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Introduction

The current guidelines are designed to give you a general overview of the activities implied by a Press Office created with the specific task of communicating news about Structural funds and EU policies in general. The choice can be between using the existing Press Office of the Institution but creating a close relationship with the Person in charge of Information and Publicity about Structural Funds, or creating within the European Programmes Unit, a small press office devoted exclusively to the task of communicating the Structural funds.

The Press Officer Job description
A press Officer acts as the official media contact for a specific public or private organization handling all media interest.

The correct functioning of a Press Office implies that the chief press Officer or press secretary should have a close relationship, of mutual respect, with the Government Official and the Managing Authority for whom he/she works. The press officer should be familiar with the official beliefs and should have direct access to him or her. The press officer should also be able to walk into meeting and interrupt the officials with pressing news when really worth communicating instantly. 

It is also important that the press Officer has a role in the decision-making so that those formulating policy will understand the public relations ramifications of proposed actions. If the Press Officer is not involved in the developing policy he/she will have difficulty understanding the context of the policies and explaining it to the media.

The Press Office activities

The typical work activities of a press office include:

· Serving as the Managing Authority spokesperson who conducts regular or special briefings

· Answering journalists’ enquiries

· Work in close relationship with the other Managing Authorities press offices and with the staff in charge of implementing Information and Publicity measures of the same institutions and of the Intermediate bodies 

· Writing press releases, news articles, fact sheets and other materials

· Monitoring and liaising with the media

· Arranging press conferences, news briefings, media interviews

· Organising on-site study visits and public events

· Organising training sections for journalists about the functioning of structural funds

· Attending committee meetings and debates

· Keeping up to date with current issues and public opinions

· Advising government officials and staff on press relations and potential media reaction to proposed actions

· Checking speech writing, or at least reviewing speeches and their messages

· Serving as a liaison with or supervisor of other government press offices

· Arranging transportation and hotel accommodations for the travelling press 

· Supervising agency publications internally and externally

· Evaluating, after the fact, whether an event had its wanted effect and determining how to do better next time.

Relationship with other Press Offices
In case the option is to create a new press office devoted only to the communication about the Structural funds  issues and EU policies, it is important to establish the following:

· how to work closely with the main press office, with the press offices  and the Information and Publicity Manager of other Managing Authorities and of the Intermediate bodies

· how the information flow will move among them

· how to organise regular common meetings to take decisions about issues concerning what materials, such as press releases, interviews, speaking arrangements needs to be announced by the Managing Authority and which ones by the Intermediate Bodies

· how to coordinate the decisions about the sequence of the events to be organised 

· how the activities of the Intermediate Bodies press offices fit in the overall Managing Authority media strategy

· how to decide who does what 

The above mentioned issues must be faced from the beginning of the communication activities as a lack of communication among the different Press Offices and Information and Publicity Managers may affect the overall media strategy.

Tools of the Press Office
The Press Office can use, to communicate structural funds, mainly two different types of media tools: written and oral tools

The oral tools

The oral tools include:

press conferences:  which allow the officials  to announce news on specific issues. They are organised to inform the public at large. The press conference is a media event in which newsmakers invite journalists to hear them speak and, most often, ask questions. There are two major reasons for holding a news conference. One is that a newsmaker who gets many questions from reporters can answer them all at once rather than answering dozens of phone calls. Another is so someone can try to attract news coverage for something that was not of interest to journalists before. When inviting journalist check that the news you intend to spread are really of interest for them in order to avoid that the press conference is considered a waste of time by them;
press tour: it is similar to the seminar and is directed to journalists and usually it is organised on the territory. It’s a “travelling” seminar, trough which the institution informs the journalists about  a specific project through on-site visits which during a normal seminar would only be described through words. Press tours should provide the press - especially regional press – with news targeted to their regions and explain how their citizens will be affected by structural funds policies;

workshops:  these are also training sessions, which may be several days in length. They emphasize problem solving, hands-on training and require the involvement of the participants. Workshops can be organised for OP beneficiaries on different topics related to the Programme and for the successful implementation of the operations;

media training sessions:  can be used to train journalists about the functioning of structural funds. It frequently happens that news on media are wrong because journalists do not understand the functioning of EU funds. Training sessions should be organised in order to make sure that journalists, when reporting news, do not make any mistakes;

interview: is a conversation between two or more people (the interviewer and the interviewee) where questions are asked by the interviewer to obtain information from the interviewee;

The written tools

The written tools are:

press releases: A news release, press release or press statement is a written or recorded communication directed at members of the news media for the purpose of announcing something claimed as having news value. Typically, it is mailed, faxed, or e-mailed to assignment editors at newspapers, magazines, radio stations, television stations, and/or television networks. The press release should follow an inverted pyramid style, with information appearing in its order of importance so that editors can easily identify key facts. The key information is presented at the top, and the pyramid declines to a point at the bottom with the least important news;

media advisory: is similar to a press release  but it is drawn out to announce an upcoming event so that the media can quickly assess the event and decide whether or not to report on it. A media advisory should include who, what and when, where, why and how  in only one page in length;

fact sheet: it is an expanded press release which provides detailed information on a subject.

It uses facts and statistics and usually is distributed  with a press release. It should be not more than four pages in length and should be written in a readable form; 

visuals: such as pictures, graphs, charts and maps that accompany press releases;

news article: A news article is a compilation of facts developed by journalists published in the news media, whereas a news release is designed to be sent to journalists in order to encourage them to develop articles on the subject. A news release is generally biased towards the objectives of the author;

press packets and media kits: which contain several items on a single topic;
media list: it’s the management of fixed contacts with communication tools which are external to the organisation. A database of contact persons with the different media needs to be created and constantly updated. It can be used to distribute information to the media in the quickest and most efficient possible way;

press survey: a constant check of facts and events who can be relevant to our Programme;

internet: is a tool to communicate with the potential and final beneficiaries and the public, without the filter of the media. It can also be used for a quick communication with the reporter. Press offices, besides can establish their own local electronic bulletin boards. The internet has it all: text, pictures, video and sound. To be affective, the web site needs to be updated frequently;
a list of experts: is a tool to reinforce your messages. The list should include names and telephone numbers. 

Creation of a mailing list of EU contacts
When disseminating news about Structural funds the media list should be enriched also with the mailing list of EU contacts which are a precious tool to spread further news and information about events and projects awarded.

Below a list EU contacts which we suggest should be included in the press Office media list:

European Centre of the European Union

http://www.evropa.bg/en/ic/
The European Commission Representation in Bulgaria

http://www.evropa.bg/en/del/ 

Е-mail: delegation-bulgaria@ec.europa.eu 

EURODESK

The Information network for young people

http://eurodesk.bg/news.php?item.60.5 

Eurodesk is a tool to reach young people

EURACTIV

http://www.euractiv.com/en/enlargement/eu-bulgaria-relations/article-129603 

They have a newsletter

Bulgarian Association of Regional Development Agencies (BARDA)

Business Support for SMEs

http://www.barda.bg/ 

The Bulgarian European Information Centres useful to reach the enterprises and and SMEs

BG805 Euro Info Centre 

Euro Info Centre Bulgarian Chamber of Commerce and Industry 
Tel: 359 2 9802189 

42 Parchevich str.


Fax: 359 2 9885067 

BG-1058 Sofia


E-Mail:eic@bcci.bg

Resp.: Mrs Beata Papazova 

BG806 Euro Info Centre 

Euro Info Centre Business Information and Consulting Centre - Sandanski


Tel: 359 746 30549

Bulgaria Square, 1


Fax: 359 746 32403

BG-2800 Sandanski


E-Mail: eicbg806@mail.bg

Resp.: Mrs. Ani Simeonova

BG807 Euro Info Centre 

Euro Info Centre Plovdiv Chamber of Commerce and Industry


Tel: 359 32 908999, 908998, 908997

Samara street, 7


Fax: 359 32 908983 

BG-4003 Plovdiv


E-Mail: eic@pcci.bg

Resp.: Mr Angel Kronev 

BG808 Euro Info Centre 

Euro Info Centre Vratsa Chamber of Commerce and industry


Tel: 359 92 60273/271 

24 Hristo Botev Street, POB 267


Fax: 359 92 26308 

BG-3000 Vratsa


E-Mail: ccr-vr@bitex.com

Resp.: Mrs Iliana Philipova 

BG809 Euro Info Centre 

Euro Info Centre Dobrich Chamber of Commerce and Industry


Tel: 359 58 601472/601471 

3 Bulgaria Square, POB 182


Fax: 359 58 601434

BG-9300 Dobrich


E-Mail: eicbg809@cci.dobrich.net

Resp.: Ms Tatyana Gicheva 

BG810 Euro Info Centre 

Euro Info Centre Stara Zagora Chamber of Commerce and Industry 


Tel: 359 42 26297 

G. S. Rakovski street, 66

P.O.Box 122


Fax: 359 42 26033 

BG-6000 Stara Zagora


E-Mail: eic@chambersz.com

Resp.: Ms Krassimira Sokolova 

BG811
Euro Info Centre 

Euro Info Centre Yambol Chamber of Commerce and Industry


Tel: 359 46 69293 

Rakovska street, 1 - A


Fax: 359 46 34790 

BG-8600 Yambol


E-Mail: ycci@bsbg.net

Resp.: Mrs Neli Kadieva 

BG812 Euro Info Centre 

Euro Info Centre Business Support Centre for Small and Medium Enterprises


Tel: 359 82 821 469

Tzarkovna Nezavisimost street, 16 P.O. Box 203

Fax: 359 82 821 471

BG-7000 Rousse


E-Mail:eic@ruse.bg

Resp.: Mrs Christina Kasparyan 

European Documentation Centres in Bulgaria

http://ec.europa.eu/europedirect/visit_us/index_it.htm 

EDC of the Law and History Faculty

Blagoevgrad


interact@law.swu.bg; mstenina@law.swu.bg

EDC University of Plovdiv

Plovdiv
edc@uni-plovdiv.bg

EDC at the University of Ruse

Ruse
edc@ru.acad.bg

EDC National Assembly of the Republic of Bulgaria

Sofia
nikoleta@nt52.parliament.bg

EDC  National Library St. St. Cyril and Methodius

Sofia
eli_popova@yahoo.com

EDC University of Sofia St. Kliment Ohridski

Sofia
vkotova@flaw.uni-sofia.bg

EU Law Documentation Centre for the Judiciary

Sofia
rakova@nij.bg; pencheva.v@nij.bg

i-Europe, University of Economics, Varna

Varna
zarkova@ue-varna.bg; library@ue-varna.bg

European Information Centre University of Veliko Tarnovo

Veliko Tarnovo
coevt@vali.bg

When communicating news and information about structural funds it is important to give the most successful projects evidence at European level also through the publication of articles on European Commission General Directorate Newsletters in the different sectors concerned. 

Below a list of the main ones divided by General Directorate.

DG Agriculture and Rural Development 

http://ec.europa.eu/agriculture/publi/newsletter/index_it.htm
DG Environment

Environment for Europeans

http://ec.europa.eu/environment/news/efe/index_en.htm
Natura

http://ec.europa.eu/environment/nature/nature_conservation/useful_info/newsletter_natura/index_en.htm
DG Competition

Competition Policy newsletter

http://ec.europa.eu/comm/competition/publications/cpn/
DG Energy and Transport

Energy and Transport in Europe Digest

http://ec.europa.eu/dgs/energy_transport/newsletter/index_en.htm
DG Enterprise

Enterprise Europe online

http://ec.europa.eu/enterprise/library/ee_online/index_en.htm
enterprise-europe@ec.europa.eu
Euroabstracts

http://cordis.europa.eu/aoi/list_publ.cfm?Pub=2&r=1
DG Education and Culture

The Magazine

http://ec.europa.eu/dgs/education_culture/publ/mag_en.html
DG Internal Market

Single market news

http://ec.europa.eu/internal_market/smn/index_en.htm
DG Employment, Social Affairs and equal opportunities

ES mail newsletter

http://ec.europa.eu/employment_social/emplweb/news/esmail_en.cfm
Social Agenda

http://ec.europa.eu/employment_social/social_agenda/soc_agenda_en.html
DG Regional Policy

Inforegio Panorama

http://ec.europa.eu/regional_policy/sources/docgener/panora_en.htm
DG Research and Development

RTD Info

http://cordis.europa.eu/library/magazine.htm
Cordis focus newsletter

http://cordis.europa.eu/news/focus/home_en.html
European Innovation

http://cordis.europa.eu/aoi/list_publ.cfm?Pub=1&r=1
ICT Results

http://istresults.cordis.lu/index.cfm?section=home&tpl=home
DG Health and Consumer Protection

Health and Consumer Voice

http://ec.europa.eu/dgs/health_consumer/dyna/consumervoice/consumervoice.cfm
DG Enlargement

Enlargement Newsletter

http://ec.europa.eu/enlargement/press_corner/newsletter/index_en.htm
Creation of a list of experts

In disseminating information and  news about projects funded with EU Funds it is useful to make  a list of  officials who may  be interviewed for further information making preferably a selection from the following list :

· The person included in the Team Europe list appointed in each country by the Representation Office of the European Commission in each Member States. The Team Europe speakers are entitled to speak about Europe by the European Commission

· Responsible of the single priorities of the Programme

· Representation of the European Commission in Bulgaria 

· Managing Authority of each Operational Programme

Writing a press release 

The content of a press release

When writing a press release some advices should be followed:

· Press releases should contain the basic facts of the story which be summarized as follows: who, what, where, when, why and how

· The headline and the opening paragraph should explain the story and describe the main facts

· Put in any interesting episode at the start especially if it concerns tender, funds and projects.

· When writing the press release content try to avoid the word “unique”

· The second paragraph expands the contents of the first one with added evidence

· The third paragraph may contain comments from relevant authority, such as quote from the Managing Authority or other relevant body.

· The final paragraph should give details of related event, publication

· If there is a visual opportunity, describe what is available to be photographed

· The style should be simple and plain, like a news story, not flowery or sensational

· Use active verbs

· Make sentences short and effective.

The press release format

When deciding which format a press release should have please keep in mind the following:

· Press releases should be 1-2 sides of A4 (shorter the better)

· It should be clear that it is a press release, not a letter or statement 

· Paragraphs should be no more then two-three short sentences

· Create good margins for journalist’s notes; text could be one-and-a half line-spaced to make it easier to read

· Maps, graphs and illustrations can be added to the release

· Details of any event, publication etc must be clear

· Contact details must be given to allow journalists to follow up the story- with out-of-hours phone numbers
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How to manage interviews

Getting interviews of government officials, when communicating the different activities implemented within the Operational Programmes, should be part of the media strategy. Before agreeing to do an interview, a government official should thoroughly plan what he or she would like to achieve and identify who the audience will be. Writing a headline that you would like to see on the story of your hypothetical interview will help you focus on the message to get across.

Assessing  the interview request

When assessing the Interview Request the following should be kept in mind:

· what is the medium and who is the interviewer?

· how much time is requested; what is the deadline?

· when will the interview be printed or aired, and what kind of story is it?

· what is the media type? For TV, will it be live, taped for uncut airing, or taped for excerpting? And for print, what section of the newspaper or magazine will it be in, and will there be photographs?

· may the interviewee provide visuals?

When an interview request comes in, getting answers to certain questions will help you assess the request. These include:

· What is the topic or news angle of the interview? 

· What was the impetus for the story?

· Which publication — or TV or radio system — wants to do the interview?

· Who will the interviewer be?

· When and where do they want the interview?

· How much time is the reporter requesting for the interview?

· What is the story deadline?

· When will the interview be published or broadcast on air?

· What kind of a story is it? A news story? A profile story? A feature ? A question-and-answer format?

· Is anyone else being interviewed for the story?

· What are the characteristics of the media outlet and the reporter? 

It may be useful also to find out:

· If the media outlet has an apparent point of view on the subject.

· How much the reporter knows about the topic.

· If the reporter or media outlet has done anything on the topic in the past. Check press clippings.

· How friendly or antagonistic the reporter is.

· What the audience of the news outlet is.

Other questions to ask regarding a radio or TV interview include:

· Will it be a live broadcast?

· Will the interview be conducted in a studio, by phone, in the Managing Authority’s office, or in some other location?

· Will it be by remote, with the interviewer not physically present but asking questions from another site while connected by satellite transmission?

· Is the interview being taped for uncut airing, or is it being taped for excerpting?

· Will the broadcast include call-ins or e-mails from viewers, listeners, or an on-line audience?

· How long will the broadcast last?

· What is the show's format? A panel? One interviewer and one guest? Two interviewers and one guest? Two guests debating?

· If there are other guests, in what order will they speak?

· Will it be before an audience? How will the audience be selected?

· Can visual props be used?

· Will film clips or videotape inserts be used? If so, will the press office have an opportunity to review them and prepare comments or responses? 

Other questions for a print interview include:

· In which section of the publication will the article appear?

· Will a photographer accompany the reporter and take pictures?

· Will photos be taken before, during, or after the interview? 

Establishing some basic rules

For any interview, it is recommended to establish ground rules — regarding, for example whether the interview is live or taped, the length of the interview etc. — before the interview occurs. Don't attempt to do so during or afterwards; then, it could be too late. For instance, if the reporter requests a half an hour for an interview, you can limit it to a shorter period of time. If the request is for a "remote" location, you could request that it be in person. If you have a choice, it is often better to have the interview in person. An in-person interview is more intimate and conversational. You can see the other person's body language. 

Getting ready for the Interview

Once the Interview is agreed, it is important that the person being interviewed has three points to make in the interview. This will keep the interview focused. More than three major points would be too much for the audience to absorb. It is the role of the press office to develop this information. 

So before an interview determine:

· What three points the interview subject would like to make.

· For each point, write down supporting information — examples, stories, anecdotes. These help the reader, listener, or viewer better understand the points. 

· Write down the questions you think will be asked during the interview and the responses that you think should be given. Address more topics than the three key issues, however. Reporters often move from the intended interview topic to other issues.

· Review important topics in the news to help you think of potential questions. 

In developing questions and responses, answer these questions:

· What is the most controversial issue that could be raised and the most delicate topic that could be addressed?

· What would be the hardest question to answer and why? 

· To help you shape a story, think of a good quote to give during the interview. 

Decide whether you will tape the interview in addition to the reporter's taping it. Taping often is a good idea both to verify the statements that have been made and to inform key staff members who did not hear the interview.

Practice answering possible questions.

· Arrange a quick update on hot issues just before the interview. The briefer, typically the press secretary, should update the government official with last-minute news. Don't let the official be caught off guard.

· Provide the reporter with information in advance of the interview that might be helpful to your issues. These could be items such as biographies, fact sheets, articles, photographs, and reports.

· Have three points to make in the interview and have examples and anecdotes to support them.
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During the Interview

Make the interview yours. Much more than you may think, you can control the interview. Just because you are asked questions does not mean you can't control what you say. Do the following:

· Establish the ground rules of attribution before beginning the interview.

· Be concise; don't bury important points in long answers with too many details. Speak in short, clear, declarative sentences.

· Stay on message and return to the three key points frequently during the interview. Relate all questions back to them.

· State your conclusions and most quotable lines first to get your main points across; then back them up with facts. 

· Use positive, descriptive word images that people can understand. 

· Give proof. Use facts, statistics, examples, anecdotes, quotes, and stories. People remember what affects them, what motivates them, and what others' experiences are. 

· Don't assume that the facts speak for themselves. Explain your answers clearly and succinctly. Not every reporter or reader or listener will know as much about a subject as you do.

· Stay positive. If you are asked a negative question, get back to your main points.

· Correct any misinformation quickly.

· Never say anything that you don't want to see in print or hear broadcast.

· Avoid making statements that can be taken out of context or be misconstrued if the reporter or editor chooses to use only that part of your statement and not what came before or after.

· Never say "no comment." You can, and sometimes should, avoid comment by saying something like, "I'm not prepared to discuss that today" or "It would be inappropriate for me to discuss that at this point."

· Don't use jargon.

· Be clear. Don't leave it up to the media to interpret what you mean. They might get it wrong.

· Always tell the truth. If you don't know the answer to a question, say so. Get back to the interviewer with the answer later. 

· Staying Focused

· Use bridging phrases or words to get back to your three points, such as:

· "The real issue is...."

· "Let me add..."

· "It is important to emphasize..."

· "It is important not to overlook..."

· "What's more important is..."

· "The most important point to remember is..."

· "Along those lines, another question I'm often asked is...."

· "That deals with one aspect of a larger issue..."

· "Yes, and in addition to that..."

· "No, let me clarify..."

· "It's a bit too early to talk about that until all the facts are in, but I can tell you..."

· "I'm not sure about that, but what I do know is ...."

· "Let me put this into perspective...."

· "That reminds me of..."

· "Let me emphasize that..."

· "I'm glad you asked me that. People may have that misconception, but the truth is..." 

· Always try to make the interview yours. 

· Being Effective on Television

· Look directly at the interviewer if the interview is in person. Look at the camera if the interview is by remote and the interviewer is elsewhere. The camera becomes the person to whom you are talking.

· Be enthusiastic and energetic; television can flatten and make a person appear bland.

· Wear solid colors, light but not white or total black. Mid-range colors are the best. 

· For women, do not overaccessorize your clothes, such as wearing obtrusive earrings that could detract from your message.

· Sit forward. Lean into the camera.

· Use natural hand gestures so you don't appear stiff or uncomfortable.

· Don't give monosyllabic answers.

· Don't use technical jargon or acronyms that are not familiar to the average citizen.

· Jump into the conversation if you want to clarify a point or add to the conversation. Don't wait for the host to recognize you, but don't behave rudely.

· Avoid using too many numbers. They bypass the audience. When you must use numbers, round them off so they are more easily absorbed. 

After the Interview

If you promised additional information to the reporter, follow up immediately.

· Debrief the media staff so they know what to expect.

· Evaluate the interview. Note for your file: What went well in the interview? What could have gone better? Keep the notes for the next interview or press conference.

· Get the name of the reporter, producer, and sound technician conducting the interview and update your media list.

· File the news clipping or tape from the interview in a permanent archive you can use it for monitoring acivities. 

How to organise press conferences

Press conferences bring together members of the media and the public and one or more government officials in a question-and-answer session, usually at a location selected by the government official. Press conferences offer a chance for citizens - through the press - to question government officials and a chance for the government officials to take their message to the people through the media.

What to do before the Press Conference

The first step in setting up a press conference is to be sure there is news. Among the steps to take in setting up a press conference:

· Determine the topic of the conference and whether there is news to be made. 

· Decide if a press conference is really necessary, or if reporters can write an accurate, thorough story with a press release, a fact sheet, and a follow-up telephone conversation.

· Decide what the government official will say in his or her opening statement.

· Write talking points for the government official for the opening statement. Just as in doing an interview, focus on making only three points. More than that is too much.

· Identify possible questions that might be asked and appropriate responses to each question. These need to go beyond the intended subject of the press conference since reporters may ask questions on other issues. Some press offices keep a list of topics on their computers to be frequently updated so the material does not have to be newly written each time.

· Stage a mock press conference the day before the actual conference, especially if the government official is uncomfortable responding to potential questions. Have the press office staff pretend to be reporters and ask questions of the official. This allows both official and staff to become aware of potential gaps in their responses.

· Pick the date for the press conference carefully. Check the event against the long-term calendar of other government offices to ensure there are no conflicts with other news events that day.

· Pick the time for the press conference. Mid-morning or early afternoon is often the best for the various news deadlines.

· Choose a location that is accessible and can meet the technical requirements of the media. The site should also be visually attractive and enhancing to your message. For instance, if agriculture is the topic, pick a farm as a backdrop. If it is education, perhaps a school library.

· Determine whether to use visual aids. Is there a good visual, such as a big chart, that the government official can show during the press conference? Have it next to the official so that television cameras can include it. 

· Decide who, if anyone, will introduce the government official at the press conference and who will conclude it.

· Notify reporters. Besides those who cover the official regularly, you might expand the list of reporters, depending on the topic. For instance, if the intended story is on the environment, you might also notify environmental reporters.

· Telephone reporters a day or two before the event to remind them of it. Try to get an idea of who is coming and who is not. You may need to get a larger or smaller room.

· Put the announcement of the press conference on a news wire service calendar.

· Send a fax or e-mail to out-of-town press who may be interested in the topic but are unable to attend the press conference.

· Allow time for the writing, printing, assembling, and transportation of any press materials, such as press kits, press releases, backgrounders, biographies, and photographs.

· Decide if credentialing the press is necessary. That is, will only certain reporters be invited.

· Manage all the technical requirements of the press and make certain that anything that will be used works.

· Assign a staff member to manage the logistics of the conference. 

What to do during the Press Conference

· Have a sign-in sheet for the press and any visitors so you know who was there.

· Tell reporters at the beginning of the press conference how much time the speaker has, and be prepared to cut off questions at that time.

· Keep the press conference and statements short. The press will be more receptive to an official who makes a short statement and takes questions as opposed to one who gives a half-hour speech.

· Allow time for questions.

· Tape the remarks made by the government official so that they can be transcribed for a permanent record.

· Get responses to unanswered questions. If an official is asked a question that he or she cannot answer, he should admit it but promise to get back to the reporter later that day — before his or her deadline — with the information. 

What to do after the Press Conference

· Put a transcript of the press conference on your Web page as soon as possible to make it widely available.

· Send hand-out materials and a transcript to any media who could not attend but have an interest in the story. 

· Fulfill all promises for additional materials or responses to unanswered questions within deadline times.

· Critique each step of operation, and write up your notes for the next conference. 

How to manage a crisis communication

A crisis is an event that occurs suddenly, often unexpectedly, and demands a quick response. A crisis interferes with normal routines and creates uncertainty and stress. A crisis can be a natural event, such as an earthquake or a hurricane, or it can be man-made, such as an explosion, a scandal, or a conflict. Ultimately, it can threaten the reputation of a top official and an organization. A well-managed crisis, however, can not only preserve reputations and credibility but can also enhance them.

The key to effective crisis communication is to be prepared before a crisis occurs. Once an emergency happens, there is little time to think much less to plan. Without a crisis plan, you can be overwhelmed by events. In a crisis the media are going to write and air stories with or without your help. It's in your best interest to participate in a story - even a negative one - in order to have your position correctly represented. The alternative is for the media to write that a government official "would not respond to our inquiries," which only fuels suspicions and rumors. 

In a crisis, bring all the key players into a room and get the facts straight. Never tell more than you know, don't freelance what you think, and constantly update reporters. Reporters have to get information, and if you don't give them anything, they will report “rumors."

Before a Crisis occurs

· Maintain trustworthy, credible relationships with the media all of the time. If you do, the media will be less suspicious and more cooperative in the midst of a crisis. 

· Select someone to be the crisis manager from the beginning of the implementation of your communication plan. Have the crisis manager collect information on potentially troublesome issues and trends. Evaluate them, gather data on them, and develop communications strategies to prevent or redirect their course. 

· Identify members of a possible crisis management team. Have in place their roles, actions to be taken, and possible scenarios. 

· Have a list of their office, home, and cell or mobile phone numbers. Also have copies of their biographies. In a crisis, the press may want to know the backgrounds of those dealing with it.

· Give designated spokespersons training in dealing with the media.

· Determine the message, target, and media outlets that could be used in various crisis plans.

· Have a list of the office, home, and cell or mobile phone numbers and deadlines of reporters who might cover your organization in a crisis.

· Have a plan for setting up a media crisis center. This should cover such items as desks, chairs, phones, parking, electrical outlets, placement of satellite trucks, copy machines, even coffee. 

What to do during a Crisis 

When a crisis hits, immediately get the word to the press. Otherwise, the media will get their information through other means. 

· Set up a 24-hour crisis and media center at a central place from which news is released, rumors dealt with, facts gathered, and briefings held.

· Immediately "go public" with a trained spokesperson at the scene to conduct press briefings. Let the media - and therefore the public - know that you are dealing with the situation.

· Say what you know and only what you know. Don't speculate. Don't be bullied into saying anything based on rumor. If you don't know something, admit it. Saying "the matter is under investigation" may be the best response.

· Gather information as quickly as possible. Determine the basic who, what, when, where and how. You might not get the "why" until later.

· Get the government or agency leader and other top management to the crisis center. People want to see the leader, not just the public affairs staff. Having top management in front of the press during a crisis lends credibility and shows that the organization is not treating the situation lightly.

· Inform your internal audiences - the staff and other government offices - at the same time you inform the press. If the press is the only source of information for the staff, morale can be damaged and employees can become confused and hurt, especially if the incident is reported inaccurately in the press. Because of where they work, the staff will be viewed as sources of information, and they can be the origin of leaks and rumors. Be sure they have it right.

· Communicate with your internal audiences by e-mail, if available, or through press releases and statements delivered to each office. 

· Maintain a calm and helpful presence. Avoid appearing flustered or overwhelmed.

· Pre-empt negative publicity and communicate the actions being taken to solve the crisis. Verify news before releasing it.

· Arrange for media access to the scene of the crisis, if at all possible. TV wants pictures. If there are space constraints, use press pool reports, with a representative of each type of media — wire service, newspaper, TV, radio, magazine, and photography — at the scene, writing up a report and taking pictures for their colleagues. No one may use these reports, including those in the pool, until they have been distributed to everyone.

· Take care of the practical needs of the press, such as parking, phones, electrical outlets, desks, and chairs.

· Keep a log of reporters who have called, what they asked, their deadlines, what you promised, and to whom it was delegated. 

· Always return phone calls. If you don't, reporters will look elsewhere for information. They will write a story with or without your help. Being non-responsive takes control of a story away from you.

· Simple sympathetic gestures can help rebuild the public's confidence. Offer reassurance. Tell what actions are being taken to solve the problem, to help those affected, and to return things to normal. But first make sure you are doing what you say you are doing.

· Make sure the press spokesperson is involved with senior management in every decision and policy made. Every decision has a public ramification, whether management recognizes it or not.

· Avoid fixing blame. That can be done after an investigation.

· Appeal to third-party endorsements for your efforts. Get credible people who have been through similar experiences and command the public's attention to speak on your behalf. 

· Update information frequently and regularly. Announce when your next update will be.

· Monitor media reports and correct errors immediately.

· Establish a Web site to inform people about the status of the situation. Put all news releases, statements, fact sheets, and links to other information on the site.

· Establish an assessment group to study the problem and to prevent future occurrences. This is not for show; they should have real power.

· Remember: openness and responsiveness during a crisis enhances your respect and credibility with the media. It can help you in the long run. 

What to do after a Crisis

· Evaluate the effectiveness of the crisis plan and how people responded.

· Correct problems so they don't happen again. 

Check-lists about what to do and not to do in dealing with the media
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� What to do with the media








Tell the truth — ALWAYS.


Be honest and accurate. Your credibility and reputation depend on it.


Do admit it if you don't know the answer to a question. Offer to provide the answer, and do so as quickly as you can. 


Correct mistakes immediately. State that you didn't give an adequate answer, and you would like to clear up the confusion.


Avoid using jargon and acronyms. Speak in plain language.


Assume that everything you say is on the record.


Be as open with the media as possible.


Call reporters if a story appears that is inaccurate. Politely point out what was wrong and substantiate it.


Keep a list of accomplishments. Update it frequently. Things happen so quickly that you may forget what you, the official, and your Ministry, Managing Authority or Government have achieved. 


Always remember to return phone calls, or have an aide return the calls, in time for reporters to meet deadlines.


Try to get the information reporters want even if it means an extra effort, such as staying at work late or hand-delivering material. 


Be always humble and polite when dealing with reporters











� Remember:








Have practice questions and answers


Practice!


Get an update on the news before giving the interview


Set ground rules before the interview


Don't be afraid to suggest questions and topics for the interviewer to ask





� What not to do with the media





Don't  lie


Don't  ever say "No Comment" 


Don't improvise, don't speculate, and don't guess. Good reporters check facts. If you are wrong, your credibility will be destroyed.


Don't try to put a comment "off the record" after you have said it.


Don't be unresponsive


Don't make news until you have in hand the information to go with it. Don't make an announcement and then later prepare a press release and fact sheets. If you have the material prepared before a press conference, you can spend your time after an announcement explaining it to the press.





� Remember:








If you don’t want to publish the details before your event you can limit the release by putting the phrase: “not for publication before xx/xx/xx. Most journalists will respect this – unless your request is unreasonable. Make sure you respect it too – giving the same story to other journalists may create serious ill will.
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