[image: image1.jpg]Make A Difference Initiative

Free Business & Marketing Tools
Created for Coaches by Coaches




HOW TO WORK WITH THE MEDIA

Tips for Coaches

1. Offer a Compelling Story
Why would a total stranger be interested in reading, hearing, or seeing this story? The reporter, editor, or producer you are working with is responsible to his/her audience to cover only the most interesting stories, so make yours one. You need to craft a compelling “hook” to get the reporter interested. Here are some topics that might be worthy of a media story: publishing a book or survey, winning an award or competition, hosting an event open to the public, a controversial view on a hot topic, a funny or unusual slant on a perennial theme, or seasonally timely advice or inspiration.

2. Relations Need Relationships
Good relations with the media require building relationships with reporters, editors, and producers. Get to know who is likely to write about coaching and your market niche in the local media. When you find out who may cover your story, get to know him/her personally and learn what they need from you to make their jobs easier.

3. Make Points by Having a Point Person
Media folks are often on deadline and need to get a response quickly. You will win points if your organization has one contact person who can respond to inquiries quickly. Include that person’s contact information on your website and in all communications with the media.

4. Respect Deadlines
Regardless of what media they serve, reporters live and die by the clock. A deadline will not wait for you to return a phone call. If a reporter calls, return the call promptly, even if only to schedule a time to talk, or make a referral to another source. With the media, silence is deadly.

5. The “Joe Friday” Approach
Focus on just the facts and nothing but the facts. Media professionals are overloaded with information. They typically receive hundreds of press releases and emails a day. When contacting people in the media, get to the point quickly without any fluff. They need just enough information to make them interested enough to follow up, not the Manhattan phone book.

6. What’s the Geometry?
Find out the reporter, editor, or producer’s angle on the story you are being interviewed for and tailor your comments to that point of view. Every media story has an intended angle, slant, or perspective, and asking what that is will show you want to provide the most relevant information possible.

7. Off The Record, Not
There is no such thing as an off the record comment. Do not say anything you don’t want published or broadcast. 

8. Planning is Everything
Be prepared for a scheduled interview by writing down key points you want to make. Think of some engaging quotes to use in your responses to questions. Coaching is an intangible process, and it can be difficult to convey with just a description. Be prepared to list specific results that clients get from working with a coach. Give examples of what clients have been able to accomplish with a coach’s help, and relate coaching success stories. Reporters love statistics and quotes from experts, so try to include evidence about the value of coaching in your planned response.

Reporters will often want to interview several coaches, and may also want to speak with coaching clients. Ask some of your organization’s coaches to be media spokespeople and also compile a list of clients willing to speak about their experiences.

9. Do TV Like Oprah
Think of a TV appearance as a conversation rather than an interview. You’ll be more comfortable and you’ll come across that way on camera. Be yourself and speak at a moderate pace. Wear clothes with bold, single colors above the waist, and stay away from patterns at all costs.
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INSTRUCTIONS FOR USING THIS TOOL

This tool was designed with two potential uses in mind:

1) To provide tips for approaching the media to groups of coaches working together, such as coaching associations, their chapters or SIG’s, and coach training schools.

2) To provide media tips to individual coaches who are members of those groups.

You are welcome to share this tool with your organization’s members or students as long as you observe the “Conditions of Use” above.

