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WHY DO IT?

● Drive policy change
● Highlight research, innovation and excellence
● Demonstrate impact of research
● Earn community support or participation for research projects
● Attract new partners or funding
● Support student, faculty, staff recruitment
● Create demand for graduates
● Altruistic motivations
● Rewarding
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ABOUT UBC MEDIA RELATIONS

● Five specialists covering the whole university
● Promote good news stories (research findings, etc.)
● Manage bad news stories
● Connect media with experts
● Provide media training
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HOW WE SHARE YOUR STORY

● News releases
● Expert Q&A
● Expert advisories
● ‘Newsjacking’
● Direct pitching to journalists
● Op-Eds
● The Conversation
● @UBCNews on Twitter
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UBC EXPERTS GUIDE

experts.news.ubc.ca
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WHEN TO CONTACT US

● Research accepted for publication
● Interesting ‘field trip’ opportunity for a journalist
● Presenting at a major conference
● Major funding or milestone with a story attached
● Your area of research is in the news (or will be in the news)
● A journalist calls you for comment and you’d like help preparing for an 

interview
● Emerging issue 
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MEDIA TRAINING
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VIDEO: THE WIGGLES (click image to view)

https://www.youtube.com/watch?v=2N6oxZz7oVE
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KEY MESSAGES
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WHAT MAKES NEWS?

● New, timely
● Impact, broad appeal
● Disaster, threat
● Conflict
● Discovery, innovation
● Superlatives: first, biggest, best
● Human interest, universal needs (food, shelter, transportation, money, sex)
● Proximity, local angle
● Unusual
● Prominence, celebrity

SO WHAT? News consumers always want to know, “Why should I care?”
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ICEBERG RULE

The good stuff
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ICEBERG RULE

● Journal article: 8,000 words
● Quotes from grad student in CBC 

article: 27 words
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HOW NEWS STORIES ARE TOLD

Once upon a time…
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HOW NEWS STORIES ARE TOLD

Once upon a time…
vs.

Axe-wielding woodsman saves young girl from wolf attack
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THE INVERTED PYRAMID

Newsworthy info

Important details

Background
info
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KEY MESSAGES

The first thing you say should be the last thing they forget.
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ANSWER THE QUESTION YOU WISH THEY’D ASK FIRST
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KEY MESSAGES

The main thing you want the audience to remember.

Qualities of a good key message:

● Ordinary, conversational language (no jargon)

● Positively phrased

● Relevant to the audience

● Vivid and memorable

You can have more than one key message, but not too many.
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3 WHATS YOU SHOULD BE ABLE TO ANSWER

1. What is the main finding of your research? (keep it high-level for the 
average person to understand)

2. Why is it significant? (larger implications or potential practical 
applications)

3. What’s next? (where to go from here) 

WHAT?   SO WHAT?   WHAT’S NEXT?
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REPETITION REINFORCES… BUT THERE ARE LIMITS  
(click image to view video)

https://twitter.com/CBCEdmonton/status/1133959158049300480
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KEY MESSAGE TEMPLATE

Key Message 1 Key Message 2 Key Message 3

Supporting info: Supporting info: Supporting info:
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KEY MESSAGE TEMPLATE

Key Message 1 Key Message 2 Key Message 3

Supporting info: Supporting info: Supporting info:

fact analogy stat

anecdote fact example

example stat anecdote
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VIDEO: SITKA THE SEA LION (click image to view)

https://www.cbc.ca/player/play/2201253934
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KEY MESSAGE TEMPLATE

Key Message 1

Sea lions are dying off and 
we want to find out why.

Key Message 2

Sea lions are not getting 
enough nutrition from the 

fish they eat.

Key Message 3

We need more funding to 
continue this research.

Supporting info: Supporting info: Supporting info:

Sea lions in B.C. are fine but the 
population in Alaska is in decline

We use captive sea lions to 
measure how much nutrition 
these animals need

Our funding comes from the U.S.

Population has decreased by 
85% in the last decade

Diet is not rich enough in oil and 
nutrition to do the job 

Economy is in decline and the 
money just isn’t there 

200,000 sea lions have 
disappeared 

It’s like you or I living off 
of celery

They have 12 months to find 
more funding
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BRIDGING TITLE SLIDE

BRIDGING
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BRIDGING

Acknowledge the question and firmly return to your key messages

● To put that in perspective…
● I think it would be more accurate to say…
● I’m glad you asked that. Here’s the bigger picture…
● Rather than speculate, let’s look at the facts…
● That’s interesting, but let me make an important point…
● That’s a common misconception, let me provide you with some 

context…
● I see that, but what’s absolutely critical to remember is...
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VIDEO: BRIDGING HERO (click image to view)

https://www.youtube.com/watch?v=HNeaivMa7pA
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GENERAL INTERVIEW TIPS 

● Importance of opening/positioning statement
● Stick to your key messages, facts
● Ask for clarification if you need it
● Pause before responding to clarify your thoughts
● Repeat question to buy time
● Be honest if you can’t respond and follow-up if appropriate
● Dead air is not your problem
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DIFFERENT KINDS OF 
MEDIA



38

RADIO

● News story: Short interviews, shorter clips (10 seconds)
● Talk radio: 6-7 minutes, conversational
● Pre-recorded or live. Do not be late for live radio.

PRINT/WEB

● Substantial interview to provide background
● Quotes and paraphrases; reporter is the gatekeeper

VIDEO/ZOOM

● Can be short clips, or two-way conversation 
(double-ender)



39

WHEN THEY CALL…
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WHEN THEY CALL

● Find out what the story is about
● Ask why they sought you out
● Buy yourself some time (“I just have to finish up…”)
● Get the reporter’s outlet and deadline
● Find out where and how they want to do the interview

○ phone?
○ on campus?
○ in studio?
○ live?

● Call us if you want!
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INTERVIEW PREPARATION

● Develop key messages
● Anticipate questions
● Role play, Q&A
● Gather assets: bio, images, videos, URL, etc.
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INTERVIEW FOLLOW-UP

● Thank them for their coverage
● Ensure social media amplification

○ your channels
○ faculty/department channels
○ tag @ubcnews
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QUESTIONS, COMMENTS AND CONTACTS

Erik Rolfsen, Media Relations Specialist
UBC Media Relations
erik.rolfsen@ubc.ca | 604.209.3048 | 604.822.2644 
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BREAKOUT GROUPS

Part One: Journal article > news story
● How was the main finding was described in the journal, and then in the news story?
● How was its significance was described in the journal, and then in the news story?
● Discuss the difference. How well did the reporter (or researcher) deliver it?

Part Two: Your own research
● How would you explain your main finding in one sentence, using everyday language?
● How would you explain its significance in one sentence, using everyday language?

Interview each other:
● What have you uncovered in your research?
● What makes this such an important finding?


