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Working with the Media 

May 23, 2014 
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Housekeeping 

 45 minute presentation: 

1. Teresa Roncon, Senior Manager, Public Relations, Heart 
and Stroke Foundation 

2. Pat Longmuir, Scientist in the Healthy Active Living and 
Obesity Research Group at the Children’s Hospital of 
Eastern Ontario Research Institute.  

 15 minute Q and A 

 All lines muted, use Chat  

 Slides and audio: www.heartandstroke.ca/spark 
 

 

 

http://www.heartandstroke.ca/spark
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ATTRACTING MEDIA COVERAGE!  
Most stories are not this easy to pitch 
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Topics for discussion 

 

 Overview of different types of media and reach 

 Which is most desirable for your cause 

 How to craft stories and pitch/reach the media 

 Working with a small budget 

 Searching for results/evaluation 

 

 

 

 

 

 

http://www.google.ca/url?sa=i&rct=j&q=&esrc=s&source=images&cd=&cad=rja&uact=8&docid=r_0BsWdb-7czoM&tbnid=h0Qqor8VKqo5WM:&ved=0CAUQjRw&url=http://www.insidehalton.com/news-story/3241945-gill-has-a-new-lease-and-outlook-on-life&ei=y-p9U7SWKIKUqAbH7YHoDQ&bvm=bv.67229260,d.b2U&psig=AFQjCNFW9W1EIO18a7dJCa07bV4eCeUhqQ&ust=1400847305376561


5 

Traditional Media 

Newspaper dailies & major broadcast news outlets.  

 

  Toronto Star reach 2.5 million weekend, 1.23 weekday 

 Toronto Sun reach 673,500 

 CityNews at 6 pm weekend reach 642,000 

 CTV News at 6 o’clock reach  642,000 

 Breakfast Television 929,000  

 CFTR 680 News 28,700 

 Moore in the Morning, CFRB Newstalk 1010 reach  92,600 
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Extension of traditional media, and news outlets that publish online 
only.  

 680news.com reach 222,000 

 Torontosun.com 1,315,000 

 Thestar.com  2,540,000 

 Cp24.com  411,000 

 CTV.ca  3,316,000 

 

Bloggers can be paid or earned media 

 Insidetoronto.com 57,000 

 Yummymummyclub.ca 

 

 

 

Online Media and Bloggers 
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Social Media 

Social Media is the most cost effective way to tell your story. 

 

 Twitter and FB are difficult to measure in terms of reach – you can 
measure # of likes, # of tweets and re-tweets.  

 

 Expensive analytics, best advice is to focus of influencers who have 
large following. 

 

 Other social media includes Linkedin, Youtube, Pinterest, Instagram 
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Community 

Variety of weekly papers across Ontario, with low reach but excellent 
penetration of desired messages to local audiences. 

 

 The Hanover Post reach 51,291 

 The Expositor (Brantford) 49,600 

 Tandem (Toronto) 123,028 

 Vaughan Weekly  28,600 

 The Chronicle Journal (Thunder Bay) 51,100 

 Lfpress.com (London Free Press) 174,824 

 (print edition reach is: 152,600 
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Is media outreach right for you? 

Media coverage delivers: 

 Program awareness 

 Event/campaign awareness 

 Drives donations 

 Drives advocacy 

 

Challenges: 

 Competition with other stories 

 Can be costly such as photos, videos, signage, pamphlet 

 Competing with skilled PR professionals 
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Which media is most desirable for you? 

 Community  media and social media is the best bet for smaller non-profits 
and NGOs to drive awareness and soften the ground for donations.      

 

Community media’s mandate is to cover local news.  They are always looking 
for good content.  Craft stories that include interesting elements and you 
have a good shot at being published.   

 

Social Media is a cost effective alternative to tell your story.   
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How to tell and pitch your story effectively  
(Content is Queen) 

 

 Story/content should include a number of different experts/voices: 

1. An individual or family impacted by the program 

2. An organizational expert 

3. Third party supporter 

4. Influencer 

 

How best to communicate this information? 

 

 Write a short news release  

 Include a photo 

 Write a ‘matte’ story, penned by the program leader and pitch it to the 
media 

 Send an e-mail pitch 

 

 

If 



12 

How to tell your story effectively 
Social Media 

 

 Optimize your website.  

 Create your own Face Book page 

 Consider Twitter 

 Include visuals 

 Increase your following  

 Engage social media influencers. 

 

Stay active in this space, but don’t engage in SM unless you’re committed to 
using it! 

 

 

 

 

 

If 
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Effective Key Messages 

 What is the “take away?” 

 What supporting facts or anecdotes 
can you use? 

 Key messages simply answer: 

 What? 

 Why should the public care? 

 Provide context 

 The message is not: 

 Lengthy background information 

 Jargon, acronyms 

 Lists of numbers 
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Evaluation  

 

 Maintain contact with reporter/writer ask for story or link to be 
sent to you 

 Google Alerts (free, create an account) 

 Google searches (free) 

 Media Monitoring organizations like Cision, Infomart (costly), 
Sysomos (social) 

 Media Relations Points (MRP) reports. 

 



Thoughts on Media 

 

Dr. Pat Longmuir, PhD, RKin, Scientist 

Healthy Active Living and Obesity Research Group 

Children’s Hospital of Eastern Ontario Research Institute 

plongmuir@cheo.on.ca, 613-738-3908 
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Take TIME for Your Child’s Health 

www.taketimeontario.ca 



Take TIME for Your Child’s Health 

www.taketimeontario.ca 



Questions? 
 

Comments? 

Thank you! 


