Pro Walk Pro Bike 2006

Workshop 28 - Getting Your Message Out There
Speaking Notes

Presented by Claire Stock & Dave Glowacz

claire.stock@edmonton.ca & glow@biketraffic.org 
Slide 1 – Getting Your Message Out There
Learning objectives:

(1) Generating walking and cycling publicity

(2) Tips for producing effective cycling and walking media broadcasts

(3) Post broadcast follow-up

Exercise – Create an elevator speech for a provided scenario
Exercise – Mock interview(s)
Slide 2 – Generating Publicity
Learning objective:

(1) Generating walking and cycling publicity

Consider:

Participation or awareness

Proactive or reactive

One-off activity or ongoing campaign

Audience – media direct, general public, interest groups

Slide 3 – Pick Your Forum
Traditional - TV, radio, print

Internet - web site, email, pod cast, blog, My Space

Distributions - newsletters, flyers, fact sheets, info stands, trinkets/giveaways

Outreach - workshops, public meetings, display tables, posters

Can be free (web as press lure) to costly (advertising/passive marketing)

Slide 4 – Use Your Contacts
Who do you know? Use them!
Local champions, celebrities, characters

Sponsors & PR team

Match program or event to medium

See what media others have used

Slide 5 – Media Tips
Learning objective:

(2) Tips for producing effective cycling and walking media broadcasts

Slide 6 – Determine Key Themes
Determine key themes

Slide 7 – Sound Bites of Info – practice them!
Sound bites that capture key themes and message(s) - practice them
Slide 8 – Snappy Messages to Garner Interest
Press releases and promo materials must have a snappy headline, key message in 1st paragraph

Slide 9 – Pitching Your Message
Directed to reporters/editors - They're looking for a story to tell. 

Will the story matter to their audience? Be unique/unusual? Affect public opinion? 

The media often calls in response to a controversial/topical issue - capitalize on newsworthy occurrences

Directed to a specific audience - often won't care until it affects them

Slide 10 – Media Spin
Coverage will be on the reporter's terms - spin, interpretation, selling points, they have the final word

Slide 11 – Interview Tips
Designate spokespeople, e.g.: program managers, media experienced, legal experts, PR mgrs

Make clear to staff who speaks on what

Ask the essential questions to understand requirements

Review subject material beforehand; you'll feel more confident

If you've time, practice with non-experts (can they get your message?)

Consider the (likely) sequence of questions - usually prepared in advance (can you provide briefing notes with questions or discuss questions prior to interview?)

Slide 12 & 13 – Elevator Pitch
Exercise – Create an elevator speech for scenario (e.g. Pro Walk Pro Bike).  Imagine you’re in an elevator and only have 10-15 seconds to describe it to someone.

You know how ____________ [state problem]?

What we do is __________ [physical description; features] so that _________ [benefit].

We’re kind of like _________ [funny/startling metaphor]!
Slide 14 – Interview Tips
Manage contacts

Understand requirements

Review in advance

Practice with others

If you've time, practice with non-experts (can they get your message?)

Consider the (likely) sequence of questions - usually prepared in advance (can you provide briefing notes with questions or discuss questions prior to interview?)

Slide 15 – Bend Over Backwards to Help!
Bend over backward (BOB) to give reporters what they want when they need it

Slide 16 – Talk in Sound Bites
Practice talking in sound bites (reporters need to compress info)

Slide 17 – Stick to Key Messages
Stick to key message(s) - use bridging phrases to return to your agenda

Impart accurate and timely info (not stale)

Avoid jargon - imagine you're speaking to a 10 year-old.

Use descriptive language - would someone tuning in part way through the interview understand the topic?

When reporters transcribe: Speak slowly & distinctly

Speak slowly and not too close to microphone (avoids popping of ‘p’ sounds)
Slide 18 – Nervous?
When not talking, take deep breaths

Don't think about the masses; focus on interviewer (in their undies)

If scared, try to become more so (often has opposite effect)

Slide 19 – Post Broadcast Follow-up
Learning objective:

(3) Post broadcast follow-up

Slide 20 – After an Interview
If nothing happens, check back; ask if they need more info

Send a thank-you note and suggest another story

Reprint and/or link to in newsletter and/or Web site

Slide 21 – Assess Your Performance
Assess your performance - Did the story air? Key messages included? Clear and concise?
Slide 22 – Elevator Pitch/Mock Interview Exercise
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