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Where Americans Get Their News
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MUCH HAS CHANGED

y 3 of 5 social media users share
without reading
5 No critical thinking or understanding

More likely to believe a friend, than
fact

News stories unfold without your
input

& Fried Rat Syndrome




FRIED RAT SYNDROME

Facebook Post
Reddit goes viral
130,000 shares
Millions view
Reuters story
Snap judgments
Not true



WHAT REPORTERS WANT

Facts
Data
Information

Clear
Concise
Conversational

Relevance

From You



SIT IN THEIR

SEATS

About Them
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PLAN IN ADVANCE




DON'T BURY THE LEAD







Messages are
not

Marketing Statements
Mission Statements

We have the greatest
employees

We work closely with our
customers



_ * Aboutyour listener

* Nothing more important than
the safety of our food supply

* We can do so much more to
Messages are protect the food our children
and their children eat for
generations to come. For
example---




OPEN: Change the
way we approach
food to create safer
healthier world | Facts
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Change habits

L Safer

Plant based Healthier
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F-E-A-S-T

Facts Examples

Third

Analogles Stories Party




Bridge to Message

nfact

Wsimportanttounderstand
Whatyoumight find interesting
That is a common misperception so let me clarify
First, let me say
Let me also point out
In reality
What we do know is
I’m not going to speculate; what | can tell you

You might think that—in my experience



(SEel el
a’ BB D .
IELLOME SRl —




Malke Me Care Meter






Telling a story

Research shows people are more likely connect to your
message after hearing a story
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Personal Credibility Reaction

50% 15-20%
Honesty

Empathy
/

15-20%
Commitment

People don’t care
how much you know
until they know
how much you care!



