onpoli, etc. 

− Use cc: to engage both reporter and government 
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 We’re here to guide you through the 
interview process 
− We conduct over-the-phone media 

training sessions and refreshers prior to 
interviews 

− We will help you tailor your own key 
messages and tell your personal story 

− We provide ongoing support 
 

 We know being a media spokesperson is 
not for everyone 
− We are here to help if you choose to do 

this work 



Questions? 
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Joanne Koskie 
Cohn & Wolfe 

416-924-5700 ext. 4049 
416-400-6352 (cell) 

joanne.koskie@cohnwolfe.ca  

mailto:joanne.koskie@cohnwolfe.ca


thank you 
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