A SIMPLE GUIDE TO
WORKING WITH
THE MEDIA



What you will learn

This is an introductory guide to working with the
media. It unpacks the benefits of working with the
media and the different audience groups you
might want to consider when creating a pitch. It
will also help you to put a pitch together for print
and broadcast journalists to ensure your best
chance of getting good media coverage. It covers
the importance of getting your message across and

how best to prepare for media interviews.
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Why talk to the media?

The mixed middle

* Most studies divide the British public into 25% pro-
immigration, 25% against and 50% undecided. This group is
called the ‘mixed middle’ or the 'anxious middle.' They have
some support for immigration as well as some questions
and concerns.

* These are the people we need to reach if we want real
change, and we have to reach them on a huge scale.

* The media — even regional newspapers —reach millions of
people every month. It’s the best way to reach outside your
own echo chamber. Certain media outlets speak well to the
'mixed middle' audience such as the ones on the graphic
below.

When you ask the UK public their views on

refugees and asylum seekers, their answers
usually place them in one of three big categories:

About one quarter of

UK adults are actively
pro-refugees, and m E B E EVCI'I]I]gNeWS

therefore most aligned

with our cause - in fact,
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least strongly sceptical.

In between, there’s a ‘mixed middle’ of around
half the population with more ambivalent views,
which includes people more or less likely to be ‘won
over’ by either side of the debate.



Why talk to the media?

Media changes minds

[1 The Windrush campaign — stories that appeared unfortunatein
isolation, once public, painted a picture of a systemic problem,
forcing the government to act

1 Callsfor the government to do more led to the Afghan citizens’
resettlement scheme

[T IMIX's own research finds that the most persuasive stories for
undecided voters are those of refugees and migrants who
overcame the odds to try to rebuild their lives in the UK

[] So if you want to be persuasive, it’s not just a case of emailinga
journalist, it’s making sure you have a persuasive story to tell

The week that took Windrush from :pehnritisp famn;e: gfﬁ“-"i ready to welcome

° ° ° ° ghan re ugees mto their nomes
low-profile investigation to national o ————
scandal

Britain's reputation has been shattered by the cruelty of the
government's immigration policy

ndependent petition calling for

efugees welcome: 100,000 sign
ritain to 'take its fair share'

WORLD » UK.

British Lord Who Fled the Nazis Becomes
Champion of Child Refugees
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‘ Synan refugee earns four A*s three years after moving
to Merseyside




What makes a good news story?

What the journalist wants: VS What you want:

* Aheadline

* Agood storyteller * Animportantaudience

e Easyto understand * Achance to get your
explanations message across

Writing a press release that grabs the attention of editorsis a skill you can build
with practice. The key is emphasisingwhat distinguishes your story —and why
editors would want to cover it now. Focus on:

* Fresh information / developments that make the story timely

* Astruggle, a fight or disruption of the status quo —conflict like the Rwanda
deportation or right of asylum seekers to work

* Exclusivity—is yourstory something new that hasn't been covered before?
* Asubject, personor event judged to be of publicinterest orsignificance
* Informationon upcomingevents of publicinterest

* Humaninterest storiesthat appealto people emotionally.

Afghan refugee who fled Taliban makes new
life in Liverpool

GRANADA | LVERFODL | REFUSEES | (@ Mancy 28 February 20

e e N Man who moved from Antigua 59 years
ago told heisin UK illegally

Home Office treatment of Elwaldo Romeo’s case branded
a a4
g T y
How the Guardian broke this story

Beach protesters take stand over 'cruel and inhumane'
Nationality and Borders Bill




How to pitch

Think about the finished article

When you pitch anidea, imagine howit would work as an article. If you were
writing up the story, what would your 'hook' be to get readersinterested?

Journalists are busy, so make their job easier by showingthem what a great piece
your story would make. Don't just write down everythingand leave it to them to
figure out how it would work as an article.

The incredible Syrian vegan takeaway hidden in Granby v

@ You forwarded this message on Thu 08/07/2021 1451

B o=
° b i 0 B Incredible vegan takeaway hidden in Liverpool serving up

To. hplc.com: elle.may plc.com jess flaherty@reachpic.com Mediterranean dishes

Hi all, how are you? Hope all's well and you're enjoying life restarting again.

In my new role at IMIX, I've been working with the founder of a Syrian vegan
takeaway hidden away in Granby.

He started the business in lockdown and spent ages clearing away the mess left by
fiytippers before transforming the street with a colourful mural, benches and flowers
(see before and after pics).

It has loads of dishes that will be new to vegans, and he'd welcome the What's On o e
team if anyone wants to come and visit themselves. il . ————

Don't give up

Have confidence in your story. Keep trying different papersand
outlets until you find an interested journalist. Most pitches are
not successful on their first go!



Pitching to broadcast media

Pitching to radio/podcast

Thinkaboutthe show's format. Is it a studio
guest piece, a panel discussion, live on location
or aradio package?

Whois available forinterview? Give a brief
description of them and key points/ experiences
they could share.

Is there something worth recording on location?
An event, a protest, somethingthat would add
interesting colourto aradio package.

Pitching to Television

Thinkaboutthe show's format.Isita
live interview or discussion programme,
video package, or longerinvestigation?

What can they film to illustrate the
story?

Is there a good location/event/ action
that's visually interesting?

Whois available forinterview?

The Journalist's Wishlist
Stick to agreed dates and times
Answer your phone if you have just pitched or are expecting a call

Be clear what is 'on the record' and 'off the record'

Tell them immediately if you aren't happy with the way you said something

Complain privately first, as it may just be a genuine mistake




Getting your message across

Narrative Frame: This is how we talk about an issue - the stories and
histories we share; the words and phrases we use.

* Provides a simple, engaging way of talking about a problem or issue

* Connects with people’s underlying values or goals — e.g. natural justice,
security, social responsibility, etc

e Changes perceptions of an issue and persuades people to be on your
side

* Guided by people with lived experience.
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If you look at the example above — are you going to put the customer’s
attention on how much fat is in the product or how much fatis not in it?

It’s all about how you frame it for the audience.




Preparing your key messages

How would you like your story told?

* You need three bullet points to keep on
message during a media interview.

Back it up. Have some concrete examples
that demonstrate your points.

Journalistsdon’t alwaysask the questions you want to answer, so you can
use a technique called Bridging to get your message across:

A - Acknowledge the question
B - Bridging phrase
C - Communicate your message

Useful Bridging Phrases

* 'That’s an interesting question, but to put it in perspective...'

* 'That’s a valid point, but what’s equally important is..."
e 'That’s certainly been an issue in the past, however...'

* ' don’t have the precise details about that, but what | do know is...




Imix

Telling the human story of migration

Find us on

@IMIX_UK
@human_journeys

And follow our projects

@ OO

Human Good Un/Documented
Journeys Neighbours Podcast

Email us at

media@imix.org.uk

Imix
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