





The Don’ts

* Avoid saying “no comment.” If you don’t know the answer and the interview is live and on-camera,
bridge to one of your talking points. If the interview is with a print reporter or over the phone, tell the
reporter you will find the information and get back with him or her.

* Avoid jargon. Remember the reporter won’t know what you're talking about if you use acronyms, etc.
* Do not talk “off the record.”
* Don't repeat the reporter’s language unless it is what you want to say.

* Don't use negative language. Negative language is quotable. Example: “We did not know.”

Broadcast Interview Pointers:

* The television will “frame” your face. So make sure you appear relaxed and look at the interviewer, not
the camera.

*  Sit back in your chair with your back erect. Avoid slouching. Avoid shaking your head to indicate,
“no.” Lean towards the inferviewer just a bit.

* Avoid wearing stripes or patterns. Dark clothes look best on television.
* Avoid long, confusing answers. Most sound bites are less than 10 seconds.

* Be aware of reaction shofts, facial expressions.

Guard Against:

* Being drawn off message.

* Don't allow interviewer to rephrase: “What | said is . . . .”
* Answering hostile questions.

* Repeating negative words.

* Responding to hypothetical questions: do not try to predict the future, do not answer “what if” ques-
tions, and do not accept “laundry list” questions.

* Silence: it is a trap! When you have answered, say, “What else can | help you with2”

* False facts; do not accept presented facts as gospel if you are not familiar with them: “I am not sure
about . . . but what | can tell you'is . . . .”

* Lefting down your guard; the toughest questions often come last.
If you don’t want to hear it or read it, don’t say it!

For more inferviewing and media training tips, access ACA's online Communications Toolkit at

www.ACAcamps.org/members/toolkit.
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COMMUNICATIONS SYSTEMS AND TOOLS

Public awareness initiatives increase the camp profile with the public, aiming to provide visible evidence
of value. While individuals can certainly distinguish this thrust in various communications, it typically is a
galvanized, group effort supported by media campaigns. ACA is the catalyst for public awareness, extolling
the worth of a camp experience. The irrefutable evidence is that camp makes a difference. Advocacy is the
primary component.

Public relations is the promotion and managing of goodwill. It influences public attitudes and can earn or
lose public understanding and acceptance. We use public relations as a vehicle to win the confidence of
others, to reach legislators, to increase utilization of our services, and to listen to, appreciate, and respond
to others. Ideally, public relations is a function that focuses on two-way communication and fostering of
mutually beneficial relationships. PR is an ongoing process that needs to be employed at every opening so
that it becomes the stable platform, the bedrock in times of urgency. Relationships require a foundation of
trust, emitting consistent messages in reinforcing that belief.

Public Relations tools include:

* Press releases are written statements distributed to the media and designed to highlight the positive
presentation of a story with your preferred interpretation. Variations include video news releases and
audio news releases.

*  Optimized press releases are posted on an online news portal. The writer carefully selects key words
or phrases relevant to the message. When written skillfully, the press release can rank highly on search
engines. Most readers of this format are end-users, often circumventing the mainstream media which,
until recently, was the gatekeeper of the news.

* Social media releases are the next-generation press release, a one-stop resource for bloggers, jour-
nalists, and others to find relevant information for constructing stories without the spin of the traditional
press release.

* Spin is a sometimes pejorative term in PR, signifying a heavily biased portrayal in one’s own favor
related to an event or situation. While “spin” can imply manipulative tactics, it can be a very useful
technique, because it promotes your message in a favorable way:

—  Selectively presents facts and quotes to support one’s opinion (cherry-picking)
—  Portrays a non-denial denial

—  Phrases in a way that assumes unproven truths

—  Relies on euphemisms to promote one’s agenda

—  Appeals to internal policies

—  Can be timed to take advantage of prominent events
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e Publicity events, open houses, photo opportunities, direct communications (newsletters, e-letters,
etc.), and speeches to constituent groups and professional organizations, receptions, seminars, etc.

e Contact list is a file of publications and media outlets, along with reporter names, phone numbers,
and e-mail addresses.

A crisis is a major, unpredictable episode that threatens to harm. And while it is random, it should
not be unexpected.

Crisis management is about control and containment; it is the systematic attempt to avoid or manage
those crisis events that do occur. The practice of crisis management includes the development of formal
and informal communications systems, utilizing methods to respond to both reality and perception. Suc-
cessfully diffusing a crisis requires a plan and an understanding of how to communicate your readiness to
handle the situation.

Risk management is the human activity which integrates recognition of risk, risk assessment, developing
strategies fo manage risk, and mitigation of risk using managerial resources. The goal of risk management
is to reduce different threats. Interestingly, crisis management kicks in when risk management fails. Efforts
to forestall a crisis intervention include:

* I|dentification of risks

* Planning to avoid those risks

*  Mapping out the social scope

*  Defining a framework for the activities
* Developing an analysis of risks

*  Mitigating the risks using available resources — technological, human, and organizational

Visit ACA's Media Center and discover excellent resources for responding to media inquiries.
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QUICK LINKS

* ACA Accreditation
www.CampParents.org/funsafety.php

¢ ACA Media Site

www.ACAcamps.org/media_center

* ACA Standards
www.CampParents.org/safetytips.php

e Bookstore

www.ACABookstore.org

¢ Communications Toolkit

www.ACAcamps.org/members/toolkit

e Hotline

www.ACAcamps.org/member/hotline.php

e Hot Topics
www.ACAcamps.org/hottopics

* The Campline

www.ACAcamps.org/campline

* The Camp Resource for Families

www.CampParents.org



Take control of a crisis at your Take Control
Be prepared for nearly any camp crisis with a strong, comprehensive

communications system that keeps everyone—parents, staff, campers,
camp with a proven communications the public, and the media—well informed and calm.

Available this spring, the Crisis Communications Handbook offers a
system: order the Crisis Communications step-by-step crisis communications management plan to help you
weather the storm.

Handbook TOdOy! Using a weather metaphor, the book becomes a navigational tool to
guide you through stormy conditions when it comes to communications
in times of crisis.

Instead of becoming storm chasers, readers discover how to best ame-
liorate storms, avidly learning how to take control of what seems like
the uncontrollable, armed with:

* Essential key messages

* Tips for dealing with media

* Excellent advice for communicating with children, families, and staff
* Staff training insights

* Strategic planning for crisis situations

“The ‘I'll tell you like it is" approach of this book shows
you how positive results are possible when a crisis is

well-managed.”
—Gwynn Powell, Ph.D., Associate Professor, Recreation
and Leisure Studies Program Department of Counseling
and Human Development Services, University of Georgia

“Marla combines her professional and unique expertise
in this book to enable all of us to be better prepared
for a crisis.”

Marla Colaman

—Ann Woods, former chair of the ACA Public
Awareness Committee and Camp Director/
A95 Founder/Owner of Roughing It Day Camp

About the Author

Marla Coleman is a former president of the American Camp
Association® (ACA) and member of the Public Awareness
Committee. Coleman also is a hands-on owner-director, as
well as consultant to camps in the New York metropolitan
area, and serves as a media spokesperson for the Associa-
tion. Considered an expert media and communications pro-
fessional, Coleman shares her knowledge in this timely book.
From outbreaks of illness, community crises, and serious
injuries, to child abuse, security issues, and more, she leads
you through the complexities of dealing with media inquiries,
staff concerns, camper and camper family questions, etc. by
providing a gentle rain of positive communication, organized
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action plans in the midst of a crisis of tempest proportions.
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To reserve your copy, call 888-229-5745
or order online at:

www.ACAbookstore.org
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