
Event ID: 2742707 

Event Started: 11/10/2015 3:24:16 PM ET 

 

 

Please stand by for realtime captions.  

 

My name is Katie I will be your operator for today's call. At this time all participants are in a listen only 

mode, and later we will conduct a question and answer session. Is not this conference is being recorded. 

I would now like to turn the call over to David carts.  

 

Good afternoon, everyone thanks for joining us asked for the communication advocacy webinar I am 

David the communication specialist and I will be the moderator today. Uggla this webinar is to outline 

some communication principles and strategies you can use to support your P&A advocacy work. We try 

to design this presentation so what you learned today can be applied to any work you are engaged in, 

not just prison advocacy but throughout the presentation will be using the AVID prison project to 

illustrate our point. AVID or amplifying voices for inmates with disabilities, is a project started by 

disability rights Washington, who have for many years investigated the conditions of correctional 

settings across Washington. In recognition of the need for more targeted advocacy, TRW credit the AVID 

project the purpose of which is to listen to the needs of people with disabilities in prison and those in 

society to ensure their voices are heard and rights are protected. It is a collaborative effort that includes 

NDRN and the puny's in Arizona, Colorado, New York and South Carolina. Two of the primary goals of 

the project are to create a model communication strategy for release of national reports and to build [ 

Indiscernible--static ] effective that ago -- video advocacy two of the things will be talking about today in 

addition to the broader communication strategies before we start I just want to mention two logistical 

items. As the operator said we will have questions, a question-and-answer period at the end of the 

presentation but feel free to enter any questions you might have during the presentation in the chat box 

in the lower right corner. I will do my best to relay them to the speakers. Seconds, we are second, we 

are going to try to show you two videos during the webinar, something we have never done before 

using this platform so hopefully it will work out okay. But, there is always a risk of technical problems 

when trying something new, please be patient with us. And just as a warning, the sound for the videos 

should come through your computer speakers so you may want to adjust the volume now to avoid 

blasting your self out in case your speakers are turned up only had. The videos are captioned, so you 

also the option of turning your speakers off. If there are any problems with the videos and you can't 

hear them or see them, we did include a link in the e-mail notification you received today and of course 

the webinar will be archived so you will be able to view them later. With that I will turn it over to ours 

first speaker, Stephanie Patrick, Director of Policy and Planning at the Louisiana P&A. Stephanie?  

 

Thank you, David, hi, everyone. We are so glad to have you. As David mentioned, we're going to start up 

with the video what we want to do is show you how different it can be for prisoners to be depicted in 

media. National sometimes in media, prisoners are shown as worthy, looking for redemption, ready to 



change their ways, sometimes they are shown as people who are evil who are never going to be 

rehabilitated so how people are per trade in media regardless of the crime makes a difference in how 

the public perceives them. Tina, if you want to get the first video started the member turn your speakers 

up for this.  

 

[ Pre-captioned Video Presentation ]  

 

Animal and human? -- can everyone hear me.  

 

The video is rendering.  

 

It look like our experiment didn't work out we want to go over the presentation and hope it works for 

the next video.  

 

That sounds good everyone can definitely check out the video. What you would have seen had our 

technology worked better for us is some different depictions of prisoners throughout the media. You all 

remember movies like the Green mile and Shawshank Redemption, if you experience them like I did you 

remember thinking so much sympathy for the person I can't believe they are in prison but you also if 

you watch the news, you watch locked up or some of those shows that show prisoners that are really 

not portrayed in a sympathetic light at all. I wanted to share the message, hopefully you will get it if you 

have two minutes to check the video after the presentation is over. Media and video is a powerful way 

to reach out to people. You can connect to people individually and also by the thousands and millions. 

That is why this is such an important tool as you're trying to get our message across. Why media 

advocacy? First, it really gives you the opportunity to connect to people to tell your story the way you 

want to told. When you do media advocacy if you are writing the press releases, putting together the 

video, you have the power to shape stories and tell people the way you want. If you are reacting, not 

planning for media you can easily get caught in a trap of having to react to negative for trails of your 

clients are people with disabilities, reacting to reporters and other peoples interpretation or as you 

don't have the opportunity to control how you want to be. Media is a wonderful tool to raise awareness 

of these issues. Many people in the general community don't realize how much disability impacts 70 

people. I've talked to many a person who is like I don't really have any connections to people with 

disabilities but as we have the conversation they are like oh I do have a cousin who has autism I didn't 

realize you were talking about that too. Some media, as you use media you can raise awareness of these 

issues and make connections they may not know they have.  

 

Media also offers you the opportunity to connect to decision-makers to can change the situation. We 

did a report a few years ago released during a legislative session and let me tell you that having the 

press asked legislatures -- legislators about the report got their attention all who had not read it said 



they are going to check it out, investigate. Having the media be part of that release is critical in getting 

message to the people who can make the difference to legislators actually funding the facility. You also 

have the opportunity to connect to people. Everybody here works for P&A you know how important it is 

you have donors, supporters willing to volunteer and help support the work we do. It is critical to 

connect people. We have one of our board members who saw a story about it report we released and 

she reached out to us and said I think this is critical, so important, how can I help. Media really helps you 

connect to people. Media will also help you build coalitions. When you are mentioned in the media it 

gives you credibility so when you are asking people to help support your work to join with you to make a 

difference for people with disabilities, having you mentioned in the media is another way that you can 

let someone know they are worthwhile of your time and attention. Helps you connect to people who 

might not know you otherwise. We are using the prison advocacy as an opportunity to connect two 

groups into prison advocacy work who maybe had a thought about it they would think disability issues 

are such a critical part of this work that they are working on solitary confinement, thinking about it not 

as a disability issue but as a condition issue. If you connect with people in the media it will give you 

another way to reach out and build coalitions. The last thing I want to mention the protection and 

advocacy system started after a media uproar. We can't always expect that kind of result from our work 

but it was definitely critical getting the word out about the conditions at Willowbrook. There is always 

the possibility to do that again. Now we are going to talk a little bit about communication planning for 

attorneys and advocates. The first one to remember is how important it is to involve the communication 

staff early in the process. Earlier the communication staff is involved the early they can help to give you 

input to make sure the litigation strategy is even better. Communication staff often offer a different 

perspective you really should be considering. They are much more likely to give you the reaction of the 

general public. They are much more able to give you the perspective of someone who is not so deeply 

involved in the issue, not an expert. Really critical and you are thinking about how you are going to play 

this out for a larger group. Particularly important when doing prisoner work. Really important, critical 

you framed the story correctly and you pick up the most compelling messages communication staff can 

help you do that. They can help you find the stories that will really draw people in I'm not sure like me 

you read a lot of reports about different issues but I can tell you that many times when I am reading a 

report, especially if it is really long, skimming over for pictures and sidebars to hear the stories and that 

is the part that I read first. This is really important, this is compelling, I need to spend the time to read 

the more dense, substantive information that is in there . Media is really a tool. Being able to have a lot 

of tool in our arsenal to be able to promote the rights of people with disabilities just like you think about 

legislative advocacy you think about medication, and about committee work media can be just as 

important a tool for you to use. It is also really important you allow time for production. It takes time to 

get videos produced. It takes time to press -- to press releases. Really important that you are thinking 

about that is you, but your strategy you might want to consult with the communication staff to say what 

is the best day to do a press release. You will probably hear that Friday afternoon is the worst time.  

 

You have the time to have the conversation you can really pick the best time to make sure you get the 

coverage for what you want to have. We are right here in Louisiana in the midst of a major editorial 

election. A bad time to do media another substantive things because the press is distracted. All they 

want to talk about is who is going to be our next governor. Communication staff can often give you 

insights went to is the best time to do things. They can also help you to prepare. So we talked about 



earlier you can really shaker story to make sure that the media the tracings as we want them to and you 

can get ahead of the story so you are ready no matter what happens. As you know, media is often 

unpredictable. As much as we would like to write some of the stories for the reporters we don't have 

the ability to do that. We need to think about the negatives and positives of any media release we do 

and think through that in advance so we are ready to react. We just wanted to go over a few chips for 

communication planning for communication staff. The first one is to manage expectations. As a 

communications expert I was talking to you last week it is so critical to let the staff know that not every 

video is going to go viral but not every press release is going to lead to a major investigative story. 

Sometimes it is hard to predict.  

 

We had a major lawsuit about Medicaid that impacted almost every single person on Medicaid in 

Louisiana. I will tell you it got maybe one short story on the second page of the newspaper. Then we had 

a lawsuit about physical accessibility at a local pizza plate -- plates in Lafayette that was covered by 

every media outlet in Lafayette covered by New Orleans, Baton Rouge, I Go Fund Me to make the 

renovations to the pizza place so he could stay open. Everybody calling. It is sometimes hard to know 

the communication staff are critical to manage next dictations -- expectations. Also important to make 

sure advocates and attorneys know it is important to do preparation for coverage even if you don't want 

it. You may have someone who is involved in medication who doesn't want to be mentioned in the 

media but it is important you have a conversation. If you are filing a federal lawsuit, here in Louisiana 

there are reporters who monitor federal lawsuits that are filed.  

 

Sometimes they write stories whether we do a press release or not. It is important to be prepared. Also 

important to make sure you know the other side is going to say something. You want to make sure if you 

have a strategy for addressing the comments from the other side of the litigation you do. The next thing 

that is critical is to make sure your staff knows your media plan. It is really important that everybody is 

on the same page. Is important that everybody knows exactly what procedures you use, he was 

authorized.  

 

Reporters, important to know if there is someone who is a gatekeeper that they are ready to do that 

and they have the plan to facilitate comments from staff if that is what is required. Is important that you 

have a discussion with the person whose number is going to be on the press release to say we are 

releasing this at 10:00 Wednesday morning you have to make sure you are at least keeping an eye on 

your voicemail and e-mail to make sure if you get a call from a reporter you can respond.  

 

I think if that is something you're interested in and year and Darren has some sample media plans. You 

may want to check with David afterwards to see about that. The last thing that is critical for 

communication staff is to help attorneys and advocates incorporate media throughout the process. Not 

only a media opportunity when you release a major report for file major litigation; there is often several 

opportunities. If you have a settlement you can do a press release, if you're going to court you may want 

to contact some of the reporters who covered your issues because it is not uncommon for them to be in 



the courtroom. They know who to get in touch with if they decide to file a story about the actual hearing 

in court. It is also important to think outside the box when thinking about how to incorporate it. We will 

talk later about the importance of social media. And New Orleans at least there's a number of media 

outlets not traditional media. Not paper or newspaper, they are website and the major goal is to do 

investigative reporting. They put their stories out for anyone. Often you can reach out to them and have 

a wide reach. They may be more interested in covering an issue they are committed to doing a lot of in 

depth reporting on issues.  

 

The last thing I will talk about is the importance of media planning. As we talked about earlier, it's 

important you schedule activities to maximize impact. Look at media possibilities throughout the life of 

a lawsuit, throughout her reports, that you consider if you issue a report and good things happen you 

may want to actually schedule another press release or do a follow-up report to give them credit. It's 

always nice whatever you are fighting with a state or perish or city and they make a change and they 

actually take the time to say you made a difference things are now better for people with disabilities. 

Maybe they are not perfect they be not 100% satisfied definitely watching you so but at least you have 

made significant changes to make it better. We had a lawsuit the had to do with polling place 

accessibility. Which is when a dozen surveys of the last election. There are a lot of good changes. 

Everything is not done, but the parish involved has made significant strides in making a lot of places in 

the parish more accessible to people with disabilities. Think about that and how you can incorporate 

media throughout the life of your work and the life of the system project.  

 

Is important also to make sure you can preempt opponents argument, then get in front of the story. Is 

harder to react to negative, then it is to just put your site out there first. You are much more in control 

of the argument and in control of the store if you are the first to speak than the person you are in 

litigation against has to defend themselves. Is a much more powerful position than whenever you are 

trying to react of course very thing you do you want to make sure media is actually going to benefit your 

client and your case. And maybe sometimes it is not appropriate and you want to think about that too. 

You want to be strategic in how you are making these decisions. It is also really important to think about 

planning whenever you are you're thinking about how you are going to do this. You may want to think 

about some kind of exclusive. Sometimes if you give a reporter or media outlet an exclusive on a story 

you can get better coverage. You actually can get them to agree to talk to you more extensively. Give 

them a heads up, they can do more research and you might get a better story at the end. But you may 

also listen coverage from other media outlets because they felt like this is [ Indiscernible ] story. That 

you want to think through that. You also want to think about press releases. Press releases are critical. I 

can tell you here in Louisiana we have a lot of small media market. Weekly newspapers, things of that. 

Honestly I found many times if you send them a press release written about a new story to be written 

they will pretty much copy and paste it and run it in their paper Chis grades. You are telling your point of 

view, getting your story out there, getting the word out on your issue so you want to think about using 

that because a lot of people in Louisiana, a lot of people read smaller, weekly papers.  

 



The last thing to remember you can also use the media to build allies. Think about when developing 

media work, gathering support from community leaders. Will they be willing to stand up with you to talk 

about how important this is. With a be willing to share your message to help get the word out to share 

on social media. This will help you with your actual case or report or whatever you are working on and 

can also be really critical as you are planning for the future because you want to be able to work with 

these groups as your advocacy continues. Our next speaker is going to be Maggie Knowles, and she is 

the advocate at protection and advocacy for people with disabilities, which is the South Carolina P&A.  

 

Thank you, Stephanie. IConnect media planning for prisoner issues? Some of the same issues Stephanie 

brought up a particular ones we want to talk about the first one is how important it is to frame your 

story when working on issues. The local media likes sensational stories like Hollywood does. Often they 

like to pick up on it shows like oranges the new black, things like that. They are going to tell the story the 

way they want unless you get ahead of them. It is actual -- extra important to frame the story, get all the 

angles of the story first and make sure you know which angle you want story to be.  

 

Can I interrupt for just a second? Could you speak a little louder? Or move closer to your speaker? Folks 

are having trouble hearing. Thank you.  

 

Is this better?  

 

Yes. That is better.  

 

Good, sorry. The second one is the power to prioritize the issue you want instead of crime. Local media 

often with a prison issue, are going to want to focus on what did this person do to get there in the first 

place. That is the opposite of what we want them to be focusing on. It's important when you are framing 

the story to think about those issues and how to get ahead of that and make sure that is not what the 

story ends up being. And then most importantly we have access to stories other people can't tell. That is 

a great reason why you should be planning ahead. We can share real stories with real people. As we will 

talk about in the next one, those real people have a face, emotions and it helps tell your story when you 

can do that. Let's talk about why use video advocacy. A number of P&As use video advocacy. They are 

having really great feedback from that. Video advocacy can give us a lot of key things other forms of 

media outlets can give us. One of the first ones is tell the story. When you're watching a video you 

immediately see movement that grabs your attention, since you into the video and you hear a voice. 

The Voice gives everything we need. A real person, not just something that you are reading in a report it 

is not data anymore. This is an actual person problem happen to this is somebody that people they want 

to help. We also want to have the power to reach people. Marketing research, there is tons these days. 

One thing they all agree on is video is the way to go if you want to reach people. We all know the old 

saying that a picture is worth a thousand words. These marketing researchers have shown that one 

minute video today on the mark -- on the Internet is worth 1.8 million words. Anymore than any 



research report or brief you can put together. We also know today YouTube is the number two search 

engine. That is how frequently people are going to see a video for their news rather than anything 

written.  

 

The average Internet user surprisingly watches over 32 videos a month. A lot of YouTube. It also gives 

you the power to move or persuade somebody. If you want to persuade people you need to move them 

and the site and voice of those videos captures them, they are hooked on your story they want to make 

a difference with the story and the emotions are going to be contagious, really help persuade the 

watcher that indeed this is the point of view they can have. And lastly one of the most important things 

about video advocacy is the power to get people to ask. Think about it number of video campaigns out 

there like the ice bucket campaign to get people to do something. 46% of Internet users will actually 

take some sort of action after watching a video. One of the most important things if you are getting this 

for your advocacy work, make sure you and with some sort of ask. That can be very simple from like our 

Facebook page, show the video to your friends or sign a petition. Something that moves them along and 

makes them buy into the story even a little bit more. The next thing we are going to try to show is that 

amplifying the voices of inmates with disabilities trailer. An introduction video for the project. While you 

were watching this think about some of the things Stephanie and I have already discussed. Look at what 

kind of story they are wanting us to focus on, how do they help us relate to the story. Today grab your 

emotions are they asking you to do anything for you do you feel the need to do anything by the time 

you are done watching the video. We will try to play.  

 

[ Silence - Captioner standing by ]  

 

So glad that play. Our next speaker is Andrea Kavic from disability rights Washington.  

 

We are not able to hear you are you still needed?  

 

Can you hear me now?  

 

Yes. Thank you. So in the video we just watched Rachel and Anna from Disability Rights Washington 

working on our prison project they did a webinar on legal advocacy and they actually did that by video. I 

put a link in the chat box to their playlist in case you want to watch their videos on legal advocacy for 

prisons -- prisoners with disabilities. I wanted to talk to you about how we got here. A Disability Rights 

Washington we wanted to do two reports. One on accommodations in prison and one on segregation in 

prison. We worked in the past with [ Indiscernible ] to release reports and that was very effective. We 

were able to leverage local and national advocacy and media to accompany those reports. We wanted 

to do that again but we also know there are other P&As out there working on same issues we are. We 

were thinking how can we leverage our advocacy and if we release the reports and there are other 



P&A's out there doing the same thing maybe we can coordinate communication efforts. That would be a 

lot of fun and maximize our advocacy around media. We knew if we were going to take this on we 

would have a couple of really big hurdles and we know that not everybody looks upon prisoners 

favorably. Stephanie talked about that a little bit when we tried to watch the first video. At Disability 

Rights Washington we had similar experiences in the past. One example there were several patients 

who were not guilty by reason of insanity who were out on a day program in the community. One of the 

individuals walked away because he wanted to go home. Our media picked it up as a psycho killer on the 

loose, which was grievously overblown but we know that is how media sensationalize his things. We 

knew if we were going to do any kind of media around prisoners that we would really have to think 

through what the messaging looks I can kind of get a handle on that before we put anything out there. 

So we worked on messaging with other P&A. But we did is we pulled together several P&A who were 

doing the same work, advocacy around prison issues. We met and walked through what a collaborative 

communication plan might look like.  

 

We talked about what it might look like to coordinate nationally and the advantages. We talked about 

building national momentum, learning how to coordinate between P&A is along with NDRN and how to 

balance local and national media. The take away was we wanted something to be replicable and 

something that was easy. Whatever we did we wanted to acknowledge everyone, we know peonies 

worked very hard and staff usually have many roles often overwhelmed. We wanted to create some sort 

of top form that we could share that would leverage advocacy and acknowledge the work that was done 

in other peonies, something for them to slip into what they were already doing. So we talked about 

what a communication plan might look like. That objective as I mentioned was really to leverage our 

advocacy to share media messaging and to coordinate that at a local and national level. And we talked 

about what that might look like.  

 

These -- this communication plan is really the nuts and bolts of any communication plan. As David 

mentioned earlier. This was what you would walk through but we happen to do it in relation to prison 

advocacy. When you start a communication plan you want to think about what your primary advocacy 

objective would be. For us we got quite a bit around what some of the biggest prison issues are and we 

knew from the calls we were getting that accommodation in segregation were some of the biggest 

issues. That was the focus of the report, reports 1 and 2. We are going to try to release those in 

conjunction with -- coordinate the release. The first report will be released the first report on 

accommodation will be released in June right before -- at the end of May before the NDRN conference. 

Our second report on segregation will be released following September. We will coordinate our 

communication around that. So the target audience for this to communication plan would be generally 

for P&A's the target audience people with disabilities are those trying to resolve disability related issues 

or discrimination on the basis of disability. That is a very general target audience but if you know in 

terms of prison work you get a little more specific. We recognize that there are stakeholders that may 

be involved in the department of corrections in your state maybe jails, people who work in jails in your 

state or others, family members of people who are in prison others you want to target with your media 

work and then a whole bunch of work that needs to be done around messaging.  

 



What we wanted people to recognize is that and I think you heard racial said in the video that we just 

heard is that you should not be punished more because you have a disability so you have been 

sentenced to prison or you are in jail and you are doing what you need to do their but you should not be 

discriminated against on the basis of disability. Savanna is one of our primary messages around prison 

advocacy. And strategies so we will talk more about strategies as we get into the toolkit that we the 

method is going to be these two reports that will be distributed back to back and in conjunction with 

that we will have social media, the reports will be interactive, on the web, accessible and there will be 

video clips that go along with the reports. Those can be distributed in conjunction with the report and 

we will do press releases and work with media ahead of time.  

 

The toolkits, we will get into that more toward the end of the presentation but the toolkit will be 

developed for P&A because as I mentioned we want P&A to pick up the work and run with it. Without 

having something time or labor intensive for individual P&As. Part of the reasoning behind that too is we 

are already going to be developing the content. Why not share it. As we develop Facebook posts, 

Twitter feeds, videos that can be shared we will share those with other P&As working on the same thing. 

We thought -- we realized this is for prison advocacy but also potentially a model for P&As to share 

communication resources for other issues too. We are mindful of that as well. I need to turn it over to 

the Communications Director at Disability Rights Texas.  

 

Thanks Andrea. So what I am trying to do coming Andrea gave an overview of the parts of the specific 

communications plan for the AVID project and reports we're going to promote. I will go into more detail 

so you can see the work we did and the level of detail we went down to, to prepare. First, which was on 

the list of the overview list Andrea just went through, or objectives. She mentioned a few but I want to 

share with you our high-level most important objectives in our communications plan. Some of these are 

more general and broad and some are very specific. Some will go with our target audience which we will 

go through in a moment. One objective that seems obvious yet we wanted it to increase public 

awareness of the P&A network. It is interesting a lot of people don't know we exist. I grew up with a 

brother who is now an adult with a developmental disability. I had never heard of the P&A network until 

I started my work at Disability Rights Texas as Communications Director. We always have that almost 

probably as a baseline objective in a lot of our communications to make sure people know what we do 

you are why we are here. Overarching in addition to the specific issue we are promoting or 

communicating about.  

 

Another is we want to increase awareness about the specific issues that we are trying to address. As we 

said before their two reports one is accommodations under the ADA, that of the rights for people with 

disabilities even if they are in prison. The second to segregation and isolation. We want to increase 

public awareness of that. Another important objective as we alluded to before earlier in the 

presentation is we made this an objective. We want to influence the media portrayal of prisoners with 

disabilities. And with the like that is a rather large maybe even lofty goal but we believe that with the 

power of formulating our own message through social media through press releases, video advocacy 

that we have a chance to influence. As you notice we did that's a completely change the world's opinion 



on prisoners with disabilities but we want to influence media for trail we then think of have a domino 

effect on other attitudes.  

 

Another important objective of our plan was that we wanted -- this was alluded to as well -- we want to 

provide instruction and support for P&A to use the tools we develop so this is not only about the states 

and NDRN involved in the production of the reports and communicating in those states but other P&As 

if they are doing prison advocacy work can also promote and use the tool. We want to do some -- that is 

really what the P&A tool quit we talked about is about in you'll find out about that more in a moment. 

Really are other main, large objective, which David talked about at the very beginning was we want to 

be able to take this collaboration and create a template for future international collaborations that go 

across more than four or five states but multistate or maybe it is not NDRN leading but several states 

working on a particular issue. The only a specific toolkit for this particular promotion of these two 

particular issues but even almost like a toolkit or template to help you plan and collaborate with other 

P&As and or with NDRN. Those are major objectives. Things flow out of these objectives. Next, more 

details about our target audiences. Some of this was spoken about before as well one obvious target 

audience is other disability rights advocates which a lot would be in the P&A system. There are other 

organizations that do disability rights advocacy specifically. Of course it is a very key target audience. 

The point is we remember who their audiences are before we even get to what our messaging point or 

talking points seem to be. Prison officials and staff of course are very important because in the end they 

are the ones that can affect the change. Or that need to implement the change. Said prison officials or 

certain important organizations related to prison reform make the changes or implement the change 

policy wise. We still need staff to know about the changes and to actually practice and implement them. 

So very important target audience.  

 

Formerly incarcerated people and their families -- we want to hear their stories. All that does is been 

help us to further promote stories, video, social media etc. and helps them to understand the rights. I 

would even say we might want to add currently incarcerated and families because they need to know 

what their rights are and we can then hear about them and do something about it. Other applicants 

departments that may not be specific to disability rights the Allies in the areas of prison reform of course 

a lot of churches have prison ministries and interest in this work the national alliance -- can't remember 

for mental illness and because of the segregation piece of the second report on segregation, a lot of 

issues related to mental illness and how that affects a person with mental illness or even perhaps create 

mental illness and a person. That is another advocacy partner or natural ally. There are some natural 

advocacy partners or allies we see and the public in general just reaching the public with our message 

because we know the public can have influence, legislatures -- legislators who can have influence 

coming forth with their stories as well. So I first talk about objective and target audience so we know 

what our objectives are and target audience is we control down further into messaging. I think it is 

important to note sometimes we can jump very quickly to messaging and if we jump to messaging first 

in our press releases in the simplest communication strategies without first thinking about our justice 

and target audiences then we have this message and wonder what in the world happens. We have this 

great message but we did not get much response. A lot of times you can tie that back to you did not 



create your message based on the target audience and your and objective. It's important to do these in 

a certain order for maximized impact.  

 

Messaging. Before we came up with our talking points we decided we did need to think about some 

certain considerations or challenges in this particular area. As we started off by saying, when it comes to 

prisoners with disabilities we realize we are probably going to have some challenges getting people to 

empathize and have sympathy or empathy related to the issue. Media, public, etc. Before we even came 

up with their key talking points, key message points the challenges we thought up his first of all prisons 

claim they don't have people, resources to provide things these reports are going to cost more. It's not 

such an unreasonable obstacle that prisons might say that because yes budgets are tighten these days 

and times that however -- tight in these days and times -- we realize that is a challenge we wanted to 

address things like that when you see our message points you might see how we might be addressing 

that obstacle or challenge in our messaging. Here is probably one of the biggest things we felt like we 

are going to need to come in the lack of sympathy for the prisoner population in general. And prisoners 

with disabilities being part of that population. The public doesn't care about them even if they have 

disabilities. They have certain attitudes locked them up, put them away and throw away the key. We 

know that is going to be an attitude of some. We can be mad about that or we can realize that is out 

there and think of ways that we can address that. Credibility. We will have credibility if indeed our 

people that are in the videos are prisoners themselves. We rely -- realize they may not believe that. They 

may think the prisoner -- they are prisoner can we believe them. They committed a crime you don't have 

credibility. That is what the video advocacy part is important because you make more of an emotional 

connection to people.  

 

That is an important challenge we had to think about. And also that we really believe that the public and 

others don't understand the benefits of basic, humane, proper treatment of prisoners and how it 

benefits the community. In the end of prisoners are properly rehabilitated, treated humanely obviously 

but also rehabilitated then the chance of returning, committing another crime and returning to prison is 

lessons. We realize they might not understand that and we want to get that point across in some form 

or fashion as well. Based on those challenges what would be some of the key message points we would 

want to put in social media and press releases and videos. These are some of the key points we came up 

with. We want to humanize prisoners, show the conditions, tell their stories. We want people to see 

them more as a prisoner but a person with a story. We want to capture the impressive environment that 

prisoners live in. The isolation when they are in isolation segregation and what it does to them. The 

violations that can happen as they are basic human rights. In general some of the inhumane conditions 

but nobody deserves, as the advocates so greatly said, a person with disability shouldn't suffer more 

because of their disability in prison. We are going to capture that also. And we talked in our messaging 

the cost of recidivism. What does that look like dollar wise. We talked a lot about reaching people 

through some people are going to look at this from a cost analysis standpoint. If we can show how much 

it costs we can have a person back in jail or prison what it costs every year for one prisoner versus if we 

had treated them right and they received the right programming. So actually being able to show some -- 

the cost and actually the lower cost. Another cost not just dollars and that a safety.  

 



When a person is treated inhumanely in prison and they leave -- their mental health is likely affected 

and it can affect how they are able to reenter into life and properly rehabilitated they return with a 

lower rate of recidivism. Some of that has to do with the dollar amount attached to it and some of it has 

to do with the community safety issue. With the like we can reach the public to those types of key 

messaging points. We have a couple more because we have several target audiences. We want to make 

sure people know this isn't about pampering and giving people lavender scented [ Indiscernible ] turning 

something into a spot, talking about legal rights, humane treatment and most importantly preventing 

abuse and neglect which is our job at the P&A. Also, the message points, Andre talked about this, we felt 

like this is such a great soundbite and that a prison sentence should not be harsher because a person 

has a disability. We feel that will end up being one of our big talking points, might even be probably 

error lead headline. Probably play into being a very big part of our messaging point.  

 

We also want to make sure we're communicating stories of people that are working not only bad 

conditions but look at the other prison how they are doing it and not only how humane it is but then the 

staff and data that support why doing it that way in a more successful way is helpful dollars and sense 

wise and community sense wise. In the end we are about humane treatment of prisoners with 

disabilities but we have to understand people outside us might have different things that motivate them 

to want this to change. We want to use stats and data to support.  

 

I'm going to turn it back over to Andrea for a moment because she is going to talk about messaging 

management which we talked a little about managing expectations and she is going to go down that 

road a little bit but she's going to talk about this especially since she had some recent experience with 

messaging and kind of where it goes and how to work with your clients or people that are sharing their 

stories and other issues around message management.  

 

Just to reiterate what Edie was saying, develop your communication plan. It's important to do the 

groundwork. Start with objectives, with the want to accomplish, figure out who you want to reach and 

figure out what the messages. Once you have the message you can start to think through how to 

manage the message and what strategies you need to get your word out and so in managing the 

message we often think that we have no control with the media but really we do have control. We have 

had a couple of experiences recently where we were able to work with reporters ahead of time and 

actually dispel some myths around disability particularly we had a woman interested in doing a series on 

institutionalization. We meaning as a P&A a group of advocates I work with regularly we were familiar 

with her reporting which was sort of paternalistic. Use language around mental age or global age and 

functioning the idea someone will never be older than three. I met with a reporter ahead of time and set 

down and sort of walk through some of the pieces of the reporting that may be offensive in the 

disability community she's very receptive to that. I really -- I think it really helped we were able to broker 

connections for her to work with people with disabilities. That interaction was much more respectful 

because we had the background discussion. I think it helped her frame her story better too. Finding 

reporters in your area who are new to disability or have done some reporting around disability can be 

really advantageous if you sit down with them, go out to coffee, talk about different things you are 



working on, public perceptions around the population to work with and where those perceptions might 

be a mess. You can actually see the angle you would have covered to the reporter ahead of time. You 

can see this is why this is the humans right issue. This is why it is a civil rights issue and you can work 

through some of that ahead of time with the reporter. Also you can manage through your messages. At 

those on your website, Facebook and in video. We've actually had reporters go to work website, watch 

her videos and use language out of our video in their coverage. Some reporters of actually used her 

videos.  

 

That is really a great way you can do content development with the message you want and have it 

picked up by the media. One of the of really important pieces and messaging, because we work with 

people with disabilities and there is always that element. Once you give information to the media that 

information can go out in various forms, it is always land the way you want it to. Sometimes it is 

offensive, sometimes things go wrong. Preparing people ahead of time with that is really important. It is 

also important when working with people with disabilities that you let them know that you make sure 

the message they are sharing is the message they want to share. One of the challenges we have working 

with different advocacy groups is we never want them to feel like they are being tokenized. If we have 

an advocacy objective we want to accomplish trying to do that with media advocacy want to make sure 

the message we are sending out is also a message they want to get out. Having that discussion ahead of 

time so people with disabilities don't feel used or exploited by the P&A is really important. Also 

explaining once the message gets out he may not be what we said or had anticipated, making sure 

people are aware that could happen is really important. Also preparing people for trolls on the Internet, 

making sure -- we have had people tell very personal stories in a public forum and have lots of backlash. 

There was one incident where a person who had been institutionalized shared his story and received 

lots of criticism and really mean-spirited comments. It was very hard on him but for him the balance was 

he really had wanted to tell his story so that was important. And we really appreciated that. People say 

whatever they want in the comments and comments can be horrible but think we all have run into that. 

Pretty sure people understand that ahead of time. Also via comments on your social media platforms 

sometimes people are a little reluctant to delete comments because they want to risk -- protect free 

speech. Our attitude is we don't -- [ Indiscernible ] cyber bullying if you are saying something 

discriminatory or mean-spirited bullying, we will delete the post and that is okay. Having someone 

manage that is okay too. I will turn it back over to you, Edie.  

 

It is a balance as far as because it is social media so we do want it to be two way communication. 

Sometimes it is a teaching opportunity on our part to have that dialogue with people and yet what it 

does -- when it does rise to the level of bullying and disrespect it is important to do something about 

that. I tried to welcome differing views and I try to have a dialogue. Sometimes you learn some people 

you can't necessarily have a dialogue with. Anyway very important in these days of social media and 

two-way communication we want to realize I can happen and prepare our clients and people telling 

their story. That is really important. Not we talked about objectives and target audience and a lot of 

messaging consideration, thinking about the considerations the actual messaging itself and managing it 

when you put it out there, how you put it out there I think that is what is really great. I so often hear 

from people you can't control what the media ends up doing with it and that is true to a certain extent. 



But if you implement some of the things we've been talking about the a lot of times reporters are busy 

going from story to story and they have to become an expert in one day on something. The more we see 

them the less work they have to do and they appreciate that. I do find that a lot of times that we can 

manage the message as we have all been talking about through a lot of strategies we've been talking 

about. Getting to more specific strategies one is what we have talked about which is video advocacy. We 

talked about the benefits of using video advocacy. In this day and age what is interesting too is it can be 

longer than five minutes or we lose peoples attention. Sometimes it can be three -- that average videos 

watched on Facebook and other things are up to about three minutes. Know much more than two 

minutes how many of you -- is something goes past a minute you check to see how much longer is on 

the video to decide whether you're going to finish watching it. We are all going to use video advocacy in 

a number of ways. One, I will tell you a little bit actually I will go through details on all of these.  

 

We will be using video advocacy we will be using social media advocacy as a strategy we will be using 

quote traditional news media. Funny that news media, press releases is now traditional fashion method. 

Web based advocacy, I will tell you more about that in a minute and are other strategy of course is the 

P&A toolkits, other P&A's join us in our communication strategy. I will drill down and a couple of these 

video code advocacy, video advocacy is specifically going to have these two things for each of the 

different reports. For the first report on accommodations and for the report on segregation. Will have a 

short promotional video something that might be called a trailer that introduces the topic in a general 

way and that builds interest in the subject matter and we will have a version of the report on online in 

the online version we will have videos embedded along the way that tell stories that have different 

things but that way we give the reader a break they read but they can watch and read and watch so that 

is something very different and new that's [ Indiscernible ] we were going to do with video. We are 

really excited about that. So that is an overview of our video advocacy strategy.  

 

Edie this is Davis Webb ten-15 minutes left if we are going to leave time for questions.  

 

Perfect. So we will be doing social media advocacy and we are going to be using the good old Facebook, 

Twitter, Instagram and I am not going to read every detail on the next few slides, but you will have a 

copy of this. We did not talk too much about the importance of social media advocacy in your 

communication strategy I wanted to throw out some quick things and that is that the total world 

population of 7.2 billion. There is actually three billion people who use the Internet. That is amazing to 

me to think of when you think of all the people there is in the world. What is really interesting is a little 

over 2 billion have active social media accounts. And all lots of people 1.68 million -- billion have their 

social media accounts through a mobile device. Those are really important to note because we are able 

to do for the first time is to reach people that previously might not have been reachable. This weekend 

was in East Texas a small town and the waitress at home doesn't have Internet doesn't have cable but 

she has a mobile phone that has data and that is how she accesses the Internet. We're in a holder aged 

being able to because you can get smart phones for free, depending on your plan. So we're in kind of a 

whole new age in -- and social media plays important role in that in all of these trends. I am not going to 

go to these details but I want to point out to you as far as Facebook goes one .4 billion Facebook users in 



the world. So that -- Facebook needs to be part of your social media plan. There more statistics it here 

I'm not going to go through every single one as related to about you to 4 billion videos are played every 

day throughout the world on YouTube. Twitter and Instagram you, too. Twitter in Instagram don't have 

as many users that they have their place for certain target markets and they have a usefulness and a lot 

of other different ways. I want to mention too that in 2015, 73% of US Americans have a social network 

profile of some sorts. So that is 73%. This year in 2010 that was pretty percent. So we can see how 

important social media is. I just wanted to point those things outs. There are a lot of great reasons why 

to social media. I think the biggest thing I want to point out is that we can get the word out cheaper and 

faster because it's free. We have to realize it's free for everybody you have to strategize the time of day 

using visuals, different things you can do to make sure you can reach the widest audience possible the 

reason social media so good for error messages is because the second point being that when somebody 

shares something with their friends been their friends are more apt to care about it or believe it. And it 

has a different effect on people. Plus, the people following our pages, other groups, people that care 

about our cause in the first place. It is just a really great way to tell her story. And because we can pick 

out portions of the different stories and people love stories. They love videos they love pictures on 

social media. These are some really great reasons and there is a lot of others. Another part of our 

strategy is web based advocacy. Specifically what I was talking about earlier was basically owing to have 

an online interactive version of the report that will be accessible in addition to having a report available 

in other formats. We felt like this was a really great way in other words it is going to be something that 

almost looks like its own custom website. And it will make reading the report more visually interesting.  

 

It will make the report so instead of reading a 40 page PDF, it is something that keeps the reader more 

involved and more engaged in the reading of the details as Stephanie alluded to earlier. Sometimes you 

don't read the fine details, this is a strategy to do that. Only one way the report will come out. So you 

will be seeing -- we have had a team investigating a lot of different options. I think they have come up 

with an option that is really nice and accessibility of course is very important. News media, proactive 

pitch to national news outlets. Of course looking at prison specific media, investigative reporters, certain 

magazines. APS always great to reach out to whatever level. Weather doing something that happened in 

Houston or are in Seattle or wherever because if an AP reporter picks something up it can hit a lot of 

different outlets throughout the country. That is the benefits of things being online these days. Also, we 

will of course have for each state that is programmatically involved in writing the reports and bringing 

forth examples from the prisons that they have monitored we will be having a list of state and local 

news outlets we are targeting. Finally, we have a PNH will get. I will finish -- P&A toolkit -- I will have this 

back to Andrea to talk about and so she can let you know more about the details of that. After she talks 

about that she can tell you about the content when it is coming out and we will do Q&A.  

 

And just going to condense the next couple slides into one minute or so so we can get your questions. 

Quickly, we mentioned we are developing a toolkit other P&As can use. What this means is we want a 

way to share the content we develop. As we develop Facebook posts, tweets or video and interactive 

reports that is on his own website and the video that goes with that, we want to be able to share that 

with other P&As so that if you are doing your own prison advocacy you can pick things up and maybe 

add your branding or a couple sentences and just use it. For that is easy for you to do. I mentioned 



earlier that Rachel to the legal advocacy series and I posted the link for that in the chat. You are 

welcome to view that if that is of use to you. The other thing -- the other reason we hope this is 

beneficial because we really are thinking through all the accessibility ahead of time. I know that others 

here at DRW are working on figuring out which interactive report platform do we use so it is accessible 

for screen readers. And what does that look like. They are doing a lot of leg work behind the scenes so 

you don't have to -- you will just be able to pick it up and use what is developed. We are doing that 

because we recognize everybody is very busy. So what happens next we should have content developed. 

As I mentioned before the first report will be released just ahead of the NDRN conference. We will do 

media work ahead of time with other P&As before that. We should have another webinar or some 

instructions maybe March or April -ish some people are able to start using content and promoting the 

report ahead of time if you would like to. It would like to be involved in those efforts if you are doing 

prison advocacy in your state or work in jails in your state and you want to utilize what we are using, go-

ahead and contact David and he has graciously offered to compile a list for us a people who are 

interested. We will keep you connected and in the loop for when we start to roll out the information.  

 

I put my e-mail address in the chat box. [ Indiscernible ]  

 

Thank you.  

 

Operator, I think we are ready for questions.  

 

Okay, thank you. We will now begin the question and answer session. Maybe have a question please 

press star then one on your touchstone from. If you wish to be removed from the queue press the #or 

hash key. Carol be a short delay before the first question is announced. If you are speaking -- using the 

speakerphone you may need to crack -- deck up your handset before pressing numbers. If you have a 

question please press star then one on your touchtone phone.  

 

While we wait for people to do that there is a question in the chat box and I guess any of the speakers 

can respond to it. People like and watch short clip when is a longer video appropriate.  

 

I think that longer videos are appropriate because sometimes we sit down and watch Netflix and or we 

watch documentaries. So there is definitely a space for that information. I think for these reports the 

goal we will have is to have a series of short videos and maybe a teaser video but you definitely -- longer 

videos are appropriate to get information out. It just depends on the depth you want to cover. Tina? 

Maybe you have more to add? I don't know if you're in the background? She has been managing our 

video behind-the-scenes.  

 



We can't hear you, Tina?  

 

You are on mute, Tina.  

 

How about now?  

 

Yes. Thanks.  

 

So the right to be rescued was developed -- was about it 14 minute runtime for emergency 

preparedness for people with disabilities. What we did is we had three shorter videos kind of like trailers 

pointing to the longer piece. So, a longer video is appropriate for the prison report we initially were 

thinking about. That we are just going to chop up that longer video we had planned to make it more 

interactive with actual legal writing of the report.  

 

I think for me, obviously and on a videographer but the videos that longer format videos that appeal to 

me are the ones that really delve into an individual story. I think there are a lot of different 

opportunities for us in the network because a lot of our clients had so many compelling stories that 

there are a lot more opportunities for a little bit longer format videos. , Julia, you're right, people do 

have a short attention span and focus for ten to lose interest on some of the longer format. I think we 

have -- I saw a statistic summer how the length of video -- let me see if I can find it and I will posted to 

the communication listserv but I think it was a study of videos and how long people take before they 

click off of it and it gives you an idea one to two minutes to get 85% of the people watch all the way 

through and lower from that point on. It is interesting. I see another question in the chat box. Could you 

provide an example of successful media efforts you engaged in your strategy and the result?  

 

[ Indiscernible ] [ Multiple Speakers ]  

 

Our legal team at Disability Rights Washington has been working for a long time like three years on a 

lawsuit against the city of Seattle. So we knew what day they planned on filing. The video team, in 

coordination with the day, developed an educational video piece which did not say anything about the 

city of Seattle [ Indiscernible ] we asked the public to submit pictures of curbs they could identify after 

watching the video that were crappy or not compliance of people can leave a picture on our Facebook 

page #crappy curb, say where was about kind of generated more interest, which then pointed back to 

the lawsuit. It pointed towards each other. Which was really cool. We had probably our best day ever as 

far as views on the video. I think three local Seattle stations picked up the lawsuit and came out and did 

video shoots with the plaintiff and asked people to contribute to the social media campaign. That was 

really successful, people can still share pictures of crappy groups with us if they want.  



 

I mentioned working with reporters ahead of time we've also being able to work with the Seattle Times 

editorial board ahead of time. I had -- did not mention that the that was also very effective and we did 

that in relation to citations in residential facilities and we have also done that in relation to people with 

mental illness stuck in jail. We had successful outcomes with both of those stories as well.  

 

I want to mention too it doesn't have to be -- this plan we presented today is very extensive. I also don't 

want people to be afraid of smaller opportunities. For instance we filed a complaint against a retail store 

in San Antonio who basically a young veteran with financing disability had a service animal and he was 

kicked out of the store and kicked out not only kicked out but spoken to in profane and awful ways and 

harassed outside of the store. When we filed a complaint, I think -- I am not sure if it was DOJ or -- not 

sure exactly the type of complaint but I just did a simple press release with a picture, something 

nonconformist. I basically included a picture of the veteran and his dog in the press release, which a lot 

of people don't do. We got so much coverage on that. People went to the website of -- it was a mattress 

store -- and said all these awful things happy to do this to one of our veterans. The next day on his 

website he said we welcome veterans and service animals. The point being just with a simple press 

release with good messaging, titles and reaching out to people, really achieved a very great outcome 

and it was a very simple process. It just took a little bit of thought for a few days. I think I want to stress 

that too, it doesn't have to be all encompassing. It can be a simple as saying we've got this going on let's 

talk about if this is something the media would be interested and people would be interested. San 

Antonio, Texas, a big military town, it was a perfect story.  

 

It looks like we have an audio question from Pat McConaughey. Please go ahead.  

 

I just wanted to say how informative this has been and how timely for us because we just released a 

report on mental health and seclusion issues in the Sacramento County jail and we are going to be 

releasing five more on other jails throughout the state. It is still pretty new to this whole world as a 

Communications Director for a P&A, we did work with one reporter in advance who had been kind of 

working on these issues. She is with a national publication, intercept, did a really nice story. That I did 

not get any pickup from anyone else. Some of this messaging I would like to be plugged into what you 

other folks are doing and see how we can step up some of this coverage in future reports.  

 

Pat, I would say too we did a white paper and I was first tier, a report on abuse and neglect in state 

hospitals on minors in state hospitals but we ended up working with one reporter ahead of time even 

though I did the press release to everybody and it got picked up it was a pretty big deal but it ended up 

being covered on the front -- an amazing front page huge coverage but also the one that broke the story 

several years ago that made an investigation. We didn't get additional coverage has that, I was really 

surprised TV stations did not pick it up. I think that is is -- that is because it got in the newspaper before 

cut elsewhere. Sometimes a matter of releasing it all at the same time.  



 

Yeah, right.  

 

Sometimes if you were with somebody at halftime and released to others they don't necessarily think -- 

[ Multiple Speakers ] --  

 

You are right, timing that. But your messaging, I think, is helping me, again being new to these issues, to 

help rethink how we do the other, the future reports that we are going to be releasing shortly and the 

use of video. So, how do you attract the reporters -- this may sound really fundamental -- that the 

reporters to see -- to you embed the video in your press release somehow or how do you do that?  

 

[ Multiple Speakers ] Tina you probably have something that to piggyback on what Edie was saying 

developing a relationship with reporters you mentioned that you are new to your position as you 

become more comfortable in your position and your role and ultimately and ideally you have reporters 

recognize that your P&A is a place to go for disability rights and they will start calling you but it does 

take time to reach out to reporters and if you want to be strategic about it we -- if you can get an AP 

reporter that is the way to go because they will pick up your story and it goes out across the state pretty 

quickly and sometimes nationally. Cultivating going out for coffee with reporters is a good idea and the 

other strategy is to work with reporters ahead of time and let them know -- like we have this story it is 

sort of sophisticated we want to make sure the angle is right we want to work with some he had of time, 

give you exclusive right to the story we have seen your work would you be interested we have had 

success going that route and then have reporter has an exclusive you are more likely to get leverage on 

a front page [ Multiple Speakers ] as Edie and David knows I have had experience with this does not miss 

world. I'm still wanting to feel comfortable up to speed using all the techniques you have talked about 

feeling comfortable with the message on these issues and developing reporters -- again this is really and 

very timely for me I really appreciate it.  

 

Something you may all be ready be doing one of things I do ahead of time as I will research disability 

related topics whatever I will research I will Google and look it was written about it too.  

 

I've done a little bit of that too. You can sometimes target reporters and that is been really beneficial.  

 

This is David I just want to -- this is for you and everyone on the call, if you are working messaging 

whatever issue it is you are welcome to call NDRN we are happy to help all P&As work to some that 

stuff. We organize communication working groups which some speakers are part of. It is made up of 

P&A communications specialists who have offered their time to other P&As to our dealing with 

medication issues or media issues or messaging or any of that stuff. For any of that, please get in touch 



with me we would be happy to help. We are five minutes over so I think we need to wrap up I want to 

thank all of our speakers and Tina as well for managing the video and helping us through that I think are 

there any last words from our speakers? Thank you, everybody thanks it was great. That information. 

Thank you.  

 

Thank you.  

 

Thank you, ladies and gentlemen. This concludes today's conference. Thank you for participating. You 

may now disconnect.  

 


