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THE GOOD, THE BAD
AND THE UGLY.
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BLOOPER REEL TAKEAWAYS

Check your equipment before any
on-air demonstration. Remember,
safety comes first!

When you're on-air, everything is
recorded, and the audience may
iInclude those you least expect.

Be clear and avoid misleading
information.
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« INFLUENCERS / SOCIAL MEDIA

« PODCASTS (AUDIO and/or VIDEO)

« PRINT OR TEXT (WEBSITES, NEWSPAPERS,
MAGAZINES)

RADIO (LIVE or RECORDED)

TELEVISION (LIVE or RECORDED)

SAY
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DIFFERENT APPROACGHES AND STANDARDS

NONTRADITIONAL NEWS TRADITIONAL NEWS

PROVIDE QUESTIONS IN N\
ADVANCE? (\/ ) ( X)
FOLLOW PROFESSIONAL - v
JOURNALISM STANDARDS? =/

ALLOW PREVIEW OR REVIEW
OF FINAL PRODUCT? (‘/> @

° INTERNATIONAL ASSOCIATION OF FIRE FIGHTERS IAFF.ORG 6




TV BROADCAST, PRINT, DIGITAL AND
RADIO

What are some
benefits of
engaging with the
media?
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WhHY

Reach your
Promote your community
Local's brand members and

elected officials

Advertise your Establish
Local's yourselves as

messaging and experts, trusted
Issues professionals

Fundraise

¢®$ INTERNATIONAL ASSOCIATION OF FIRE FIGHTERS
S

WHY NOT

Fear of being Unfavorable
misquoted story

You’re afraid to Not

say something

or uninformed newsworthy

“Just doing our
job”

IAFF.ORG 8



POTENTIAL STORIES FOR YOUR LOCAL

Collective Issue Political New Hires,
Bargaining Bt dliads Announcement Endorsements BollResuls Appointments
Education : Promote a React to New
Outreach PSA Charitable Work Resource Euents Report/Situation
Speaking o
Engagement/Site New Policy Give an Award LeA%lzlr?ég/e Scholarships
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FEATURE STORY/LIGHT NEWS: Utah fire fighters hang up Christmas
lights after woman falls

MNEWS SPECIALISTS
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USING THE MEDIA GAN BE EFFEGTIVE!

a )

Immediate
recognition and
credibility.

N

) Broad reach

Visibility on social
media and can

provide your Local ([T aTe W FAV/2] §'=.

cross-post.
) of
- audience.
Can lead to
impressive
opportunities.
SR
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QUESTION:

HOW DO YOU BUILD
RELATIONSHIPS WITH
YOUR LOGAL MEDIA2




BUILD CONTACTS INSIDE THE NEWSROOM

Reporters Editors As;idgi?orrrl: it Planning Desk
v

Producers Bloggers Photographers o%%rpa%?s
¥

News Director

Email and/or
call the
newsroom

SAY
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REPORTER WISH LIST

Provide
information that
includes relevant
facts and
background.

Availability for
interviews —
morning shifts, Avoid jargon.
weekdays and
weekends.

Meet deadlines Shares engaging

and responds to and unique stories.
calls quickly.

SAY
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KNOW WHEN T0 SAY NOTHING

\

Some issues
don't require a
response.

4

If it hasn’t
become our

ISsue, no need to

make it our issue

SAY
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TYPES OF MEDIA INQUIRIES

General questions that arise
in day-to-day operations.

Handled by Union PIlO, often
Local president.

A 7
669 INTERNATIONAL ASSOCIATION OF FIRE FIGHTERS
<>

Negative Press

Negative comments or local
issues that reflect poorly on
union.

Handled by Union or Dept. PIO

Full-Blown Crisis

Serious incident impacting reputation
or function of union or its members.

Handled by high-level Union
leadership with help from legal
counsel or PR firms in some cases.

IAFF.ORG 17



DISTRIBUTE EFFECTIVELY

Ensure all media outlets are cued
= @ up and send your statement via

email promptly. This avoids a
statement from the media saying:

J
"We reached out to the union,

@ but they did not return our
calls.”

c INTERNATIONAL ASSOCIATION OF FIRE FIGHTERS IAFF.ORG 18
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OP/ED OPP(

An op-ed is beneficial to your cause
because it allows you to present
your message in a clear, controlled,
and persuasive manner directly to
the public, without being filtered or
reshaped by journalists.




A press conference draws
multiple media outlets in one
place, maximizing exposure
and ensuring your message

reaches a broad audience
quickly. This helps create
momentum and drive news
coverage around your
position.

OCBS N
PTTSBURc

1134 AM BREAKING NEWs
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- FOLLOW-UP/ONGOING COVERAGE: Families of fallen

. Newark fire fighters "disturbed" by testimony from former =~

fire chief

@CBS NEWS
NEW YORK

FIRST ALERT
WEATHER

CONTINUING COVERAGE

&06PM LOTTERY

Aot @®CBS NEWS
B NEW YORK
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PRESS RELEASE FORMAT

A compelling headline

A lead paragraph summarizing the key information

’

-~
\
\
\
\
\
-

Background details about the news ‘

Quotes from relevant individuals Why @
Contact information for further inquiries ‘w

Include location, date, and time for events.

¢®$ INTERNATIONAL ASSOCIATION OF FIRE FIGHTERS IAFF.ORG 23
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PRESS RELEASE EXAMPLE

YA
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WHO MAKES A "GOOD TALKER"?

AUTHENTICITY AND EXPERTISE

CONVEYS INFORMATION CLEARLY, WITHOUT
JARGON

UNDERSTANDS WHAT AREPORTER NEEDS AND
HOW THEY WORK

DOESN'T RAMBLE, PROVIDES DIRECT BUT
PITHY/QUOTABLE ANSWERS

KNOWS THE AUDIENCE

INTERNATIONAL ASSOCIATION OF FIRE FIGHTERS IAFE.ORG 27
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PUTTING YOUR BEST SELF FORWARD

IFEABNVVINIEEN PATNE Y

KINOWATIHEMESSAGE VMARPFERAGTHCE UNNILE THE MESSAGESIARE SECOND
NATIURE

PRACGIHICE SiVIORE RELLAXEDRSIBEIRNERINTERVIEW.

KEEE"ANSWERS SINMPIEEANDBISHORIF(EISWIEE CHANGE DEPENDING @GN
EEVIEDIAT@UNIEE

AIVFE@RHSHIOIS0ISECONDS EOR EACH ANSWERS (SHORINER EOR.
INERVIEW'S)

NOJARGON

DENAFANSWERSEYPOIEENCALS

POSINIVE ANALOGIESIANDISTIORIEST ARE GREAINWAYS 1101 CONVEY POINIS
KEEE YOUR COOL!

INFSIIN@IF JUSIFVIENM @RIZATION(ANDIDONAF RELLY @NINOHES!)

acjﬁ INTERNATIONAL ASSOCIATION OF FIRE FIGHTERS IAFF.ORG 28




[ On-air interviews J

Stick to the point

Before an in-person interview, Don’t ramble or over-explain. If your current strategy isn'’t

ask the reporter, "What questions | Rambling can create confusion and working, be prepared to change
will you ask me?" This will help generate more questions, which may| course quickly.

you avoid getting sidetracked. harm your position.

NAZ
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MEDIA TERMS

On the record: Everything you say can be used and attributed directly to you in a story.
Assume every conversation with a reporter is on the record unless otherwise specified and
agreed to.

Off the record: Nothing the reporter hears can be used in a story

On background: Reporter can use the information but can not attribute it directly to you.
Uses title like, “Union official”

Deep background: Reporter can use the information but not any quotes. Helps fill in back

story.
c INTERNATIONAL ASSOCIATION OF FIRE FIGHTERS IAFF.ORG 30
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TIPS AND TRICKS

\

"Ensure that your backdrop is appropriate for the
message you are delivering.

ang INTERNATIONAL ASSOCIATION OF FIRE FIGHTERS IAFF.ORG 31



LENGTH OF A NEWS STORY

‘More than 120
seconds (16%)

* Most stories are
around 1 min 30 sec
max with multiple
soundbites (SOTS)

.Less than 30
seconds (43%)

* Quicker stories called
VOSOTS - one
soundbite around 10
—15 seconds and b-
roll. (video) ANCHOR
usually reads on air.

q@g INTERNATIONAL ASSOCIATION OF FIRE FIGHTERS
NG

‘ Reporter may

ask for a LIVE
interview or
social media

LIVE interview.

They're
supposed to

announce first.

IAFF.ORG 32



SPOT NEWS/ON-SCGENE INTERVIEW

N
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© DELTA CEO: CLEAR, DIRECT, ON MESSAGE

ATLANTA

EXCLUSIVE

®CBS DELTA AIR LINES CEOQ LIVE

MORNINGS  EpBASTIAN REACTS TO TORONTO PLANE CRASH & TALKS INVESTIGATION LATEST
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SNAPCHAT

ABOUI,E&(E

PILLS"

WHAT'S A
"FENTAPILL"?

That's what we call the millions of fake
prescription pills that have floodeod the
market since about 2014, See, drug dealer:
arc I'}lI-.II'II"‘-".F':(‘(':F':lc‘ anc I‘I'\t-\,’ follow the
maoney, As long as Lthere is a demand lor
Xanax, Oxycodone, Percocet and the like
they will find the casiest, most profitable
way to supply them.

S NIGHTLY NEWS EXCLUSIVE [N,
SNAPCHAT CRACKDOWN ON ILLICIT DRUG SALES

- 7 o AL B T = v

I'wnta;":ill«'. cost almost nf)ﬂﬁinn_l to make, s0
oVvery dollar these dealers take from you

2T A alek’
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REPORTER “TRICKS”

THE “FLOW?”: MOST INTERVIEWS WILL START
v WITH LIGHTER QUESTIONS AND GET
TOUGHER AS THE INTERVIEW PROGRESSES

REPORTERS WANT TO KNOCK YOU OFF

MESSAGE BECAUSE THIS IS WHERE NEWS IS
MADE

,‘ USING SILENCE

1 THE "RULE OF THREE"

SAY
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SILENGE AND THE RULE OF THREE

“I've done thousands of interviews in the past three
decades and have noticed a pattern to people's
responses. They nearly always answer a question
three times. First, they tell you the answer they want
you to hear. Second, they explain their answer. Third,
they blurt out a soundbite—if you wait a beat before
jumping in with the follow-up question. Let the silence
grow. Silence makes people uncomfortable. They
suspect you still don't understand their answer. That's
when they put their thoughts into sharp focus.”

BOB DOTSON - Former NBC NEWS CORRESPONDENT

SAY
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TURN THE TABLES

 ANTICIPATE THE RULE OF THREE

 TEE UP A THIRD ANSWER

« USE SILENCE

» SIGNAL THE IMPORTANCE OF WHAT YOU'RE
ABOUT TO SAY ("HERE'S THE BOTTOM LINE...")

« CHANGE YOUR CADENCE

SAY
INTERNATIONAL ASSOCIATION OF FIRE FIGHTERS
N

FFFFFFFF



AVOID “NO COMMENT", AND PIVOT

: One thing
Here’s the aULCRS to | can’t really talk about

. what we . that now, but what | can
thing... e consider tell you is...

[\ [o)
matter
What...

Its important It’s a bit too early to We have two issues,

to note... discuss that... the first is...

I’'m glad you
asked that question...

6@3 INTERNATIONAL ASSOCIATION OF FIRE FIGHTERS IAFF.ORG 41
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~ PNOTIPNOTIPIOT!
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BRIDGING / PIVOTING
A-B-C

ACKNOWLEDGE THE QUESTION - “THAT'S AN INTERESTING
QUESTION...”

BUILD A BRIDGE TO YOUR KEY MESSAGE - “THE REAL ISSUE
HERE...” “ANOTHER WAY TO LOOK AT IT..." “LET ME ANSWER IT THIS
WAY...”

CONFIDENTLY - PIVOT BACK TO DELIVERING YOUR KEY MESSAGES




BRIDGING/PIVOTING
A-B-C

« ACKNOWLEDGE THE QUESTION - “THAT'S AN
INTERESTING QUESTION...”

- BUILD A BRIDGE TO YOUR KEY MESSAGE - “THE REAL
ISSUE HERE..." "ANOTHER WAY TO LOOK AT IT...” "LET
ME ANSWER IT THIS WAY...”

« CONFIDENTLY - PIVOT BACK TO DELIVERING YOUR KEY
MESSAGES

SAY
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 PIVOTING 8 REDIRECTING -
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~CBS THIS HEROES IN THE SKY

MORNING SOUTHWEST CREW REMEMBERS VICTIM JENNIFER RIORDAN
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BEST PRACTICES

Don't wait until a crisis
to post good news.
Maintain a strong

Preparing for

social media presence interviews: Be "TV

to highlight your
union’s positive role in
the community.

Ready." Appearance
matters.

Hold One Unified
Interview: At a scene,
if multiple media
outlets are involved,

conduct one interview
for all reporters to

avoid contradictions in
your statement(s).

‘ INTERNATIONAL ASSOCIATION OF FIRE FIGHTERS
N

Review and Critique:
Watch old interviews
and review past

statements to see
what worked and what
didn’t.

y y
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BEST PRACTICES

* INTERNATIONAL ASSOCIATION OF FIRE FIGHTERS IAFF.ORG 48



Digital Content Writer, Communications | cnero@iaff.org

THANK YOU!

Strategic Campaigns Specialist | kgrosse@iaff.org

49



EVALUATION AND WIN AN IPAD!

* Submit your workshop and overall evaluations to be
automatically entered in two drawings for a new iPad!

* Complete your evaluations using the IAFF app:
1.
2.

3.
4.
5.

Download the IAFF app and sign in with your iaff.org username

Tap the 2026 Strive for Excellence Summit event image to enter
the event's dashboard

Tap “Sessions” and tap on the workshops you attended

J o utis
At Ulilizg
IWOrkshop n .Oresemsd ’fhe
ocg) » ™ When rerurr;n e
to m
y

Tap “Evaluation” and complete the evaluation
Tap “Submit”

S
)rong/y Agree

Agreg

\

For the event’s overall evaluation, follow steps 1 and 2, then tap
“Event Evaluation” located in the event’s Dashboard.

c INTERNATIONAL ASSOCIATION OF FIRE FIGHTERS IAFF.ORG
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