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Media Landscape 



How We Get Our News Has Changed



Which Means Newsrooms Have 
Changed
• 1/3 of local newspapers have closed since 2005 

• More opinion-based, less objective

• Less funding for in-depth journalism 

• More real-time information

• Citizen journalism, freelancers  

• More multi-media (text, photos, video, and 

graphics) 



Media Types

• Print: Greater depth; reporters more specialized

• Television: Generally high-level, reporters less specialized; morning 

programs offer opportunity for feel-good news

• Radio: More opinionated, live conversation versus short quotes

• Digital/Online: Value online clicks above all else; lives forever

• Local Versus National: More trust in local news versus more 

eyeballs on national news; local stories can go viral



How the Media Works

• Conflict sells.

• It’s not about whether the reporter 

likes or dislikes you or your idea.

• It’s not about your personal 

relationship with a journalist.

• It’s about selling copy and the next 

job.

• They could come at anytime. 



Crisis Communications 



What is a Crisis?

A significant threat to your operations or brand 

that can have serious, negative consequences 

if not handled timely and properly. 



Can’t We Just Ignore This?



Crisis Communications Cycle

Pre-Crisis
• Predict
• Prepare
• Prevent

REACT

Response
• Act
• Communicate

ACT
Recovery

• Rebuild 
relationships

LEARN



The Crisis Team 

• During a crisis, the team has responsibility 

for making decisions about and 

spearheading communication

• Who might be on your team?

• Consider all the aspects of your 

organization

• Define roles and responsibilities (not just 

titles)

• Everyone should be listed in your plan, with 

contact information and where to meet

Crisis 
Team

Manage-
ment

Operations

Legal

Gov’t 
Affairs

Communi-
cations

Customer 
Service



Develop Processes & Protocols 

• Written media procedures: make sure everyone knows how to handle incoming calls

• Defined chain of command for approval and timeline

• Have a 24/7 list of contact names and numbers

• Social/digital plan and monitoring

• Develop templates and messages

• Fact sheet

• Website content

• Social media posts

• Pre-approved messages



Characteristics of a Good Crisis 
Response
• Quick

• Accurate 

• Consistent 

• Variety of communication channels

• Website, press releases, phone calls, social, email listservs 

• Concern and sympathy for victims and their families 

• Don’t forget your employees 



Train the Spokesperson 

• Spokespeople are the organization’s face in a crisis 

• Stay calm

• Avoid saying no comment

• Speak clearly and avoid technical jargon 

• Should be fully briefed on all details of the situation and the key 

message points



Build a Message Framework 

EXAMPLE: COVID-19 PANDEMIC 

• Acknowledge the gravity of the situation.

• Frontline caregivers are heroes. LTC facilities are doing everything they can with limited 

resources to protect residents. 

• We need help. If we aren’t a priority with supplies, testing and staffing, this situation will get 

worse. 

• Call to action: we care for our most vulnerable - the greatest generation. We need to rally around 

long term care residents and staff. 

• Hope: In spite of these challenges, people are recovering. [Share Stories] 



Show You Care

Listening, 
Caring, Empathy 

50%

Competence
Expertise
15-20%

Honesty
Openness

15-20%
All

Other Factors
15-20%

First 
9-30 Seconds



A Good Response

"Our focus at this time is on supporting our resident, her family and our broader 
community in the face of this challenging issue. At the same time, we must 
acknowledge that circumstances leading up to her hospitalization should not have 
occurred.

“We will thoroughly investigate what happened and take every step necessary to 
ensure that the support we provide lives up to our own high standards. 

“We are fully cooperating with all outside authorities, taking immediate steps to 
reinforce our protocols for accounting for residents after outside events, and 
reviewing all aspects of our policies to assure additional safeguards are in place.” 

Woman, 81, found unconscious in parked bus outside of senior living center



Don’t Deepen, Worsen a Crisis

• It is imperative that a 

spokesperson does not create or 

worsen a crisis.

• If the spokesperson is the story, 

something has gone wrong.

• If the spokesperson creates a 

crisis, resolve it immediately.



Apologies

Reactive  Proactive

• Once the record is corrected and your narrative has been 

established, shift the conversation to better ground

• Values

• People

• Stakeholders want to believe

• Use opportunities to “close and pivot”



It’s Okay to Get Emotional



Recovery: How Does it Happen?

• Stakeholders will forgive if you take 

responsibility, explain and fix

• Organization also needs to keep 

promises and inform stakeholders

• Use progress to reinforce the 

narrative 



Use the News Timeline

Crisis
Crisis Fallout
• Week 3/4

Crisis 
Follow Up
• Month 2/3

Progress 
Report
• Month 6



Don’t Bury the Past

• Don’t get cocky

• Remain humble, responsible and accountable

• Never convey that you are trying to pretend the crisis didn’t happen

• Stakeholders are watching for signs that “you didn’t really mean it”

• Talk about lessons learned and fixes made—focus on positives but 

don’t deny the past



Nailing the Interview 



Phil Mickelson Claims Some Saudi-
Related Comments Off The Record

Phil Mickelson Loses Sponsors, 
Tournament Host Role After Comments 

About PGA Tour, Saudi Regime

The Basics

• On-The-Record: All that is said can be quoted and 

attributed.

• Background: Thrust of the conversation may be 

reported, but direct quotes may not be used and/or 

attributed by name.

• Deep Background: Specific information may not be 

quoted under any circumstances, but used to enhance 

the journalist’s view of the subject or act as a guide to 

other leads or sources for reporting.

• Off-The-Record: Information is provided to inform a 

decision or provide a confidential explanation, not for 

publication.



The Basics

• Know what points you want to be in the story

• Be prepared

• Nothing is “off the record”

• Do not lie, speculate, guess, bluff or 

improvise

• Avoid jargon and acronyms

• Respect the reporter, even if you disagree

• Be careful not to get too comfortable, even 

after the interview



Step One: Do Your Homework

• Research: the reporter and the outlet.

• Understand their perspective.

• Identify the audience. 

• Learn about the issue. 

• Develop your response plan and message 

• Do you grant an interview or provide a written statement? 

• Know the points you want to make / what you want your quote to be

• Gather anecdotes and proof points 

• Interview: Prepare for tough questions

• Brainstorm and prepare for how to get back to your key messages 



Sample Message: 
“The health and safety of our residents, 

volunteers and staff is the highest priority for 
long term care providers, especially during an 

emergency.

“In crisis situations, we consistently hear of 
selfless acts by caregivers who prioritize their 
residents over their own families and personal 

property.

While long term care has made significant 
progress in strengthening our emergency 
preparedness, these providers need more 

assistance and resources from public health 
officials. Long term care facilities should be 

prioritized by local and state authorities to help 
facilitate successful coordination.”

Crafting the Message

I. Remark. Your statement about the topic. The 

message you want to drive. In a crisis, lead 

with empathy.

II. Observation. The evidence to support your 

remark. This is more personal than your 

remark.

III. Conclusion. Summarize the message you 

need to drive home.

IV. Stop.



Message Delivery: Print

• Be prepared to go into greater depth

• Need to be “quotable”

• Know what you want to say

• If by phone, use notes

• Remember the narrative

• Don’t go off message

“Mark Parkinson, the president 
and CEO of the American Health 
Care Association, the largest 
industry trade group, called it 
‘unfounded, unfunded, and 
unrealistic.’” 



Message Delivery: TV & Radio

Radio/TV Interviews

• Keep hands, feet and papers quiet

• Be “quotable”

• Repeat your message over and over 

again

• Localize the message

• Engage the host/caller

• Smile while talking

• Use inflections in your voice



• Create bridges between messages

• Work to control the conversation

• Exhibit relaxed confidence

• Don’t go off message

Message Delivery



Message Delivery

Bridges 

• Acknowledge and move on.

o “We share your concern with...”

• Challenge inaccuracies.

o “That’s inaccurate, the facts are...”

• Refocus.

o “What’s important to point out here...”

o “Our first priority is...”

Flags 

• Acknowledge and emphasize.

o “That’s an important issue you just 

raised…”

• Refocus.

o “This is the key issue…” 

o “The bottom line is…” 

o “It all comes down to this…” 

o “Remember the important point…” 



Situation Management

• Be Prepared

• Know the reporter. Understand the outlet’s perspective. Identify the audience.

• Know The Message

• Make sure you fully understand the message.

• Control The Message

• Steer back to your messages. Challenge the myths.

• Listen

• Hear the question. Understand the meaning. Don‘t answer the inquiry, deliver your message.



Avoid Traps

• Don’t answer all questions delivered in a rapid-fire 

manner. 

• Choose only the ones that allow you to deliver your 

message. 

• Don’t get thrown off by constant interruptions. 

• Don’t allow the reporter to put words in your mouth. 

• Restate the message in your own words.

• Don’t get angry with a hostile interviewer.

• Remain calm, ignore any attacks, and repeat your 

message.



Avoid Traps

• Don’t get too friendly with the reporter. 

• Stay focused, on message and prepared for the interview to get difficult at 

any time.  

• Don’t let the interview become about your personal opinions. 

• Steer conversation back to your messages. 

• Don’t hypothesize. It’s not appropriate to speculate. 

• Bring the conversation back to your positive messages.



Non-Verbal Communication

Remember

• 75% of communication is non-verbal

• Sustain eye contact

• Use subtle, natural hand gestures

• Talk with your eyes, not your head

• Keep your feet on the floor

• Smile



What to Do (Before and) After the 
Story Runs

• Communicate with stakeholders about the coming story 

• Prepare for potential follow-up stories for other local outlets 

• Turn the page 

• Report on progress 

• Get back to more positive messaging



Telling Our Story



Why We Should Engage with the Media

• If we don’t tell our story, it will be told for us. 

• With rare exception, there should be 

perspective from our side in all coverage, 

even when we know the story is going to be 

negative.  

• Avoid “did not respond to a request for 

comment” whenever possible, as it can give 

the appearance that you’re trying to hide 

something.  

Positive
20%

Negative
10%

Neutral
70%

MEDIA COVERAGE 
BALANCE FOR A 

POSITIVE REPUTATION 



What Makes A Good Story

• Complete information

• Timely, relevant, or local

• Credible voices 

• Amplifies your message

• Resonates with your audience



What Resonates

• Challenge the viewers expectations

• Unique or memorable

• Cute or heartwarming

• Inspirational or motivational 

• Celebrate someone’s success

• Showcase someone overcoming an 

obstacle or rising to a challenge

• Is important to your community



Opportunities for Providers

• Profile pieces (residents, staff)

• Community events

• Facility tours with elected officials

• Workforce or innovative programs

• Larger issues for the industry 

• Op-eds and letters to the editor 

on key issues 



Use Social Media 

• Local news always looking for 

feel-good stories

• Any “viral” posts can be a good 

story to pitch 

• Any positive news coverage can 

be shared on your social media 

channels 

Too old? These people are dancing 
to Rihanna and getting tattoos —

in senior living facilities



How To Get Started

Build Relationships 
With Local Reporters

• Listen before you pitch a story

• Read/watch their work, follow on 

social media

• Introduce yourself

• Be a resource, not just a source 

• Be honest & timely

Start Pitching

• Custom pitches

• Exclusive to a specific reporter

• Think from their perspective 

• Follow up 

• Blanket pitches:

• Press releases

• Media advisories (invites to events) 



Exercise



Exercise

• A local TV reporter shows up at your facility wanting to speak with the 

administrator. 

• The reporter has found multiple fines and citations from your latest survey. 

• They are asking for an on-the-record interview to discuss the issues.

• What’s your response plan? Determine the steps your team will take 

immediately to respond to the inquiry and once the story runs.



Final Thoughts

Crisis Comms

• Prepare, prepare, prepare

• Lead with empathy. 

• Build trust: be transparent and 

communicative. 

• Don’t neglect any promises made.

• Shift to higher ground post-crisis. 

Media Interviews & Engagement

• Engage, engage, engage 

• The media is a tool. 

• Respect reporters.

• Keep calm, deliver your message, and 

keep your end audience in mind. 

• Tell positive stories: start small and feel-

good. 



We have positive stories to tell.
We have to tell them. 





Thank You
Rachel Reeves

Senior Vice President of Public Affairs

rreeves@ahca.org


