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PRESS/MEDIA RELATIONS





STUDENT OUTLINE





EDUCATIONAL OBJECTIVES:  The student will be able to identify how to:





	a.	Prepare for an interview.





	b.	Set the ground rules for an interview.





	c.	Develop effective messages for an interview.





OUTLINE





1.  INTRODUCTION:





	a.	The media is going to be there, just as we saw in Mogadishu and in Desert Storm.  We need to keep in mind that the technology for the news media is changing as well.  What used to be a requirement for them to haul large amounts of gear and equipment to the battlefield has gone away, and now they can hump in their packs the same stuff we do.  They can stand on the battlefield, put you on camera and as you speak to the reporter, broadcast you in the living rooms all across the world.  That's the technology, and it's here now.  





	b.	It is incumbent upon us to learn how to play in this kind of an environment.  So why media training?  Well, first of all, you must understand that a news media encounter is likely.  For many of you it's no longer just likely, it's a question of when. 





	c.	Equally as important is the notion that you must have a basic fundamental understanding of the news media before you can engage them successfully.  Now note what I said here, an understanding of the news media.  Again, it's not my purpose to teach you to love them but rather how to understand what it is that they do, and why they do what they do.





2.  GUIDELINES:  Before we can do that we must have a base line and the base line for our understanding of Marine relations rests in some principles of information that guide the Department of Defense.








	a.	Guidelines:





		(1)	First, it's the policy of the Department of Defense that we will make available timely and accurate information so that the public, the Congress, the American people can assess and understand facts about national security and about our defense strategy.  An informed population can better support us.





		(2)	Second, it's important to note that requests from organizations and private citizens for information that is otherwise releasable will not only be answered, but will be answered in a timely manner.





		(3)	Third, information will be made fully and readily available consistent with statutory requirements, unless the release is precluded by current and valid security classifications.  In other words, security considerations are paramount; nevertheless, they should not be viewed as a target to hide behind.  They should be viewed as a guideline by which we maintain our position.  





	b.	Some of you will deal with the requirements of the Freedom of Information Act.  If the news media asks for information that you know is releasable, just give them the information rather than make them come in under the Freedom of Information Act, which only delays the process.  Why postpone the inevitable, if the information is otherwise releasable and you have it in ready access? 





	c.	These principles are based upon a free flow of information to the general public.  As the principle states, a free flow of general and military information will be made available without censorship or propaganda, not only to the public that we represent, but to our own men and women in uniform.  Think about it for a moment.  Is there any less a need for our own people (our own internal public) to be informed, than that of the people whom we represent on the outside?





	d.	Information will not be classified or withheld for the sole purpose of protecting the government from criticism or embarrassment.  Often we have bad news.  It isn't going to go away and it doesn't smell better the older that it gets.  Bad news needs to be dealt with and dealt with up front.  People will accept bad news if we not only give it to them straight, but also tell them what we're going to do about it in terms of taking care of it.





	e.	Information will be withheld only when disclosure would adversely affect national security.  Security requirements do not go away, nor do they diminish the need to talk to the American people.





	f.	Public affairs officials have a valid and important role to maintain here.  Often public affairs planning will be one of the important elements of any major operation, and the PAO's of all ranks and stations in the Marine Corps will be participants in that process.  The modern battlefield has shown us is that there is going to be extensive media coverage.  Let's put the people who are trained to deal with it out in front.





	g.	The bottom line of all this is simple--maximum disclosure of information with minimum delay, consistent with valid security concerns.





3.  WHAT NEWS IS:





	a.	Unusual:  News is anything that's unusual--that is out of the ordinary.  The old saw says "Dog bites man, it's not news; man bites dog, that's news."





	b.	Effects:  What is the effect in terms of death, layoffs, help needed, natural disasters, or  whatever they may be.  If the effect is a great effect, they will come, and they will talk to you because it's newsworthy.  





	c.	Secretive:  The media likes to dig for stories.  They like to find out what secretive information is all about.  Even if they can't find it, they like to dig and ask for it.





	d.	Conflict:  They want to deal with conflict--either internal conflict or external conflict.  Internal conflict is often spicier than external conflict as far as they're concerned.  If a reporter's interest is sparked because this person has experience in covering a particular beat, in this case the armed forces, that too will generate interest.





	e.	Mistakes:  Unfortunately for us, it also deals with mistakes. 





	f.	Change:  News involves change.  News involves extremes.  News involves failures either real or perceived, and that's important.  We're talking about image here.  We enjoy a particular image by virtue of our Marine uniform.  God help us if we ever lose that image, but because we have it, we're going to be looked at under a different set of guidelines than other people.  With the uniform and with the status comes the additional responsibility of intense media scrutiny.





	g.	And last but not least, news is anything that an editor or a news director says that it is, and we're going to deal with it accordingly. 





4.	REPORTERS:  They're predictable in the sense that we know what drives them.  In anticipation of that we can make preparations for dealing with them effectively.





	a.	The nature of the news organization is changing.  The news business is dynamic.  Likely you're going to be dealing with the troop, not the commander.  And by that I mean you're not going to be dealing with the Sam Donaldsons and the George Wills and the Huntleys and Brinkleys and all these kinds of people going back in our history when you deal with the local reporters--or even with national level reporters.  You're going to be dealing with people who are aspiring to those positions, but who are not there yet.  These people feel like they have a mission.  They're taught in journalism school that their mission in life is to get at the truth, whatever that elusive truth may be, and they're zealous about it.  They're arrogant in terms of their support of this thing, but no more so than a Marine is arrogant, and an arrogant person is also arrogant because of pride, and that's exactly what they have.  We may not agree again with the way they purport to tell their story, but they feel like they have a mission and a calling.  Don't lose track of that.  These people are zealots and they're proud of it.





	b.	These people purport to have the people's perspective in what they cover.  That explains why they have the institutional bias that they bring to the news situation. 





	c.	Because of the nature of their assignment, these people don't know your job, they don't have time to learn it, and frankly they don't care.  So help them get their story.  Take your best shot.  Will you like it?  No, you won't.  If you evaluate the story based upon whether or not you'd have written it, you're not going to be happy with the result.  Give them all the information that you can and help make their job easier.  They know how to ask the tough questions.  They learn how to do that in school.  And by the way, these people have a liberal background and no military background--and that's a reflection of society at large--and are very, very well educated and knowledgeable in what they do.





5.	WHY DO INTERVIEWS:  If I tell you to conduct an interview, the first question you're going to ask is "Why do I want to do that?"





	a.	Obligation:  First, because we've been asked a question and as uniformed representatives of the American people, we have an obligation to answer the question as I demonstrated before in the Principles of Information.





	b.	Communication Objective:  The other reason however is the one we don't often think about and that is simply this: to achieve a communication objective of our own.  If we have a story to tell, and if we think in terms of putting this story in terms of objectives that we can translate into simple messages for the American people, then by goodness we ought to do interviews.  We ought to do interviews every time we get the opportunity. 





	c.	Concerns:  How well do we prepare and how do we overcome these concerns that each of you have.  These concerns are not profound.  You're going to ask questions like everybody does.  Will the questions I get from the media be fair?  Do these guys have a hidden agenda?  Is there something else at work here?  Will the story be accurate?  Will I be misquoted?  And last but not least, will it be sensationalistic?  Will it be biased?  It will be.  If you think the media can cast off all of their life experiences and everything they bring to the interview process any more than you can, you're wrong.  What the rest of this lecture is dedicated to is "Expect bias, but demand fairness." 





		(1)	Preparation:  How do you demand fairness?  One way is by being prepared.  First of all, consider your message as one of balance.  Make sure that a reasonable person, on seeing either a television story or reading a news account, can look at that account and--regardless of the slant of the story--determine what the official position is.  If our position comes clear we need never fear the way that the media may slant or pitch the particular story, because the American people are smarter than that, and I think I can prove it to you. 





		(2)	Confidence Poll:  There have been a lot of surveys done over the years.  This particular one with data that you see here, goes back to 1990.  Basically it talks about American opinions toward institutions.  The one institution they have the most faith in is the United States military, even above the church as an institution in this country.  Look at where television and newspapers rank.  They don't lack credibility, but they don't have the same credibility that we do.  If you read an account or see an account of a news story for which you're a participant and your message comes through, the American people aren't going to place their faith in the medium that reports it.  They're going to place their faith in the institution that they're dealing with.  If that wasn't the case, our ratings would not be where they are.





6.	INTERVIEW DECISION PROCESS:  The interview decision process is a seven-step exercise.  There are two kinds of interviews.  There's the planned and the unplanned interview.  The unplanned is when you're walking somewhere and they literally dive out of the bushes and stick a camera in your face.  Those types of circumstances maybe happen one in a hundred.  What usually happens is you have the opportunity, whether it's five minutes to decide or five days to decide, to say yes or no to the interview situation.  Indeed you never give up that right; you always have the ability to say yes or no.  This is the type of interview that we will deal with.   This seven-step system applies in every instance, whether it's electronic or print, for you to go through mentally and make the decision if you should do an interview with the news media.





	a.	Search For Information:  Number one, you're asked if you will do an interview.  The first thing you want to do is conduct either mentally, in writing, or systematically, a basic search for information.





		(1)	Reporter's Purpose:  First, determine the reporter's background.  What does the reporter know about me and my job?  Basically what is his purpose for being here?  Why does he want to come and do this story with me?  What's their angle?  So, how do you find out?  You ask him.  There's nothing profound here.  John gives me a call on the phone and says he wants to do a story.  "Fine, John, what specifically are you looking for?"  And then once John gives me the answer, then what's my response?  Do I agree to do the interview?  No, all that gives you is the first leg of the search process, so you say "I'll get back to you," and give him a firm time, and you conduct the rest of the steps. 





		(2)	Purpose:  Second, you ask yourself, "Do I have a purpose in doing this thing?  Do I have something that I want to get out?  Does the military have a side of this story that needs to get told?" 





		(3)	Reporter's Background:  If the answer to that question is yes, then the third thing you do is try to find out about the reporter's background.  Now I mentioned that early on.  The first time I talked about background I was talking about the reporter's background in terms of the story.  Now I'm talking about the reporter's background in terms of being a reporter.  Is this person familiar with what we're doing?  Do they understand the issue?  Have they covered us in the past?  Are we comfortable with what they're going to do?  To get this information, you talk to your public affairs officer.  Chances are if this person is someone who covers the beat routinely PAO will know who they are.  Are they fair?  Do they have a good reputation?  Can we trust them to tell the story accurately?  That's the kind of stuff that we want to know. 





		(4)	Then if the answers to all these so far are coming up positive, we want to consult with somebody.  Everybody has got a boss, and the boss needs to know when you've been approached.  I put down here PAO because the PAO is a person who deals with them routinely.  They can help you see some of the routine sides to both portions of this issue before you ever decide to engage. 





		(5)	If both of these people come up positive you're down to the last portion of step one.  Am I the right person that should be doing this?  And if the answer to this question is no, it may not be that we don't want to do the interview or it may be that we should help find the right person to do it.  But let's assume that we've answered this question yes, we're going to do it, and now we want to go on to step two.  





	b.	Develop Communications Objectives:  Keep in mind we have not talked to the media representative yet.  What we do now is to sit down, and develop our communication objective.





		(1)	What's the difference between that and a purpose?  The purpose statement simply says we've got a story to tell.  The communication objective says now we're going to make these things points that we're going to get across no matter what.  In fact the definition of a communication objective is pretty simple.  It is a simple, straight forward, plain language statement that we're going to get across in the interview process no matter what.  





		(2)	It is a very brief written statement, but it's a statement that you can anchor in your mind and keep bringing up before you go into the process, and during the process, so that you know you're going to get it across.  And you know that without it, you're at the reporter's mercy, because the reporter will set the agenda, not you.





		(3)	This is about control.  You can't control the news media, but you can control yourself in this process.  Controlling yourself is all about creating a message that's geared not to the reporter but to the reporter's audience.  Visualize the media as a pipe--or a conduit if you will--on the other side of which is the American people. 





	c.	Brainstorm Possible Questions:  Then the next thing you do is take these objectives and you begin to anticipate the questions you think you're going to be asked.  This process is called brainstorming.  Sit down with two or three other people and write down every question that these people may come up with.  When you look at these questions for brainstorming, remember that the media likes to localize a big issue.  When you look at the kinds of issues they're going to talk with you about, don't just look in terms of what's happening to your base locally; look also at some of the national issues--particularly those that have just taken place--and anticipate how the media might want to make a local tie from that issue to your particular base.  Some questions are obvious. If it deals with bad news or a bad situation then clearly you know exactly the kinds of questions you're going to be asked. 





	d.	Answer The Questions In Writing:  Writing down your answers helps you to accumulate your thoughts better and to see any flaws such as misrepresentations. 





	e.	Rehearse:  Next, get up and rehearse them out loud.  That's the scary part.  How many of you have ever seen yourself on videotape or heard yourself on an audio tape?  Do you sound the way you think you do? 





	f.	Establish Rules Of Engagement:  Now before we go back to these guys let's level the playing field and create a situation in which communication is going to better take place because there are no surprises.  We're going to talk about how to negotiate arrangements with the news media to ensure, to the extent that you can, that your story gets told.





		(1)	I call these rules of engagement for a reason. As an engagement; it needs to be planned just like any other engagement.  It needs to be planned with an eye towards success, and it needs to be a plan with an anticipation of all the different elements that may be brought to the playing field.





		(2)	Make sure that we get back to the reporter now that we're inclined to do the interview.  Talk to the reporter in terms of what we expect when we actually have the across-the-table process.





			(a)	Subject:  First, reestablish the subject of the interview.  Let's make sure that we're both clear on what it is that we think we're about to talk about.





			(b)	Subjects Not Open For Discussion:  The next thing is the one that's overlooked frequently.  Establish the subjects not open for discussion.  Members of the media--particularly on major stories with a lot of public interest and particularly bad news--will want to talk to you and then take the interview and kind of slide it over into something that you're not prepared to talk about.  By setting up topics not open for discussion you give yourself an out when you're asked these types of questions.  You're not going to stop the media from asking the questions, although most of them will abide by these right up front, but it gives you the ability to be able to go back to the media and say, "I'll deal with a question like that later when I've had adequate time to prepare, but as you know we agreed that this would be the topic for discussion," and you give yourself an anchor point.





			(c)	Deadline:  Figure out what the deadline is--both your deadline in terms of the time that you feel you need to adequately prepare  and the reporter's deadline.  There's going to be some give and take here.  The reporter may have a deadline for that day and he's going to go with the story with or without your comment.  You're going to have to make a decision whether or not you want to meet that, and it's much more difficult to get your message across once the story is already out there than it is if you do it initially.  But against that time frame you also have to realize you need adequate time to prepare.  So somewhere in there is a balance.  Nobody is going to be able to tell you what it is. 








			(d)	Length, Date, And Location:  Set the interview length, date, location and those types of iterations.  There's a lot to this process.





				1.	Electronic Media:  You can do the interview in your office and that may often work for you, but I could give you some circumstances when it may not.  If you're dealing with the electronic media they need light and power but most importantly, they need backdrop because they're a visual entity.  Does your office provide the backdrop?  Many times it doesn't.  What about a conference room?  Isn't a conference room normally set up?  What about the front of your building with the seal or something that provides a good visual backdrop for your particular position.  Start thinking in those terms.





				2.	Print:  When you deal with print, ask the reporter if he's bringing a photographer, because again, isn't there just as much need for a good visual backdrop for a staff photographer as there is for electronic cameramen?





				3.	Length:  Consider venues other than your office because of the business about interview length.  A good rule of thumb for people who are going to do even extensive interviews is never more than half an hour.  After a certain point in time it becomes too mentally straining on both of you and communication begins to be lost.  The point is, to the extent that you can, shorten the interview length.  And then consider doing it in a location other than your office, because if the interview starts to go bad and you're running out of time, or if the reporter is starting to get off the topic, or if you just have to quit because you've got something else going on, you can leave a conference room and go to your office, but it doesn't work the other way around.  Think about it.  If you're in your office and the reporter doesn't want to go, where do you go?  To the bathroom?  Do you hide out outside the place where you work?  Think about these kinds of elements in dealing with the media.  Think about setting, because you dictate that; you control that.





				4.	Remember when you look at these rules of engagement, you can have a great deal of power that you wouldn't expect you would normally be able to wield.  Why?  What's the one thing that you have that they have to have in order to do their job?  You've got the information.  Without the information they can't tell the story.  So exercise the power that having the information has. 





			(e)	During The Interview:  Here's some of the things that you can do in the interview process that will mark you as a professional and also help you tell your story.





				1.	First, it's okay to tape the interview.  Let's pretend like this is my tape recorder.  The print journalist comes in and he says "Jim, mind if I record you?"  Ninety-nine point nine percent of the time that's what happens.  And I say "No problem at all," and I turn my tape recorder on and I set it down right in front of me.  Now that simple act signals what?  That I too am going to have a record of this conversation.  Does that mean I'll be able to necessarily do anything with it?  No, it simply means you'll have a record of it.








					a.	Now what if a reporter objects?  If a reporter objects to you recording the interview the chances are that he is not a very credible reporter and some of your background work was probably in vain.  Any bona fide reporter worthy of their name is interested in an accurate story and has no objections to you taping the proceedings.





					b.	The way to make it palatable to the reporter is to tell the truth.  "John, I'm going to record this.  I think this story may generate follow-on inquiries, and I want to make sure I have an accurate record of what you and I talked about."  Can anybody be offended by a comment like that?  Let's put this thing off on a positive vein, but at the same time, let's exercise the control that we have.





				2.	Second, it's okay to ask the reporter when the piece is going to air.  In fact I think he or she would want to know that you were interested enough in the piece to ask that kind of question.





				3.	Third, it's okay to ask again for the reporter's background at the beginning of the interview to make sure that you know that this person is prepared, or to what extent they are prepared to deal with the topic at hand.  You may determine in talking to them that there is a common experience that you both share that will help you create communications in the process.  You may determine that this reporter doesn't have much of a background, and you can give him a couple of minutes of background information to help put the interview in context.  It gives you a degree of control.





				4.	It's okay to ask the general nature or direction of the story, what they call the slant.  Try to determine what the person's mind-set is going into this thing.  One of the ways you can ask that question is also to ask in general "Who are you talking to?  Who have you been dealing with?"  You frequently know who your critics are, or who the principals are in a situation.  By knowing who the reporter is talking to, can't you anticipate not only the kinds of slant that the reporter may bring to the process, but won't it also reinforce the questions that you brainstormed in one of these steps a little earlier?  I think it will.





			(f)	It's okay to set ground rules and negotiate these kinds of things, but that once you make an agreement as to a time and a date, once you agree to a deadline, you have committed yourself just the way the reporter has, and you are obligated to meet that deadline.  





			(g)	Don'ts:  What shouldn't you do?





				1.	Don't ask for copies of the story or copies of the videotape. Go get your own.  If you're interested enough in the piece to ask when it's going to run it's a simple matter to clip it.  They are not your clip service, neither are they your recording studio.  Professionals don't ask for these.  Now if they're offered to you, that's fine, but don't ask for it.





				2.	Don't ask to proofread or edit the story.  Are there exceptions to that?  Sure, in the case of house organs.  Sometimes newsletters that deal with us all the time may send us information in advance so we can check the figures and facts for accuracy, but if you ask somebody to edit or proofread a story, what are you really saying to them?  You're saying I don't trust you.  You can't report it accurately, and I won't do it unless I edit or read it.





				3.	Hand in hand with that is the notion of asking for the questions in advance.  If you have a question about a journalist that they won't somehow treat you fair and you have to ask for the questions in advance, you should consider not doing the interview.





				4.	Last but not least, never question the reporter's motive.  If you have to question the reporter's motive you definitely are in the wrong room.





	g.	Definitions:  Before we move onto the last step, we need to cover some definitions.  





		(1)	On The Record:	"On the record" is just exactly what it means.  You agree to do an interview.  The reporter can quote everything you say verbatim and can identify you in your story by name, by title, and by organization.  That means you've got the guts to attach your name to the information that you're putting out.  That is the appropriate way for people in uniform to do interviews. 





		(2)	Off The Record:  Here you put a reporter in a very awkward situation.  You provide yourself the means for your own destruction if you're not careful.  If you talk off the record that says, "I'm going to give you some information that you can't use.  You can't report it, you can't identify me with it by name or position or anything else.  In other words I'm going to give you a tidbit of information that you as a reporter desperately want, and then having handed it to you, tell you you can't use it."





			(a)	Now one of three things can happen.  One, the reporter will honor it. More often than not they will, but you're not going to endear yourselves to them when they have to hang onto the information.





			(b)	Number two, there is a rare handful who may say to heck with my relationship with you, I've got the information and I'm going to go with it.  They're unethical and they're inscrutable.  You've got your tape of the interview and you can go to the editor after it's over with, but the damage is done.  The story is out there.





			(c)	Last but not least a third thing can happen.  You tip a reporter off to a bit of information and any enterprising reporter then takes that information then go looking for confirmation, for corroboration, for somewhere else they can get it and then report it not tied to your name.





			(d)	So if you feel like you have to rely on off the record to tell your story, once again consider not doing the story. 





		(3)	On Background:  "On background" is a useful tool--primarily for senior officials--to put out a bit of information for which they simply don't want to be tied by name.  It's designed to give the reporter a scope in which to report the interview that you're about to do.  "On background" says that you'll give this reporter a lot of background information to help him or her understand the story better.  They can report that information verbatim, but in the course of reporting they cannot identify you by name or position.  So what they do on background is they refer to you as a "senior enlisted Marine" or words to that effect.  This is something that tells the reader that this person is probably in a position to know, but for whatever reason doesn't want to be attached to the story. 





		(4)	Deep Background:  Here's the one that gets you in trouble.  I call "deep background" a leak.  That's what it is because the definition of deep background is that the reporter can use your information but can't tie you to it in any way.  It's kind of a half-off-the-record if you will.  





		(5)	Attribution:  Sometimes you'll hear what I've just described with the moniker "for attribution, not for attribution, or indirect attribution."  This is just another way of saying the same thing I've just told you.  "Not for attribution" means off the record; "for attribution" means on the record; "indirect attribution" generally means background.  The terms are interchangeable.  


	h.	Conduct The Interview:  Now then we've come to the last step of the process.  The step is simple.  You conduct the interview, and you conduct the interview with all the preparation necessary to do the interview process justice.  And there you are, on the battlefield standing tall, knowing that you're going to be a credit to your organization.  And so you're thinking to yourself "good," and ask can you go home now?  Shouldn't the process end here?  I wish it was that simple.  Now let's take a look in a little bit more detail about some of the tricks of the trade that will really mark you as a professional.  And first of all let's take a look at the answers that we're going to give in the interview process.  Some of this is repetitive.  I don't apologize for that; I want to reinforce in a package, the attributes of a good, effective answer to a question by a member of the fourth estate. 





		(1)	Contains Communications Objectives:  First, your answer should always have a communication objective.  Without an objective, without a reason for answering the question in your own mind,  without a clear focus of what you're about, you're at the mercy of the reporter.





		(2)	Newspaper Style:  How do you make sure you do that?  You do that by having the message up front.  That is writing in a newspaper style or a sound-bite style.  How many of you saw the vice-presidential debate between Dan Quayle and Lloyd Bentsen?  What was the sound-bite for that debate?  "Senator, you ain't no Jack Kennedy."  Remember that?  Do you think that was just a lucky hunch on Senator Bentsen's part?  He just came up with that somewhere?  No.  He had prepared.  He knew that Quayle had been around the country talking and bringing up the background of Kennedy in terms of his speeches before that, and he was ready for it.  And that simple declarative answer, that short communication message, had a whole lot of information packed in it.  You knew you were going to see it verbatim and intact when next you heard it.  And that thing ran for days and days.  That's called a sound-bite.   Another way to say it, you speak as a newspaper reads.  You give your answer with the five "Ws" and the "H," the who, what, why, where, when and how right up front in the first sentence.  And then you build on that as time permits but you don't go too long. 





		(3)	Clear, Concise, And To The Point:  Make sure is that your answer is clear, concise and to the point.  You give the five "Ws" and the "H" up front and then you expand to the extent that you need to, but expansion doesn't mean a puddle.  It simply means that you provide the base of information to answer the questions succinctly, and then you stop.  If the reporter has additional questions, he or she will ask you.  There's no need to volunteer what you don't have to.





		(4)  People Perspective:  The fourth thing, your answers have a people perspective.  This isn't a cold recital of facts.  You're not talking from the Department of Defense's position here as much as you're talking "Mr. and Mrs. America, here's why this answer is important to you."  People out there in the country want desperately to see something that you've got and it's by virtue of your uniform.  They want to see your humanity.  People look up to us, but they want to know how we relate to them, and we relate to them by making sure our answer has them in mind.





		(5)	Avoid Color Words;  The fifth thing that we want to make sure is we avoid color words, "He was slaughtered, we smeared him, we came in there and we kicked their butt."  These are the kinds of things that make great sound bites in and of themselves, but around which you don't want your message tied.





		(6)	Avoid Disparaging Answers:  Another thing a reporter will do is to give you the opportunity--if it's an issue between you and one of your critics--to make a disparaging answer or negative comment about your critics or about the leadership that's led to a certain situation.  Don't bite.  For the split second's vicarious pleasure that you get for unloading what's on your mind, you will become, as Andy Warhol said, one of those who was famous for the next 15 minutes, because you will see your answer again in print.  And I can assure you that while your critics may lower themselves to that level there's no need for you to do the same thing.  As you'll see a little bit later on, we talk about engaging the news media.  One of the things they'll try to do in an intensely emotional situation is try to get you mad.  Don't get mad.  Don't lower yourself to the level of your critics.  Besides that, the media thinks that's a great story.  When you wrestle with a pig, everybody gets dirty.  The trouble is, the pig likes it.





		(7)	Accentuate The Positive:  Instead consider the "Reagan factor."  The Reagan factor means "be positive," even in bad moods.  Ronald Reagan was an interesting man.  The country often felt good about Ronald Reagan.  No matter what the issue was he had a clear focus and a positive attitude about what he was about.  Everything is going to be fine.  And even in crisis situations he had a strength of purpose about him.  Should I expect anything less from people like you?  You have a reason to accentuate the positive, even in bad news.  That can simply mean, "The situation is in hand, and we're satisfied we're going to have a successful resolution to this issue within the week," or whatever the answer may be.  People want to accept and see movement.  Another thing to do is admit that you're wrong and then tell them what you're doing about it.  We get in trouble when we simply don't want to admit that we're wrong.  The fear of that is simply too great.  The people will accept it, if, hand and glove with that, our next sentence is what we're doing about the issue.  So keep that in mind as well.





7.	TECHNIQUES OF CONTROL (TOC):  Here's a couple of verbal techniques you can use in the course of an interview to make sure that that communication objective that you practiced gets to the front.  Don't worry about the titles of these things, it's the techniques that's important. 





	a.	Bridging:  This is a verbal maneuver to take the question and move it over to the element that you want to answer.  Here's some of the key words that I use, "The critical issue here is . . ." Or "You know that's one perspective that you offer, but from my perspective, having been involved in this for the past 20 years, I see ... "  What you're doing is you're answering the question you've been asked, but you're answering the question in terms of guidelines that are favorable to you in the communication process.  Will the reporter try to take you back?  Yes.  So you go back again, back over the bridge, it's back and forth.  You have the right to craft the question in a way to which you are prepared to answer.  This isn't being evasive.  This is making sure that you answer the question in the parameters that you want it addressed. 





	b.	Packaging:  This simply is nothing more than taking all your information that you want to answer and quantifying it, tying it together to ensure your communication objectives are met.  "Did you know that we have three new programs to bring the best men and women into the Marine Corps that we possibly can, given the fact that we're competing with industry for the same jobs?"  Now what's the first subconscious thought that you've got?  And there's three issues I'm going to give you, right?  Because I've just packaged all my answers into one.  Well, what are they?  I'll be glad to tell you, glad you asked that question.  This is all the technique is, thinking in terms of leveling the playing field and the ground rules to answer the questions in the parameters you can deal with.





	c.	Hooking:  Another technique is called hooking.  Really what it boils down to is begging the question.  Begging the reporter, baiting him if you will, to ask you the question about which you really want to talk.  You started the interview off, you want to get it over to the track, and here's the way you say that, "Yeah, John, you're right. This particular situation may be going on, and in fact I've done my best to answer, but you know what, your viewers may be particularly interested in this new initiative that's just about to get underway."  Being a reporter, and a reporter is curious, what's the next question?  "Well then what is it?"  Now they may not ask you the question, but believe me these are techniques which help you level the playing field because they're doing the same thing to you.





	d.	Flagging:  Another thing you can do is called "flagging."  This is taking the 64 thousand-dollar answer and reinforcing it with your body language.  Somebody asks you the question, you're ready to get into your punch, you get into communication objective, you lean across to the reporter, and you gesture with your hands and your face, and you actively look at him, and you listen to him and you give your answer.   Now think about why you do that.  In an interview situation you have to know a little something about interpersonal communications here.  There's a dynamic at work.  We're going back and forth you and I.  We're talking about information, but if all of a sudden I lean forward there's an anticipation of what I'm about to say as more important than the other things that I've said.  Equally as important, is the way film is edited at a news station.  The reporter doesn't edit the tape; a film editor edits the tape.  And this person is going through all this tape to put together this news story and he's looking through minute after minute after minute of basically a talking head.  But all of a sudden in the course of screening through the tape he sees somebody lean forward.  His natural inclination is slow down and hear what's said.  This is an attempt that you use to make sure that the tape or the interview focuses on what your main points are. 





	e.	Distractions:  There's a lot of distractions in the interview process that you've got to learn how to overcome.





		(1)	Eye Contact:  Here's some of the things that you can do.  Make sure that you maintain direct eye contact with your interviewer all the time.  This is called active listening.  This forces you to overcome that conventional 17 seconds of attention span that most people have, and it forces you to get involved in the interview process.  If you lose your train of thought because you are starting to formulate your answer three words into his question, you may miss some important element of what he's asking you.  Make sure you understand all the nuances of the question.  Then pause, consider your answer, package it, and give it back.  Make sure that you don't let the background get in the way.  In a television interview there's going to be at least two or three people involved, an interviewer, a camera person and probably a sound person as well.  They're all going to be doing something else.  If you're outside, there's going to be distractions in terms of background and so forth.  You've got to focus in on the interviewer. 





		(2)	Dead Air:  Avoid the so-called dead air or pregnant pause trap.  This is a technique that's done by people who want you to say something that you don't want to say.  Let me give you an example of how it works.  The reporter asks you the major question that he has set up to ask you.  Then after you finish your answer he pauses.  You feel like the whole world is watching you, don't you?  You feel that you have to fill in this space.  Won't you look stupid if you're not talking again?  And the answer is no.  Time is valuable.  Do you think they're going to keep you on camera for 20, 30 seconds until you decide you're ready to talk again?  No.  That is a technique to get you to commit yourself.  Say what you have to say then shut up and you will not have the pause aired.  Make sure that if they continue to do this.  The third time you say "Well, Jim, since you don't have anything more to ask, I really want to make sure you know about this particular program," and boom, he launches right into it.  Suddenly he's seized control. 





		(3)	Ask:  If you don't understand a question, ask him to rephrase it.  Then you force him to restate the question or the issue and it's a whole lot harder to do it the second time, because now by saying that you've got to reduce it to terms that you'll agree to.  Don't let them set the agenda; you don't have to. 





		(4)	Commercial:  If you go do an interview, when he takes his tape recorder and turns it off and puts it in his pocket and says "Oh, by the way how about. . ."  Do not let your guard down because you are still on record.  Remember the camera is always live, the mike is always hot, and it's hot from the time that they walk aboard your post until the time they get off of it.  Don't get out of character, because the minute you let your guard down you are vulnerable.  Does that mean that they're out to shaft you?  No, it means they're out to do their job.  If you were gathering an intelligence about somebody as a military representative you'd do the same thing and you'd use the intelligence in a heartbeat.  Why should we expect them to be any different?  The fact is, we often give them information when our guard is down and then turn around and accuse them of being unethical.  Beware of the commercial post-conclusion trap. 





		(5)	Interruptions:  The reporter may interrupt you, particularly in an adversarial interview.  You deal with the interruption the same way you would if you were in a casual conversation with someone who interrupted you.  You stop them and ask to continue your point.  But nowhere in your response should you indicate this would be confrontational.  Remember this may be a constant set of fencing for control of the process but there's one thing you never relinquish and that's your authority.  Never relinquish your persona as a person in uniform.  Simply say something like this: "You know your audience might be very interested in hearing what I have to say.  You've asked me down here to do the questions, and I'll do my best, but at least give me the courtesy of letting me finish, because I think that's what your public would like to hear."  If they begin to get confrontational after that, then consider whether or not it's worthwhile to go any further.  Make sure when you go into an interview, you have somebody in there with you who can corroborate the circumstances under which you stopped the interview.  That's another reason why it's worth taping it. 





		(6)	Off The Topic:  He may try to get you off the topic.  Is that ethical?  Is that right?  It is if you bite.  Nobody says that you've got to go with it, so stick to the agreement beforehand.  One of the things you negotiated was the issues that were not open for discussion.  This is when you bring them up.  Now you always have an option to answer the question, especially if it is one that you're dying to be asked.  But beware.  If you do that, you may get away with it, but you've also just changed the ground rules by answering the question.  It's fair for the reporter to then ask you a question that you never wanted to hear because you are the one that changed the rules, not him.  So weight that response and that option very carefully. 





		(7)	Editorializing:  An editorial statement is where the reporter makes a comment that supports their bias that they bring to the interview process.  They characterize your actions for you, "1st Sgt, don't you think that Tailhook for the Marine Corps was nothing more than a disgrace, and really shouldn't any of your officers who were there resign?"  Don't respond to the editorial comment.  Instead say, "I don't agree with your characterization of Tailhook as a scandal or a disgrace or anything else.  The fact that some people may have acted inappropriately and their actions are now being dealt with in accordance with the process is a success story in the sense that we're going to find out what happened and deal with it."  Take the editorial comment and put it in the parameters that are favorable to you.  Never ever become unprofessional and argue with him or quibble about their representation; simply take control.  Never ever restate the question or take the question and repeat it even to restate it, because that may be the part that gets aired.  You've got to be careful.  Even at the tail end of something, when in all frustration this person continues to go along with making outright editorial comments, you can just in frustration say, "That's not what I said. You know it and I know it," and then again refuse to deal with the situation, but don't let the record go unchallenged.  You've got to correct the record.





8.	TEN COMMANDMENTS:  These are the elements about which if you get nothing else from this talk, you get this, and take them with you.  Remember, they come in two tablets.  The first side is to have the right attitude about the news media.  Our attitude can be our worst enemy.  They've got a job to do, and whether we like it or not, doesn't make any difference.  They're going to do it with or without us.  We need to put our best foot forward and put the proper attitude in the foreground in our media relations effort.  The other side of the tablet is simple; it's called preparation.  Without it you're dead.  If you think you can go in and wing it, if you think that you are kissed with tongues of flame that render you supremely articulate, but you don't have the information to back them up, you're going to go in the interview and you're going to shine like a mackerel in the moonlight--shine and stink at the same time.





	a.	Talk From the Public's Interest:  First, talk from the public good or the public viewpoint, not from the service perspective.  When you think about the public, you will avoid all the things that plague us like jargon and acronyms and all these other things that are so much a part of bureaucratese, and you will have a clear vision of the audience you're trying to reach.  If the Marine Corps is what it purports to be--a microcosm of society--then it needs to talk like the society from which we spring.  We didn't sacrifice our humanity when we put on the uniform, and that's what the public wants to see. 





	b.	Speak In Personal Terms:  Second, speak in personal terms whenever possible.  Don't even talk from just the perspective that your public understands.  Identify with their humanity.  If you can humanize your answer as well as talk in terms of simple terms people understand, you are really communicating because there will be no misunderstanding.





	c.	I Don't Know Vs No Comment:  The third commandment, if you don't want a statement made, if you don't want to see it quoted, don't say it.  Say instead the magic word that never in the history of media relations has ever gotten anybody in trouble, and that is "I don't know."  Now note what I also said, I don't know versus no comment.  Is "no comment" a statement?  You better believe it is.  No comment says you got me and this is too embarrassing for me to put out, so I'm going to keep it to myself.   "I don't know" means I don't know. 





	d.	Important Facts At The Beginning:  State the most important fact at the beginning of your answer and build from there.  Speak in the inverted pyramid, then if this thing is edited or cut back in the interest of time, the first lead message is going to be the most important thing you want to get across.  Editors filming through tape will see the first question you're asked, and that's where they'll stop it.  Make it the most profound.





	e.	Don't Argue:  Commandment number five, don't argue with the reporter or get mad.  The reporter has an obligation to get at the story.  Most of us, if the story is bad news, don't want to give it to him, or we want to give it to him in conditions that are favorable to us.  If we begin to lose it, if the reporter starts to get under our skin, if he or she is that confident in the process that it causes us to lose focus and our only response is to lose our temper or lose our cool, stop the process and get out of there, because you will fail.





	f.	Don't Repeat Offensive Language:  Number six, if a question contains offensive language or if it contains words that you do not like or that are an unfavorable or an inaccurate representation of a particular issue, don't repeat them even to deny them.  Instead restate them in conditions more favorable to your position, and then answer the question. 








	g.	Direct Answers For Direct Questions:  The next commandment, if the reporter asks a direct question and it can be answered with a direct answer then he or she is entitled to that direct answer.  They do not need a rambling expose for what can be a simple yes or no answer. 





	h.	I Don't Know:  If you don't know the answer to a the question, say, "I don't know," but notice the addition, "I'll try to find out for you."  Why is that important?  It shows a willingness to engage, not to evade.  And keep in mind if you say you're going to find out the answer, then follow up on it and get it to them in a timely manner before their deadline.  The chances are they'll add it to the interview.  And it will help point out to them not only your own honesty, but it will help reinforce the message that you want to get across. 





	i.	Tell The Truth:  Number nine, tell the truth.  Don't lie, even if it hurts, because it will.  How many times have we been in trouble or seen officials in trouble for doing this?  They think if they can shade the story just a little bit, or omit the critical elements, or just outright lie, they won't see it again.  Here's what happens: Not only does the story get told and retold each time each new shoe drops, but the lie becomes the main story.  Not only that, if you ever expect to have future dealings with the media at the command you represent and they catch you in a half truth or an outright lie, forget it; go somewhere else, because once lost, you're credibility will never be retrieved.





	j.	Don't Exaggerate:  And finally, do no exaggerate the facts.  They're often bad enough by themselves.  Tell the media what they expect to know.  Tell them what they need to know.  Don't tell them any more. 
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