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[bookmark: _Toc44486532][bookmark: _Toc47443066]Overview
This guide provides an outline of what to think about when engaging media. It contains practical advice for working with outlets to maximise impact and garner support for your Community of Excellence.



Contents
Overview	1
Introduction	3
Getting the right message	3
Identifying your message	3
Identifying your audience	3
Providing a good story	4
Working with media	4
Fostering a good relationship	4
Approaching media	4
Choosing the right language	5
Types of media engagement	5
Press releases	6
Structure and content	6
Additional information	6
Media kits	7
What to include in a media kit	7
Interviews	8
Preparing for an interview	8
During the interview	8
Following up	8
Social media	9
Working with social media	9



[bookmark: _Toc47443067]Introduction
Getting the right message out to your community is an invaluable part of establishing and implementing a Community of Excellence. Effective communication and messaging will gain buy-in from the professionals and consumers in the community, improve uptake of initiatives, and increase engagement with digital health overall.
Doing this well comes down to understanding what your own message is, solid preparation, and building trust with media outlets. Knowing what they want for their audience, and what they need from you to get it, is the key to forming these relationships. 
This Media Engagement Guide can be used in combination with your organisation’s media guidelines.

[bookmark: _Toc47443068]Getting the right message
[bookmark: _Toc47443069]Identifying your message
Before engaging the media, make sure you’ve pinned down the message you want to send. This may appear to be the most obvious part of the process, but it is often the hardest to get right. You will often have very little time to get your message across through any channel, so your messaging needs to be focused and clear to avoid any confusion with the journalist or audience. It should also be simple and easy to remember. 
The easiest way to do identify your key message is to ask yourself these three questions for each engagement:
1. What do you want this audience to understand? 
2. What do you want this audience to remember? 
3. What do you want this audience to do?
[bookmark: _Toc47443070]Identifying your audience
Your approach should not be a ‘one size fits all’, and your messaging should be tailored to each engagement to get the right fit with the audience.
For example, if you get time on a radio segment that will be heard by the wider public, you may wish to focus in on the value of My Health Record instead of the whole project. Your messaging, in line with the three questions, may then be:
1. My Health Record is a safe and secure way to control your own healthcare information.
2. People with a My Health Record can decide what is added, and who is allowed access.
3. Talk with your GP about whether you can use My Health Record with them.
At the other end, if a clinical advocate gets interviewed on a medical podcast designed for a professional audience, your message may instead focus on the initiatives you want the community to get involved with.
Media outlets usually know their audience well and will want to try and publish a story or discussion that they would find engaging. Doing research and familiarising yourself with the current content of potential outlets is a vital step in ensuring that the angle you put forward is something they are interested in.
[bookmark: _Toc47443071][bookmark: _Ref47443097]Providing a good story
Media outlets want content that is new, interesting, and relevant to their specific audience. A local newspaper will grab onto stories that feature local names or people, whereas a seniors’ magazine may want to hear about what the government is doing for quality of life improvements in aged care.
Some elements that make a good story:
· New and exciting happenings
· Human interest (people overcoming adversity)
· Large effects on the community
· Unusual or rare circumstances
· Involving someone famous or a public figure that may support the project
The bottom line of any good story is the human element – connecting to real lived outcomes and experiences, or including anecdotes from affected or experienced people, will always be stronger than simply stating strategies or objectives.
Applying this in a Community of Excellence context, try to approach media outlets with stories that have demonstrable impacts on people’s day-to-day life, including examples or evidence that people can relate to. Try to find case studies or results from real initiatives to report on and get support from influential figures where possible.
[bookmark: _Toc47443072]Working with media
[bookmark: _Toc47443073]Fostering a good relationship
The media industry is very fast paced and demanding, often with very short timelines on releases. Working with media often requires fitting as neatly as possible into this process. The more helpful you can be to the media and journalists working on your stories or releases, the better your opportunities will be for positive future collaboration.
This will mean working to their timelines (a late turnaround on a brief or information will likely lead to your story being a non-starter), but also means being flexible and ready to work with them to find the best angle and content for both parties. This will guarantee a good relationship, increasing the likelihood of getting your story (and additional stories run).
Lastly, know your stuff! Make sure to always provide researched information and answers or assure them you will follow up if you don’t know. It should go without saying to always give accurate information to the best of your ability.
[bookmark: _Toc47443074]Approaching media
When trying to get attention for your story, it’s always a good idea to build familiarity and rapport with the outlets, and specifically the journalists, you hope to work with. It is a good first step to familiarise yourself with the types of work they usually do, and what the interests of their work are. This will help you to position yourself and the Communities of Excellence project as an area of interest for them.
You should equally show an interest in their work and be proactive in asking about their requirements and deadlines. This will demonstrate your awareness and help build a trusting relationship.
[bookmark: _Toc47443075]Choosing the right language
It is vital to keep your communications clear and concise. Use non-specialist, non-jargon language in anything you send and in interviews. Have a non-specialist read your release or brief beforehand, and where possible find someone to participate in mock-interviews to test your talking points. This will ensure the information and language you use is digestible for the media and your wider audience.
It is also important to consider the accessibility requirements of your audiences. For example, in a video, consider the use of an Auslan interpreter for Deaf audiences, closed-caption subtitles and a multicultural interpreter for people who speak English as a second or subsequent language. 
Engage the community and consumer peak organisations relevant to the audience you are trying to reach. For example, user test communications materials with Aboriginal and Torres Strait Islander organisations before circulating them. This will make sure the content is acceptable (e.g. does not have an image of a person now deceased and uses respect language relevant to the community as they determine it etc.)
[bookmark: _Toc47443076]Types of media engagement
The next sections of this guide provide an overview and advice for the most common forms of media engagement. This is only an introduction, and it is recommended that you seek further guidance from communications and PR professionals with any media engagement. 
There are four common forms of media engagement you should become familiar with:
Press releases
Media kits
Interviews
Social media


[bookmark: _Ref47442835][bookmark: _Toc47443077]Press releases
Good press releases are a necessary asset to your arsenal when working with media. They offer a tight package of a story that announce something you want to be reported on, in the form of a headline and 1-page article. Media outlets will receive many presses releases every day, so the main objective is to make yours engaging enough to make it to the top of the pile. Think of it in terms of the elements outlined in Providing a good story. It is also recommended that you personalise the angle and tone to match the outlet and audience where possible.
[bookmark: _Toc47443078]Structure and content
It’s safe to assume most journalists will not read past the headline and first paragraph of your press release, so the main hook needs to be sold straight away. Try and follow the ‘inverted pyramid’ structure, where the most important and attention-grabbing information is in the headline and first line, with everything following decreasing in importance to the overall story (but still useful details for those interested).
The press release should answer the basic questions a journalist, and their audience, may have. At a basic level, it should include answers to the essential ingredients for any story to run: Who? What? When? Where? Why? and How? Ensure these are covered off in the first few lines.
You should also include a quote from at least one source to run in the story. This adds in a more human and relatable element to the story. It may be someone senior involved in the Communities of Excellence project, a clinical or consumer advocate, or someone involved closely with the specific story like a consumer.
[bookmark: _Toc47443079]Additional information
If the media outlet may not be familiar with the Community of Excellence project, it may be worthwhile to add a brief background in addition to the press release as additional notes. You should also include relevant contact details, and clearly call out any information that is embargoed until a later date.


[bookmark: _Ref47442971][bookmark: _Toc47443080]Media kits
Media kits are more generalised packages that contain information and assets to be used by any media you may be in contact with. They are useful for quick turnaround on media requests, can be a great one-stop-shop for your media contacts to get everything they need, and create a tight and appealing brand for the project. 
It is best to make them easily accessible from your website and have a compressed version on hand to readily send for requests or pitches.
[bookmark: _Toc47443081]What to include in a media kit
There is no strict guide as to what a media kit should contain, but there are several basic pieces which should be included.
1) Project background
A brief primer on your Communities of Excellence project is a good place to start for anyone using your media kit. This should be concise and only cover the essential information and notable figures.
2) Recent media releases
If you have been preparing media releases, it’s a good idea to include the most recent or major ones as part of your media kit. This can provide an outlet with a few more leads to use in any potential stories.
3) Contact information
Where possible, include a list of names and even headshots of important members involved in your Communities of Excellence project (with permission), as well as appropriate contact information. It’s useful for outlets to have this on file as it provides potential sources of contact for future stories that could potentially be about, or even just related to, the project’s work.
4) Visual assets
Including imagery or videos that have been produced for the project, and that are able to be released, gives media outlets something to augment their stories. It’s easier to provide this up front as it’s likely they will request it from you if you don’t, especially for print, TV or digital platforms.


[bookmark: _Ref47443009][bookmark: _Toc47443082]Interviews
When trying to promote and communicate a Communities of Excellence project, you will need to do media interviews for published articles or live broadcast. This can be very daunting sometimes, but it’s important to remember that these are key opportunities to get your message across well.
[bookmark: _Toc47443083]Preparing for an interview
The first thing you should do before arranging an interview is to decide who would be the best representative of the project for this particular story. Should it be someone working on the project from within the PHN, or would a clinical lead or consumer advocate provide a more appropriate voice? This will change depending on your key message and the audience.
The best thing you can do for an interview is to research and rehearse. Brush up on the details of what you will be discussing and have notes on hand – especially for key facts and figures you don’t want to get wrong. Then make sure everyone involved agrees on the context and angle of the interview. Use the 0604 Media Briefing template in this Toolkit to help guide this process.
[bookmark: _Toc47443084]During the interview
No matter how you are feeling on the day, it’s important to enter an interview with confidence and high energy. This will help to give you authority and make your statements easier to listen to or read. with someone beforehand, or even recording yourself giving answers, will help you to find areas to improve. 
Treat the interviewer as though they are an interested person that has no prior exposure to the project or topic, as this is what most of the audience will be. This means using conversational and simple language and keeping explanations sharp. You will often not have a long amount of time to get your message across, so keep to the key points and repeat them to make sure that’s what sticks.
Remember that you are the expert! You may be faced with some unexpected or hard questions but try and see this as an opportunity to further justify your messages and work. If you stay calm, keep on topic and give honest responses, you will get your message across effectively.
[bookmark: _Toc47443085]Following up
You can always request to review an article before publishing to make sure you have not been misquoted but be aware that not all media outlets will agree to this. It is common practice for journalists and editors to refuse interviewee editorial powers as this can introduce bias into a story. Ask beforehand what their policy is on this.
This just makes it more important for you to communicate clearly!


[bookmark: _Ref47443017][bookmark: _Toc47443086]Social media
It’s essential to be leveraging social media platforms like Facebook, Instagram, LinkedIn and Twitter to stimulate conversation and engagement with the project. People engage with causes and organisations in an entirely different way on these platforms, and it is a great opportunity for stakeholders to have a two-way conversation. 
[bookmark: _Toc47443087]Working with social media
Social media cuts out the middleman and doesn’t require traditional reporting through media. It allows you to talk directly to your audience and hear directly from them. It does however introduce different expectations to be mindful of. 
1) It’s a discussion space
The audience on social media aren’t just passive readers, listeners or viewers. They will want to have a say and will try to directly engage with you. It’s important to have a plan, and the capacity, to have these conversations. Having a feed of unanswered questions isn’t a good look, so make sure someone is able to moderate and facilitate your channels. This also means being active and quick to respond.
2) Branding and content
It’s important to have a clear plan for your branding and tone on social media to be recognisable and engaging. Use it as an opportunity to adopt a more conversational tone than what you would use with traditional media and keep things fresh and interesting with new imagery and commentary as best you can. Like a media kit, this makes it important to have a set of assets and brand imagery ready to draw upon at any point. 
Social media is also the best place to announce any exciting developments first before taking it to media. This is your go-to platform for referring to or sharing work being done in the healthcare community.
3) Networking
Social media is a great space to get involved in the community and be close to the ground where you are hoping to make change. Use social media platforms to do research on what people are saying, and to engage with other professionals or stakeholders to get them involved in the project. If you are stuck on content to post, it can be valuable to be providing commentary on posts from other people or organisations that may be relevant. 
Managing social media is a lot of work, but it’s an important part of any community engagement project. You will need dedicated and experienced communications or PR staff to handle it effectively. You will also be able to find Australia Digital Health Agency media assets from the Digital Health Resource Library, such as the Electronic Prescriptions Toolkit.
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