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The Media Mentor

When Bad Things Happen to

Good Spokespeople:
Handling Tough Interviews

BY STEVE BENNETT

As you prepare for your next inter-
view, remember that the vast majority
of people in the media are not out o
get you. Theyre out to get a good
story.

Nonetheless, as [a spokesperson],
you might find yourself in the hot seat
il questions revolve around delayed or
flawed product launches, quality prob-
lems, flagging financial performance.
loss of market share or failure to
increase market share, vocally dissatis-
fied customers or vendors, culture
clashes following an acquisition or
merger. and the like. And in discussing
issues like these, the interview can get
dicey — even hostile, if you let it.

Some causes of friction are bevond
your control. For example, the journal-
ist or editor might have:

* Had a bad day.

+ Exhibited an aggressive or combat-
ive interviewing style.

»  Walked in with a negative opinion
of your company or its products.

* Had a very bad day.

If this happens, take a deep breath
and relax. Then engage in what 1 call
“inverse agitation.” The more riled the
interviewer becomes, the calmer you
get. This technique works; it’s hard to
have a verbal skirmish if one party
refuses to fight.

Other situations are self-inflicted,
such as you've:

» Had a bad day.

* Become overly defensive, evasive,
or impatient with the interviewer.

* Engaged in an argument.

* Shown a lack of respect for the
journalist’s or editor’'s guestions,
technical knowledge or understand-
ing of the marketplace.

* Had a very bad day.

You will inevitably have bad or
very bad days — that's life. But you
can't afford to take them out on jour-
nalists or editors, even ones who seem
unimportant or technologically unso-
phisticated. Every interview should be
treated as an opportunity to build you
brand.

So what should you do if. despite
vour best efforts you find yourself in a
verbal duel? First. disengage. You
shouldn’t be arguing in the first place;

Continued on Page Three
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The News

BY AL ROTHSTEIN

Want to get to know how a reporter thinks?
Try analyzing your friendly local newscast.

On a recent trip to Los Angeles to conduct
media training for a client, 1 scrutinized the
local news. With all the bells and whistles
used and the content of the stories, the news-
casts could have passed for a local version of
“Entertainment Tonight”. The first three sto-
ries were about celebrities and their personal
lives. not offering much valuable information
to the viewer.

The producer of the newscast would argue
that these are the types of stories “people are
talking about™ in LA. Whether you agree with
that philosophy or not, news stories are based
on whal a news organization believes reflects
the public’s interest.

How does that affect you when you work
with the media? Whether you are pitching a
story or being interviewed, you must con-
vince the reporter that the public is interested
in what you have to offer.

Personalizing the Story I,
Observing how stories are written by news

Continued on Page Three
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News from
Sources

Welcome to HeotrLink 17, Fall 2000. It’s

~

The Sources Mailbox

As always, we have received dozens of
requests for Sources from journalists cov-
ering every area of interest and part of

We need a copy of Sources at the office.
Thanks for your help.
— Jacquelyn Francis, MapleMusic.com

been an eventful few months at Sources, with
the move to our new office in Toronto's
“Little Italy” making this a busy, exciting and
energizing fall. We are continuing to receive
praise for our revamped Web site, and are
even beginning to cast an eye toward our
Silver Anniversary, just two short years away.

I received an example of the power of
Sources recently, following the P.M.s “Pie in
PEI" incident. After a protester threw at pie at
Prime Minister Chrétien, one of our listees
whose subject index headings include securi-
ty, terrorism and VIP protection, received 11
phone calls and two E-mails in a 6 hour peri-
od, from journalists across Canada. Further
proof that a listing in Sources will enhance
you media relations strategy from “plain” to
“a la mode™!

I welcome your comments about HorLink,
Sources. and all of our publications and ser-
vices. If you have media relations resources
you would like to share with the more than
1000 readers of The Sources HotLink, get in
touch with me! 1 am always on the lookout
for above average insights to share.

Enjoy a healthy and productive fall

Kirsten Cowan
Editor, The Sources HotLink
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Canada. Here’s just a sampling:
I am sending you this note and clipping in
order to be put back on the Sources mail-
ing list! I have been receiving Sources for
many vears and I'm not sure why I am no
longer on your mailing list. I am a free-
lance journalist and vour publication is a
verv helpful resource.

— Erica Simmons, Toronto

I have been receiving vour very useful

publication Sources for some time. | have

recently moved and would like you to con-
tinue to send Sources to my new address
— Shirley Tessier,

Irwin Publishing, Orillia

Please send 10 copies of Sources.
— Derek Chan, Radio Canada
International, Montreal

We are receiving more requests from
online publications, recently including in
addition to MapleMusic.com, walkinclos-
et.com, and robtv.com. Seems no matter
how high-tech the journalism, Sources
remains a vital part of the job.

We’re desperate for Sources: whenever
we go o pick them up from the mailroom,

they 're gone! Please send 10 copies.
— Lani Selick CBC News Magazine,
Toronto

Sources is on the move!

| As of October 4th, 2000,
our new address is:

489 College St., Ste. 305, Toronto,
Ontario M6G 1A5

Our phone, FAX and E-mail
remain the same:

Phone: (416) 964-7799 FAX: (416) 964-8763
Toll-free: 1-800-299-7990
E-mail: sources @ sources.com
WWW: www.sources.com
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