
Media and PR introduction

Presenter Notes
Presentation Notes
Please let us know a bit about you – 
Name, job, what previous exposure you’ve had to the media – 
and where you get your news.
NOTE – this is a chance to see if still getting newspapers? Dwindling numbers? Trust the media? Probe with questions… 
What is Rosehill’s experience with the media to date? 




Objectives

To gain better insights into / understanding of:

• The media and what it is looking for
• What to do when the media makes contact
• Getting onto the front foot
• The power of key messages
• Social media best practice (when criticised publicly) 
• Maximising value of PR 

Presenter Notes
Presentation Notes
These are the objectives that we’re working to today – from initial conversations with Geri (chief executive) 

Please ask questions as we go – hope we can keep a two-way conversation throughout given we’re a small group 

We’ll hopefully have a little time at the end, where you’re welcome to ask about anything you don’t feel has been covered 
(Read out objectives on powerpoint)  




Understanding the media

Presenter Notes
Presentation Notes
To kick off – a quick exercise in helping dispel a few myths and misconceptions. 
Guess the publication… 
(most think that this is a local news story, so play up the regional element to this) 
ANSWER: The Scotsman online 



Understanding the media

Presenter Notes
Presentation Notes
Next up, a picture caption of Shereen Nanjiani, a well-kent BBC Scotland face, getting a gong at the palace – 
Where would you expect to see this sort of coverage? 
Answer: The Herald 



Understanding the media

Presenter Notes
Presentation Notes
Next up - A story on football fans here – and what happens to brains when their team loses. 
Where would you expect to see this sort of story? Tabloid? Broadsheet? Specialist title? 

ANSWER The Times Online 



Understanding the media

Presenter Notes
Presentation Notes
Serious story here – with a big piece on UK minimum wage increases 
Fairly factual, no real positive or negative sentiment in the headline 
Where would you expect to read a piece like this? What type of publication? �ANSWER: Mail Online 



Understanding the media

Presenter Notes
Presentation Notes
A-lister tittle tattle now, with Posh Spice pinching Stella McCartney’s nanny 
Where would you expect a gossipy story like this to appear? 

ANSWER: The Telegraph



Understanding the media

Presenter Notes
Presentation Notes
Another gossipy story this time, with bikini clad Love Islander and whether Lewis Capaldi’s hit song was really about her – or his granny 

ANSWER: The Times (print) 



Understanding the media

Presenter Notes
Presentation Notes
Last but not least…. My favourite 

“high brow” in nature, Jane Austen, story from around the time of the cinema release of Emma �
ANSWER: It’s The Daily Star 

NOTE - This tends to be the biggest surprise 

Serious point to all this – don’t be complacent with the media – for instance, I’m sure you’ll all have your own views on the likes of Glasgow Live.

Yet it has requirements to represent minority groups and under-served communities. 
Likewise Glasgow Live is obliged to run the local democracy news service – and so contains a significant number of stories related to local politics. 
All of this can be a positive or negative for your organisation depending on how you harness relationships with the likes of Glasgow Live. 

Broadly speaking, we’d be suggesting that if The Times get in touch, don’t think you’ll be treated massively differently from The Mail or Glasgow Live. 

Be really careful with assumptions 



Understanding the media 

• Many journalists are doing multiple roles

• They are human beings! 

• Often don’t have a hardline agenda

• Represent a gateway to your audience

• Have to be communicated with using simple language 

Presenter Notes
Presentation Notes
Media industry has been decimated in recent years, once huge newsrooms now just a handful of people. Same people that would have once simply written the stories for a paper now expected to: source and write stories, create headlines, upload and optimise for websites, push on social media, promote on their own channels, edit video…. 
Journos are humans too, and like many others are extremely time poor. Most of the attacks on local media are because of mistakes / perceived poor quality.. 
Easy to forget that journalists themselves don’t tend to have a hardline political agenda. Their publication might – but most journalists don’t – KIERAN FINLAY SHN – not out to get housing associations, he actively seeks the positive stories
Positive opportunity. Take a regional media that has 30,000 unique viewers per month from the area.  
Imagine having a megaphone and being able to tell that number of people just how brilliant your organisation is! You’d take it every time. 
Finally – make sure you aren’t making them feel stupid! Every sector has its own jargon that can alienate
Even The Times has a reading age of around 8 – make sure you are writing in language your kids / granny would understand! The best writing is simple and elegant, not trying too hard to be clever. 







Understanding the media 

• Scotland has highest level of interest in news of UK 
nations (Ofcom)

• 69% of Scots regularly get news from television, highest 
of the four nations (Statista)

• BBC Reporting Scotland and STV News at 6 still most 
common sources of news (though falling) 

• 24% of Scots regularly get news from printed 
newspapers, highest of the four nations (Statista) 

Presenter Notes
Presentation Notes
Some other interesting stats to help understand the media landscape: 

Scotland has a proud media tradition – Dundee in particular is famous for the 3 “J”s – Jam (Marmalade), Journalism and Jute (textiles) 

Fans of The Thick of It will be familiar with the caricature of the Scottish grip on UK media 

Pleasingly (for us) – Ofcom regularly scores Scots as being the most engaged with news of all the nations 

Broadcast holding on and STV and BBC still the biggest source of news for people 

Radio still key – and print media while dwindling can reach really important people, politicians, community activists, politically engaged residents 

Still really strongly regarded by search engines too – increasingly important in digital age 






Understanding the media 

• Scotland has highest level of interest in news of UK nations 
(Ofcom)

• 69% of Scots regularly get news from television, highest of the 
four nations (Statista)

• 24% of Scots regularly get news from printed newspapers, 
highest of the four nations (Statista) 

Presenter Notes
Presentation Notes
It can be easy to mythologise and demonise the media (often quite understandably!) 
So we like to share this quote from one of the most respected journalists in political circles, Brian Taylor, who recently retired as the BBC’s widely admired and respected Scottish Political Editor.

My colleagues also had the pleasure of seeing Brian present at an even a couple of years ago for the Chartered Institute of Public Relations. At that event, Brian explained how, over many years, he’d heard people tying themselves in knots to explain news. 
So he came up with his own simple summary – and if it’s good enough for the great Brian Taylor, then it’s good enough for us.




Responding to a media enquiry

Responding to a media enquiry 
• Current process? 

• How do you feel when an enquiry lands? (Even at the 

prospect)? 

• Are staff confident in the processes in place? 

• Do you have any relationships or familiarity within the 

media?

• What’s the first bit of advice you’re expecting to hear? 

Presenter Notes
Presentation Notes
Now we’re turning our attention onto you, Rosehill - and what you’d do if the media knocks at your door… 

NOTE – This slide is just about asking questions, NOT providing any answers… 

- Ask questions on the slide 

Finish this slide by asking delegates what they think the first bit of advice we’re going to provide them with? Answer in 2 slides… 




When media contact: best practice

• Time is precious! 

• Deadlines can be very short 

• Get in “good books” early 

• Ask for more context from reporter (but be careful!)

• Keep a log of all contacts and sign offs

• Get to the root of the issue – ask the awkward questions 

of colleagues

Presenter Notes
Presentation Notes
The first steps are really important. 
As we keep saying – don’t think we can emphasise this enough - time is precious – you will likely have hours, max a day to respond to a media enquiry. 
Can soon disappear in info gathering and sign off… anyone here had experience of that? Journalists never understand this (nor do they have any sympathy). 
This is where holding statements can be invaluable – preparing some words if you think an issue is going to hit the press… 
We tend to immediately acknowledge receipt of an enquiry – and always ask reporter for more context, over the phone if we can (elaborate on how this helps)
We always keep a formal log of a media enquiry, when the first contact was made, contact details, nature of enquiry – can be invaluable if issues arise down the line 
That will contain all info on who we spoke with within and outwith the organisation and all of the info able to gather. 
You don’t want any nasty surprises – try to make sure people aren’t covering their backs – as it could spell disaster… need to fully understand where blame lies (assuming it does)… 




When media contact: best practice

Presenter Notes
Presentation Notes
First step we’d recommend you take – ��Make it really clear and obvious who the media should be contacting – could be a forwarding email to a few people
Often an agency or external PR person, if you work with one 
Avoids media contacting reception – or getting somebody unequipped to be dealing 
Avoids media enquiries landing in a big shared inbox and being seen across an organisation 

BUT MOST OF ALL – it saves time (Can give some anonymous examples i.e Blackwood) where it’s been lost – and we’ve ended up either with a “did not respond” – or very little time to respond.

NOW – important time to caveat we will not be going into crisis management plans today – we’re not here to tell you how to respond if there’s a major emergency at one of your developments – this is purely about media issues management… 



When media contact: best practice

•RECOGNISE

•REGRET

•RESOLVE

Presenter Notes
Presentation Notes
Now onto shaping a response. 
Whether for print, online or broadcast, response remains… 

If you are in the wrong – this is the maxim to live by… 

We must RECOGNISE REGRET RESOLVE… 

Think if you have a really bad issue at a restaurant – say undercooked meat – what would you want to hear from the restaurant manager? 
You’d want them to say that they absolutely understand and validate how upset you are –  
You want them to say just how deeply sorry they are – 
You want them to take appropriate action, replace the meal, provide free desserts and a round of drinks for the entire table. 

Really very simple – yet amazing how often businesses get it wrong.

If it is established that you are categorically not in the wrong – then you have to be very direct and to the point. 



When media contact: in limbo

•Be human, not what you “think” sounds 
right

•Be realistic about results 

Presenter Notes
Presentation Notes
As mentioned, journalists are humans too – when responding – read it out loud, is this something you would say

Named spokesperson

Good result = quote in the piece, neutrality 




When media contact: best practice

•Good / bad examples from Scottish housing 
sector? 

•Who is “good” at PR? What are they doing?  

Presenter Notes
Presentation Notes
NOTE - If they mention Blackwood – be cautious but chance to give some careful context  



When media contact: best practice

Presenter Notes
Presentation Notes
Here is a recent example, where one of our housing clients (Hanover) were facing complaints from tenants for a broken down lift. 
We received enquiry unaware of the situation and guided Hanover through the process. 
Found out as much information as we could in the timeframe (hours) 
Understood everything that Hanover had done to understand context 
This statement you can see the immediately: 
RECOGNISE the situation and how its tenants are impacted. Done so with empathy and in human language. 
REGRET – there is a “we sincerely apologise”…. 
RESOLVE – We’ve been able to speed up the 12-week waiting time for parts – we’re going to do frequent in-person updates for all residents, as well as welfare checks. 



When media contact: best practice

AFTER…
• Be gracious (when reporter has been fair)

• Look for the opportunity (to go above and beyond)

Presenter Notes
Presentation Notes
Thank 
Connect on Linkedin 
Build relationship n



A note on social media 

• Responding to public complaints and attacks 

• Signposting

• Consistent messaging

Presenter Notes
Presentation Notes
Publicly available 

Visible moderation is influential on the audience  

Signposting offline wherever possible

Recognise Regret Resolve 



Getting onto the front foot

• Media is the gateway to your audience
• Build credibility 
• Boost positive search engine results  
• Validate and attract staff 
• Boost stakeholder relations 
• Differentiate in the market 
• Identify your comms champions 

Presenter Notes
Presentation Notes
The best preparation for media crises is to build a positive reputation in the first case 
- In many ways, never been a better time to engage in proactive media relations 
- Remember – journalists incredibly time poor – if you supply them with packaged up recognisable stories, they are more likely to run them 
That in turn puts you out into the world and out of the echo chambers of your own channels, like your website or social media 
Means you rank better on social media. Negative stories less likely to get onto page 1 of google search results 
Build trust among journalists. They always do cuttings checks when researching a story – and better to be seen as a proactive and positive housing association doing good things 
Staff feel validated – part of my own agency’s purpose is rooted in this belief, staff love that external validation 
More likely to bring in talent, especially during a hiring crisis 
Gives you a chance for the world to know why you are different to the rest 
Allows you to identify your comms champions. Who is able to identify and tell your stories to the world? 




Story spotting

• Characters
• Conflict
• Challenge
• Resolution  / transformation 
• Emotion and connection
• Breakthroughs / firsts
• Newsjacking

Presenter Notes
Presentation Notes
Given the size of Rosehill HA story spotting is going to be especially important as we appreciate you might not be bringing in external PR support any time soon. 
The term "story spotting" conjures up images of a rare and ancient art form, sitting round a campfire 
Sounds difficult, perhaps even requiring an innate talent. Easy to think: “I can’t do that”. 
It’s ultimately very, very simple – it’s about injecting some life into your communications 
What draws humans in? Everyone different BUT generally speaking, we’re looking for…:  
 
Characters – interesting people who have something interesting to say. Could be a tenant or staff who has an amazing story to tell, an unusual life, past service in the military, a fundraiser for an unusual personal cause.. 
Conflict – We all love a juicy spat. See it in the media ALL the time. WAGATHA CHRISTIE. Yes – we’re not always aiming for a big tabloid expose – BUT could be a family that fought to get a relative admitted - or a Rosehill HA report that puts blame at the door of UK/Scottish Government.   
Challenge – A case that looked bleak . A hurdle that emerged out of nowhere. A successful recruitment drive that has started to fill a jobs gap that looked impossible 
Resolution or Transformation – Somewhere where we can show a big before and after success. A third party recognition for excellence. 
Emotion and Human Connection – getting those personal accounts, insights, “hitting home” in some way by tying it into something that affects people in some way. 
 Appreciate that even in this simple breakdown there is a fair bit to take in and remember.  
To boil it down even simpler, ultimately... 




Story spotting

Presenter Notes
Presentation Notes
… we’re talking about Water cooler moments.  
The things that you will tell your colleagues, friends or family about regarding your work (that they actually sit up and listen to!)  
Things that are that bit out the ordinary, surprising, impressive.�If it’s of interest to people in your network, it’s almost certainly of interest to your stakeholders and the general public. 
It really is that simple.  
And the water cooler can easily be replaced with the pub or café – what positive things are you volunteering to tell your friends about your work.




Don’t be a blocker

Presenter Notes
Presentation Notes
Flip side to the story spotting, is the story blocking…

Now, I’d certainly LOVE the opportunity to present this to a number of my ongoing clients. 
Clearly nobody wants to be a story blocker  
Reality is every organisation has them.  
So don’t be a story blocker / killer / hoarder. 
Easier said than done, so I wanted to explain a few ways that our clients block stories and effectively work against the PR objectives of their own organisations.  




Story blocking

• Sitting on the gold
• “Not willing to talk to tabloids” 
• Overcomplicating
• Missing “multiple bites of the cherry” 
• It’s not old till it’s told
• Neglecting the power of ASK

Presenter Notes
Presentation Notes
Sitting on the gold -  they simply don’t share. They don’t know what they are sitting on. “Who would be interested in that?”. They OVERTHINK or undervalue the stories at their fingertips. Think back to the water cooler moment.  

Not willing to talk to tabloids - Snobbery/mistrust can mean missing out on a huge ABC1 readership – think back to the ice breaker 

Overcomplicating- They know there is a potential story in there but want to heap way too much in and miss the art of keeping it simple. (Can we weave that into the story on X instead?) 

Also – pouring in two or three stories into one does not make then two or three times better. It makes them worse. An elegant, focused story, whether that be a press release, blog post or social post is always better. The reader will be able to follow it clearly and it will have a greater impact.  

Missing multiple bites - folk will often think a project isn’t worthy of a story (or the comms team’s attention) until after it has been completed and resolved and every little thing is neatly tied up. Countless opportunities are missed to build interest, messaging. Good PR people (and journalists) want maximum bites of the cherry. An old radio maxim is “tell them you’re going to tell them, tell them, tell them you told them”. 

Not old till its told  Is assuming that something won’t be of interest, because it happened a week/month/year ago. While the news certainly needs an element of the “new” about it – there are lots of techniques and turns of phrase that can keep a story relevant and play down its age. Live by the mantra that it’s “Not old till it’s told” 

Neglecting power of ASK Is the assumption that a third party won’t want to be involved in some way. Then if they are eventually asked to be involved in PR it’s done in an incredibly apologetic way that makes it a no-brainer for the person to say NO! (Do impression)
Very relevant to housing associations – with staff / tenants who may be more up for sharing good stuff than you realise if you don’t ask. Incredible what you can get when you ASK in a way that is reassuring, confident and persuasive without veering into being overly pushy. Look at the best journalists who get the scoops




Power of key messages

Three features of great key messages: 

• Clear 

• Concise

• Consistent

Presenter Notes
Presentation Notes
Some quick notes on key messages. 
We love key messages – will use them at an organization-wide level 
Likewise for specific PR campaigns 
Also in preparing for broadcast appearances – always bring everything back to getting our key messages across. 

•	Clear — Free of jargon, devoid of technical language, and relevant;
•	Concise — Deliver key messages in 7-8 seconds. That might be all the airtime you get;
•	Consistent — Messages must be repeated if they are to sink in.






Power of key messages

• Appeal to emotion
• Be cautious with numbers 
• Be willing to adapt 
• Remember the rule of three

Presenter Notes
Presentation Notes
Appeal to emotion - I can’t stress this enough. You must appeal to the emotion of your audience. 98 percent of our thought is automatic and unconscious — that is the emotive brain at work. If you don’t stir the emotions in your audience your messaging won’t work. People will remember the way they felt long after they have forgotten the facts.
 
Be careful with numbers - If numbers will help you tell your story, use them. But know that your audience probably won’t remember them if you’re precise. 
•	More than 80% — not 82%
•	Two-thirds — not 67%
•	Almost one hundred years ago — not 95 years ago
•	More than 6,000 people — not 6,300 people
Don’t overload your audience with numbers. The fewer the better.
 
Be willing to adapt -  As circumstances change you will need to update your messages. You will need different messages depending on whether you are talking publicly or to a room of experts in a private setting. Experts may expect more evidence and technical arguments. Give it to them. The public’s expectations are different.
If something changes in your campaign you may need to update your messages to reflect the change, but make sure that new messages still reinforce your overarching narrative. Stay the course; don’t be distracted.
 
Remember the rule of three - There’s an idea in writing and speaking: things in threes are more aesthetically pleasing and easier to remember. 
Perfect illustration of this was from the pandemic -  Stay Home > Protect the NHS > Save Lives – instantly more memorable than the Scottish Government’s FACTS advice. 




What next? 

• Put media at heart of communications strategy 
• Easily repurposed for internal / tenant 

communications
• Drives social media strategy 
• Broadcast media preparation 
• Get organised

Presenter Notes
Presentation Notes
We’d advocate for having your media relations right at the heart of your communications planning 
Reason being it tends to be the highest bar – you have to get past the gatekeepers of journalists and editors 
Not everything you want to say to stakeholders will work for the media 
BUT
When it does, it can be very easily repurposed 
When we work with clients across media and social media, we ensure that the two are very much aligned (elaborate) 
Likewise your press releases can be uploaded as news articles on your website, or turned into comment articles by your leadership team for Linkedin 
Next steps could be to get comfortable with audio and video – potentially onto harnessing broadcast media 
Start to build a forward planner – what is going on in your different developments? 
Which big awareness days are you going “all in” on 
Which developments are seeing big upgrades, clever tech? 
How much have you been able to save your customers with advice on bills? 
When are your big anniversaries? 
Are you hiring an amazing new member of your senior leadership team? What is their story? 
All opportunities to tell your key messages to the world. 



Objectives

Gain better insights into:
• The media and what it is looking for
• What to do when media contact 
• Getting onto the front foot 
• The power of key messages 
• Social media best practice 
• Maximing value of PR 

Presenter Notes
Presentation Notes
Recap of objectives – hope that we’ve been able to cover off everything in rapid time today. 

LET DELEGATES READ THE SLIDE 

Don’t know too much about Rosehill but I’m sure that you will be doing some amazing work and I’d love to think you can engage more confidently with the media

Either in times of issues or crises – or hopefully starting to identify positive opportunities to step up and tell your stories




Thank you

www.share.org.uk 

sharetraininguk

share-training-uk

sharetraininguk

info@share.org.uk 

0141 370 6877

Presenter Notes
Presentation Notes
That’s us 

Please let me know if you have any questions at all. 

We represent a few housing associations and organisations supporting the sector, so live and breathe this every day – understand your challenges and have helped to overcome them. 

So much we could cover but limited in our timescales today – so please fire away. 

Really hope that the session has been useful. Thank you. 



https://twitter.com/sharetraininguk
https://www.linkedin.com/company/share-training-uk
http://www.share.org.uk
https://www.facebook.com/sharetraininguk
https://www.facebook.com/sharetraininguk
mailto:info@share.org.uk
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