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Low-Cost Communication CampaignsLow-Cost Communication Campaigns

*Strategies for Effective Low-Cost Communications:
*Partnerships with Media or Business to Maximize 

Resources
*Earned or Free Media: 

*New Stories: Media Advocacy
*Interview Shows

(Materials Development) 
(Materials Dissemination)

Agenda for August 21st:
Partnerships - examples; Media Advocacy - what, why and how; 
Cultivating relationships with media; Generating news -examples; 
Framing your message - examples.



Partnerships: 

What a Health Project has to Offer

Partnerships: 

What a Health Project has to Offer

*Enhanced credibility:
Provides a useful public service; connection with
a credible public health entity

*Expanded Audience:
People affected by issue; Number of people your  
organization represents

*If Media Partner:
New angles on old health issues; possible revenue



Partnerships: 

What a Business or Media Partner has to Offer
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What a Business or Media Partner has to Offer

Co-sponsorship benefits with Business:
*In-kind contributions: printing, mailing, food 
*Staff time or facilities
*Promotion of project and distribution of materials 
*Money or referral to other corporate support 
*Expanded audience

Co-sponsorship benefits with Media 
Organization:

*Airtime or space
*News coverage
*Free promotion advertisements
*Production assistance: crew and equipment



Partnerships w. Business: In-kind printing



Partnerships w Business: 
Free Promotional Ad

Partnerships w Business: 
Free Promotional Ad



Partnerships w Media: 
TV and Radio News Series
Partnerships w Media: 
TV and Radio News Series

TV:  Local news Series on Quitting Smoking, Low-Fat 
Cooking Show, and Exercise

English Language Radio: Local News Series on 
Quitting Smoking

Spanish Language Radio: Novelas about quitting 
smoking, reducing blood pressure, exercising, low-fat 
cooking

Media Org:  Supply crew, equipment, editor
Health Org: Supply content expertise and community 
residents affected by health issue



Media AdvocacyMedia Advocacy

Media Advocacy is the strategic and broad-based use 
of media for advancing social or public policy issues. 
The primary tactic is through news stories.

The purpose of media advocacy for public health is to 
reframe the issue into new and interesting viewpoints, 
particularly to shift the focus from the health of the 
individual to the health of the community.  

The ideal is to use media to increase community 
support and mobilize community action with the goal of 
changing policies to promote public health.



Media Advocacy: Why and HowMedia Advocacy: Why and How

Why is Policy Important?
*Emphasizes public health
*Thinks upstream and long-term
*Sets the standard for expected health behavior
*Institutionalizes community norms
*Reaches large numbers of people

Why use Media?
*Reaches large numbers of people
*News is cost-effective and sets the agenda

*How is Media Advocacy Achieved?
*Seizes opportunities
*Uses trained spokespersons and social math
*Relies on community support



Media Advocacy: Salient FeaturesMedia Advocacy: Salient Features

*Relies on News Coverage

*Focus on Policy

*Changes the Environment

*Uses Political & Social Science
(as opposed to behavorial science)

*Can be Opportunistic

*Can use Community as Advocate

*Little Expense



Cultivating Relationships with MediaCultivating Relationships with Media

*Be Confident

*Be Scrupulously Honest

*Supply Information

*Be a Good Source

*View Media as Partner: respect objectivity

*Respect Deadlines

*Follow Through

*Provide Thanks

*Don’t be Discouraged



Generating News: 
Public Relations vs. News

Generating News: 
Public Relations vs. News

Public Relations:
Benefits: Organizational visibility and familiarity
Features: Focuses on message and individuals

Controlled and planned
Relies on events & Public Service Announcement

News:
Benefits: Provides credibility and Sets the agenda
Features: Focuses on policy and issues

More opportunistic and pro-active
Relies on news coverage



Generating NewsGenerating News

Key Media Tips:
*80% of all news is generated   
*Trained appropriate expert spokespersons are critical
*Trained residents affected by issue also critical
*Target specific reporters
*Best time for coverage: day, times and ratings

Strategies:
*Hold a News Conference: Think Visually  

(Release a report; Localize or piggyback on 
breaking news; Highlight local data on health issue) 

*Offer a Press Tour
*Develop a political action
*Sponsor a Community Event
*Develop a Community-Wide Content 



Generating News: Data on Local Health issueGenerating News: Data on Local Health issue



Framing Your Message: 
Making your Story Newsworthy

Framing Your Message: 
Making your Story Newsworthy

*Localize the Issue

*Highlight Controversy

*Emphasize Anniversary

*Build Personal Angle

*Develop Persuasive Visuals and Symbols

*Highlight Irony

*Underscore Breakthrough

*Emphasize Injustice

*Utilize Seasonal Approach



Framing your Message: Shaping your StoryFraming your Message: Shaping your Story

*Tailor to Local Media

*Translate Individual Problem to Social Issue

*Delineate Institutional Responsibility 

*Present Practical Solution

*Utilize Media Bites (including social math)

*Put a Human Face on the Issue

*Shame the Opposition (if applicable)



Framing your Message: 
Adapted from “News for a Change”

Framing your Message: 
Adapted from “News for a Change”



Framing your Message: Make your Own NewsFraming your Message: Make your Own News



Framing your Message:
Compare your health Issue to other social issues
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Tips for Using the News:
Pitching Your Story

Tips for Using the News:
Pitching Your Story

*Determine appropriate journalist

*Develop a compelling news release 

*Follow up with e-mail and possibly phone

*Be brief and politely determined

*Establish your credibility (limitations of government employees)

*Know your Key Messages

*Make the issue LOCAL

*Package the story (experts, community residents, fact sheets)
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Tips for Using the News:
Pitching Your Story

Tips for Using the News:
Pitching Your Story

*Emphasize News Worthiness: Pitch stories, not issues

*Is the story significant, unique, timely, useful, controversial and
or of human interest?

*Is there a photo or visual opportunity? 

*How many people does the story affect and who are they?
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Tips for Using the News:
Responding to Journalists

Tips for Using the News:
Responding to Journalists

*What’s the story about?

*Who else have you spoken with?  Do you need referral to similar 
organizations? Do you need opposition names?

*How did you get my name (or name of organization)?

*What is the format? (feature story, short news story, lifestyle story)

*When will it appear?  In what section? On what program? At what 
time?  (make sure you get a copy - specific agency)

*What specific information do you need that I can e-mail or fax?

*What’s the deadline to get back to you with more information?  (or 
can I refer you to a more experienced spokesperson?)
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Tips for Using the News:
Develop Key Messages

Tips for Using the News:
Develop Key Messages

YOU’RE THE EXPERT: Control the interview
*Practice, practice, practice 2 or 3 messages
*Anticipate counter questions
*Familiarize yourself with the media outlet and your 

potential interviewer
*Emphasize emotional value and local relevance

(don’t use professional jargon; explain acronyms)

BE CLEAR AND CONCISE:
*KISS: Keep it Short and Simple
*SECS: Statement, Evidence, Conclusion & Shut Up
*PEW: Point, Example, What It Means
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Tips for Using the News:
Media Bites

Tips for Using the News:
Media Bites

*Use Concrete Images

*Avoid Sloganeering: Use reasonable language

*Stay Brief: Keep it short and simple

*Use Humor Strategically

*Use Authoritative Sources

*Evoke Pictures of use Literary Devices

*Speak to Shared Values

*Take A Stand and Present a Solution
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Tips for Using the News:
Interview Do’s and Don’ts
Tips for Using the News:
Interview Do’s and Don’ts

CONTROL THE INTERVIEW: YOU’RE THE EXPERT
*Repeat your 2 or 3 main messages several times
*Don’t go “off the record” - an interview is not a conversation
*Never say “no comment”
*Don’t get sidetracked - don’t answer “what if” questions. Stay 
focused on your issue.
*Don’t lose your cool. Stay calm, Politely correct misinformation.
*Be direct, concise and specific.  Use media bites and accurate 
statistics.
*Don’t use specific jargon.
*Acknowledge if you don’t know the answer - offer to find out, 
and redirect the question.
*Use the name of your organization. Mention contact info.
*Bring materials with you (visuals and press kit).
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STYLE:

*Loosen up, move your hands. Use relaxation exercises.

*Use your smile - it adds credibility, likeability and 
sincerity. 

*Avoid throat clearing, fidgeting with hair, overuse of
“uh”, “and”in addition to “you know”.

*Don’t wear chunky jewelry, plaid clothing, short skirts.

*If TV, look at interviewer, not the camera.

*Speak with animation and conviction.
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