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Agenda
Surround Sound Communications Strategy

Tactics and Tools

 Traditional

 Elevator Pitch

 Making Media Work

 Online Presence: Website and Social Media 

Digital Storytelling
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Surround Sound Strategy

Every organization needs a communications strategy and a plan.

Step 1. Identify key audiences -- individuals and organizations with 
which you serve, interact and partner.

Step 2. Identify key messages per audience.

Step 3. Identify how those messages might change over time.

Step 4. Identify communications tactics, tools, channels, with a timeline 
or calendar.

Step 5. Identify ways to measure and evaluate your success.
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Tactics and Tools
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Traditional Tactics and Tools

Publications (print or electronic): Program reports, highlights, issue 
briefings.

Email: Listservs, email distribution lists, enewsletters for alerts and 
updates.

 Constant Contact software to create consistent branding for your 
email communications.

Speaking opportunities: Submit abstracts and get on the agenda for 
conferences and meetings, to get the word out about your work.

 Online forums need subject matter experts – offer to be a panelist 
or moderator for a webinar or podcast.
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Traditional Tactics and Tools
Community Partnerships

Media: Connect with local reports and on air personalities.

Local newspapers have community desks -- get to know your local beat 
reporters and feed them information and story ideas. Tools: Press 
release, media kit.

On air personalities (television or radio) can become spokespersons 
and key supporters.

Business: Chambers of Commerce, small business owners, large 
businesses and financial lending institutions have Marketing or 
Community Affairs Departments.

Community/Social Groups: Rotary, Kiwanis, Lion’s Clubs.
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Elevator Pitch
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Elevator Pitch

An elevator pitch (elevator speech or elevator statement)

Reflects the idea that it should be possible to deliver the summary in 
the time span of an elevator ride -- approximately thirty seconds to 
two minutes. 

A short summary used to quickly and simply define your organization 
and value proposition.

Value Proposition: a promise of value to be delivered, and a belief from 
your constituent groups that they will experience that value. 
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Crafting Your Elevator Pitch

Step 1. Who: Describe who you are. Keep it short.

Hint: What would you want the listener to most remember about you?

Step 2. What: Describe what you do. Here is where you state your 
value phrased as key results or impact. Think of this as your tagline.

Hint: This should allow the listener to understand how you or your 
organization would add value.
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Crafting Your Elevator Pitch

Step 3. Why: Describe why you are unique. Show the unique benefits 
that you and your organization bring.

Hint: Show what you do that is different or better than others.

Step 4. Goal: Describe your immediate goals. Goals should be 
concrete, defined, and realistic. Include a time frame.

Hint: This is the final step, and it should be readily apparent to the 
listener what you are asking of him/her.
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Crafting Your Elevator Pitch

Avoid jargon, business speak, or trendy buzzwords.

You want to be memorable – use your own voice.

Average Pitch Stats:

 Word count: 231

 Pitch length in seconds: 56 seconds

 Repeated words: 4

Source: Harvard Business Review
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Making Media Work
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Keys to a Successful Media Interview

Always ensure the relevant person is available for an interview with 
the media. 

Be warm yet professional.

Use clear language that is easy to understand. 

Have a positive attitude. 

Be prepared. 

 Make sure you have all the facts ready to support your story 
and that they come to mind easily. 
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Keys to a Successful Media Interview

Anticipate questions that might be asked and think how you will 
respond. 

If asked a direct question, give a direct answer.

Answer one question at a time. 

 If more than one question is asked at a time, answer the 
question you’re most comfortable with first. 

 Ensure you have finished answering the first before moving on 
and answering subsequent questions.

Never speculate. Only give factual information that you can verify.
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Preparing Spokespersons

Identify a spokesperson ahead of time. 

If possible select one spokesperson for each topic who can speak 
on that subject with credibility.

Ensure the spokesperson feels comfortable talking with the media, 
and has some human interest stories to tell.

Work with the spokesperson in advance, making sure they 
understand all the key points and how to emphasize them 
effectively.

Keep spokespeople informed with all the latest news on the topic.

Conduct practice interviews.
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Interview Checklist
 Media training for spokespeople is mandatory

 Do your homework

 Anticipate key questions

 Prepare key answers

 Develop and practice 3 key messages

 At the beginning of the interview, state your objective

 Provide support for your objective

 If asked an unrelated question, answer and bridge to your key messages

 Summarize your thoughts

 Know when to stop talking
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Television

Visual appeal. 

Get your message through to the greatest numbers in a short time.

Reach particular sectors of the population including opinion leaders, 
and government officials.

Various types of programs can convey the message of your 
organization/program.
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Television coverage for your event
Ensure your story is newsworthy.

Telephone station news directors well in advance, do not rely on a 
press release alone.

Ensure you have good visuals.
 Television needs an interesting scene, voice, face or some 

other way of visualizing your story.
 Ensure your logo is clearly visible.

Check out the location and ensure adequate electrical outlets are 
available for equipment.

Include printed speeches or prepared statements in your Media Kit.

Schedule the event in the morning.
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Keys to a Successful Interview - Television

Approach an interview as an important opportunity to get across 
your messages, not just to respond to questions.

Determine which are the three most important points you want to 
make and repeat them often.

Use anecdotal examples to add color and credibility to every 
assertion.

Find the focus of the interview in advance to anticipate the 
questions.

Know the format and style of the interviewer.



20

ICF Proprietary and Confidential – Do Not Copy, Distribute, or Disclose

Keys to a Successful Interview - Television

Provide the reporter with background material in advance.

Arrive early so you can become accustomed to the setting and have 
a chat with the interviewer.

Dress appropriately and remember your body language.

Look, listen and speak to the person talking to you, not at the 
camera, or at yourself on the monitor.
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Keys to a Successful Interview - Television

Say the most important information first and don’t get lost in the 
details.
 Do not defend in such a way to make you sound defensive
 Do not debate

Challenge any effort to put words in your mouth.

Once filming begins assume you are “on air” until told otherwise.
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Radio

Despite the growth of television, radio remains popular. 

The programming range and number of channels make radio a 
highly accessible, and effective way to communicate your 
message. 

The overall radio audience is large and varied.

 By targeting a particular program or channel you may reach a 
particular group in terms of age, gender and area of interest.
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Keys to a Successful Interview - Radio

Maintain a distance of 6–8 inches from the microphone.

Talk normally.

Avoid shuffling papers, etc.

Assume the microphone is ‘live’ and you are “on air”, unless told 
otherwise. 

Save any personal remarks for when you are certain the microphone 
is off.
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3 C’s of an Interview

Confidence

 Be confident in your knowledge, you know your subject better 
than the journalist.

Clarity

 Use clear, conversational style and avoid jargon.

Control

 Take charge of the interview .

 Preparation is key. 

 There is no such thing as a wrong question, only a wrong 
answer.
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Fun Quiz
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Media Quiz
1) You are given an option as to when a reporter comes to do a story for that 
night's news.  Which would be best for you?

a) 11 AM

b) 2 PM

c) 3:30 PM

d) Live at 6 PM

2) If a reporter asks you a question you don't want or like, do you:

a) Answer it anyway

b) Answer it completely, giving more than the reporter could ever want to 

make him/her happy

c) Respond, then bridge to what you want to say

d) Ignore the question and say what you want

e) Refuse to answer the question

f) Stop the interview
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Media Quiz
3) If you're stopped by a reporter unexpectedly and asked questions you are not 
prepared to answer, you should:

a) Set a time to meet with the reporter

b) Respond to the best of your knowledge

c) Ignore the reporter

d) Offer speculation or conjecture

e) Tell the reporter (nicely) that he/she must call and make an appointment 
before you will do the interview

4) Errors appear in stories because:

a) The reporter doesn't give you a chance to review it

b) There is a multi-layered editing system

c) Reporters aren't knowledgeable about your program

d) Reporters are human and make mistakes

e) You did a poor job of communicating effectively during your interview
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Media Quiz
5) It is important to get back with reporters immediately because:

a) They may have other stories to work on.

b) They might turn to another source.

c) You want them to know you are cooperative.

d) Of deadlines they have

e) It isn't really that important.

6) Where do you look during a TV interview?

a) At the interviewer

b) At the camera

c) Both

d) It doesn't matter as long as you know your subject.
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Your Online Presence
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Evolution of the Web
Old Model: One-Way Traffic

 Web sites that push information to customers

 People connecting to the Web

 Controlled content

New Model (Web 2.0) – Total Paradigm Shift

 Web sites that push, pull, proliferate information 

 Interconnected Web tools (e.g., Web sites, blogs, social networking features)

 People connecting to each other

 Collaborative content just a “click away”

With social media, CONTENT is KING. Goodbye stagnant Web sites.
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Creating Engaging Websites

Websites should be built to capture the attention of visitors and keep 
them coming back. 

Effectively engage your constituents with personalized content—inspire 
interaction through blogs, polls, surveys. 

Incorporate interactive site features—social media, event calendars, job 
boards, resume postings, photo gallery, eCards.

Develop professional and appealing page templates to maintain 
consistent branding and imagery throughout your site.

Analyze website traffic activity to better understand your visitors and 
constituents.
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Social Media

Social media allows one-to-one communication.

Unlike broadcast/mass media, social media connects personally with 
each and every user.

Users collecting information based on what they want means deeper 
engagement and interactivity.

Ongoing dialogue and interaction elicits loyalty.

Viral effect through “word of mouth”.
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Why Adopt Social Media Now? 

 Adapt to changing media habits
 Segment target audiences and measure results
 Geographic, demographic, lifestyle, interests, 

and keyword centric
 Extend reach and frequency; repurpose materials
 Optimize search engine visibility 
 Frequent messaging yields more interactions
 Transparency and personalization nurtures 

loyalty
 Empowers the individual-- self-service drives 

down operating costs
 Deeper engagements (“friends,” “fans,” and 

“followers”)

Social media = more informed and loyal users.
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Facebook Page : www.facebook.com/CleanAirNewYork

FRESH
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The Viral Effect

The Clean Air NY Facebook page went 
live in January 2009.

Slow, steady growth for first 6 months.

Advertising/PR saw growth.

Average 25-30 new fans a day 
since.

Many opportunities for exposure within 
Facebook.

Friends invite friends, Newsfeed 
stories, Facebook advertising.

Within 3 months number of fans 
increased from 300 to 3,000.
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Nothing Beats Organic Marketing

65% click on URL links within a News Feed 
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Twitter.com/CleanAirNY
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Avoiding the Social Media Time Suck

Focus and Time Management

What are your top 3 social media goals and do you have a plan for 
reaching them? 

How much time can you dedicate each day to using tactics to reach 
these goals? 

What steps can you take to improve your focus while completing social 
media activities? 
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Avoiding the Social Media Time Suck

Optimize for Productivity

Twitter

 Best days: Midweek & Weekends 

 Best time: 5pm 

 Best time for increased Click Through Rates: Noon & 6pm 

 Most effective frequency: 1-4 tweets per hour 

Facebook

 Best day: Saturday

 Best time: Noon

 Most effective frequency: 1 - 2 per day

Source: KISSmetrics on “The Science of Social Timing” 
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Digital Storytelling
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Digital Storytelling

Using computer-based tools to tell stories.

Weave images, text, narrative and voice, video clips and music 
together.

Vary in length - typically between 2 and 10 minutes. 

Use digital storytelling to reach new audiences, shift public perception, 
attract and engage supporters, and demonstrate impact.
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Digital Storytelling

What makes a story compelling?

“A good story often comes from looking at the familiar in a new way 
with new meaning”

Joe Lambert
Founder and Executive Director
Center for Digital Storytelling
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Digital Storytelling

What brings a (digital) story to life?

A story that comes from the soul cannot be denied.

Tell a story people can identify with as their own, and the need to 
persuade, convince, or sell them on anything disappears.
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Thank You

Selena Ramkeesoon

sramkeesoon@icfi.com

Mobile/SMS: 202-247-6692

Twitter: @SRamkeesoon

www.linkedin.com/in/selenaramkeesoon


