
Head at the University of Nevada at Reno. As Dean, Dr. 
Thawley had a strong commitment to outreach at the 
College and saw the Leman Conference as a great oppor
tunity to help the swine industry. He encouraged faculty 
in their efforts to build a quality program each year and 
provided the staff to support a conference of this size. He 
will be remembered for his commitment to the growth 
and success of the Allen D. Leman Swine Conference. 

Regardless of all the efforts previously mentioned, you 
the individuals who attend the Leman Conference, are 
the most important reason for success. Without your pres
ence, there would be no need for this meeting. Your com
mitment to your education brings you here. You have chal
lenged yourself and others to be better. We want to meet 
that challenge. 

Thank you for attending the 1998 Allen D. Leman Swine 
Conference. Please feel free to suggest ideas to improve 
future conferences. 

- Charles H. Casey, DVM 
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Making the most of media contacts: Public 
presentations and public correspondence 
Marcia FIuer, MS 

Director of University Relations, University of Minnesota 

Introduction 
There is no magic bullet for successful communication. 
The fact is, speaking out in public is the #1 phobia in 
America, far outpacing fear of snakes, spiders, and high 
places. Oddly, the latter can kill you and it may be all 
right to be afraid within reason, but speaking out is only 
mildly dangerous. 

So why are so many of us afraid to speak, write, and con
vey our thoughts to others in a public forum? Because we 
think of consequences first: What if I say the wrong thing? 
What if I get my facts wrong? What if I am misquoted? 
What will my boss say? (This last one's easy. Just tell her 
what you're going to do before you do anything.) 

Below I have listed a few simple rules for clear commu
nication that can help allay those fears and make you a 
confident speaker, writer, or spokesperson for your pro
fession or organization. 

General communication 
guidelines 

• Get to the point. Think of a pyramid: State your main 
point, and build the base with supporting arguments 
or evidence. 

• You may have only one "point" or message you want 
to deliver, but you should never have more than three. 
Be selective. What do you want to convey? What do 
you want your audience to remember? These are your 
main messages, and if they are supported with good 
examples-preferably those drawn from real life
you will succeed. One expert I know and respect says 
that "For example" is the most powerful phrase in 
the English language. 

• If you have been asked to speak, if you decide to write 
an opinion piece for your local paper, if a letter to the 
editor seems in order, or if you agree to be interviewed 
for an article, you have been given a golden opportu
nity to get your message across. Embrace it. 

• Yo~ can control the outcome of you communications. 
even with reporters. It is a mistake to think a reporter 
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is (A) smarter than you are, (B) has an ulterior mo
tive, or C) cares. 

• Time is the key to control. Give yourself time to or
ganize your messages. You should decide in advance 
which key points you want your audience to remem
ber. You'll almost always have time to prepare an oral 
presentation; be sure to organize your ideas and run 
through your talk in advance, at least in your head. 
Thinking through whether you should respond to a 
negative or poorly written article with a letter to the 
editor also puts time on your side. If you are being 
interviewed for an article, come up with some ideas 
for a headline and suggest these. In the name of 
newsworthiness, the media can sometimes pressure 
people into speaking before they are ready. Don't give 
in; even in these situations, you can still be in control 
of time. 

• Reporters have a deadline that is usually not that 
instant. 

• It is okay to interview the interviewers; ask them 
what the story is about, who else they have spoken 
with, and what they need from you. 

• It is better-than-okay to take the information from 
them and promise to get back to them at a specified 
time, for a specified amount of time, and at a specified 
place. Remember, they need you for their story and 
you need them to take advantage of an opportunity to 
get your message out. It is quite a congenial exchange 
if you see it as an opportunity and not a threat. 

A few words about each kind of 
communication opportunity 

The media 
• Again, think of the opportunity! A reporter is not your 

audience, but rather a conduit to your real audience. 
Try to picture your real audience as your next-door 
neighbor or a relative who only slightly understands 
the issue; then you can more easily design your mes
sage in simple language, making sure you mention 
how they will benefit from your agenda. The key is 
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to kick-out all the professional jargon, make the in
formation simple, and stick to your main point. 

• Anticipate the questions, both the ones the reporter 
shared with you when you interviewed himlher, and 
the nasty or complicated ones you know are coming. 
Write out the questions and answers, and practice 
answering them in terms of your messages. You can't 
be quoted out of context unless you give too much 
context. 

• Don't be afraid to say "I don't know. 1 will try to find 
out and get back to you." 

• Don't go "off the record." There is no such thing. 

• Don't speculate. "What if' questions are traps. The 
best answer to these is "I don't know" or "I don't 
anticipate that happening" or some version that keeps 
you out of the trap. 

• Ask the reporter to call you if there are any questions 
while the story is being written. Give your number. 
Ask for his or her number in case you think of any
thing else that might help. 

Public appearances, speeches, and testimony 
• Decide what message you want to convey. Think in 

terms of headlines. If the audience were headline 
writers, what would you want the headline to be after 
they heard you? 

• Get to the point. Tell them what you're going to tell 
them; tell them; tell them that you told them. 

• Keep the language simple and the examples germane 
to the audience and the topic. 

• Audiences differ as to age, education, and expecta
tions. Ask the event coordinator to describe the audi
ence to you. When you speak, keep the audience's 
background knowledge and concerns in mind. 

• Practice. Enough said. 

Letters to the editor 
• Ask yourself, does the newspaper and its readership 

really need a response? You must do a cost-benefit 
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analysis. Are you clarifying the issue or just keeping 
an unpleasant argument going? 

• Unless you absolutely have to, do not write a letter to 
the editor to answer another letter to the editor. That 
keeps an argument going and opens an opportunity 
for the other side to speak-again. 

• Ask disinterested parties what they thought of the 
article or headline. (Remember that reporters don't 
write headlines in most cases.) You may feel insulted 
or injured or believe the article gave an entirely wrong 
impression of the issue. Your chosen critic may won
der what you are so angry or worried about. 

• If there are factual errors, call the reporter to clarify 
what went wrong. Reporters want to get it right. You 
may get a correction. Or, at the very least, the re
porter will make shadow changes in the computer
ized copy so that mistake doesn't live into perpetuity 
in subsequent stories. 

• If the reporter is unresponsive, call the editor. Edi
tors don't like mistakes either, but make sure it is a 
mistake and not just a matter of you not liking what 
was printed. Again, check with an honest and impar
tial friend. 

Conclusion 
Take control. There are dozens of books on effective pub
lic speaking and making media contacts work to your 
advantage. Check out your local library, read, and apply 
what you learn. If you have other questions, or wish the 
names of contacts for presentation or media training for 
you or your group, contact me at (612) 624-9385 or 
mftuer@mailbox.mail.umn.edu. 
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