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Welcome!	
  

•  Please	
  mute	
  your	
  line	
  
•  If	
  you	
  have	
  a	
  ques2on,	
  please	
  type	
  
it	
  into	
  the	
  “Ques2ons”	
  box	
  or	
  
“raise	
  your	
  hand”	
  by	
  clicking	
  the	
  
hand	
  logo	
  on	
  your	
  control	
  panel	
  

	
  
We	
  will	
  address	
  ques2ons	
  at	
  the	
  end	
  
of	
  the	
  presenta2on	
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Anara	
  Guard,	
  MLS	
  
Senior	
  Project	
  Director	
  
EDC	
  
Sacramento,	
  CA	
  	
  

Sandra	
  Black,	
  MSW	
  
Project	
  Manager	
  	
  
EDC	
  
Davis,	
  CA	
  	
  

Theresa	
  Ly,	
  MPH	
  
Suicide	
  Preven2on	
  Program	
  Specialist	
  
EDC	
  
Emeryville,	
  CA	
  

Sherry	
  LeCocq	
  
Public	
  Rela2ons	
  Account	
  Manager	
  
AdEase	
  
San	
  Diego,	
  CA	
  

(Some	
  of	
  the)	
  Know	
  the	
  Signs	
  team	
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Webinar	
  Overview	
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•  Desired	
  Outcome	
  of	
  Media	
  Outreach	
  
•  Media	
  Outreach	
  Toolkit	
  Component	
  Overview	
  

o  Info	
  Sheets	
  &	
  Sample	
  Ar2cles	
  
o Making	
  Headlines:	
  A	
  Guide	
  to	
  Engaging	
  the	
  Media	
  in	
  
Suicide	
  Preven2on	
  	
  

o Recommenda2ons	
  for	
  Repor2ng	
  on	
  Suicide	
  
•  Other	
  2ps	
  for	
  outreach	
  
•  Bu\e	
  County’s	
  use	
  of	
  the	
  Media	
  Outreach	
  Toolkit	
  
•  Your	
  Voice	
  Counts	
  (quick)	
  overview	
  
•  Q&A	
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Desired	
  Outcome	
  

	
   	
  More	
  news	
  media	
  know	
  how	
  and	
   	
  
	
   	
  adhere	
  to	
  the	
  recommenda4ons	
  for	
  
	
   	
  repor4ng	
  on	
  suicide	
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Strategies:	
  
•  Distribute	
  repor2ng	
  
recommenda2ons	
  

•  News	
  media	
  forums	
  
•  Media	
  Outreach	
  Tool	
  Kits	
  
and	
  trainings	
  to	
  county	
  
spokespeople	
  and	
  PIOs	
  

•  Direc0ng	
  Change	
  High	
  
School	
  PSA	
  Contest	
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  How	
  you	
  can	
  engage	
  in	
  the	
  
Campaign	
  

•  Help	
  support	
  news	
  repor2ng	
  on	
  suicide	
  
•  Adherence	
  to	
  Recommenda2ons	
  
•  Increased	
  coverage	
  of	
  suicide	
  preven2on	
  ac2vi2es	
  

•  Work	
  with	
  local	
  media	
  
– Many	
  coun2es	
  report	
  that	
  local	
  media	
  is	
  ocen	
  “silent”	
  
on	
  the	
  problem	
  of	
  suicide,	
  promo2ng	
  s2gma	
  

•  U2lize	
  tools	
  to	
  engage	
  with	
  the	
  media	
  to	
  
promote	
  preven2on	
  messaging	
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Media	
  Outreach	
  Toolkit	
  
•  3	
  copies	
  sent	
  to	
  all	
  coun2es	
  

(10/21)	
  
•  Sent	
  to	
  MH	
  Director,	
  PEI	
  

Coordinator,	
  or	
  other	
  MHSA	
  
Coordinator	
  

•  Encourage	
  you	
  to	
  share	
  
with	
  your	
  PIO	
  or	
  others	
  who	
  
interact	
  with	
  news	
  media	
  

•  Available	
  in	
  Resource	
  
Center	
  on	
  
YourVoiceCounts.org	
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Media	
  Outreach	
  Toolkit	
  
Components	
  

•  Cover	
  le\er	
  
•  Making	
  Headlines:	
  Guide	
  to	
  Engaging	
  the	
  
Media	
  

•  Know	
  the	
  Signs	
  Campaign	
  Talking	
  Points	
  
•  Know	
  the	
  Signs	
  Campaign	
  Overview	
  
•  Preparing	
  Speakers	
  with	
  Personal	
  Stories	
  
•  3	
  template	
  ar2cles	
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Campaign	
  Talking	
  Points	
  	
  

•  To	
  ensure	
  accuracy	
  with	
  the	
  latest	
  available	
  
data	
  

•  To	
  ensure	
  consistency	
  at	
  the	
  state	
  and	
  local	
  
level	
  

•  About	
  the	
  Campaign,	
  suppor2ng	
  facts,	
  suicide	
  
stats	
  and	
  facts,	
  the	
  warning	
  signs,	
  Find	
  the	
  
Words	
  breakdown,	
  website	
  and	
  crisis	
  line	
  call	
  
to	
  ac2on	
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Preparing	
  Speakers	
  with	
  Personal	
  
Stories	
  

•  Sugges2ons	
  for	
  finding	
  poten2al	
  speakers	
  
•  Considera2ons	
  for	
  choosing	
  a	
  spokesperson	
  
•  Tips	
  for	
  preparing	
  a	
  spokesperson	
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3	
  Template	
  Ar2cles	
  

•  Older	
  Adults:	
  When	
  “The	
  Golden	
  Years”	
  Don’t	
  
Glow	
  

•  Means	
  Restric2on:	
  Take	
  Ac0on	
  –	
  Save	
  a	
  Life	
  
•  Rural	
  Communi2es:	
  Lending	
  a	
  Helping	
  Hand	
  to	
  
Prevent	
  Suicide	
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Making	
  Headlines	
  Guide	
  
•  A	
  “how	
  to”	
  guide	
  and	
  
resource	
  

•  Adapted	
  from	
  Suicide	
  
Preven2on	
  Resource	
  
Center	
  materials	
  

•  Tailored	
  for	
  California	
  
and	
  the	
  Know	
  the	
  Signs	
  
campaign	
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The	
  importance	
  of	
  your	
  preven2on	
  
message	
  

•  The	
  media	
  can	
  be	
  a	
  powerful	
  tool	
  to	
  promote	
  
preven2on	
  

•  Effec2ve	
  coverage	
  can:	
  
– Reduce	
  the	
  risk	
  of	
  contagion	
  
– Educate	
  the	
  public	
  about	
  warning	
  signs	
  and	
  how	
  
to	
  help	
  

– Raise	
  awareness	
  of	
  life	
  saving	
  resources	
  
•  Follow	
  the	
  guidelines	
  for	
  safe	
  and	
  effec2ve	
  
messaging	
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Your	
  Suicide	
  Preven2on	
  Message	
  should	
  
consider	
  how	
  to:	
  
•  Emphasize	
  help	
  seeking	
  and	
  providing	
  resources	
  
•  Promote	
  awareness	
  that	
  suicide	
  is	
  preventable	
  
•  List	
  warning	
  signs	
  as	
  well	
  as	
  protec2ve	
  factors	
  
•  Highlight	
  effec2ve	
  treatments	
  for	
  mental	
  health	
  problems	
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Using	
  the	
  Message	
  Triangle	
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Tips	
  for	
  Developing	
  Effec2ve	
  
Messages	
  

•  Be	
  clear,	
  concise,	
  and	
  specific	
  	
  
–  “Many	
  suicides	
  are	
  associated	
  with	
  underlying	
  mental	
  
health	
  or	
  substance	
  abuse	
  condi0ons.	
  	
  The	
  good	
  news	
  is	
  
that	
  there	
  are	
  effec0ve	
  treatments	
  in	
  our	
  community.”	
  

•  Use	
  vivid	
  but	
  appropriate	
  analogies	
  
–  “More	
  Californians	
  die	
  every	
  year	
  by	
  suicide	
  than	
  in	
  motor	
  
vehicle	
  crashes,	
  yet	
  more	
  Californians	
  know	
  that	
  wearing	
  a	
  
seat	
  belt	
  can	
  decrease	
  their	
  risk	
  of	
  dying	
  in	
  a	
  car	
  crash	
  than	
  
know	
  the	
  warning	
  signs	
  and	
  risk	
  factors	
  of	
  suicide.”	
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Tips	
  for	
  Developing	
  Effec2ve	
  
Messages	
  

•  Consider	
  what	
  is	
  “newsworthy”	
  
– Tie	
  your	
  message	
  in	
  to	
  an	
  event	
  or	
  topic	
  already	
  
receiving	
  media	
  a\en2on,	
  or	
  to	
  legisla2on	
  or	
  
policy	
  changes	
  under	
  considera2on	
  

•  Back	
  up	
  your	
  message	
  with	
  evidence	
  
– Compelling	
  examples	
  such	
  as	
  personal	
  stories	
  can	
  
be	
  even	
  more	
  effec2ve	
  than	
  hard	
  data	
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Consider	
  your	
  Target	
  Audiences	
  
•  Effec2ve	
  messages	
  consider:	
  

– WHO	
  you	
  are	
  trying	
  to	
  reach	
  
– WHAT	
  they	
  need	
  to	
  know	
  
– WHY	
  it	
  is	
  important	
  to	
  them	
  

•  Develop	
  different	
  sets	
  of	
  talking	
  points	
  that	
  
address	
  difference	
  audiences	
  

•  Have	
  your	
  message	
  and	
  talking	
  points	
  ready	
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Recommenda2ons	
  for	
  Repor2ng	
  
on	
  Suicide	
  

Current	
  
version	
  (2011)	
  

Research	
  
based	
  

Consensus	
  
based	
  

Approved	
  by	
  
Journalists	
  

Na2onally	
  
distributed	
  

Available	
  in	
  
English	
  &	
  
Spanish	
  Found	
  on	
  www.YourVoiceCounts.org	
  

or	
  www.repor4ngonsuicide.org	
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Why	
  improve	
  news	
  repor2ng?	
  

•  Contagion:	
  The	
  process	
  by	
  which	
  a	
  vulnerable	
  
person	
  is	
  influenced	
  towards	
  suicidal	
  behavior	
  
through	
  the	
  knowledge	
  of	
  another	
  person’s	
  
suicidal	
  act	
  

•  Spreading	
  misinforma4on	
  
•  Missing	
  opportuni4es	
  to	
  share	
  resources	
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Recommenda2ons:	
  DO…	
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ü …Emphasize	
  help-­‐seeking	
  
ü …Provide	
  informa2on	
  on	
  finding	
  help	
  
ü …Emphasize	
  preven2on	
  	
  
ü …List	
  warning	
  signs	
  
ü …Seek	
  advice	
  and	
  quote	
  suicide	
  preven2on	
  
experts	
  

ü …Highlight	
  effec2ve	
  treatments	
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Recommenda2ons:	
  DON’T…	
  

•  …Glorify	
  or	
  roman2cize	
  suicide	
  
•  …Normalize	
  suicide	
  by	
  making	
  it	
  sound	
  
common	
  

•  …Use	
  sensa2onal	
  language	
  
•  …Oversimplify	
  the	
  causes	
  of	
  suicide	
  
•  …Provide	
  informa2on	
  about	
  the	
  suicide	
  
method	
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Some	
  real	
  headlines...	
  
What	
  are	
  the	
  implica2ons?	
  

“Cyberbullied	
  teen	
  commits	
  suicide”	
  	
  
	
   	
   	
   	
   	
   	
  New	
  York	
  Daily	
  News,	
  Oct.	
  12,	
  2012	
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“Do	
  Rich	
  Neighbors	
  Cause	
  Suicide?”	
  	
  
	
   	
   	
   	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  US	
  News	
  and	
  World	
  Report,	
  Oct.	
  23,	
  2012	
  

“The	
  US	
  Army	
  Can’t	
  Stop	
  Soldiers	
  
From	
  Killing	
  Themselves”	
  	
  

	
   	
   	
   	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  The	
  Atlan2c,	
  Oct.	
  12,	
  2012	
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A	
  Good	
  Example!	
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How	
  is	
  California	
  media	
  doing?	
  

•  We	
  analyzed	
  over	
  200	
  California-­‐based	
  
ar2cles	
  and	
  TV	
  broadcasts	
  on	
  suicide	
  and	
  
suicide	
  preven2on	
  between	
  July	
  and	
  
December	
  2011	
  

	
  
	
  
	
  
*Media	
  adherence	
  analysis	
  report	
  is	
  available	
  on	
  Your	
  Voice	
  Counts	
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What	
  we	
  found…	
  
•  Doing	
  well	
  in:	
  

Ø 	
  Using	
  non-­‐sensa2onal	
  language	
  
•  Could	
  improve	
  in:	
  

Ø Addressing	
  warning	
  signs	
  &	
  risk	
  factors	
  
Ø Avoiding	
  focus	
  on	
  a	
  single	
  event	
  	
  or	
  “cause”	
  
Ø Avoiding	
  descrip2ons	
  of	
  method	
  and	
  details	
  

•  Lots	
  of	
  room	
  for	
  improvement	
  in:	
  
Ø 	
  Providing	
  resources	
  
Ø Quo2ng	
  suicide	
  preven2on	
  experts	
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What	
  can	
  you	
  do	
  to	
  increase	
  media	
  adherence	
  

to	
  the	
  Recommenda2ons	
  and	
  support	
  
responsible	
  repor2ng	
  on	
  suicide	
  and	
  suicide	
  

preven2on?	
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Step	
  1:	
  
Customize	
  with	
  local	
  resources	
  

Recommenda2ons	
  already	
  
comes	
  with	
  informa2on	
  for	
  

the	
  Na4onal	
  Suicide	
  
Preven4on	
  Lifeline	
  

Coun2es	
  can	
  include	
  their	
  own	
  
informa2on,	
  such	
  as	
  a	
  local	
  crisis	
  hotline	
  or	
  

another	
  local	
  resource	
  

Call 1-415-781-0500 anytime to speak to 
a crisis counselor at San Francisco Suicide 
Prevention. 
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Step	
  2:	
  	
  
Distribute	
  broadly	
  

The	
  Know	
  the	
  Signs	
  
Campaign	
  will	
  
distribute	
  copies	
  
throughout	
  the	
  state	
  

You	
  can	
  distribute	
  
copies	
  to	
  your	
  local	
  
media	
  outlets	
  and	
  
encourage	
  its	
  use	
  

30	
  



K n o w  t h e  S i g n s  > >  F i n d  t h e  W o r d s  > >  R e a c h  O u t  

Step	
  3:	
  
Follow	
  up	
  with	
  media	
  outlets	
  

•  Are	
  the	
  Recommenda2ons	
  useful	
  for	
  the	
  
media?	
  

•  Do	
  they	
  require	
  clarifica2on?	
  
•  Remember	
  to	
  praise	
  when	
  media	
  adhere	
  to	
  
the	
  Recommenda2ons!	
  

•  Be	
  mindful	
  of	
  over-­‐cri4cizing	
  –	
  fostering	
  
partnerships	
  and	
  support	
  systems	
  for	
  the	
  
media	
  is	
  key.	
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Conduc2ng	
  Outreach	
  to	
  News	
  
Media	
  

•  HOW?	
  Pro-­‐ac2ve	
  or	
  re-­‐ac2ve?	
  
•  HOW?	
  Press	
  release	
  or	
  media	
  advisory	
  
• WHO?	
  Are	
  there	
  restric2ons	
  in	
  your	
  
agency	
  on	
  who	
  can	
  contact	
  the	
  press?	
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Three	
  important	
  2ps	
  

1)  Think	
  like	
  a	
  journalist.	
  Who	
  will	
  be	
  
interested	
  in	
  this	
  story?	
  Why	
  will	
  they	
  
read	
  or	
  watch	
  it?	
  

2) Be	
  available	
  to	
  help	
  meet	
  deadlines.	
  	
  
3)  Thank	
  them	
  when	
  they	
  get	
  it	
  right.	
  Or	
  

even	
  close.	
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Applying	
  the	
  Campaign	
  Locally	
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Ques2ons	
  &	
  
Discussion	
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If	
  you	
  have	
  a	
  ques2on,	
  
please	
  type	
  it	
  into	
  the	
  
“Ques2ons”	
  box	
  or	
  “raise	
  
your	
  hand”	
  by	
  clicking	
  the	
  
hand	
  logo	
  on	
  your	
  control	
  
panel	
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Thank	
  you!	
  

Anara	
  Guard	
  
aguard@edc.org	
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Sandra	
  Black	
  
sblack@edc.org	
  

Theresa	
  Ly	
  	
  
tly@edc.org	
  

Sherry	
  LeCocq	
  
sherry@adease.com	
  

Please	
  fill	
  out	
  the	
  
Evalua2on!	
  

Webinar	
  will	
  be	
  archived	
  on	
  
www.yourvoicecounts.org	
  


