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The 10 C’s of Communication

No matter who you want to reach, make sure you review this checklist before you start your
communication strategy.

1.

10.

Credibility
Is your messenger credible — is he or she a trusted and respected source of information —
with your audience?

Context
Is your message in context with reality and the environment in which your audience is

located?

Content
Is your message relevant to your audience? Are they interested?

Clarity
Is your message simple and straightforward?
How far will it travel and how long will it last?

Continuity and Consistency
Repeat your message for audience penetration.

Channels
What channels/tools of communication are you using?
What value are they to your audience?

Customer Benefits
“What’s In It For Me?” (WIFM)

Caring, Compassion and Concern
Does your audience know that you care?

Capability of Audience
Is your audience capable of understanding the message?
Will they take the time to listen/read/watch it?

Call to Action
What is your audience supposed to do now?




Key Messages Worksheet

Key Message #1
The single most important statement I’d like people to remember is:

Talking Points
Here is why this is so importani:

Key Message #2
The second most important statement I’d like people to remember is:

Talking Points
Here is why this is so important:

Key Message #3

Talking Points
Here is why this is so important:
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Paid vs. Earned Media

Paid Media (aka “Advertising”)
Advantages: Maximum Control

¢+ Medium
Message
Messenger

+  Placement

+ Timing
Frequency

Disadvantages: Minimal Credibility
Cost
+ Credibility
Earned Media (aka “News Coverage)
Advantages: Maximum Credibility

Credibility
+ Cost

Disadvantages: Minimal Control
One-time hit
+ Messenger

Message
Timing
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Media Contacts

The media is an important audience that needs constant and consistent communications.
Reporters, columnists and editorial writers are the gatekeepers of information. It is important
to have them on your side as informed and fair conveyors of your messages and positions.
The more information you provide them, the greater the chance of fair, quality coverage.
That's why It's imperative that your organization cultivate an open, ongoing relationship with
the media in your area.

Below is a brief description of the person inside media organizations to contact to pitch a
story idea. You need to be aware of everyone in your market and also be aware that each
reporter is different, and that every single interaction you have is ON THE RECORD!

Newspaper

O

Radio

™V

Editorial Editors; in charge of the opinion page section of the newspaper. To find
out who's on the editorial page staff, visit the website of your local paper and go

to the opinion section.

Local news staff: Cover a variety of local issues and are your best bet for local
coverage.

Reporters

x  General, transportation, political, community, etc.

News director (if they have one): The best way to get coverage of your group is
to contact the news director regarding news-related stories.

Talk show hosts and/or producers: Many stations, however, have news/talk
programs that do lengthier interviews. In this case, contact the host directly, or

ask if he/she has a producer.

News Directors: The best way to get coverage of your group is to contact the
assignment editor or news director,

Reporters: most TV reporters are general assignment and cover a variety of
issues.
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Tips For Capturing Media Attention

1. You’ve got visuals.

2. Local impact: access to local members.

3. Controversial; positions on issues.

4. Kids and/or animals are patt of the story.

5. Major financial commitment/loss fo community.
6. Easy access.

7. Good timing and timeliness.

8. Personal contact. Cultivate relationships.

9. Unusual or trend setting.

10.  Dignitaries/celebrities with strong appeal.

11.  Piggyback onto a national/statewide story.

12, Industry trends, perspectives.
13.  Advisories, releases and lots of follow-up.
14, Be factual and accurate. Be objective.

15. Nobody else had a crisis during your event.

Page 4

920 NORTH WASHINGTON, LANSING, MICHIGAN 458906 l P: 517.487.9320 F: 517.487.6080 | WWW.ROSSMANGROUP.COM




What you need to know when the media calls

Many organizations have internal public relations people who will gather this information for

you. Whether they do it, or you have to get it yourself, it is essential that YOU know the
answers to these questions:

Who?

What?

When?

Where?

Why?

How?
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Feeding the Bears

Once you’ve agreed to talk with a reporter, you’ll need to do the following:
¢ Be asource BEFORE you are a subject,
¢ Respond -quickly.
* Anticipate all questions.
e Prepare your responses.
¢ Know your key messages.
e Know your facts - and stick to them.
¢ Do not speculate; do not editorialize. Avoeid sarcasm.
e Bebrief. Get your key messages out early.
¢ Know when to stop talking.

. e Tell the truth.

e Don’t take it personally.
¢ Keep your cool. Act, don’t react.
e Be human.
o Think and talk visually.
o Speak simply; avoid technical jargon.

e Repeat your key messages before you conclude.
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Media Advisories

Media advisories are the communicatioh tool used to alert media to a news event
opportunity.

They are also great tools to inform the media about your other events,

The key to an effective media advisory is being concise and communicating only the essential
facts.

Consider the information you're trying to relay — the who, what, where, when and how of
your event = and then present it in the most straight-forward way possible. Be sure to be
enticing! Include the name of a person or description of an event reporters will want to cover.
Include a contact person who is readily available to the media, as well as a telephone humber

to reach the contact person.
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News Conferences

These are the Basics to Organizing — and Pulling Off — a Successful News Conference

Step 1. Make Sure You Have News.

News conferences are usually most effective when you have relevant, newsworthy information
that is more visual in nature and is difficult to tell in writing. Always keep in mind that at a news
conference, the reporters are in control of what will be the focus of their story — because they
have the ability to ask any questions, whether they are relevant to the specific issue you want
to discuss or not.

Your media event should be a well-managed affair and held only if you are relatively certain
that the media will cover it. Otherwise it's not a news conference, it’s a team meeting.

Step 2. Date, Time and Location

Choosing the date, time and location of your event is critical.
Date and Time:

When choosing a date, ensure there are no other major news events scheduled that day
— if you can. First, check the calendar for potential conflicts — holidays, major news
events, local community events, etc. Steer clear of announcing on a Friday. Saturday
newspaper readership is low.

Your event should take place no earlier than 9:30 a.m. and no later than 3 p.m.
Reporters are generally finished with their morning meetings by 9:30 a.m., and by
holding the event no later than 3 p.m., you allow the reporter enough time to write
their story and meet their deadlines.

Location:
Choose your event location based on the following criteria:

o Proximity to media — Make it easy for reporters to get there. Unless it's a venue-
specific announcement — it can’t be held anywhere else because the venue is the
story or it is the visual for the story — you improve your chances of media
coverage if it's fast and simple.

¢ Relevance to Issue — The site must be relevant to the issue. Whatever the
location, it must have a strong visual element to reinforce your key messages.
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e User Friendly/Logistically Appropriate — It has to be a site that can handle media
needs — close parking, access to power, etc. It also must meet the needs of the
event — lighting, handicap access, sufficient parking, etc.

Step 3. Speakers

You must determine who will speak at the event, what their role is and what they will say. You
have a compelling story to tell and reporters like credible sources who are responsive and
opinionated.

¢ Fewer is Better. Nothing is worse for the media than sitting through a news
conference with too many speakers. Use only those speakers who are essential
to the message.

o Message Prep — Make sure your speakers are thoroughly prepped. Provide
talking points so everyone stays on message. Rehearse comments. The
announcement section of your news conference should not last more than 15
minutes, so everyone’s comments must be brief.

¢ Speaker Roles —One person can conduct the entire news conference, but the
following roles can be performed by different folks:
o Greeting — Establishing context for the event.
o Announcement — What is the announcement?
o About the Organization — Who is conducting the event, and why is that
important?
o Open to Questions and Answers
o Closing
e Staging — Make sure the TV cameras see — and record — the most important
images such as a crowd of attendees, impressive/credible spokespersons, etc.

Step 4. Event Execution

Someone needs to be in charge of coordinating the event and making sure all the preliminary
details are handled — from distributing press materials, setting up the room, staging the event,
to all of the follow-up details.
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