
Media Training and Messaging 
Summer Conference 2016



What We’ll Cover

• ISTA Messaging and How to Implement in 
Your Local (15 min.) 

• Media Basics (30 min.)

• Media Practice (30 min.) 



Strategic Communications

• ISTA board adopted strategic goals 

• All departments implementing strategic plans to 
achieve short- and long-term goals

• Strategic communications plan includes:
– Create communications training opportunities

– Create new and enhance existing member 
communication tools

– Effectively promote ISTA events and initiatives

– Adopt new digital communication tools

– Develop advocacy communications to engage public 
education advocates 



Branding and Messaging



ISTA Branding 

• Brand positioning
– ISTA is the voice of public education and public 

school teachers in Indiana. 

• Brand personality
– Community-focused, inclusive, passionate, 

collaborative, caring, trusted, dedicated, skilled, 
expert, professional, experienced

• Primary message
– We are Indiana’s educators – and no one is 

fighting harder, every day, for the best public 
schools for Indiana’s kids. 



ISTA Branding Tips

• Be consistent.

• Stay on message.

• Keep it simple. 



ISTA Branding Tips

Red
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Gray
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ISTA Key Messaging

• Elevator Speech 

– ISTA is the organization that stands up for public 
school educators, kids and families in Indiana. 
We believe every kid deserves a great public 
education, and we’re working every day to make 
sure that happens. 

• Tagline

– Our kids. Our schools. Our future. 



ISTA Messaging and 
How to Implement in Your Local 

• Strategic communications 

– ISTA branding

• ISTA key messaging 

• Practical incorporation of messaging



Interacting with the Media



Media Basics

• How to pitch a story

• How to approach a reporter with a pitch

• How to develop a relationship with a reporter

• How to connect with a reporter on social media

• How to prepare for an interview

• General do’s and don’ts

• Q & A 



Media Do’s and Don’ts



Media Do’s and Don’ts



Media Do’s and Don’ts

http://bloximages.chicago2.vip.townnews.com/kokomotribune.com/content/tncms/assets/v3/editorial/5/57/5573f11a-e00e-11e5-bfb8-576613207f1f/56d6353e44272.video.mp4


Media Do’s and Don’ts

“Teresa Meredith, 
head of the Indiana 

State Teachers 
Association, said she 
was surprised to see 
the low number of 

students who would 
have attended an ‘F-

rated’ school 
applying for the 

program.” 



Media Do’s and Don’ts



Media Do’s and Don’ts

http://www.ibj.com/articles/print/57594-lawmakers-educators-should-work-together


Hands-On Media Training



Media Practice

• Each group will be applying what we’ve learned in 
today’s session 

• Your ISTA facilitator will lead the group activity



Wrap-up

• Q & A 

• Overview of toolkit 

• Interested in becoming a spokesperson? See 
Melanie to sign-up.



OUR MESSAGE 
A Guide to Representing ISTA 

Our kids. Our schools. 
Our future.

Indiana State Teachers Association
150 W. Market St., Suite 900

Indianapolis, IN 46204

(844-275-4782) • askista@ista-in.org • ista-in.org

/indianastateteachers @ISTAmembers

INTERVIEW TIPS
Doing media interviews, whether for television, radio or print, is a 
key way to get your message out and influence public opinion and 
legislator views. Remember the following tips:

1. Do Your Homework. Find out the angle of the story and the 
audience, and prep yourself by outlining message points  
you want to hit, as well as answers to questions the reporter 
might ask. 

2. Be Honest and Accurate. Don’t give details unless you know they 
are correct. It is better to say, “I’m not sure,” than to lie.

3. Create Sound Bites. Use action-oriented words and bold 
descriptors to create interesting quotes the reporter will want to 
use. Use analogies and specific examples when appropriate.

4. Think About the Opposition. It is likely that any story will 
include a quote from someone with opposing views. Think about 
what the opposition might say, and prepare a response.

5. Don’t Say, “No Comment.” This tells the reporter that you have 
something to hide. Rather, say, “I’m not sure, but I can look into 
that for you.” 

6. Don’t Assume Anything is Off the Record. Even if you request a 
comment to be made “off the record” or the reporter asks you a 
question “off the record,” never assume that what you say won’t 
appear in the story.

7. Avoid Jargon and Acronyms. Speak in a way that the general 
public will understand. Avoid industry jargon, slang or acronyms.

8. Avoid Distractions. If doing a phone interview, do not attempt 
to multitask or drive at the time of the interview. If doing an in-
person interview, give the reporter your full attention.

9. Dress Professionally. Always dress professionally for an 
interview. Avoid excessive makeup or distracting patterns.

10. Don’t Ask to Review the Story. In most cases, journalists will not 
allow prior review of a story. They may ask you to verify certain 
portions of their story for accuracy, but do not ask to see this 
content if they do not offer.

WRITING A LETTER TO THE EDITOR
A letter to the editor can be an effective way to influence public opinion and 
reach legislators. Each newspaper has a specific contact and/or process for 
submitting a letter to the editor. Many accept online submissions.

When drafting your letter, consider the following guidelines:

1. Be Timely. Send your letter when it is most newsworthy, such as  
when legislation is being considered or when an issue is receiving 
media attention.

2. Get to the Point. Grab readers’ attention and immediately tell them 
what you’re writing about. Make them want to read more. 

3. Provide Context. Explain why the issue is important and how it 
impacts the reader. Creating a local angle will appeal to your audience.

4. Use Facts. Provide evidence and support for your opinion to establish 
credibility and persuade your audience. Never write anything that you 
do not know to be true, and do not make false accusations.

5. Provide a Solution or Call to Action. Propose what you think will help 
to solve the problem or change the status quo. If there is something the 
audience can do, call them to action.

6. Be Brief. Because of space restraints, shorter letters are more likely to 
be published. Keep your letter under 300 words if possible.

7. Identify Yourself. Include your full name, title and any credentials 
that establish your expertise on the topic, as well as your address and 
contact information.

Following these guidelines will increase the likelihood of your letter to  
be published. 

For additional resources, contact communications@ista-in.org.



TALKING ABOUT US
ISTA is the voice of public education and public 
school educators in Indiana. 

As such, it is important for our leaders and staff to be well-
versed on the purpose and message of our association. 
This guide is intended to give you the tools to effectively 
communicate with the media, policymakers, community 
leaders, and current or prospective members.

You may refer to the following key messaging elements when 
talking about ISTA:

OUR ELEVATOR PITCH
Refer to this statement when you need a 30-second-or-less 
description of ISTA.

ISTA is the organization that stands up for public school 
educators, kids and families in Indiana. We believe every kid 
deserves a great public education, and we’re working every day 
to make sure that happens.

OUR MEMBERSHIP VALUE PROPOSITION 
Refer to this statement when explaining the benefit of 
membership to current or prospective members or others 
inquiring about why membership is important.

ISTA means stronger educators and better public 
schools. 

An ISTA membership links educators to Indiana’s foremost 
professional education association, providing meaningful 
support and essential resources to ensure a bright future for 
educators and their students. We advocate locally and statewide 
on behalf of our members to protect the integrity and elevate 
the respect of all educators. 

Benefits of an ISTA membership include: 

• Professional development workshops, events and trainings  

• Networking with peers from across the state  

• Members-only publications and resources  

• Contract bargaining and legal support  

• Effective legislative advocacy and political grassroots 
organizing

• Access to ISTA staff through the Member Resource Center  

• Discounts and special offers  

• Financial and insurance services  

Join nearly 40,000 ISTA members in enhancing the education 
profession and advancing public education.

OUR PRIMARY MESSAGE
We are Indiana’s educators—and no one is fighting harder, every 
day, for the best public schools for Indiana’s kids. 

Supporting Messages:

• Excellent public education is essential to our community, our 
state, our nation and our world. We help students become 
thoughtful, well-informed citizens.  

• Nobody cares more about the quality of public education in 
Indiana than teachers, and no one is fighting harder for our 
kids.  

• ISTA means stronger teachers and better public schools to 
prepare our kids for tomorrow’s challenges.  

• Our professional standards, depth of experience and 
education make us the best, most qualified teachers in the 
state.  

• We’re more than teachers. We’re also school psychologists, 
custodians, bus drivers, nurses and others in our community 
who support our kids.  

• We stress ongoing professional development and 
collaboration to help educators keep their skills as current as 
possible.  

• We’re working to improve classroom conditions, reduce class 
sizes and keep our students safer than ever.



 

 

 

  

BRAND POSITIONING 

ISTA is the voice of public education and public 

school teachers in Indiana.  

 

BRAND PROMISE 

The best teachers and best public schools for 

Indiana’s kids.  

 

BRAND PERSONALITY 

Experienced    Professional 

Expert    Skilled 

Dedicated   Trusted 

Caring    Collaborative 

Passionate   Inclusive 

Community-focused 

 

ELEVATOR SPEECH 

ISTA is the organization that stands up for public 

school educators, kids and families in Indiana. We 

believe every kid deserves a great public 

education, and we’re working every day to make 

sure that happens.  

 

TAGLINE 

Our kids. Our schools. Our future.  

 

PRIMARY MESSAGE 

We are Indiana’s educators – and no one is 

fighting harder, every day, for the best public 

schools for Indiana’s kids.  

Refer to “Our Message: A Guide to Representing 

ISTA” for supporting messages. 

 

BRAND GUIDELINES  

    

   

  

  

TYPOGRAPHY 

Primary headlines and web-based materials  

Verdana  

Secondary body text and printed materials 

Georgia 

 



 

 

 

BRAND IMPORTANCE 

WHAT IS A BRAND?  

A brand is a collection of attributes – design 

elements, written messaging and overall 

personality – that identifies your product or 

organization. It’s the overarching promise about 

who you are, what you do and why your audience 

benefits from your services. This promise is 

reinforced at all contact points with your 

audiences through cohesive visual, written and 

spoken brand elements, creating a physical and/or 

emotional connection.  

 

WHY IS BRANDING 

IMPORTANT?  

Effective, consistent branding creates credibility, 

builds trust and garners loyalty with audiences. A 

familiar brand provides reassurance that the 

product or service it is attached to is of a certain 

quality; it sets certain expectations for the 

consumer or audience member. When branding is 

strategic, it builds brand equity – the perceived or 

real value that a brand holds with an audience. A 

brand can be measured by the reputation, loyalty 

and demand that it adds to a product or service.  

Simply put, a cohesive brand directly affects the 

success of a company. In ISTA’s case, a successful 

brand means a larger, more loyal membership 

base that views us as a valuable resource and 

shares positive messaging around our 

organization. Effective branding compels our 

audiences to listen to what we have to say.  

 

WHAT ARE EFFECTIVE 

BRANDING PRACTICES? 

In order for a brand to become familiar to its 

target audience, it needs to commit to a central 

theme over time. This central theme (e.g. the 

mission or value proposition) must be clearly 

represented through visual, verbal and written 

elements that are utilized consistently across all 

communications channels.  

This means the ISTA logo, colors, imagery and 

messaging that have been established for our 

brand should be carried across all formal 

communications – everything from public-facing 

social media posts to internal-facing newsletters. 

When our brand standards are upheld effectively, 

those visual and verbal queues become directly 

tied to the ISTA brand and create valuable brand 

recognition – the audience’s ability to identity 

and relate to our brand.  

 

BRAND TIPS  

 Be consistent. Utilize the exact logo (don’t 

stretch or alter it), colors and fonts that have 

been set in the brand guidelines. Even small 

inconsistencies can dilute brand recognition.  

 Keep it simple. When in doubt, keep your 

communications and visual use of the brand 

simple and in line with practices outlined in 

the brand guidelines.  

 Stay on message. When communicating on 

behalf of ISTA, make sure your message 

aligns with the overall position and values of 

the brand, utilizing the messaging determined 

in the brand guidelines when possible.  



 
 

 
 

SOCIAL MEDIA GUIDE 

Social Media Guidelines are designed to foster advocacy, strengthen your Association’s 

brand and engage members, non-members and your community. 

 

General rules 

 Share good information. When publishing content, provide useful information or 

insight that is relevant to your overall local association. 

 Use good judgement. Keep confidential and proprietary information private. 

 Be you. Clearly identify yourself by name, and when relevant, position and 

organization. If applicable, be clear that you are speaking for yourself and not on 

behalf of your association. 

 Be mindful. People may form an opinion of your association based on your or your 

officer’s online behavior. So before publishing any content, ensure you are not 

alienating readers that may be current members, potential members or others. 

 Say what you mean and mean what you say. Online content is forever. Be 

aware of what you’re posting and any potential consequences in advance. 

 Ask for help. If you have questions about what may or may not be appropriate, ask 

a member of the ISTA communications team for assistance via 

communications@ista-in.org. 

Reporter and Media Engagement 

Oftentimes, engaging with your local reporters using social media is the quickest and 

easiest way to get your message and story to your community’s blogs, newspapers and 

broadcast.  

 

Twitter 

 Find and follow your local reporters on Twitter Look for their Twitter handles under 

their story bylines or on their professional bio pages. The next best way to find them 

is by searching Twitter itself using the site’s search function. Once you locate your 

reporters, give them a follow. Ideally, they will follow you back. 

 Have news, an important message or just a great member story? Include the 

reporter’s Twitter handle in your tweet. They will receive a notification from Twitter 

that they’ve been mentioned. 

 Use hashtags that reporters are using about a story. This gives you the opportunity 

to give your and your student’s perspective. This tactic is also useful for a long-range 

strategy of driving our pro-public education narrative.  

Facebook 

 Find and like your local media outlet’s Facebook page. Many reporters will also have 

professional Facebook pages. 

 When posting news releases, messages or stories, tag your media outlet or reporters 

in the post or comments section of the post. Facebook will notify them that they 

have been tagged. 

 Post news releases, statements and stories on the wall of your media outlets’ or 

reporters’ Facebook pages. Just like your personal Facebook page, they too will be 

notified that someone has posted something to their wall. 

 



 

 
 

INSERT LOCAL LOGO 

 

Contact: Name 
Email: Address most frequently checked 

Phone: Mobile  

 

Headline 
 

Subhead  
 

 
LOCATION — Month Date, Year — Nut graph. This is a paragraph that demonstrates the 

newsworthiness of the story. Often contains the who, what, where, when or why.  

 

“Insert quotation from a key figure related to the story,” said local education association president.   

 

Insert paragraph including relevant information to flesh out the news item you’re pitching.  

 

“If relevant, finish with a quote to close out the release,” said Principal John Doe.  

 

About: Local Education Association is a professional association organized to support the teachers [or 

education support professionals] of Somewhere School Corporation. The 300 members of LEA strive to 

better public education for the kids of the Somewhere community.  

 

### 



 

 
 

INSERT LOCAL LOGO 

Media Advisory 

 

Contact: Name 
Email: Address most frequently checked 

Phone: Mobile  

 

Headline 
 

Subhead  
 

 
LOCATION — Month Date, Year — Nut graph. This is a paragraph that demonstrates the 

newsworthiness of the story. Often contains the who, what, where, when or why. A media advisory can be 

used for alerting media to an event or issuing a statement to the media.  

 

“Insert quotation from a key figure related to the story,” said local education association president.   

 

About: Local Education Association is a professional association organized to support the teachers [or 

education support professionals] of Somewhere School Corporation. The 300 members of LEA strive to 

better public education for the kids of the Somewhere community.  

 

### 



 

 

 
 

INSERT LOCAL LOGO 

Somewhere Teachers Association 
1515 Main St.  
Somewhere, IN 46000 
(317) 555-9292 
somewhereta@ta.com  

John Smith, Editor 

Somewhere Daily Newspaper 

1514 Main St. 

Somewhere, IN 46000 
 
Re: Letter to the Editor  
 
Dear Mr. Smith, 
 
When writing a letter to the editor, be timely, get to the point and provide context.  

 

Always use facts and evidence to support your argument.  

 

Provide a solution or call to action to your audience. Brevity is key (300 words or fewer) 

 
 
Sincerely, 
 
 
 
Jane Martin 

President, Somewhere Teachers Association 

5th Grade Teacher, Somewhere Elementary School  




