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Thank you for enrolling in our Intensive Media Training 
Day!

We want to make sure you can take the skills you learn 
today and apply them! Regular practising is essential 
to exercise the skills you have learned and to continue 
growing your confidence speaking on various media 
platforms.

Armed with an extensive understanding of non-verbal 
communication, and how to craft exceptional speaker 
content, all that is left is to showcase your skills to clients 
or your colleagues.  

Mentored Media have prepared and verified digital 
credentials that you can showcase on your LinkedIn, email 
signature and various digital platforms. This is a verified 
acknowledgement of the professional experience you will 
have undertaken throughout this course.

We look forward to following you up with how to apply this 
accreditation to your LinkedIn profile and showcase your 
newly earned skills and knowledge.
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WHAT DO I MEAN BY INTIMACY?

Credibility

Brand awareness 

Show reliability

To inspire action

Share wisdom 

Credibility is about trusting what a person says because they have expertise, 
professionalism and a track record of telling the truth. They know what they’re 
talking about.

TRUST  (CREDIBILITY + RELIABILITY + INTIMACY) 

SELF-INTEREST=

WHY WOULD 
SOMEONE WANT MEDIA 
ATTENTION?

Educate

Countering half  
truths and lies 

Recruit

SESSION 1

Intimacy is about trusting someone to 
care about your emotions and desires. 
Self-interest, however, erodes trust. 

A self-interested person only seeks to 
make themselves look good. They see 
the people they work with as merely 
a way to get ahead; like pawns in a 
chess match. 

Thus, if you want to build trust as a 
leader, you have to act in a way that 
triggers stories of credibility, reliability 
and intimacy, not of self-interest.
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KEY 
TAKEAWAYS

When you’re in the media, remember that 
they are using you. They are using you 
for short snippets, and highlights. You’re 
just another segment of their program. 

They need content, they need a story. 

They will have an angle – maybe it’s to 
create controversy, to use your views 
against an opposing one, to answer 

questions about topics you wouldn’t 
speak about. 

What you need to do is ensure you 
understand this and that you give the 
message you want to get across.

Here’s what to expect when you are 

involved with media:

TABLE A TABLE B

WHO’S 
USING WHO?

RADIO 
NEWS

RADIO 
TALKBACK

TELEVISION

PRINT

PODCAST

There are generally two types of radio: news and radio talkback.

Radio news needs short answers, if it's in the bulletin it’s likely that only one sentence 
will be used. No longer than 20 seconds. You are there to be credible and to show their 
audience that they have researched.

They work under hourly deadlines. They need GRABS for the edit suite. 

The key is to give them something usable. Soundbites are key! Frame what you say 
around the soundbite you want them to take out.

Examples: ABC news

They entertain, like a podcast. This will have colourful stories and facts and it will be 
largely unstructured. They will have a cheat/brief sheet of questions but they won’t 
necessarily stick to it. 

Direct the talking point if you need to!

The key is to leave ‘crumbs’ for the host to follow, working towards a message you want 
to get across. You want to be the one in control, bringing the conversation to a talking 
point you feel comfortable with.

High energy and fast! Hosts will sometimes deviate from the brief or questions. These 
segments are 3-4 minutes max. They have an agenda and will give you a structured brief 
in advance. The Producer will contact you most likely the day before to clarify the details. 
They will have an agenda and so should you! 

Examples – The Project, Daily Edition, The Morning Show, Sky News

Magazines, newspapers and various prints want more of a personal angle. This is often a 
phone call with a journalist or an email Q&A. They will take quotes and reframe it for their 
content. Understand what article and topic they want to cover and think about how they 
will frame your contribution. 

Podcasts are essentially long interviews. They start off as conversations and delve into 
various topics. It will vary from 20 minutes to over an hour depending on the show and 
the rough structure that the podcast follows. Listening to previous episodes will give 
you an idea of what to expect. They share highlights to entice people, so make sure your 
stories are compelling and are worth clicking on. 

• They need soundbites

• You need to know where you want to take the interview, so have stories, facts 
and statements up your sleeve.

• You need to pre-empt what angle they might want to go down. Why have they 
invited you? What do they want their audience to get out of this?

• What message do you want the audience to take away from the segment?

• What impression do you want to leave your audience with?

Get out of your head that you’re getting interviewed by someone!

DIFFERENT TYPES OF MEDIA:
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Your voice needs to represent your 
business, and should align with 
everyone else who also speaks on 
behalf of your brand. Your brand is 
static, you and the people that work 
for your company are the business’ 
voice. You build what others think 
about your brand; through language, 
simplicity and messaging.

TONE - The angle at which you are 
projecting your message.  
SPEED - How fast you are speaking, 
how many words per minute? 
MODULATION - How you control 
everything about your speech when 
you remove the actual meaning of the 
words.  

Perfect your content, and then you 
can perfect your delivery. Your goal 
is to make your presence memorable. 
When you are delivering a short 
segment, pay close attention to your 
voice and body language! These are 
the key elements of effective personal 
communication, a model created 
by Albert Mehrabian, a professor 
of psychology at the University of 
California, Los Angeles.

Non-verbal cues complement your 
spoken words. 

  7% spoken words

  38% voice

  55% body language

ELEMENTS OF PERSONAL 
COMMUNICATION

EVERY BUSINESS STORYTELLER NEEDS THE 
SKILLS AND KNOWLEDGE TO:

1.  Discover stories to tell

2.  Remember the stories for quick retrieval

3.  Share the stories in the most effective way

4.  Refresh the stories when they become stale or lose relevance

Every business 
storyteller needs 
the skills and 
knowledge to 
communicate their 
offerings.

Media should be mutually beneficial for both the host and guest. As a guest, 
understand and prepare for the several directions they will want the segment to flow 
into. Prepare the stories you want to tell.

“As business owners, we get caught up in our day to day stuff and in 
the grind of what we’re doing. We make a whole lot of presumptions 
about what our customers think. Really what we’ve got to do is step 
outside our shop, step outside our own life, go and have a look at 
what’s going on yourself. Work out what it is that I would actually 
want to know if I was a customer of mine.” 
- MARK BOURIS

REFRESH REMEMBER

DISCOVER

SHARE

7%

This is the message 
you are getting across; 
the cargo on your ship

SPOKEN  
WORDS

38%

Tone, speed and 
modulation

VOICE

55%

BODY 
LANGUAGE

Your face, your 
posture and hands

THE 7-38-55% RULE



10 11MENTORED MEDIA   
MEDIA TRAINING

MENTORED MEDIA   
MEDIA TRAINING

BRANDSTORY

A CHARACTER

HAS A 
PROBLEM

AND MEETS  
A GUIDE

WHO GIVES 
THEM A PLAN

AND CALLS 
THEM TO 
ACTION

THAT ENDS 
IN A SUCCESS

THAT HELPS 
THEM AVOID 
FAILURE
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Here are five types of stories that are useful for a leader to have 
ready to tell, and some story-eliciting questions to help you find them.

What’s one of the hardest choices you’ve ever had to make?

What 3 things have happened in your life that have shaped who you are today?

When have you put people before results?

When have you been surprised by what you truly care about?

How did it feel to solve this problem for someone?

FIVE TYPES  
OF STORIES

STORIES 
THAT SHOW 
YOUR 
CHARACTER

STORIES 
THAT SHOW 
YOU CARE

When has your purpose felt clear and strong?

Name 3 clients or examples of how your business has solved a problem in 
someone’s life. Think about the emotional, social, economical and health benefits it 
provided.

When have you said to yourself, ‘I’ll never do that again!’?

What is one of the most important lessons you have ever learned?

What inspires you to do the work you do?
Have you ever witnessed someone become inspired to turn their situation around?

STORIES 
ABOUT 
PURPOSE

STORIES 
ABOUT 
LESSONS

STORIES 
THAT 
INSPIRE

ONE:

THREE:

FOUR:

FIVE:

TWO:
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Not one of the 
three plumbers 
who they had 
hired had taken 
the time out of 
their day to look 
at the leak in 
their bathroom 
but our business 
cared, and went 
over to find a 
bigger problem. 
Jane and Adam 
were so thankful 
and that made 
me very proud.
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Our brains don't think chronologically; 
ideas fly at us seemingly at random and at 
the most awkward moments. It's useful 
to have a framework to house these 
memories. That way, when you are ready 
to speak and illustrate your experience 
and opinions, you will know how to use 
them. 

This chronological timeline is even more 
important if you are speaking in a limited 
scope of time, because it provides the 
audience with context and a big-picture 
overview.

1.  Give each vertical box a name. Your divisions could be by year, pain points from a 
memorable customer (their age, background), or profound problems that are highlighted 
by the solution you or your business gave.

2.  These are the stories that highlight various parts of your business or your own 
personal success stories with your clients. Think about how you made someone’s day or 
how you provided a solution to a customer. 

3.  Use this as a framework for your interviews, give them the story and bring the 
conversation to what you want your audience to get out of this conversation. Your point 
should be easy to understand.

Your timeline is a place to capture story ideas and memories as 
they come to you, so you can store them for later use.

TIMELINE

JUMP START YOUR TIMELINE IN TWENTY MINUTES.
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Do not give an answer from a technician’s point of view unless 
asked to. Know who you are wanting to talk to. Customers 
always want to know “what’s in it for me?” 

It needs to be simple, clear and understandable. You must keep 
the customer in mind. Kerry Packer always said “What is your 
product, how much is it, and where do people go to find it?” That 
still applies across all media today.

WHAT ARE YOUR KEY MESSAGES?

There’s no point in 
saying something if it’s 
forgettable.

People are inspired to act 
when they feel emotion.

In the complex environment 
of work, people need to 
be able to make sense of 
what’s going on and how 
they fit in.

How does your product/service work?

What makes your product/service different from others?

What is your business’ purpose?
(Who do you serve? What is the emotion you are selling?)

Where do people go to find it?
(Are you digital? Are you local? Are you an app? Are you accessible?)

30 SECOND  
ELEVATOR ANSWERS

ESSENTIAL QUESTIONS:

TIP

WHAT? WHY? WHO? WHERE? HOW?
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What does your business do? 
(What problem do you solve, what solution do you offer?)

Don’t tie the noose around your own neck.

GOOD ANSWERS 
AND STORIES ARE 
MEMORABLE

GOOD ANSWERS 
CONVEY EMOTION

GOOD ANSWERS  
ARE MEANINGFUL

Cover three areas: 
Emotional problem 
you’re solving, 
industry problem 
you’re solving, 
social problem 
you’re solving.
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Are you cheaper, faster, smarter, better, broader, kinder?  
One Thing — What makes you different?

What is the narrative surrounding your service/industry?

What is the current talk? Are people paying too much? Is a product/service too 
confusing? What are people/media complaining about/focusing on?

What are 3 pain points that customers experience in your industry?

List 3 common objections against your product/service and/or opinion?

What is your solution?  
What is it that you want to yell on the megaphone to the world?

Never answer the question that is asked. Answer the question you wish you were 
asked.” Begin to train yourself to speak only what you want others to hear. This way 
you’ll be shaping others’ perception of you — which is the essence of good media.

Time and time again, you see presenters or anchors suggesting a quote and the 
interviewee repeating it.

BECOME THE  
SOUNDBITE MASTER.

SOUNDBITES HAVE THREE BASIC 
CHARACTERISTICS: 

1. They’re short, anywhere from about seven to fifteen seconds long.

2. They use ordinary, easy to understand language.

3. Excellent soundbites add a third characteristic: They’re visual.  
       They help the audience see your point. Don’t just say “Five million  
       people fall into this category.” Say, “This affects five million people, five  
       million. That’s the population of Sydney.”

       It’s declarative, assertive, bold. 

Don’t let journalists write their own interview soundbites.
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BUILD A ROAD 
 
Can I just say this about 

That is true but can I also add

Interesting question, but the more important question that should be asked right now is 

The broader issue is this

What is it? What do I want  
it to be?

Define the gap
CURRENT  

SITUATION
IDEAL

SITUATION

Speeches that engage metaphors awaken the five senses making 
it easier to evoke emotions, empathy and agreement.

Think of a way to show you have what they want in a memorable 
phrase or simple sentence. Do their job for them and give them 
their headline.

Adelle Goldberg from Princeton University found that metaphors engage our conscious 
brains. Our unconscious brains are literal in understanding speech. However, speeches 
that engage metaphors awaken the five senses making it easier to evoke emotions, 
empathy and agreement.

USE 
METAPHORS

BRIDGING 
TECHNIQUE

ACKNOWLEDGE 
 
It’s interesting that you brought that up

Great question

That’s correct

DIVERGE 
 
Speak about your topic and take control of the conversation. Nail your message.

Acknowledge. Build A Road. Diverge.

Triples: 
“We help ordinary people 
get rich without working 
on Wall Street, inheriting 
wealth, or marrying a 
millionaire.”

Rhetorical Questions:  
“More than 500,000 
Australian’s lost their jobs 
last month. How many 
more families need to lose 
their economic lifeline 
before the government 
acts?”

Superlatives:  
“This is the biggest 
technological advance in  
50 years in the oil 
business.” 

Pop Culture:  
“There’s a greater 
likelihood that I’ll be asked 
by Madonna to go on tour 
as her bass player than 
I’ll be picked to be on the 
ticket.” – Former Gov. 
Mike Huckabee (R-AR), 
assessing his chances of 
becoming Mitt Romney’s 
vice-presidential running 
mate in 2012

Emotions:  
“As an Australian, I am 
absolutely horrified by 
what happened in my city 
last night.” 

Tweaked Clichés:  
“Money doesn’t grow on 
trees, but it does grow 
faster in credit unions 
without those greedy big-
bank fees.” 

Definitiveness or Power:  
“We are in this to win.”
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 SESSION 2

ELEMENTS OF  PERSONAL  
COMMUNICATION

“Talk low, talk slow and 
do not talk too much.” 
JOHN WAYNE

THE 7 - 38 - 55% RULE

7%

This is the message 
you are getting across; 
the cargo on your ship

SPOKEN  
WORDS

38%

Tone, speed and 
modulation

VOICE

55%

BODY 
LANGUAGE

Your face, your 
posture and hands
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NAME  NOTE REST  BEATS 1 4/4 MEASURE

WHOLE 4

HALF 2

QUARTER 1

EIGHTH ⅟2

SIXTEENTH ⅟₄

PITCH
   Pitch is the placement of voice on a musical scale, ranging from high to low

   Use higher pitch for excitement

   Use higher pitch if you’re asking a question

   Do not use a higher pitch to make a statement. When you misuse higher pitch, it  
   can make you look like you’re uncertain and seeking approval.

   Use lower pitch to add seriousness to the message.

   Finish your statements in a lower tone.

Pick a tempo that you can be the conductor of. There are various metronome apps that 
are free to download and can help you slow down your speech pace.

There is powerful science behind the notes and tempo in music. See below the nursery 
rhyme of “Baa baa black sheep”.

Speaking Fast: Shows that you’re 
passionate and urgent, it shows 
excitement, and emotion. It can be 
overwhelming and counterintuitive over an 
extended period of time. 

Speaking Slow: Emphasises importance, 
sadness, confusion, the seriousness of 
a point or the introduction of new ideas. 
The contrast helps the audience give you 
their full attention. However, it can bore the 
audience after some time. 

WHEN TO CHANGE YOUR SPEED

S L O W
Importance 
Sadness

Confusion

The introduction 
of new ideas

Indication of 
urgency

Excitement

Passion

Emotion

FAST

44

44

Baa baa black sheep, Have you an-y wool?

baa black sheep, Have  you    an-y   wool?

Yes  sir,  yes  sir,    three  bags full Baa

Yes        sir,  yes    sir, three     bags full

4/4 means there are 4 beats in each bar. Notice when you speak the words to the tempo 
it’s not all the same.

VOLUME
Volume – shout! Use a performance speech 
level when the context calls for it and 
whisper in context to your content.

Shouting shows excitement, seriousness, 
this is aligned with the content of your 
performance speech level. It is usually 
louder than your normal speaking level, in 
contrast whispering makes people lean in 
and it shows sensitivity.

PAUSE
The pause is very powerful. It audibly 
reveals a full stop in your speech, 
underlines emotional and key words, and 
creates drama and suspense.

LAND YOUR 
ENDINGS

I ’ M  R O N  B U R G U N D Y ?I ’ M  R O N  B U R G U N D Y ?

Questioning

Authoritative

TONE OF VOICE

The speed of your speech matters!

Finish your sentences intentionally
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The Power Box
 
Stay inside the box. Otherwise, you risk getting into “jazz hands” territory.

The problem with that? It’s distracting!

I’M CERTAIN

Anthropologist David 
Givens found that 
this gesture conveys 
assertiveness, both in 
humans and throughout 
the animal kingdom.

USE IT:  
When you know what 
you’re talking about and 
have a strong directive to 
give.

THIS IS THE TRUTH

WHY IT WORKS:  
The gesture embodies the 
abstract idea of wavering 
precision, grounding the 
message for the audience.

USE IT:  
When you want to make 
a precise point and show 
your strong stance on a 
topic.

FROM THE HEART

WHY IT WORKS: 
Researchers Paruchowski 
and Wojciske found that 
this gesture increases 
other’s perception of 
honesty and the honesty 
shown in one’s own 
behaviour.

USE IT:  
When you truly believe 
what you’re saying and you 
want to convey that you 
care about something.

FINGER COUNTING

WHY IT WORKS:  
The movement makes your 
points easier for listeners 
to remember and serves 
as a nonverbal anchor for 
your list.

USE IT:  
To help people follow along 
when you have several key 
points to highlight.

I’M BEING OPEN

Open palms are associated 
with truth and honesty, 
showing your audience you 
have nothing to hide.

USE IT:  
When you want to be 
transparent. By putting it 
out there, you welcome 
people in.

I HAVE A BIG IDEA

WHY IT WORKS:  
According to body 
language expert Dr. 
Carol Kinsey Goman, this 
conveys something grand 
and communicates your 
enthusiasm to others.

BODY LANGUAGE 6 HAND 
GESTURES 
THAT WILL 
MAKE YOU A 
PRO
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What are your main messages?  
(Problem you’re solving, the issue you want to focus on, the solution you have)

What angle could the journalist come at you from?  
(Be ready to have stories, facts or take control)
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 SESSION 3

REMEMBER

In this session, we are going to put our previous lessons into 
action with a professional journalist. They are going to give you 
some amazing tips, some insight into what their job is, and will also 
give you advice on your message.

PUTTING IT 
INTO ACTION
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Take control. Confirm —  Ask another question to change topic.

Great question, but can I just say this about

Interesting question, but the more important question that should be asked right now is

Soundbites; frame your message and the conversation with what you want to be 
soundbites. 

REMEMBER NOTES
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NOTES NOTES
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