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MEDIA TRAINING KIT

LEGAL INFORMATION SOCIETY OF NOVA SCOTIA 
MEDIA TRAINING GUIDE 
This media-training guide was developed for the Legal Information Society of Nova Scotia to assist the 
organization in its mission to provide Nova Scotians with practical help for everyday legal problems, by 
spreading the word through local media. This guide contains tools and best practices for proper media relations.    

By following this guide LISNS will be able to strengthen its relationship with local media by improving their 
approach to writing for media, media kits and creating a media page for their website. They will also be able 
to improve the promotion of their services through social media. The three key programs that LISNS will 
promote by using these practices are the public navigator project, small claims court app, and wills app. Some 
parts of this toolkit can be added to volunteer training programs for lawyers who may be asked to give media 
interviews.  
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MEDIA TRAINING KIT

Media relations involves working with media to inform the public of your organization’s mission, policies and practices 
in a positive, consistent and credible manner. The goal is to maximize positive coverage without paying for it.  

This media training guide will serve as a tool to educate you on best media relations practices so that LISNS can 
leverage positive media relations. 

dŚere are ŵanǇ ďeneĮƚs oĨ ŚaǀinŐ sƚronŐ ŵedia relations͘

torŬinŐ ǁiƚŚ ƚŚe ŵedia Ɖroǀides ŵanǇ oƉƉorƚƵnities ƚo͗ 

• /nĐrease aǁareness Ĩor ƚŚe orŐaniǌation  
• ,aǀe an iŵƉaĐƚ on desired aƵdienĐes 
• Wroǀide aĐĐess ƚo ďoƚŚ larŐe and sŵallථaƵdienĐesථ  
• ,elƉ Őeneraƚe ƉƵďliĐ sƵƉƉorƚ 
• ,elƉ sŚaƉe ƉƵďliĐ oƉinionථaďoƵƚ ƚŚe orŐaniǌation 
• ,elƉ ǇoƵ aĐŚieǀe ǇoƵr oďũeĐtiǀes 

This is all done through a wide range of media and can be used to create awareness about programs at LISNS. Media 
will help inform your members, volunteers, the local community, and Nova Scotia as a whole.

dŚe ƚǇƉes oĨ ŵedia >/^E^ sŚoƵld leǀeraŐe͗

• TV and radio 
• Local cable TV 
• Newspapers 
• Magazines 
• Newswires (Canadian Press, etc…)  
• Specialty newspapers/magazines (i.e. Atlantic Business Magazine)

Zole oĨ ƚŚe Media 

Journalists serve as the eyes and ears of society. Media acts as watchdogs to protect public interest against 
malpractice and create public awareness. It plays an important role in creating and shaping public opinion and 
strengthening of society. LISNS offers services that are in the interest of public good. By establishing strong media 
relations LISNS will be able to spread the word about the organization’s important community projects. 

MEDIA RELATIONS 101
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MEDIA RELATIONS 101
tŚen ƚo �onƚaĐƚ ƚŚe Media

Who is the media? The media includes news outlets such as news press, television, radio, newsletters and magazines. 
They are the channel you will use to relay the announcements and events that your organization will be sharing with 
the public.

Contact the media only when you have a story that is considered “newsworthy”. Newsworthy stories should have at 
least one of the following criteria:

· Timing—is it new, happening now?
ͼ ^iŐniĮĐanĐe—does this affect a lot of people?
ͼ WroǆiŵiƚǇ—is this happening here? People care about things that happen close to home.
ͼ WroŵinenĐe—is it about somebody or something famous? Do enough people already care?
ͼ ,Ƶŵan inƚeresƚ—is it interesting? Does it appeal to emotions? Is it amusing enough to generate public interest?

A story doesn’t have to hit all of these points, but is more likely to be picked up by the media if it hits one or more.

While many of your announcements will be exciting to you, they may not always be picked up as newsworthy by the 
media. The announcements or changes you would rather stay internal, may be the newsworthy stories the media 
does pick up. The best way to handle the media is to create a working partnership of respect. When you are working 
from a relationship, you may have a higher chance of being covered and a higher chance of some of the least desir-
able information being reported in a way that is less damaging to your organization. This is because these reporters 
know who you are and know that you know how to make their jobs easier.
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�o sŚooƚ sƚraiŐŚƚ͘ Give the media the information they need in a short and concise format.

�o Őiǀe serǀiĐe͘ It is important to provide the media with interesting, timely and newsworthy stories. If possible add 
photos, videos, whatever media you believe will make a journalist’s job easier to report on your story.

�o noƚ ďeŐ or ǁŚine͘ While your story is important to you, you must respect the fact that journalists may not want to 
report on it. One follow up email is necessary to check the interest of the journalist.
Do not ask for kills! The media’s job is to inform the public of what is going on in society. Asking a journalist to not 
report on a story that may be damaging to your organization is unprofessional and can further damage the image of 
your organization with the public and other media organizations.

�o noƚ Ňood ƚŚe ŵedia͘ Try to space out your requests to media. If you send out a request for every story you have 
this may cause journalists to believe that you do not know what a newsworthy story is.

torŬinŐ ǁiƚŚ ƚŚe ŵedia

dalŬ Ĩroŵ ƚŚe ǀieǁƉoinƚ oĨ ƚŚe ƉƵďliĐ͛s inƚeresƚs͕ noƚ ƚŚe orŐaniǌation͘ When you are talking and working with the 
media it is important to show that you are invested in what the public wants.
Make the news easy to read and use. Using high level language and legal jargon can turn off journalists from reading 
your message. When possible use a grade 6 reading level. Journalists write at this level and it is understood by the 
public generally. There are websites such as Readable.io that you can use to check the reading level of your writing.

�on͛ƚ saǇ soŵeƚŚinŐ ǇoƵ don͛ƚ ǁanƚ ƋƵoƚed͘ There is no such thing as off the record and interviews can be legally 
recorded even without you knowing. Every word you say to a journalist or media source can be used in their story.

^ƚaƚe ƚŚe ŵosƚ iŵƉorƚanƚ ĨaĐƚ aƚ ƚŚe ďeŐinninŐ͘ The information that the public and media needs to know about your 
story should always be explained first.

�on͛ƚ arŐƵe ǁiƚŚ ƚŚe reƉorƚer͘  This can reflect poorly on your organization. Take a mental pause, breathe and 
continue or end the conversation politely.

�on͛ƚ reƉeaƚ ƋƵestions ƚŚaƚ Đonƚain oīensiǀe lanŐƵaŐe͘ Simply said.

'iǀe direĐƚ ansǁers ƚo direĐƚ ƋƵestions͘ Do not go on tangents. Keep your answers as concise as possible.

/Ĩ ǇoƵ do noƚ Ŭnoǁ ƚŚe ansǁer͕  do noƚ Đreaƚe one͘ Let your media source know that you do not have the answer, but, 
will speak to an associate that does.

dell ƚŚe ƚrƵƚŚ͘͘͘eǀen ǁŚen iƚ ŚƵrƚs͘ The media respects organizations that are open, transparent and honest.

�on͛ƚ Đall a neǁs ĐonĨerenĐe Ƶnless ǇoƵ Śaǀe ǁŚaƚ reƉorƚers Đonsider neǁs͘ It is important to know what is 
considered newsworthy. A conference on a non-newsworthy issue can cause journalists to ignore your future 
requests.

GUIDELINES FOR GOOD MEDIA RELATIONS
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MEDIA RELATIONS CHECKLIST
͞zoƵ Śaǀe a neǁs sƚorǇ͕ noǁ ǁŚaƚ͍͟ 

Media professionals are in deadline-oriented positions. By providing them with the all the information necessary to 
write, air or run a story about your organization, it will keep you ahead and improve your relationship with media. 

KnĐe ǇoƵ are readǇ ƚo Őo ƚo ƚŚe ŵedia ǁiƚŚ a neǁsǁorƚŚǇ sƚorǇ͕ Ƶse ƚŚis ĐŚeĐŬlisƚ ƚo ensƵre ǇoƵ Śaǀe Ĩolloǁed 
all ǇoƵr sƚeƉs͘

 
�eƚerŵine ǇoƵr aƵdienĐe Ĩor ǇoƵr sƚorǇ and Đreaƚe a ŵedia lisƚ 
Is the information for your audience local, national or international? Your media list must reflect the audience 
you are trying to reach. Media lists are contact lists for reporters at; news press organizations, newspapers, 
television, radio, newsletters and magazines.  
Please note that a list of regional media contacts is included later in this media training document. 
 
�reaƚe a ŵedia release͘ 
A media release is a one page news story with quotes from those in the organization. Your story must include 
key messages, the major messages of what you are trying to convey to your audience, and a boilerplate, a small 
history of your organization and its value to the public. 

�reaƚe an inƚerestinŐ sƵďũeĐƚ line Ĩor sƚorǇ͘ 
Do not go overboard with adjectives. Keep subject lines a maximum of 4-5 terms; otherwise they will be cut 
off in a journalist’s inbox. Make sure that the subject line is to the point: Legal Info N.S. makes waves with 
Department of Justice deal is much easier and to the point versus Legal Information Services of Nova Scotia has 
spoken with the Department of Justice to make sure that citizens will….and so on. Leave that description to the 
story. 

MaŬe sƵre ƚŚaƚ ƚŚe sƉoŬesƉeoƉle ƋƵoƚed in ǇoƵr ŵedia release are aǀailaďle Ĩor ƚŚe ŵedia ƚo ƚalŬ ƚo͘
Journalists may be interested in getting more information to flesh out your story. It is imperative that the people 
they request can speak with them or get back to them the same day. 

hƉdaƚe a lisƚ oĨ ƚŚe ŵedia soƵrĐes ǇoƵ Śaǀe ĐonƚaĐƚed. 
Include the name of the media source, contact info, date contacted, information sent, name of associate in 
organization who has contacted them and if a follow up has been sent or correspondence has begun. Continue 
to build these relationships with these journalists for future stories. 

htiliǌe ǇoƵr soĐial ŵedia aĐĐoƵnƚs 
More than ever, media sources are getting their story ideas from social media platforms such as Facebook and 
Twitter. Make sure to follow these media sources on their social platforms as well as journalist’s personal pages. 
You can mention their usernames when tweeting about your story. This will allow them to see this information 
on their notification pages. If they like your story, they can contact you for further information very easily.  
Social media best practices are laid out later in this training kit. 
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WRITING FOR MEDIA
Understanding how to write for the media is a very important part of good media relations.  You need to be able to 
write in a way that will make your story easy to consume and use by the media. 

&irsƚ iƚ is iŵƉorƚanƚ ƚo Ŭnoǁ ǁŚaƚ is ǁriƩen Ĩor ƚŚe ŵedia͘  

Wress releases͗ the primary document written for the media is a press releases. This is a short (try to keep it to one 
page), compelling news story sent to targeted members of the media. See appendix A for example of how to lay out a 
press release. 

Media adǀisories͗ you may need to write a media advisory if you have an event or press conference for which you 
are inviting the media. A media advisory is an “invitation” to the media alerting them of an upcoming event, media 
conference or matter of particular significance. They are short, concise and answer only the important questions of: 
who, what, when, where and why. Media advisories are typical sent in the form of an email. 

Media Ŭiƚs͗ a media kit is a package of documents containing information about your organization, product or event. 
They typically contain pieces such as a fact sheet – outlining important facts about the organization, product or event; 
backgrounder – brief history and details of organization, product or event; press release; profile of people or things of 
the organization; and other important information journalists need to have in to write their story. We will dive farther 
in to what a media kit is later in this training document. 
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TIPS FOR WRITING FOR MEDIA
Use plain, simple language, small words and short sentences. Newspaper articles are written at a sixth-grade level. 
MS Word has the option to test readability when you run the spelling and grammar check. Making your article easy to 
read makes it accessible to more people, including those with learning disabilities or English as a second language. 

�ǀoid ƵsinŐ leŐal ũarŐon or specialized vocabulary. If you need to use any “big words” be sure to give a definition. You 
want everyone to be able to follow along. 

triƚe a ĐaƉtiǀatinŐ lead. Put the most interesting and important part of your story in the first few sentences when 
writing press releases, articles or anything else being sent to the media. This will hook your audience and encourage 
them to keep reading. If a journalist finds your story interesting, they will be more likely to use it. 

/nĐlƵde ƋƵoƚes from key people in your organization. This is a great way to get your message across. It is important 
that any quotation is clear in its message and cannot be misunderstood in any way. 

'eƚ ƚo ƚŚe Ɖoinƚ and ďe ďrieĨ͘  Fit the information on to one page. Reporters are busy and have a lot of information to 
sort through in a day.  

/nĐlƵde ĐonƚaĐƚ inĨorŵation for the media to get in touch with and make sure that there is someone in your 
organization ready and available to answer questions. 

&orŵƵlaƚe ŬeǇ ŵessaŐes that will help get your message across. Your messages should answer who, what, when, 
where, why and how. Create two or three key messages for a story that you can tell in your writing and in any 
interview you may do. Creating key messages allows an organization to keep a story consistent across multiple 
channels. 

If you choose, you can format your press releases to the style that Canadian media uses, aptly named Canadian Press 
Style. You can purchase The Canadian Press Stylebook for around $20 at any bookstore. It is full of helpful information 
such as when to write out a number and when to use figures, for example. This saves your media contact the work of 
having to convert your piece and will make your content that much more appealing to use.
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As mentioned earlier a media kit is a package of information for the media to use when writing their stories. 
Traditionally, media kits are provided to the media at a media/press conference when there is a story of large 
significance that needs to be told regarding the organization. They are also handed out often at events or fundraisers.  

Today, media kits can often be found on an organizations’ website. By hosting a media kit on your website at LSINS 
you make it easy and convenient both for your organization and the media to use. The Internet is the primary source 
used by media to find information. LISNS can make it easier for media to pick up information and stories by having a 
media page on the website.  

teďͲďased ŵedia Ŭiƚs sŚoƵld inĐlƵde͗
• Fact sheet
• About us information
• Annual report
• Executives’ and board of directors’ biographies
• Calendar of events
• Community service programs offered
• Contact information
• Links to social media accounts
• Downloadable logos and photos ¬– setting up a free Flickr account can be an easy to manage downloadable 

photos.
• FAQs
• History of the organization
• News releases
• Past media coverage – links to articles and past interviews
• Position papers
• Articles and publications
• Public service announcements

Legal Aid Ontario provides a good example of an online media kit.

The key to developing a strong and effective media kit is to think about what it will be used for, who is going to use it, 
and what they need to know about your organization. When writing news pieces for the media kit, remember to keep 
in mind the writing tips outlined earlier in this guide. 

MEDIA KITS
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� Ĩeǁ oƚŚer iŵƉorƚanƚ eleŵenƚs ƚo Đonsider ǁŚen iƚ Đoŵes ƚo ŵedia Ŭiƚs͗

Media Pitch
A media pitch is the most common way of contacting the media to let them know about an event or newsworthy 
item that your organization wants covered. Most media pitches take the form of an email or phone call. If you start 
with a phone call you should always follow up with an email so that you can always refer to the paper trail. Sending 
the pitch is often just the first step; you must swiftly and effectively follow up with the media outlet to increase your 
opportunity for media placement.

diƉs Ĩor a sƚronŐ ŵedia ƉiƚĐŚ
• Begin your email with an interesting statement. You want to hook your reader right away so that they contin-

ue to read on.
• Next, be sure to fully explain why the media should be interested in your organizations pitch.
• If you can, always address your proposal to a specific person. Try to use the name of the editor or someone 

in the newsroom.

�aĐŬŐroƵnder
It is important to have backgrounders or position papers on hand or ready to be prepared quickly for your organiza-
tion when a news story or situation arises. Backgrounders or position papers examine a situation or problem in the 
present; consider what caused the situation and what the impact will be moving forward. They are always written 
with the overarching perspective of the organization and the purpose is to ensure that the media picks up the cor-
rect message. Backgrounders should be shared with the media and any spokespeople who will be speaking on behalf 
of the organization.

MEDIA KITS
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INTERVIEW TIPS
When a story is successfully picked up by the media, you may be asked to do an interview. This could be a phone 
interview for a newspaper, an in-person interview for a radio station or magazine, or a television interview for a local, 
provincial or national network.  

WreƉare Ĩor ƚŚe /nƚerǀieǁ͗
Preparation for an interview starts with research. It’s important to enter an interview with some base knowledge. 
Research will allow you to be better prepared for the interview, it will leave you sounding knowledgable and credible. 

ZesearĐŚ ƋƵestions

• What type of program is this? 
• Who is the primary audience? 
• Is the journalist knowledgeable on the topic? 
• Does he or she have an apparent bias? 
• Is anyone else being interviewed? 
• Where does your story fit overall? 
• What is the interview format? 
 Live/taped 
 Edited/unedited 
 In-studio or talk show 
 On-location or remote (phone) 

<eǇ MessaŐe �eǀeloƉŵenƚ:
The answers to your research will help you develop your key messages that are concise, credible, defensible and 
memorable, as well as relevant to the interview, show format, the host and the listening audience. Your messages 
should answer who, what, when, where, why and how because this is how journalists structure their stories. Keep in 
mind broadcast interviews are typically brief, so there is a limited amount of time to deliver messages. 

• Pick two or three messages that will resonate with the journalist, the audience and get your message across. 
• Focus on refining and packaging these “message points” to be reiterated by the spokesperson during the 

interview. 
• Think like a trial lawyer and provide your spokesperson with proof points to back up any assertions. 
• Ensure that the messages are concise, credible, defensible and memorable.

�ntiĐiƉatinŐ �iĸĐƵlƚ YƵestions͗
Develop a Q&A document that includes possible questions with answers that incorporate the key messages.  

Using the Q&A document as a guide, run through all possible questions and refine the answers until you are 
comfortable with the responses. Practice your responses over and over until you are comfortable.

dŚinŐs ƚo looŬ Ĩor ǁŚen ƉraĐtiĐinŐ͗  
• messages are being communicated  
• the responses are concise and short 
• the supporting data/evidence is strong
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INTERVIEW TIPS
dŚe /nƚerǀieǁ 

You want to exude confidence, control and credibility whether it be a phone or in-person interview. 

�ress 

• Dress conservatively. For men, a dark suit and blue shirt. Avoid loud ties or ties with small patterns. For women, 
wear a dark outfit in solid colors. 

• Don’t wear white on camera. 
• Men should unbutton their suit jacket while seated so it doesn’t poof out, button it when standing. Sitting on the 

back of the suit jacket will help create a wrinkle-free line. 
• Most studios are cold until lights are on. Then they become quite warm. Mid-weight clothing is the best choice. 
• Don’t wear large, shiny or noisy jewelry. 
• Wear contact lenses, instead of glasses. If you wear glasses, non-reflective lenses are best. Avoid light-sensitive 

glasses. 
• If offered makeup, accept it. Men should consider shaving close to airtime. Women should apply a matte finish to 

avoid a shiny face, with blush and eye makeup only slightly heavier than normal. 

WreƉarations 

• Arriving early will allow you to participate in lighting and sound checks. 
• Typically, a pre-interview precedes the on-camera interview. This allows you to assess the interviewer and mention 

topic(s) you’d like to discuss. Often the pre-interview can help set the tone for the interview. 
• A technician may clip a lavalier microphone to your jacket. Speak naturally and avoid brushing your hand or 

clothing against the microphone. Women should remove necklaces likely to swing against the microphone. 
• If a technician asks you to test the sound level by speaking, speak at your normal level and say something 

innocuous (e.g., talk about the weather, recite a poem). Don’t try to be funny or say anything off-color or 
controversial because it could be misunderstood and possibly offend someone. 

�odǇ >anŐƵaŐe 

• If seated, sit erect but not ramrod-straight, and slightly forward or toward the interviewer. 
• If standing, do so with arms at the side or one hand in a pocket. Planting one foot slightly in front of the other will 

help you avoid swaying. 
• Should you make gestures, do so naturally, not expansively. Keep gestures small and in front of you and avoid 

sudden body movement. 
• Make your expression match your words. Smile if appropriate. Always keep a mildly pleasant expression; an 

expression that looks neutral off camera seems unhappy or angry on camera, so a pleasant face may feel 
unnaturally smiley. Practice in a mirror. 

• Lean forward slightly. Modulate your voice when making key points. 
• Avoid obvious signs of discomfort or nervousness, e.g., foot tapping, clenched fists, shifting back and forth. 
• Don’t nod your head to indicate that you understand or are ready to answer the question. Inadvertently, this may 

convey agreement with the questioner’s premise. Remain neutral and become animated only when you begin to 
speak.
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INTERVIEW TIPS

�ƵrinŐ ƚŚe /nƚerǀieǁ 

• Make punchy and concise statements 
• Put your most important message up front 
• Talk to the interviewer or guests, not the camera 
• Breaking eye contact by staring off into space or looking at the ground will make you appear shifty 
• Stay attentive when others are speaking 
• If it is a remote interview—the reporter is offsite asking you questions through an ear piece—always look directly 

at the camera 
• Try to avoid being distracted by activity around you 
• Keep focused on the interviewer 
• Don’t overlap the reporter’s questions, wait until the question is finished to begin your answer 
• Hold your interview attitude until the interview is over and the camera and microphone are off
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SOCIAL MEDIA BEST PRACTICES
Social media is becoming an increasingly important tool to communicate with audiences, including the media. 
Journalists and the media outlets they work for are on social media and view it as an important platform for getting 
their content to their audiences. In Cision’s 2017 Global Social Journalism Study, 75 percent of journalists described 
social media as necessary to promote and distribute their content. 

It is for this reason that it is important for PR and marketing professionals to understand digital’s demand and utility to 
journalists and to try to be a resource to journalists on these platforms. 

Beloǁ are soŵe soĐial ŵedia ďesƚ ƉraĐtiĐes ƚo ŵaŬe ǇoƵr soĐial ŵedia Đonƚenƚ easǇ ƚo ĐonsƵŵe and Ƶse͘ 

EsƚaďlisŚ a ďrand Ɖersona and ǀoiĐe and then use this voice in all your social media communications. Are you 
supportive, firm, fun, reliable, positive, solution-oriented, etc. 

Brand ǇoƵr soĐial ŵedia ƉroĮle ƉaŐes͘ 

Logo: Always use the same logo across all channels, for your display photo. 
Company description: Use a clear and concise “about us” description that is consistent across all platforms. 

Be Đonsisƚenƚ on ƚŚe soĐial Ɖlaƞorŵs you are active on. Create a guideline for how often you want to post on 
each channel and stick with it. It is important to consistently put content out so that you will be recognized as a 
trustworthy, reliable source. Creating a monthly content calendar and using a tool such as Hootsuite to schedule posts 
can help with a consistent flow of social media postings. 

Use ǀisƵals sƵĐŚ as ƉŚoƚos͕ ǀideos or ŐraƉŚiĐs in posts (if applicable). Using visuals can generate more engagement. 
Use a free tool such as Canva to easily create graphics that fit each social channel.

IŵƉleŵenƚ a Őood Đonƚenƚ ŵiǆ͘ Your posts should provide equal parts promotional, thought leadership and 
engagement with followers. 

ResearĐŚ and Ƶndersƚand ǁŚaƚ ĐoŵƉetiƚorsͬƉarƚners are doinŐ on soĐial ŵedia͘ This will help you understand the 
“norm” in your industry so that you can either keep up or change your strategy and stand out. 

Iƚ͛s oŬ ƚo reĐǇĐle Đonƚenƚ͘ Posts can have more than one life, but if you are recycling content, be sure to experiment 
with different messaging to see what resonates more with your audience. 

DiǀersiĨǇ ŵessaŐinŐ aĐross soĐial Ɖlaƞorŵs͘ If posting about the same topic on different channels, change the 
wording up a bit, remember that different channels require different messaging. For example, Facebook posts can be 
longer, while Twitter posts should be short and concise (140 characters).

EnŐaŐe in ƚǁoͲǁaǇ ĐoŵŵƵniĐation ǁiƚŚ ǇoƵr aƵdienĐe͘ Avoid just talking about yourself and your organization. 
Retweet and reply to those who engage with you. 

Don͛ƚ enŐaŐe in deďaƚe online, it is best to bring the conversation offline if there is any conflict or debate. 

Giǀe Đrediƚ ǁŚere Đrediƚ is dƵe͘ You can give attribution to others by retweeting their content or by using “RT” or 
“via” in a new post.

HOME



MEDIA TRAINING KIT

SOCIAL MEDIA BEST PRACTICES
dŚe do͛s and don͛ƚs oĨ soĐial ŵedia 

�o͗ 

• Engage in two-way communication 
• Have a consistent voice 
• Share information 
• Be active, but don’t overdo it 
• Proofread all posts 
• Be clear and concise 
• Direct your audience to proper web (landing) pages for more information 
• Recycle good content 
• Create a social media policy as a guide for staff and contributors 
• Use visuals in posts – photos and videos 

�on͛ƚ͗ 

• Like your own posts 
• Neglect the platforms you are on 
• Ignore comments 
• Delete negative comments 
• Engage in debate online 
• Rely on automation (i.e. “my top mentions”) 
• Feel the need to jump in on every hashtag and cultural phenomena. Be relevant! If you are using a hashtag, 

however, be sure you have a full understanding of its meaning, and use it in good context. 
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REGIONAL MEDIA CONTACTS
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REGIONAL MEDIA CONTACTS
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REGIONAL MEDIA CONTACTS

It’s important to update your regional contacts, as they will often change. Best practice is to do this at least 
once per year. If a contact informs you that they have left, be sure to make a note of the change straight away.
Visit the free resource Nova Scotia Media List to update your contacts.

HOME



MEDIA TRAINING KIT

APPENDIX A
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