DIRECT ACTION AND CAMPAIGN TOOLKIT

Engaging with the media
1. Knowing your audience (20 mins)
Make some initial points:

· People aren’t rational and tend not to act on info or intellectual argument alone
· Groups matter: attitudes and behaviour are as much social as individual.
· People respond well to you if you recognise and respond to their self interests
Be aware of media saturation:

· In the UK, the average person is exposed to up to 4000 messages every day but can recall only 1% of the advertising without prompting 

· Traveling to work: 150

· Supermarkets: 1600

· 80% of decisions made by shoppers in stores are subconscious 

In such a media saturated world we need to be creative.

In group assess what campaigns do and do not capture attention

· It’s not ‘one size fits all’: Fit your message to different audiences: 

· Settlers: (21% of pop) Driven by security. Largely closed to change

· Prospectors (44% of pop) Fashion conscious. Open to change but wont lead

· Pioneers (35% of pop) Drivers of change. Don’t need affirmation of others.
(www.futerra.co.uk)
Also consider market segments in the UK such as:
· Red tops: Sun (3.1 M daily circulation), Mirror, Star
· Heavies: Guardian (0.3 M daily circulation), Telegraph, Times
· Mid Market: Daily Mail (2.2 M daily circulation), Express, 
DISCUSSION: In groups create a profile for the readership of each of these papers. For each paper imagine you are a journalist and write a headline selling the story/idea of the growth of transition towns in the UK..

2. Formulating and Clarifying your message (10 mins)

Use Futerra handout for key aspects of a good message

In groups formulate a clear campaign message – a few sentences that states problem, solution and implementation/ACTIONS

3. The 32 word press release (15 mins)
Most journalists are very busy so its good to communicate succinctly

· The 32 word press release: 

· For a campaign you know of or are involved in write a press release in only 32 words. Include:


What, why, where, when, how, who
4. Media training exercise (30 mins)
· Practicing getting your message out effectively and clearly is key, and we are going to practice doing short simple interviews for the radio.

· You are a press officer for a local green group.

· The local press want you to do a radio interview on the expansion of the local airport. You have five minutes to prepare before going on air so you need to prepare your key messages.
· In pairs practice being in turn the radio interviewer and the local campaigner

Information for press officer for a local green group

Your group is against the expansion on several grounds related to climate change, noise and increased traffic. Have a number of key soundbites, facts and statistics ready. The airport is well used and the need to expand seems to be supported locally. But you know the local council is committed to tackling climate change and reducing emissions.
Information for the local radio interviewer

Ask questions that you think your listeners will be interested in, but will challenge the speaker to justify their position using questions such as:

- But won’t the expansion of the airport create jobs

- So what’s the alternative them?

- Aren’t you stopping ordinary decent people going on holiday? 

- Surely we can offset the carbon used, and plans are now using biofuels so what’s the big deal?
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