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We specialize in helping 
changemakers identify, 
create and share their 

stories for powerful impact.



AAPI Speaks
• A project of the AAPI Civic Engagement Fund
• Purpose: elevate grassroots AAPI organizers and leaders working with AAPI 

communities on the ground with media outlets, funding institutions and 
corporations, elected officials, Hollywood, power brokers, academics, 
policymakers, or other groups that are wanting to learn more about AAPI 
stories 

• Especially important when an incident occurs: make sure those most directly 
affected are heard.  

• Three core activities: 
• Speaker’s Bureau: A roster of speakers across issue topics, language(s) 

spoken, medium(s) willing to speak in.
• Media training (today!) and other trainings (such as digital personal safety, 

etc).
• Connecting speakers to opportunities: Develop and implement an 

outreach strategy to ensure that key audiences, including media, are 
aware of and accessing the speakers bureau. An on-call media consultant 
would also be available to support the cohort of speakers in spot 
preparation for media opportunities. 



Tech/Housekeeping/Agreements



Welcome & 
Introductions

Drop in chat:
• Name
• Pronouns
• Where are you based?
• Who is a media spokesperson 

you admire and why?



Goal: Agenda: 
○ Welcome and introductions

○ Being a media spokesperson

○ The basics of a media interview

○ Techniques to drive your 
critical messages home 

○ Specific advice by media type

○ Practice

○ Questions and discussion 

○ Close

Learn pro-tips for 
unleashing the 
confident, brilliant 
spokesperson 
living inside you.



Agreements • Make space, take 
space, give grace

• There is no wrong 
question

• Be open to learning & 
listen with curiosity

• Any others?



Quick Poll: 1. Just getting started - 
haven’t been interviewed 
by the media yet.

2. Have a few interviews 
under my belt, but could 
use more practice.

3. Regularly do media 
interviews and have 
some tips and tricks of 
my own that I can share.

Where are you 
on your journey 
as a media 
spokesperson?



Being a Media 
Spokesperson



Being a Spokesperson



Grounding Exercise
• Find the posture that makes you feel most 

powerful and present

• Scan your body, keep feet rooted on the floor

• Somatic centering in length, width, depth
– Length represents our dignity
– Width represents our interdependence
– Depth represents our ancestors and history that 

have shaped us at our back and future 
generations at our front

• Deep breaths, stay hydrated



IS…
• An opportunity to get 

your message out.
• A chance to reach an 

audience.
• An opportunity to build 

a relationship with a 
reporter or outlet.

Being a Spokesperson

ISN’T
• A conversation.
• A chance to reach the 

media.
• Time to make a friend 

or act like friends.



Get personal - lead with emotion

• Lead with what you know 
best - your own lived 
experience

• Show don’t tell. Speak in 
5 senses, not 5 facts. Use 
facts as evidence.

• Be mindful of tone, exude 
confidence and urgency



Audience - remember who matters

Your primary relationship is with readers, listeners 
and viewers



Drive the interview - set the frame 

•

• Frame the issue in a way 
that works to your 
advantage

• Every question is an 
opportunity to get your 
message across

• Don’t repeat negative 
messages that reinforce 
dominant 
narratives/stereotypes - 
even when refuting it



• You have a right to own your expertise and lived experience

• You have a right to ask for more time before giving an 
answer

• You have a right to not answer their question - questions 
can contain traps and false choices so use 
bridging/flagging to stay on message

• You have a right to define your boundaries and establish 
new ground rules before you speak

• You have the right to start over

Rights as a Spokesperson



The basics



• Represent the organization/issue, not 
yourself

• Know your objectives of interview
– Your role, your story
– Top three critical messages

• Know your audience
• Know the reporter and the media 

outlet
• Turn questions back on message. 
• Use sound bites
• Be confident, be credible (Be 

comfortable and trust yourself)
• Practice! (Rehearse - don’t memorize)

Basics



Your role, your story:
– Your experience, your expertise.
– The roles you play in your life as an 

advocate, family member, community 
member, friend. 

Your elevator pitch:
– Who you are
– What is the issue/org? What is your role?
– Why is it important? 

Know Your Objective



20

• No more than three top messages
– Bridge as many answers back to your 

top three messages as possible
• Tell a story: Illustrate with your experience

– Examples 
– Anecdotes
– Personal experiences

• End on a positive, actionable notes.
• Use facts, statistics, research in small but 

emphatic doses

Critical Messages



• Confidence: Believe in yourself. You are an expert that 
deserves to be heard

• Brevity: Less is more. Always be sure to bring your point 
to a close

• Clarity: Speak slowly and articulate each word
• Personable: Speak with authentic emotion and personal 

connection to the issue
• Discipline: Practice, practice, practice. Stay focused on 

the message
• Accuracy: Stick with what you know
• Initiative: Take control of debate to steer their story 

toward your main message

Qualities of Effective Spokespeople



Techniques to drive your 
critical messages home



•Clear and concise

•Use vivid, dynamic 
language (emotion helps!)

•Easy to repeat

•Memorable

Sound bites



• Be your authentic, honest self and speak from 
your heart, AND know you are in control. 

• Don’t say no comment. Do Say: 
• What I really want to talk to you about is…
• That’s an interesting question, it makes me 
realize...

• Before we continue, let me emphasize 
that…

• However, what is more important to look 
at is…

• I think it would be more correct to say…

• Another thing to remember is…

Bridging



Don’t Be Kellyanne



Be Terry

http://www.youtube.com/watch?v=-41QciKkLhA


The Trap The Escape

False Premise – Incorrect assumption built 
into the question

Repeat what question should have been, 
then answer your question

Negative Entrapment – Excessive focus on 
negative side of a story

Bridge with “what’s more important is” 

Quotation – Getting you to tell what 
someone else was thinking

“I can tell you what I think and what I know 
from my experience…”

Hypothetical Question – Made-up 
scenarios that lead to traps

Bring it back to reality/here and now. Use 
facts and stats

Wedge – Getting you to contradict 
someone with whom you should be 
aligned

“More importantly, we agree on X”

Unacceptable Choice – Selecting the best 
of the worst possible scenarios

Just repeat key message.

The Loaded Preface – Long-winded 
lead-in, often loaded with a series of 
negative statements.

Paraphrase the question you want to 
answer and answer it

The Paraphrase – Getting you to agree that 
someone else’s condensation of your 
remarks are in fact your remarks

Let me be clear, [repeat key message]



•What your audience 
needs to know is…

•What I want to be sure 
you understand is…

•The critical point is…

•If there’s one point 
viewers need to 
understand…

Flagging



5 min break

http://www.youtube.com/watch?v=W-GVQVyQG9s


Specific advice 
by media type



•Emphasis on your personality – 
how you look and sound.

•How you say it is as important as 
what you say.

•Wear neutral attire.
•Be aware of your body language
•Physical comfort is key – plant feet, 
be hydrated, be aware of rocking, 
hair twirling, hands, etc. 

•Every “um” is magnified.
•Keep things simple. KISS. Speak in 
soundbites. 

TV Tips



Radio Tips• Try to use a landline if you can. If you have to use 
a cell phone, make sure your signal is strong and 
try not to move around a lot

• Use quiet spaces for phone interviews

• Do not listen while you’re being interviewed 

• Voice is critical – convey confidence. Stand up as 
if you were presenting to an audience. Find your 
speaking space 

• Energy must come across. Engage and tell a 
story. Use short but complete sentences

• Translate statistics 

• Organize call-ins

Radio Rules



• Scheduled time to prep and practice 

• In-depth look at issue – details and 
facts are important 

• Don’t have to be as succinct, but 
sound bites count 

• “I’m not sure about that. Let me get 
back to you. What’s your deadline?

• Ask, “When do you expect story to 
run?

• Offer to provide a photo to go along 
with your piece. 

• Ask to see your quotes in advance  

“Print” Pointers



• Nothing is ever off the record.
• Break down multi-faceted answers into 

numbers – everyone likes to count 
• Three bullet points is the maximum the 

human brain can grasp
• SECS: Statement, evidence, conclusion, stop 

talking
• “Anything else you would like to add?” 
• Practice, practice, practice

Final Tips & Tricks



Practice



Imagine an interview you would like to have.
Let’s spend 10 minutes thinking through:
 
• What would be the top messages you 

would want to get across in that interview? 
• What is a story, example, statistic you would 

want to share? 
• What is a call to action you would want to 

share? 

Practice



Questions? Challenges? 



Quick Poll: 1. Need more support, but 
I’ll be practicing my story 
so I’ll be ready.

2. Excited but nervous. Just 
need a little more prep 
before I’m ready.

3. Ready to go! Let me give 
you my availability ASAP.

How ready do 
you feel now to 
represent AAPI 
Speaks and do 
media interviews 
this month?



Thank you! 

anna@change-llc.com    kay@change-llc.com     
stephanie@change-llc.com 


