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TODAY’S AGENDA
1:05 to 1:10 p.m. 
Introduction to HEAL Connections with Scott 
Walters

1:10 to 1:25 p.m.
Working with your media office with Karl Bates

1:25 to 1:45 p.m.
Working with the media with Rose Hoban

1:45 to 2:00 p.m.
Media tips from a person with lived experience 
and community partner with Kate Nicholson

2:00 to 2:25 p.m.
Q&A, peer-to-peer engagement



What You Will Learn

1 Why (and when) is media exposure important for researchers and 
research broadly? 

2 What makes for a good story? Learn about today’s media landscape, 
and what journalists are looking for in writing about research and 
research findings. 

3
How to partner with university and institute communicators to 
appropriately reach and/or respond to journalists and/or the media 
and how to hone your research elevator pitch and prepare compelling 
talking points that will resonate with the media.  



Restrictions around Lobbying

Please note that use of federal research 
funds for lobbying activities is prohibited with 
NIH funds. You can find those guidelines 
and detailed lists of non-allowed uses of NIH 
funds here:
https://grants.nih.gov/policy/lobbying_guidan
ce.htm

https://grants.nih.gov/policy/lobbying_guidance.htm


A center to accelerate 
research into action by:

Creating pathways to 
further build and sustain 
community partnerships

Supporting HEAL 
researchers to meaningfully 

share research results

HEAL Research 
Projects and 
Infrastructure

Share

Learn

Co-Create

Engage
HEAL Research 
Beneficiaries and 
Stakeholder Groups



Meaningful Engagement 
of Communities
HEAL Connections will further bi-directional 
partnerships between HEAL research teams and 
broader communities of intended beneficiaries and 
stakeholder groups such as:
• patients
• priority populations
• people with lived and living experiences
• practitioners
• national association partners
• other researchers

To help broaden the reach and impact of HEAL 
research results beyond academic channels

HEAL 
CONNECTIONS

COMMUNITIES

Health

Patients
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State, 
Tribal, Local, 

Federal

Criminal 
Justice

Community-
Based 
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A reality check on academic publications… 



Three Paths To 
Visibility 



All Three Paths 
Should Go Through 

Your Press Officer



We know what the 
public wants.

It may not be what 
you think.





Timing is Everything



At 
Acceptance, 
Send Us: 

1. Latest version of the 
paper. 

2. A few lines about why 
it’s great, and/or your 
cover letter: 
Why Do We Care?

3. A sense of its visual 
potential. Are there 
supplemental 
materials?



Our Process
Read and Interview

Prepare release &
Assemble materials

YOU REVIEW 
AND APPROVE

Manage outreach, 
& follow-ups, social



Framing Your Story



WHAT IF They 
Start Calling?!



What To Do When 
A Reporter Calls
Respond Immediately

Schedule a time

Do homework / call 
news office

Prepare yourself and 
your space



What Do Journalists 
Need?



Tools That Will Help

VISUALS:   Where is this? 
What does it look like?

EXAMPLES, Anecdotes

Select, Powerful 
NUMBERS



“We Need a Patient” 



Working with the 
media 

Rose Hoban, Editor, NC Health News







There are fewer 
reporters, 
and fewer who have 
expertise in your area.



Why NC Health News

Used to be lots of coverage of health issues,

Were many resources, with local coverage throughout NC.

REPORTERS, c.2000

Blue= full time

Yellow+ part time



What’s happened to health reporting in NC

Market forces, bad choices by media companies, Craigslist, consolidation, 
buyouts, economic downturn, etc. 

REPORTERS ~2022



So… how do you get the attention of a reporter 
(and their public)



So… how do you get the attention of a reporter 
(and their audience)

Have a good story



What to provide for a busy reporter… 

Tell me why I (my readers, my 
listeners, my viewers) should care… 



Healing Transitions proves its worth



Healing Transitions proves its worth



return on investment & Program evaluation in 
public health

• Centers for Disease Control and Prevention. 1999. “Framework for Program Evaluation in Public 
Health.” MMWR, 48(RR11): 1-40. http://www.cdc.gov/mmwr/preview/mmwrhtml/rr4811a1.htm

• Diabetes Initiative. 2008. Building the Business Case for Diabetes Self-Management: A Handbook 
for Program Managers. 
http://www.diabetesinitiative.org/lessons/documents/BusinessCasePrimerFINAL.pdf

• Guide to Economic Evaluation in Health Promotion. http://www.cepis.ops-
oms.org/bvsacd/cd65/finalecoeva.pdf

• Partnership for Prevention. 2007. Why Invest? Recommendations for Improving Your Prevention 
Investment. http://www.prevent.org/images/stories/PDF/whyinvest_web_small.pdf

• Partnership for Prevention. 2001. Guide to Smart Prevention Investments. 
http://www.prevent.org/images/stories/Files/publications/Invest_Final.pdf Partnership for Prevention. 
2001.

• What Policymakers Need to Know about Cost Effectiveness. 
http://www.prevent.org/images/stories/Files/publications/Cost_Effectivness.pdf

• Trust for American’s Health. 2008. Prevention for a Healthier America: Investments in Disease 
Prevention Yield Significant Savings, Stronger Communities. 
http://healthyamericans.org/reports/prevention08/Prevention08.pdf

https://urldefense.com/v3/__http:/www.cdc.gov/mmwr/preview/mmwrhtml/rr4811a1.htm__;!!OToaGQ!q29cz1SAsfH-t7xmOyAEtsSjKA1nWh-wb3IkHSkdW9lCuVT9Et7PG07ZuM_l5Ieg96_QurkGtRPRtO_4sk2L2lq5LcEvqlhMeUew$
https://urldefense.com/v3/__http:/www.diabetesinitiative.org/lessons/documents/BusinessCasePrimerFINAL.pdf__;!!OToaGQ!q29cz1SAsfH-t7xmOyAEtsSjKA1nWh-wb3IkHSkdW9lCuVT9Et7PG07ZuM_l5Ieg96_QurkGtRPRtO_4sk2L2lq5LcEvqojj5bOY$
https://urldefense.com/v3/__http:/www.cepis.ops-oms.org/bvsacd/cd65/finalecoeva.pdf__;!!OToaGQ!q29cz1SAsfH-t7xmOyAEtsSjKA1nWh-wb3IkHSkdW9lCuVT9Et7PG07ZuM_l5Ieg96_QurkGtRPRtO_4sk2L2lq5LcEvqpD8Xgwh$
https://urldefense.com/v3/__http:/www.prevent.org/images/stories/PDF/whyinvest_web_small.pdf__;!!OToaGQ!q29cz1SAsfH-t7xmOyAEtsSjKA1nWh-wb3IkHSkdW9lCuVT9Et7PG07ZuM_l5Ieg96_QurkGtRPRtO_4sk2L2lq5LcEvqozEjrGs$
https://urldefense.com/v3/__http:/www.prevent.org/images/stories/Files/publications/Invest_Final.pdf*20Partnership*20for*20Prevention.*202001__;JSUlJQ!!OToaGQ!q29cz1SAsfH-t7xmOyAEtsSjKA1nWh-wb3IkHSkdW9lCuVT9Et7PG07ZuM_l5Ieg96_QurkGtRPRtO_4sk2L2lq5LcEvqtz1KCQT$
https://urldefense.com/v3/__http:/www.prevent.org/images/stories/Files/publications/Cost_Effectivness.pdf__;!!OToaGQ!q29cz1SAsfH-t7xmOyAEtsSjKA1nWh-wb3IkHSkdW9lCuVT9Et7PG07ZuM_l5Ieg96_QurkGtRPRtO_4sk2L2lq5LcEvqlQkbBdB$
https://urldefense.com/v3/__http:/healthyamericans.org/reports/prevention08/Prevention08.pdf__;!!OToaGQ!q29cz1SAsfH-t7xmOyAEtsSjKA1nWh-wb3IkHSkdW9lCuVT9Et7PG07ZuM_l5Ieg96_QurkGtRPRtO_4sk2L2lq5LcEvqnpQLsi2$


Getting the attention of a busy reporter (and 
public)
Give people some notice



Getting the attention of a busy reporter...

Be timely...



Make sure you’re available on the date!



If you’re not, that’s really good way to MAKE 
PEOPLE ANGRY



Getting the attention of a busy reporter… 

Have a real

person to 

talk to… 









Getting the attention of a busy reporter… 

Speak ENGLISH…



What to provide for a busy reporter (and public)

A message that is 

clear and simple



Boil it down



In. Your. Sleep. 



Practice, practice, practice!



during an interview
Always say thank you. Or, “that’s a great question.” Or something that sounds like 
you. Be conversational.

Be simple, not long-winded. Don’t give more than you need to.

Don’t worry about silence. Don’t be tempted to fill it.

You don’t know? Admit that. Say you’ll get back to the reporter and do it.

Be positive, upbeat, friendly.



REMEMBER!!!



What to provide for a busy reporter... 

Please practice before you talk to me… 
https://soundcloud.com/rosehoban/david-ridley-struggles-to-come-up-with-a-quote

https://soundcloud.com/rosehoban/david-ridley-struggles-to-come-up-with-a-quote


Negotiating terms: Yes, you can!!

“Off the record” - this needs to happen BEFORE the fact, not afterwards. 



Negotiating terms: Yes, you can!!

“Off the record” - this needs to happen BEFORE the fact, not afterwards. 

Ask, negotiate, agree on terms - Trying to formulate your comment, ask for some leeway. 
Talk about what you feel comfortable saying and what you don’t. 



Negotiating terms: Yes, you can!!

“Off the record” - this needs to happen BEFORE the fact, not afterwards. 

Ask, negotiate, agree on terms - Trying to formulate your comment, ask for some leeway. 
Talk about what you feel comfortable saying and what you don’t. 

Review, not editing.



What to provide for a busy reporter

This is more like it:
https://soundcloud.com/rosehoban/reasons-to-see-patients/s-1lcVg

https://soundcloud.com/rosehoban/reasons-to-see-patients/s-1lcVg
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images
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Getting your message across… 

Know your outlet!!



Relationships are key… 

Getting to know you…



Relationships are key… 

Getting to know you…



Kate Nicholson, J.D.
I’ve spoken to the media as a person with lived 
experience of pain and as the Executive Director 
of an advocacy organization called the National 
Pain Advocacy Center, which advocates for the 
health and human rights of people with pain.

Typically, the engagement is national with 
publications (such as the New York Times, 
Washington Post, and Guardian or STAT, 
MedPage, and Scientific American). 



Tips for Interviews
1. Be responsive. Everyone’s busy, but reporters 
work on deadlines. Ask the angle/purpose.
2. Know the message you want to communicate. 
You can tentatively prepare language and quotes in 
advance. No jargon. 8th grade level.
3. Answer the questions you can answer. It’s okay 
if you need to check something and get back to them; 
it’s okay to say you have no answer.
4. Be prepared to pivot to your point. Use 
sentences like, “That’s a great question, but what’s 
really important to understand is…” ”Or, that question 
makes me think of a related one that’s critical…”



More Tips
5. Make your point—more than once. Reporters 
often end the interview by asking if there is anything 
they’re missing. Use that opportunity.

6. Offer to send citations to back up your point. 
Reporters often need cites showing things like how 
many people are affected. You can send cites. 

7. Keep the conversation tight and controlled. 
Sometimes, my worst interviews are with members of 
the press I’ve become friendly with, so I relax and am
less on message.



Final tips for 
interviews

8. Use person-centered, person-first, 
non-stigmatizing language, i.e., person 
living with pain; persons with lived 
experience of addiction. 
9. You may ask to check direct quotes for 
accuracy. You won’t likely get to change 
more.
10. Be informative and responsive 
reporters will return to you. Be a resource by 
referring reporters to others (people with 
lived experience, scientific experts, etc.) 



Why getting research into media matters

GETTING YOUR 
RESEARCH INTO 

THE MEDIA IS 
IMPORTANT TO 
ADVOCACY AND 

COMMUNITY 
GROUPS. 

COMMUNICATING 
BACK TO THOSE 

AFFECTED BY 
RESEARCH IS 
IMPACTFUL.

MANY OF THE 
POLICIES WE 

WORK TO 
CHANGE WERE 
NOT EVIDENCE-

BASED.

WE OFTEN USE 
MEDIA CLIPS TO 

UNDERSCORE OUR 
POINTS. 



Resources
If you want intensive training, the Mayday 
Pain & Society Fellowship opens for 
applications soon:
https://maydayfund.org/mayday-fellows/

A resource for person-centered language and 
various experts:
www.changingthenarrative.news

https://maydayfund.org/mayday-fellows/
http://www.changingthenarrative.news/


Q&A 



More Resources
For researchers funded through NIH, alert your program officer to any upcoming publications. All 
researchers should work with their university communications office around press outreach. For 
additional capacity building, the below resources were recommended by panelists.
• Amplify@LDI: A free, online course focusing on key tools and skills in translation 

and dissemination for researchers. Link here.
• If a Reporter Calls: Guide from Duke. Link here.
• Ask a Reporter Anything webinar: A moderated conversation with journalist, where 

scientists from across fields were able to ask a reporter about their work, expectations, 
and challenges. Link here.

• A Scientist’s Guide to Working with the Media: Link here.
• Reporting on Addiction: A center dedicated to improving the way we report on 

addiction. Includes resources, trainings, & a database of informed experts. Link here.
• Changing the Narrative: A network of reporters, researchers, academics, and 

advocates concerned about the way media represents drug use and addiction. Link here.

https://ldi.upenn.edu/education/translation-and-dissemination-training-programs/amplifyldi-translating-research-for-impact/
https://communicators.duke.edu/writing-media/if-a-reporter-calls/
https://www.sciline.org/learn/ask-reporter-anything/
https://www.agu.org/-/media/Files/Share-and-Advocate-for-Science/020_37438_S2_Working_with_the_Media.pdf
https://www.reportingonaddiction.org/
https://www.changingthenarrative.news/


Meeting Evaluation 

To help design, contribute to, and 
improve our programming, please 
complete the evaluation survey at 
https://bit.ly/Communicating4Impact

https://bit.ly/Communicating4Impact


Stay tuned for post-event follow-up emails with:

• Within one day: Evaluation survey

• Within two weeks: Recording, slides, 
list of resource
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