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To the 

Reciprocal Meat Conference 

We need 

you!!! 

Shared Values AND Credibility 

Research shows shared values are more 

important that credentials 

Meat scientists offer both 

Get personal 

Go in eyes wide open… 

 

Disclaimer:  You Are 

Entering  a World Of 

Uncertainty! 

Media relations advice based on 

experience.  There is no substitute 

for your good judgment.   

Overview 
Who Are the Media? 

What Do the Members of the Media Want  

What You Can Provide: Messaging 

Writing and Delivering Impactful Messages 

http://www.google.com/url?sa=i&source=images&cd=&cad=rja&docid=BBiXXA4ruMgkpM&tbnid=eeTQMhKvoFIaKM:&ved=0CAgQjRwwAA&url=http%3A%2F%2Fcommons.wikimedia.org%2Fwiki%2FFile%3AUncle_Sam_(pointing_finger).jpg&ei=Idq4UcPMAZat4APzxoGACg&psig=AFQjCNEjU9Y_W4vEOftxM8--UUM8-dVZng&ust=1371155361112184
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Demographic Overview 

Newspapers 2009: 1,400  

– 1,878 in 1940 

 

Printed daily newspaper circulation hit a 

peak of 63,340,000 in 1984 (having been 

virtually flat for the previous 10 years), and 

has since declined to 43.4 million in 2011.   

 

Where People Get News 

U.S. Media & Politics Spread Thin 

Responsible for Stories on Many Subjects 

Little Science Knowledge 

No Meat Knowledge  

“Murders and Microbes” 

Use a Formula That  

Attracts Viewers 
Victim = person who became ill/injured;  

animal harmed 

Villain = meat industry 

Vindicator = government inspector 

Juxtapose black against white, good 

against bad 

Media’s definition of balance:  

spokesperson from each camp, regardless 

of size or credibility of constituency 

 

 Broadcast Media  

Work in Sights & Sounds 

Quick turnaround 

Short soundbites 

Simplified Stories 

Mostly Taped 
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Print Media  

Consider themselves ‘real’ journalists 

Need catchy information/quotes to grab 
readers in visual world 

Under pressure 

– May call more than one person at same 
company 

– Need prompt return calls 

Stories often move on web before they 
appear in print 

 

Helping Yourself 

Know your science  

Be able to tell your 
story 

Respond 
immediately  

Know who to tell it to 

Know where to tell it 

Offer images  

Be transparent 

 

On deadline 

What they want 

The news first 

Confirmation or denial 

Facts 

Clarification 

Context 

Background 

A quote 

An image 

 

What they will go with 

What is already out there 

What the accusers are 

accusing 

What “experts” will 

speculate about situation 

Unnamed sources if 

trusted 

How others are reacting 

to the news  

N. Wellman 

Don’t Be Bob:  Know Who 

You Are Talking To…. 

1968:   Average soundbite 42 seconds 

Today:  average soundbite just under nine 

seconds  

Ex: Darrell Issa:  “The sooner the 

administration figures out that the enemy is 

the bureaucracy and the wasteful spending, 

not the other party, the better off we'll be. “ 

 Bottom Line:  Less time to persuade/offer 

balance in a media that inherently distrusts the 

meat industry.  Plan ahead and be memorable! 

 

The Shrinking Soundbite Humor and Clever Messaging  

Can Help 
Canadian beef and BSE: 

– “Calling Canadian beef unsafe is like calling 

your twin sister ugly.” (Everywhere) 

Redesign a hot dog? 

– "As a mother who has fed toddlers cylindrical 

foods like grapes, bananas, hot dogs and 

carrots, I 'redesigned' them in my kitchen by 

cutting them with a paring knife until my 

children were old enough to manage on their 

own," Riley says (USA Today) 
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Humor, Clever Messaging, 

Cont’d. 
Mechanically tenderized in product names? 

– If, for example, Ford were suddenly forced to 

call an Explorer a ‘Robotically Assembled Ford 

Explorer,’ a buyer might think the car has been 

significantly changed.” (AP, Others) 

Food Inc Like a Documentary? 

– “For me, watching that movie was like going to 

see a documentary about modern investigative 

techniques and having Scooby Doo appear on 

the screen. It was a caricature. (Nightline) 

 

 Changing Times 

Nightly news viewers aging 

Young people shun newspapers, turn to 

internet 

Radio stable 

More people getting news round the clock 

Prevalence of PDAs growing source of 

news 

 Understand Who They Are 

Research key media that may cover your 

business 

Read their coverage 

Do routine news sweeps 

Prepare lists 

– Test them 

– Update them 

– Test them again 

 

Overview 
Section1:  Who Are the Media? 

Section 2:  What Does the Media Want? 

Section 3: What You Can Provide: Messaging 

Case Study Practice 

Interview 

Wrap Up 

To do or not to do? 

What is the outlet? 

Local or national? 

Live or taped? 

Reporter/history? 

News hook? 

Other guests? 

Spokesperson availability/preparedness? 

Chances for success? 

Good Interviews 

Inform 

Persuade 

Are memorable 

Make an emotional impression 

Are seldom spontaneous! 
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Developing Your Message 
For Every Major Issue Have 3 or 4 Key Points  

 
What do you want the viewer to know/hear?   

Case Study:  Layoff 
– 1) Unfortunate but necessary action to stabilize 

company; 2) Laid off employees will be rehired at first 

opportunity; 3) Severance paid. 

For each major message, support with specifics to 

make your message  compelling and believable.  
– “Headline” 

– Back-up Statement (data, facts, etc.)  

– Examples, stories, anecdotes, tips  

 

 
 

 

This allows you to respond to questions in different ways.  

 

Putting  Messages Into Practice 

What might the interviewer ask? 

– How can you answer the question and move 

to your message?   

– Left field questions 

– Must practice! 

Practice, Practice, Practice 
– “It usually takes me three weeks to prepare a good 

spontaneous performance.” - Mark Twain 

– Present to a friend…or the mirror 

 

 

 

Avoid Jargon Image wars 

Communicate Not Just With 

Words… 
Charts and Visuals 

“We’ve reduced E. coli by 72 percent” 

-or- 
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Have An Agenda and Hold on 

Tight 

Three or four points and a few statistics 

Break through clutter with anecdotes 

– “While it is a moving, 100 year old work of 

fiction, The Jungle is as accurate a depiction 

of a modern meat plant as Oliver Twist is an 

accurate depiction of modern child care” 

Stay focused 

View the question as an opportunity 

Phrases to                                

‘Get Out of Trouble’ 
Beyond your expertise:  To fully answer that, you’d 
need an expert on          .  I can tell you that, in general... 

The sticky one: That’s a great question, but I think what 
you are really asking is…. 

The stumper:  I don’t know the answer, but can get it 
for you. What I can tell now is…. 

The anecdote:  I can’t speak to anecdotes, but my real 
life experience tells me…. 

The crazy allegation:  It’s clear to me that you’ve never 
been in a meat plant and I’m happy to host. Then you 
will see that…. 

Heartstrings:  I’m a mom/dad….My heart goes out to 
the family of that little girl and if its any consolation, she 
has inspired us to redouble our efforts…. 

N. Wellman 

Clutching My Agenda 
Hint: Be the Sane  

and Likable Voice 

Responding to                     

Tough Questions 

Every question = opportunity 

Use questions to make key points 

Answer, then support briefly 

Make a transition:  

 BRIDGE back to your key message 

Don’t argue or lose your cool 

Keep your sense of humor 

N. Wellman 

Brilliant Bridging 



7/8/2013 

7 

When the Opportunity  

Presents Itself:  Be Real 
Younger generation not as receptive to 

overly polished messaging 

Love humor, reality 

Temple Grandin has been a media 

sensation in part because she’s real. 

http://www.youtube.com/watch?v=Fll676-

aTQU 

Get Media Training 

Learn defensive techniques 

– Pre-screening 

Seeing yourself on-camera is essential 

Learn interview formats 

Learn techniques to stay on message 

Practice, practice! 

Watch the news and model good 

communicators 

 

Closing Thoughts 

Engaging with media is risk – and so is not 
engaging 

Use key strategies to minimize 
risk/maximize positive outcome 

Be proactive internally and externally 

Plan, practice and prepare 

 

Contact: Janet Riley, 202/587-4246, 
jriley@meatami.com 


