
M A K E  
S U R E Y O U R  
I N T E R V I E W  
S T O R Y  I S  I N  
L E A R N @ U W



@prowag is a news wizard



C O N G R A T U L A T I O N S
S C A V E N G E R  H U N T  
W I N N E R S

Lab 302 (Pelled)
Lab 305 (Hills)



S T O R Y T E L L I N G  I N  
M A R K E T I N G :  R E S E A R C H ,  
S T R A T E G Y  A N D  F O R M S

J 2 0 2  M A S S  C O M M U N I C A T I O N  P R A C T I C E S



T H I S  W E E K  I N  L A B

Think about messaging strategy
Write press releases
Create audio slideshows 

to get viewers to take action

P R A C T I C E  S T O R Y T E L L I N G  I N  
M A R K E T I N G  F O R M S



W H A T  H A V E  Y O U  L E A R N E D  I N  J 2 0 2  
S O  F A R  T H A T  W I L L  C O M E  I N T O  P L A Y  
W H E N  T A L K I N G  A B O U T  P E R S U A S I V E  
C O M M U N I C A T I O N ?



T H E  P R O C E S S
Idea
Gather facts
Order and Narrow
Draft
Revise

Y O U ’ V E  A L R E A D Y
B E E N  D O I N G  T H I S !



U S E  T H E  S A M E  
C O M M U N I C A T I O N  
V A L U E S  A S  A  
G U I D E ,  T O O

Timeliness
Proximity
Prominence
Impact
Conflict
Novelty
Human interest
Humor
Suspense



W H O ?  
W H A T ?
W H E N ?  
W H E R E ?
W H Y ?
H O W ?

Who do you need to influence?

What do you need them to do?

(This is the “So what?”)

Give them a way to take action



T H E  S A M E  
G O E S  F O R  
S T R U C T U R E

Use inverted 
pyramid for most
press releases, 
exec summaries, 
strategies, 
newsletters

Some can get 
feature treatment









Y O U ’ R E  S T I L L  
T E L L I N G  A  S T O R Y



T H E  R E A L I T Y  
W A S  P R E T T Y  
B A D

• People didn’t think 
much of BP

• The spill had damaged 
its reputation

• “Synonymous with 
corporate 
incompetence”

• BP had negative 
brand equity

NASA Goddard Space Flight Center/Flickr Creative Commons





B P  I S  S P E N D I N G  
B I L L I O N S  O N  
E C O N O M I C  
D E V E L O P M E N T ,  T H E  
E N V I R O N M E N T  A N D  
S C I E N T I F I C  R E S E A R C H  
I N  T H E  G U L F



T O N E
L I G H T
L I V E L Y



Andrea Westmoreland/Flickr Creative Commons Susan DeMark/Flickr Creative Commons



Dennis Solely/Flickr Creative Commons

P U B L I C  
R E L A T I O N S  A N D  
S T R A T E G I C  
C O M M U N I C A T I O N  
I S  A B O U T  
S H O W I N G  
Y O U R  B E S T  F A C E



— A L A N  H A R R I N G T O N ,  F O R B E S  

“Public relations specialists make flower arrangements 
of the facts, placing them so the wilted, less attractive 

petals are hidden by the sturdy blooms.”

Chris Phutully/Flickr Creative Commons



I T ’ S  N O T  J U S T  A B O U T  
T H E  I N F O R M A T I O N .
Y O U  A R E  
C O M M U N I C A T I N G  I D E A S  
W I T H  A N  E L E M E N T  O F  
I M A G E  B E H I N D  T H E M



W H A T  I M A G E  
W A S  B P  
P R O J E C T I N G  
I N  I T S  A D S ?





H O W  C O U L D  Y O U  
C O N V I N C E  M E  T O  
P L A N  A  F A M I L Y  
V A C A T I O N  T O  T H E  
G U L F  C O A S T ?

(Go back to the tips from the reading)



C R E A T I N G  A  S T R A T E G Y  
M I R R O R S  O T H E R  
W R I T I N G  W E ’ V E  D O N E

Integrated marketing 
communication:
All elements work 
together to support same 
goals and objectives

I M C



H O W  D O  Y O U  M A K E  
T H A T  H A P P E N ?

• Situation analysis
• Objectives
• Strategies
• Budget
• Tactics
• Evaluation

T H E  M A R K E T I N G  P R O C E S S



R E S E A R C H  M E T H O D S

• Primary
• surveys
• focus groups 
• experiments
• consumer data (often purchased)

• Secondary



H O W  D O  Y O U  M A K E  
T H A T  H A P P E N ?

SWOT
Strengths
Weaknesses
Opportunities
Threats

T H E  M A R K E T I N G  P R O C E S S

INTERNAL

EXTERNAL



P O S I T I O N I N G

B R A N D I N G

How you want your target audience to 
see you relative to your competitors

How the market perceives you
and your position

R E S E A R C H  L E A D S  T O  



H O W  D O  Y O U  M A K E  
T H A T  H A P P E N ?

• Situation analysis
• Objectives
• Strategies
• Budget
• Tactics
• Evaluation

T H E  M A R K E T I N G  P R O C E S S





W H A T ’ S  
G E I C O ’ S  
P O S I T I O N ?



W H O ?  
W H A T ?
W H E N ?  
W H E R E ?
W H Y ?
H O W ?

People who are buying insurance

Get them to change to Geico

To save 15 percent or more

By switching to Geico



P R I N T



R A D I O



O N L I N E



S O C I A L



M O B I L E



S P O N S O R E D  C O N T E N T



M E D I A  P L A N N I N G
• Reach — how much of your target 

audience will see it?
• Frequency — how often does the 

target need to see it?
• Timing
• Earned Media



Deepwater Horizon Response/Flickr Creative Commons

P U B L I C  R E L A T I O N S
Connecting your organization with the people 
who have a stake in it
It’s an ongoing, constant process of managing 
relationships, creating goodwill



H A N D B O O K . J O U R N A L I S M . W I S C . E D U / M E D I A - P L A N



C R A F T I N G  A  P R  S T R A T E G Y

• Stakeholders
• Current media

landscape
• Current positioning
• Desired positioning
• Strengths/weaknesses

• Threats to 
positioning

• Communication 
opportunities

• Target audiences
• Communication 

vehicles



S T A K E H O L D E R S
W H O  H A S  A  S T A K E  I N  B P ’ S  E F F O R T S ?

• Shareholders
• Gulf Coast residents
• Oil rig workers
• American taxpayers
• U.S. government

• Environmental 
groups

• Animal protection 
groups

• Scientists
• Media



T H E  S W O T  A N A L Y S I S

SWOT
Strengths
Weaknesses
Opportunities
Threats

I N  P U B L I C  R E L A T I O N S

W H A T  D O  W E  H A V E
G O I N G  F O R  U S ?

W H A T  P R E S E N T S
P R O B L E M S  F O R  U S ?



W R I T I N G  A  
P R E S S  R E L E A S E



W H Y  I S S U E  A  
P R E S S  R E L E A S E ?
• Promote 

events
• Introduce
• Inform
• Announce

• Publicize
• Present
• Alert
• Update



P R E S S  R E L E A S E S
• Releases are an easy, 

inexpensive, direct way to 
reach media

• It’s free media
• People generally trust news 

more than advertising





M A N Y ,  M A N Y  
P R E S S  R E L E A S E S  
A R E  D R E A D F U L
D O N ’ T  L E T  T H I S  H A P P E N  
T O  Y O U !



N
o

t 
N

ew
s





T H I N K  L I K E  
A  J O U R N A L I S T
Make sure your release has a nut graf
Figure out the WWWWWH
Determine your audience and goal
Answer the “So what?” question
Give reporters a news hook



A T  T H E  
S A M E  T I M E …

Think about the perfect story 
— with the right tone, 
content and spin — that 
you’d want a reporter to write 



E L E M E N T S  O F  A  
P R E S S  R E L E A S E

Summary lead — make sure to cover the 
why and how

Support with quotes — have one high up
Use inverted pyramid structure
Make sure there’s an action statement at end
Include graphics and photos 
Make sure it’s formatted correctly



O T H E R  R U L E S  
T O  F O L L O W

Make the headline compelling
Avoid jargon
Write and edit like a news story
Check it for grammar and style
Get it to the right reporters 

at the right time


