Pointers for Public Speakers

¥ Eye Contact. Thereasonyou maintain eye contact with your audience isfor feedback. The only way
youdl know if your audience is getting the message is through eye contact. Look for eyes and heads
nodding with you.

¥ Smile. Did your body language say you were approachable? It did if you smiled (at appropriate times).

¥ Body Language. A picture isworth athousand words. Defensive body language is exhibited by Garms
crossed,Oafig leaf stand or amilitary stance. These areall negative. Positive body language is seen
through openness, gestures, moving away from the podium (unless you can® take your microphone
with you), and taking off your jacket, if appropriate.

¥ Don’t forget that being nervous is normal. Try and QeframeQOyour fear into excitement and
enthusiasm.

¥ Facial Expression. Itisimpossible to hide your feelingswhen you talk about something you really
care about. The kind of passion people feel and exhibit when they talk about their loved ones, their
mate or children is the same passion that should be harnessed when talking about your issues. That
kind of passion gives off energy, and energy makes you convincing.

¥  Gestures. Gestures help tell the story. Remember, 50 percent of what people retain is through your
body language. Gestures reinforce and highlight your story and give you energy in your delivery.

¥ Voice. Youhavesix different octaves N usethem. Avoid non-fluencies such as uhms, ahs, and ~C‘you
knows.O Never try to camouflage aregional dialect. All you haveto do istell people where youQe
from and theyd expect you to sound the way you do.

¥  Pauses/Silence. There arefour good timesto pause: when you move from one subject to another;
when you want the message to sink in; when you want or need to collect your thoughts; and when you
receive laughter or applause.

¥  Use of Humor. Jokes and anecdotes make for an entertaining speech, but make sure you practice them.
Choose material carefully, and never tell "off-color" jokes.

¥  Avoid Distractions. Don@fiddle with your hair, shuffle your feet, sway back and forth, jingle change
in your pockets or play with your eyeglasses.

¥  Content. Shareinformation about yourself up front. This personalizesyou to the audience and they
feel that they know you. The introduction should be 15 percent of your speech, the discussion about 75
percent, and the closing, 10 percent.

¥  Practice. Practice, practice, practice. If possible, spend time alone just prior to your speech; take some
deep breaths and think about your central theme.

Remember: you are the expert on your own story. People have come to hear you talk about what you
know.
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An Interviewee's Rights

A spokesperson does have certain rights. Agreeing to an interview with the media does not mean waiving your
right to courtesy and respect. Indeed, the vast majority of producers and reporters are professionals who
appreciate your willingness to participate and will gladly agree to reasonable requests.

You have a right to:

¥  Determine the scope of the interview. What topics will be covered? Istheinterviewer interested in
your personal views, or will he/she stick to the subject at hand?

¥  Know the show’s format. |Isit taped or live? Will there be astudio audience? Will there be call-in
questions from the public, and will they be screened? How long should answers be?

¥  Know the length of the interview. |f the show islive, you probably will be given an approximate
length; if it is taped, you have the right to know how much of the interview will be used. Knowing the
length of the interview in advance helps you prepare appropriate answers to questions you anticipate.

¥ Ask the producer or interviewer what specific subject areas will be covered, understanding that you
may not be given all the questions. Hosts usually discuss the issues they will touch upon ahead of time.
If not, be prepared for difficult questions.

¥  Pursue your objective. When you agree to be interviewed, let the producer or reporter know of her or
his objectivesin being interviewed. If you are promoting a program or particular point of view, and
time is getting short, you have the right to steer the conversation so that your concerns are met.

¥ Offer visual materials to enhance your presentation. Producers often welcome slides, film clips,
photos, charts and videotapes because they spice up programs. Some stations in small markets are not
equipped to handle such materials; others may reject them for format reasons. Most talk shows,
however, like visuals, which give you an excellent vehicle to illustrate your message.

¥  Monitor the reporter’s “cut-away” questions in ataped newsinterview. Most of these interviews are
shot with one camera, so reporters tape their questions after the interview is completed. Later, the tape
is edited into the interview to give the impression that two cameras were used. Sometimes, a reporter
alters questions. Y ou have the right to be present while the questions are taped, and to object should
they differ from the actual interview.

¥  State your message. You do not need to wait for the interviewer to ask the questions that will lead to
the message she or he wishes to deliver. Take advantage of a pause in the interview to make a point. |If
interrupted before having a fair chance to answer the question, the interviewee has aright to complete
the answer. Be polite, but firm. Use transitions to return to your message points.

¥ Take control of the interview. Don@® be intimidated by a big-name journalist or a network producer. It
might be their show, but it@ your issue. Y ou are the expert, and she or he can make the interview
exciting by being assertive and enthusiastic. Use transitions.

¥  Know who the other guests will be on atalk show and their order of appearance.

¥  Ask for a videotape of what was aired once the show is over. Bring aVHS tape with you to the studio
to make aduplicate on the spot. Radio stations may provide you with a cassette of the program. Many
cities have monitoring services that will tape any show if you contact them in advance with air time and
date. You also can ask someone in your office or family to tape the show.
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Interview Skills: How to Stay in Control

¥  Your messages should form the basis of the agenda that you want to get across in your interview.
Remember that you are the expert and you are in charge.

¥ Listen to the question. People speak 125-150 words per minute. The brain processes 400 wpm. What
do we do with the extratime? We start formulating our answer. Focus on what the person is asking.

¥ Ifyou don’t understand the question, ask the reporter to repeat it. Thisgivesyou timeto think.

¥ Ifyou don’t know the answer, say so. But offer to get the information, and then make an
appropriate transition to your message point.

¥  You can’t be quoted if you don’t say it.
¥ Batdown any wrong information before answering the question. Silence gives consent.

¥  Never say “No comment.” Translation: guilty as charged. Explain if materialsis confidential, or
refer to another agency, when appropriate.

¥ KISS. Keepitshort and simple. Avoid using acronyms and technical jargon. Remember: Not
everyone knows NOAA by its acronym. [tQ best to say the entire name.

¥ Don’t answer statements.

¥  “Yes,” “no” and “I don't know” are perfectly good answers. Then transition to your information or
reemphasize your message.

¥  Unless you feel extremely confident about the future, don’t answer speculative questions.

¥  Personalize what you are saying, and try to beinformal. |f you must use technical terms, explain
them, and try to provide an analogy that the interviewerN and the audienceN can relate to.

¥  Multiple-part questions are the easiest to answer. Answer those parts of the question you feel
comfortable with and then move to the next question.

¥ Don’t volunteer more information than the question requires.
¥ If you know the reporter’s name, use it, but not too often.

¥  You don’t have to answer a reporter’s hostile question. Rephrase it and move on. Don repeat
the negative.

¥ If you make a mistake, stay calm, admit it and correct it promptly.
¥ Don’t allow yourself to be interrupted.

¥ Never answer for another person’s organization.

¥ Remember, you are in control of the interview.

¥ Have printed materials to offer the producer or reporter that reinforce your message points.
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Remember Your SOCO
(Single Overriding Communications Objective)

WeOg all experiencedthe luncheon spealker who presents way too much informaionN mast of it over
our heads. Or weOg seena TV talk show gued who has two minutesto get a point across but losesthe
opportunity becatse theinterviewerledhim or her on atangert, ignoring the core message.

Studieshave shown that an audience retains one, maybe two, key mesagesfrom a speech or
presertation. Taking thisinto consideraion and recagnizing the inherert timelimitations on all
presertations, you must max mizethe time you have to presen your informaion.

To use your time efficiertly and to ensure that your audience undergands your key points, you needto
first identify up to threemessagesthat you wish to communicate through your presertation. One way
to approachthistak is to develop a C(BOCOMN Single Overriding Communications ObjectiveN for
your program asa whole.

¥

¥

The SOCO for your site reflects your core programgoalsN the critical information about your
projectthat you wart to leawe your audience with after a presentation or interview.

SOCOs will help you organize your thoughts; after that, if necesary, you candevelop a more
targeted set of messagesthattie to your SOCO to anindividual speechor presnation.

SOCOs arethe rea®n you do a presertation or interview. If all roads |eadback to your core
communicafons objecive, there will be no doubt in the audienceOsnind about what you stand
for and how you want themto think and behave.

DonOtet reporters leadyou away from your SOCOs. Whenaninterviewer triesto leadyou
adray, use trarsitions to get backto your main point.

SOCOs canalso help you achieve the KISSOprincipleN Keeplt Short and Simple. Pegle
arefloodedwith information, both audio and visual; whatis not immedately undergood is
oftendiscarced. Only asmall percertage of whatis head isretained, so make sure whatyou
sayis brief ard crystal clear.

If you understand your SOCO thoroughly and cancommunicat it persuasvely, you will be a dynamic
spokegperson for your program.
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Transitions:
How to Keep an Interview Focused

In aninterview, you needto have specffic ideasto deliverto the audience. Setyour agenda by listing
the five basc points or mesagesyou wart the audience to know.

The interviewer, of course,hasher or his own agendafor theinterview, and it may or may not mesh
with yours. Nothing dilutesthe strength of your mesagesN and losesthe audienceN like a tangertial
discussion. If your interviewer begnsto stray from the point you wart to make, use transitions to get
backon track

Simpletrarsitions:

OTherealissueis. . .0
Oletmeexplain. . .0

Olé also frequertly aked. . .O
Oletmeadd...O

OAcommoan concernis.. . .0
OFoexample.. ..O

OYou should also know that. . .O
OFually importart . . .0

Oe point | believeyour listererswould be interegedin . . .O

K K K K K K K K K K

OYou cango one stepfurther .. .0
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Quotable Quote: The Sound Bite

The sound bite is aproduct of the broadcag medum, where the dayOsiews must be compressedinto
short segmerts that arestrung together to give a brief overview of the dayO®verts. Interviews,
reporting and coverage for news everts and evenlengthier programs areshortenedto fit into tightly
monitoredtimeslots. With on-air time at a premium, the spokegperson who canconvey a mesagein
alively sentence or two is more likely to be quotedthan someme who ramtes It takespracice. Few
peaple know how to talk in 12-secand sound biteswithout pracice.

Evenin print interviews with reporters colorful quotesand good one-linersaremore likely to appear
thanlengthy and lacKuster explanations. Reporters edtors and headine writerslike punchy linesand
quotable phrases ClichZsand sayings oftenareusedN checkyour locd newspaper to seehow sound
bitesareused.

To help you become more quotahble, follow the<e nine tips developed by Michael Sheehan Associates
Inc. of Washington, D.C.

¥  Avoid exaggerations or puffery. Give specific examples

¥ Use analogies Dthe more homegun the better, egecially on complexissues
¥ Use “The Three Cs” D Colorful words, ClichZsand Contemporary refererces
¥ Use one-liners. Pracicethemand be prepared

¥ Use absolutes, superlatives and summary lines if you canbackthem up. Reportersand
edtors love Ohe beg...,O0he first...,O00he only...,Oand Ohe greaeg...O

¥ Use proportionate numbers, or approximate numbers (Oabut one-quarter,00raly a
thousandO). If areporter need the exactnumber, he or she will ak.

¥ Use personal statements and anecdotes. They reaffirm your authority and are difficult to
challerge.

¥ Quote those who take the opposite view, epecially if they agreewith you. Your friends will
always be on your side. If your enemy agreeswith you, youOe got a story.

¥ Include a second-person perspective. Letthe reader or viewer know what will happento her
or him.
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Special Tips for Television

¥

Moderate gestures help make you interesting. Smiling, pointing and nodding aregood to
drive homea major point. Avoid nervous or exaggerated movemerts and keepyour hands
away from your face

Microphones are sensitive. Most TV stations use small clip-on mikes attached to your
lapel or tie. If you move around alot, or put your hand on or nearthe mike, it may sound to
your audience like the tide is coming in. DonOtalk into the microphone, it will pick up your
voiceeasly.

Use visuals—slides, maps, photographs, diagrams and props. Talk with the producer in
advarceto seewhat visuals are appropriate for station equipmert and program format.

Simple, uncluttered art work and photographs televise best. Take careto assure good
contrad. Otherwise, graphics may be lost against the background. At leas two steps of
separafon on the gray scale areneecedfor a strong impact

Printing should be in bold heavy lines with a minimum of words. Dull, mate-finish
surfacesare more satisfactory than glossies whichreflect light.

Give the viewer a good chance to see any item by showing it steadily and slowly, pointing
it in the direction of the camera with the red light on.

Everything you do will be magnified. Pick a straight chair, if possible and sit slightly
forward in your seat. Keepyour feettogether and donOslouch. If standingN for apress
confererceor similar evertN leanslightly forward and let your amtmms hang by your side.

Act as if you are on camera at all times. Look atyour interviewer throughout, not atthe TV
monitor or camera

Imagine a good friend is in the place of the TV camera and talk in a conversational tone.

Show the enthusiasm you have for your subject.
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Appearance Counts

Whenappearing on television or ata public evert, your attire should be pleasng, aporopriate to the
setting and not distracing. Whenever and wherever possible, wear official apparel, including
shirts, hats, jackets, and/or lapel pins featuring the NOAA and/or National Marine Sanctuaries

logo.
Women
¥ Choose strong blues grays, and eart tones DonOwvear black white, red or pale pagels.
¥ Wearamatchedsuit or adressin one solid color or other neat cadual clothing for asleekline.
Avoid stripes prints, and plaids; they jump out atthe audience.
¥ Choose a comfortabe skirt length, with enough fullness to drape well whenyou are seated
¥ Avoid shiny fabricsand glittery jewelry, both of which glint blindingly on the television
screen
¥ Make sure your hair is carefully styledand doesnOtide your facein ary way. If you dyeit,
remember thattelevision lights aremerciless with dark roots, so get atouch up.
¥ YouQlneedto wearmore makeup thanusual. Shadng and eye makeup must be artfully
apmliedand colors must be subtleN no aqua eye shadows, frosty blushersor slick lip gloss.
Men
¥ Wearawell-tailoredsuit or neatcasual clothing in a deepcolor such asnavy, brown or gray,
and make sure that your tie and lapel widths refl ectthe current fashion. Also, watch for ties
thataretoo short. Tiesshould cometo the belt buckle.
¥ Sekctaquality tiein aquietdesgn that wonOwibrate on screen A blue, rose or beige shirt is
better than white.
¥ Think texture. Suits made of nubby wools or other ObuchatleOweaveslook rich on
television.
¥  Avoid busy stripes plaids and herringbone tweeds.
¥ DonOwearshort socks that expose skin whenyou cross your legs.
¥ Menshould also avoid bright jewelry, including tie bars.
¥ Takecareof your hair. Consideraneat, contemporary look. If you are bald, you canpowder
the shine from the head but donObe self-conscious.
¥ Menneedmakeup too, in order to evenout skin tonesand define your features
¥ Moustachesand beards should be kept trimmed Pe@le usually photograph beg if the ertire

top lip shows.
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Tips for Radio Interviews

¥ Focus on your words. o
Be precise. Every OtnOand Oe0is magnified.
Use a hormal conversational tone.

¥ Remember—you can’t win them over with a smile.
GeguresdonOtelp, ard nodding
OeLor OmOis awage of time. Sounding friendly on rado isimportart, but itOarder to sound
friendly thanto be friendly. Smiling while you talk will help give the right quality to your voice,
but rememter itOshe voicethat counts.

¥ Be personal. B B
As far asthe listereris concerred, you aresitting in their living room or car. DonOshout; donOt
preach donOgive a speech

¥ Maintain a distance of 6-8 inchesfrom the microphone.

¥ Avoid shuffling pages.
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QOff-the-RecordO
Should You or Shouldn't You?

Thereis no suchthing asOcﬁf-the—reqord.O If you are promating a program or initiative, thereshould
be no itemunder discussion thatcarObe reported  The bed way to handle off-the-recad interviewsis
simple: donOgive them.

If, however, you musgt go off -the-record for somerea®n (background, for example), rememklerto be
explicit with the reporter about the ground rules The chancesof getting burned aregreat you must
egalish exactly whatkind of information you are providing. Here are several off-the-record terms
you may wart to clarify with the reporter:

¥ Background briefing. A briefing providedonly for the reporterOdifi cation to provide
gereralbackground in covering the story or subject The material is not intended for
immedate publicaion or airing.

¥ Deepbackground. A briefing or interview intendedto be used aspart of astory. However,
the source of the information (by name or organizaion) should not be mertionedin the story.
No quotesare allowed

¥ Not for attribution. A briefing or interview in which the sourceDsame may not be used but
everything elseis on-the-recad.
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