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CORNING PLACE

COMMUNICATIONS
Fo u n d e d  in  20 0 0 , Co rn in g  Pla c e  Co m m u n ic a t io n s  LLC is  a n  a w a rd - w in n in g  
s t ra t e g ic  c o m m u n ic a t io n s  a g e n c y  b a s e d  in  Alb a n y . Ou r e xp e rt  t e a m  p ro v id e s  a  
w id e  ra n g e  o f c o m m u n ic a t io n s  s e rv ic e s  in c lu d in g  t h e  d e ve lo p m e n t  a n d  
e xe c u t io n  o f a d vo c a c y  c a m p a ig n s . Bu ilt  o n  a  fo u n d a t io n  o f s t ra t e g y  a n d  
c re a t iv it y , o u r w o rk  c u t s  t h ro u g h  t h e  n o is e  a n d  m a ke s  a n  im p a c t . 

J o s h  Po u p o re , APR has more than two decades of experience managing public 
relations and advocacy campaigns for clients as well as providing crisis 
communications and media relations counsel to businesses, associations and 
municipalities across New York. Prior to joining Corning Place 2015, Josh worked for 
the New York State Dental Association overseeing communications and 
government relations. Prior to that he spent eight years managing media relations 
and public affairs campaigns for Harvard University.



CPC SERVICES
MEDIA RELATIONS

MEDIA TRAINING

Sta te  a n d  n a tio n a l

P UBLIC AFFAIRS  CAMP AIGNS

VIDEO P RODUCTION

MES S AGE DEVELOP MENT 
AND COP Y W RITING

S OCIAL MEDIA MANAGEMENT

CRIS IS  COMMUNICATIONS

GRAP HIC DES IGN

W EBS ITE DES IGN AND 
DEVELOP MENT



THE EVOLUTION OF THE 
NEWS CYCLE    



19 78 : W o rld  Ne w s  To n ig h t  (ABC)

19 8 6 : CNN (2 4 -Ho ur Ne w s ) 2 0 16 : Tik  To k

Anchors Reported from:
Washington DC;
Chicago; and
London.



Fo c u s e d  Rit u a l

HOW DO WE CONSUME 
INFORMATION?

In fo t a in m e n t A b y t e  a t  a  t im e



THE 5 W’S 

W HO?

W HAT?

W HERE?

W HEN?

W HY?



WE NOW HAVE THE 3 B’S

BE FIRS T

BE INTERES TING

BE S IMP LE



…TODAY W E NEED TO BE jo u rna lis t s .

CHANGES IN 
CIRCUMSTANCE 
FORCE ADAPTATION

W E US ED TO BE AS KED TO THINK like  
jo u rna lis t s …



THE APPLICATION AND 
EVOLUTION OF INTEGRATED 

STRATEGIC COMMUNICATIONS



Wh y  Do  In t e r v ie w s ?
“W E W ANT TO BE IN THE NY TIMES ”



INCOMING INQUIRY VS 
PITCHED STORY
Inc o m ing  Me d ia  Inq u iry
Incoming media inquiries are more difficult to respond to because you 
have less time to prepare, less control over the story and you are less 
likely to get your message across.

P it c he d  S to ry
Pitched stories provide greater control because you are the main 
source of information. 



PRE-INTERVIEWING BASICS

NEVER TAKE A CALL COLD.

AS K QUES TIONS . 

DEFINE YOUR MES S AGES . 



DOS & DON’TS OF 
INTERVIEWING

DO keep answers short. You may do a television 
inte rvie w fo r 3 0  minute s , b ut the  a ve ra g e  s o und b ite  
is  10  to  2 0  s e c o nd s  lo ng , s o  b e  c le a r a nd  c o nc is e .

DO c o mmunic a te  yo ur me s s a g e s . Ans we r 
q ue s tio ns , b ut d o n’t b e  d is tra c te d  fro m 
c o mmunic a ting  yo ur me s s a g e s .

DO us e  firs tha nd  e xa mp le s  a nd  d e s c rip tive  
la ng ua g e . Co mmunic a ting  p e rs o na l 
e xp e rie nc e s  c a n b e  d ra ma tic  a nd  p o we rful. 



In t e r v ie w in g  e x a mpl e

Ma g g ie  Mo ro ff, s p e c ia l 
e d uc a t io n  p o lic y c o o rd ina to r fo r 
Ad vo c a te s  fo r Ch ild re n  o f Ne w  
Yo rk , s a id  s u ffe ring  o ft e n  a w a it s  
s tud e n t s  like  Ca m e ro n  w ho  m is s  
o u t  o n  m a nd a te d  s e rvic e s .

“This  is  a  b ig  d e a l,” Mo ro ff s a id . “If 
a  kid  is n’t g e tting  tho s e  s e rvic e s , 
the n the y’re  ha ving  tro ub le . The y’re  
no t g o ing  to  b e  a b le  to  p a rtic ip a te  
in thing s  like  re a d ing  a nd  writing .”

• Ho w  d id  t he  in t e rvie w  
o rig ina t e ?

• Ho w  lo ng  d id  yo u  s p e nd  
t a lk ing  w ith  t he  re p o rt e r?

• W ha t  w o u ld  yo u  ha ve  
p re fe rre d  the  re p o rt e r t o  
q uo te ?





DOS & DON’TS OF 
INTERVIEWING, CONT’D

DO speak simply, don't use jargon.

DO q ue s tio n fa c ts . 

DON’T d is c us s  hyp o the tic a l s itua tio ns  o r 
unfa milia r ma tte rs . 

DON’T lie  o r b luff.



Br id g in g  s t a t e me n t s



BRIDGING STATEMENTS, 
CONT’D

Re p o rt e r:
“Isn’t it true that the accident could have been avoided?”

In t e rvie w e e :
“Perhaps. But we had absolutely no way of knowing that the 
machinery was faulty. We now have a fail-safe system in place.” 

If the reporter asks an innocent enough question, answer it. But if it’s 
a really tough question, answer in as few words as possible—“yes” 
or “no” or “perhaps” then bridge to your key message using a 
bridging statement, like this:



BRIDGING STATEMENTS

1.“ W E FIND THE MORE IMP ORTANT IS S UE IS …”

2 .“ I t h ink  it  w o u ld  b e  m o re  a c c u ra t e  (o r c o rre c t ) t o  s a y…”

3 .“ He re ’s  t he  re a l p ro b le m …”

4 .“ W ha t  I’ve  s a id  c o m e s  d o w n  to  t h is …”

5 .“ Le t  m e  e m p ha s iz e  a g a in…”

6 .“ W ha t  m a t t e rs  m o s t  in  t h is  s it ua t io n  is …”

7.“ W hile  _________ is  im p o rt a n t , it ’s  a ls o  im p o rt a n t  t o  re m e m b e r t ha t…”  

8 .“ It  a ll b o ils  d o w n  to  t h is …”

9 .“ W hile  I c a nno t  fu lly e xp la in  t h is  ra t io na le , w ha t  I d o  kno w  is …”

10 .“ And  tha t  re m ind s  m e …”

11.“ Be fo re  w e  le a ve  th is  s ub je c t , I ne e d  to  a d d …”

Here are 11 other bridging statements you can use even in routine media interviews, 
as well as when you’re on the hot seat:



FACE-TO-FACE 
INTERVIEWING TIPS

Be prepared.

Re la x a nd  b e  p e rs o na b le . 

Sup p o rt yo ur fa c ts  with writte n ma te ria ls , if p o s s ib le . 

Us e  g o o d  b o d y la ng ua g e .

Do n’t g o  “o ff the  re c o rd ”.



Te l e ph o n e  In t e r v ie w in g  
Tips

Don't use a speaker phone. 

Sta nd  up .

Us e  a  c o nvinc ing  vo ic e  to ne . 

Use all the tips for face-to-face interviews and add the following:



Te l e v is io n  In t e r v ie w in g  
Tips

Talk in sound bites. 

Co nc e ntra te  o n the  inte rvie we r, no t the  c a me ra . 

W a tc h yo ur b o d y la ng ua g e . 



Th e  Co mmu n ic a t io n s  
St r a t e g y

• Embracing a philosophy of effective communications allows you to create 
a plan that will meet your organizational objective.

• Not business as usual. 

• Recommending a different type of campaign based on Fund a m e ntALS .



THE FUNDAMENTALS

AFFIRMATIVE

LAYERED

S US TAINED



TETHERED TO KEY 
ORGANIZATIONAL GOALS

P rim um  No n  No c e re
First Do No Harm

Ca rp e  Die m
Seize the Day



Co nne c t  t he m e  a nd  o b je c t ive  in  a  c re d ib le  m a nne r.

He re  a re  t h re e  fund a m e n ta l fire fig h t e r m e s s a g e s :

AFFIRMATIVE MESSAGES

Protect the community we serve 

Ensure the safety of our members

Want to be part of the solution

1.

2.

3 .



Wh a t  a r e  y o u r  
me s s a g e s ?

• De ve lo p  thre e  ke y m e s s a g e s  tha t  a re  fund a m e nta l to  the  
Ad vo c a te s  fo r Child re n o f Ne w Yo rk a nd  it s  o b je c t ive s .

• W he n fin is he d , a s s ig n a  s p o ke s p e rs o n to  d e live r tho s e  
m e s s a g e s  to  the  g ro up .



Es ta b lis h  a  fo und a t io n  a nd  a  t ho ug h t fu l linka g e  fo r e ve ry 
in t e ra c t io n  a nd  p u rs ue  c re a t ive  e ng a g e m e n t s

LAYERING

News releases

Direct Mail

Advocacy efforts

Special events

Opinion pieces

Media platforms such as websites, Pinterest, Twitter

1.

2.

3 .

4 .

5 .

6 .



Re m a in  c o m m it t e d  t o  a  d is c ip line d  p la n  t ha t  a d va nc e s  yo u r 
o b je c t ive .

Like  w a ve s  o n  a  b e a c h .

SUSTAINED



To d a y it  is  e a s y to  re a c h  re p o rt e rs , t he  c ha lle ng e  is  s e c u ring  
p la c e m e n t  in  a  ve ry c o m p e t it ive  e nviro nm e n t  

MAKING NEWS

• Timely conflict

• Metrics, magnitude, or reporting a score

• Advancing a provocative or thoughtful notion



Time  t o  p r a c t ic e

S c e na rio : A re p o rte r c a lls  yo u a t 2 :0 0  PM a s king  yo u to  
c o mme nt o n a  p re s c ho o l p ro g ra m fo r d e ve lo p me nta lly d is a b le d  
c hild re n  tha t ha d  b e e n fa ls e ly b illing  fo r s e rvic e s  no t p ro vid e d .

• Pre p a re  fo r a n inte rvie w inc lud ing  wo rs t p o s s ib le  s c e na rio  
q ue s tio ns .  



518.432.9087

QUESTIONS?

CONTACT US …

Jo s h Po up o re , APR jp o up o re @c o rning p la c e .c o m
    @jo s hp o up o re

Chyre s s e  W e lls , APR c we lls @c o rning p la c e .c o m
  @c hyre s s e we lls

www.corningplace.com cpcalbany

mailto:jpoupore@corningplace.com
mailto:cwells@corningplace.com
http://www.corningplace.com/
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