HOW TO GET ATTENTION
(In order to further our goals, online and in the media)

Why do you want to get attention?
Do you have an event you want media or the public to come to?
Is there an announcement you need to make?
Do you have an interesting point of view about an current issue?
Maybe you’ve got new and information that you need to share?
Or maybe you just want to encourage or support grassroots action?

We need you to get attention
We’ve got great things to say and do, to: win hearts
and minds, in order to get good change.
You can be powerful in both the media, and in social
media.
If you know a few basic things……

Leah
How to write a media release
and get it covered by media

Raena
How to develop a winning
social media post

A media release is
A news story:
That means its newsworthy – it has
new, interesting, relevant
information that people will want
to hear about.

A media advisory
is:
An invitation to media to come
to an event and information
about that event so they
know where and when to
come.

BOTH need a spokesperson, who can be contacted, on a
phone

What the media want
1. Real news:
• It must be new, interesting, and relevant.

2. Quick and easy news:
• You’ve got 5 seconds to get their attention.
• The easier you make it the more likely you’ll get covered: So give them as
much as you can. Where, who why how and what.

3. A scoop
• If its an exclusive, they’re more likely to cover it. (Unless they think they’re
missing out)

4. A person to speak to
• A contactable spokesperson, and their phone number

Anatomy of a Media Advisory
Headline: grabs attention, sums
up the event
date
Intro: Who, what where
why, how + sex
Body: Supporting
background. More detail
about the who what where
why and how, including:…

…a quote, from the
SAME spokesperson
whose contact details
are below

COMPULSORY.
What, where, when who,
contact.

Anatomy of a Media Release
date

Headline: grabs attention, sums
up the story
Intro: Who, what where
why, how + sex
Context paragraph

Body: Three to five paras
about the who what where
why and how, including:…

…at least one quote,
from the SAME
spokesperson whose
contact details are
below
COMPULSORY.
Contacts details for
person to comments on
the record.

What next?
Who do you send it to?

What happens after you’ve sent it?

It ends up in the paper, or on the web, or on the radio doesn’t it?

Nothing happens.
Unless you make it happen.
…..So pick up the phone

The following slides are from my presentation about developing a powerful
message. I’ll run through them if we have time.

What is a great message:
Clear — Free of jargon, devoid of technical language, and relevant;
Concise — Deliver key messages in 8 to 10 seconds. That might be all the
airtime you get;
Consistent — Messages must be repeated if they are to sink in

A great message is also:
Memorable – Try including one new or amazing fact
Moving – It strikes an emotional accord. “Every day I go to work and I change chidlren’s
lives”
And motivating – Imagine if we could achieve this thing. Hey, we can!

There’s a simple rule: You say
it again, and you say it again,
and you say it again, and you
say it again, and you say it
again, and then again and
again and again and again,
and about the time that you’re
absolutely sick of saying it is
about the time that your target
audience has heard it for the
first time.
— Frank Luntz

So what am I going to say?
What do we want?
Why do we want it?
Imagine, how good it could be…..

What’s my ONE PLUS THREE
ONE – We’re asking MPs to sign a pledge to
restore quality and funding to Early Childhood
Education.
1. All the evidence shows that ECE has a
powerful, positive impact on a child's entire life
but only if it is of a really high quality,"
3. But since 2010 new Government spending on
ECE has gone solely towards paying for
increased enrolments, not for high quality
teacher led education.
4. We're asking MPs to sign the Have a Heart
Pledge, and let New Zealanders know this
election year if they are committed to giving our
littlest children the best education possible,“

Things to do:
Use your personal experience to illustrate the point. “Just the other day
I was with a child when…” Have this example thought out in advance.
Answer with your key point, no matter what is the first question.
Take the space. This is an opportunity, to say what we want to say, not
what anyone else wants you to say.
Practice. As squeemy as it feels, run through your lines before the
interview.
Things not to do:
Avoid using jargon
Avoid explaining, unless you’ve been asked to.
Don’t bore yourself. Say the same thing over and over again.

