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So What’s Your Story?

How to leverage your role
to engage the media and the
public

Carrie Fox, President, C. Fox Communications
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Carrie Fox
President, C.Fox Communications

Arron Robinson/Lauren Reese
Will be assisting with many on the ground events, and
implementation of much of our strategic PR campaign
over the next 10 months
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Next 30 minutes:

 Brief overview of success of the PR campaign to date
e Media training basics

e Making sure we have got the best details of YOUR story, and
offering some tips to keep the media wanting more
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Media Highlights to Date
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Since 2007, the Progressive Insurance Automotive X PRIZE has been featured in:

. Over 2,400 articles and feature stories
e Over 170 print publications worldwide
. Over 400 radio and TV stories

. Over 1900 online articles 1B+
750M+
e  Coverage in 13 countries worldwide
«  OVER 2 BILLION IMPRESSIONS 200M+
WORLDWIDE TO DATE
2007 2008 2009
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Master Goals of PR Campaign
e Increasing public and media awareness of the competition and
building an international movement towards cleaner, more

efficient technologies

e [ntroducing consumers to key concepts that inform their buying
decisions (e.g. MPGe, PHEV, battery cycle life, "range anxiety", etc.)

e Positioning MPGe as a new definition within the industry

e Focusing on innovation, especially within Progressive’s role as Title
Sponsor

e Increasing overall awareness and driving traffic to the website
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Focus to date has been to engage the media — “new” and “old”"—on a
variety of levels, which has given our story longer legs to grow

A mix of PR tactics:

e Traditional press conferences and events/auto shows
 Telepress conferences

 Live blogging events

e Social Media

e Media exclusives

As qualified Teams, you sit at the heart of our story, and rarely do we get
an interview request that doesn’t involve questions about YOU!
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The Importance of Exclusives

* We have used exclusives to garner some significant coverage for this
competition to date

e When an exclusive opportunity comes about, we must respect the
“embargo” that is set and not distribute any material during this “quiet
time” when the reporter is working on his/her story

| willinform Teams when an exclusive is underway, and appreciate in
advance your help in honoring the need to remain quiet until the story
is published
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Media Targets

e Consumer magazines

e Top 100 U.S. daily newspapers, top international publications
e National and regional morning and daytime talk shows

e National/international business outlets

e National news websites

e Auto publications

e Blogs and New Media (Facebook/Twitter)

e Mediain YOUR markets
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Importance of Key Messages in a Multi-Year PR Campaign

e Consistency is key in getting media to use the proper name of the
competition: Progressive Insurance Automotive X PRIZE

 Consistency and repetitiveness is also key in getting media and
consumers to become familiar with terms such as MPGe

e KEY MESSAGES have been developed and given to all of you; It’s
is important that you use these and refer to them often,
especially when speaking about your role in the competition
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Important Notes on Style

e While it is a mouthful, we ask that you please refer to the
competition as the Progressive Insurance Automotive X PRIZE

e The acronym PIAXP should never be used in public or press
documents and should only be used in internal communications
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The goal of the Progressive Insurance Automotive X PRIZE is to inspire a
new generation of viable, super-efficient vehicles to offer consumers
more choices and make their lives better as a result

The competition’s gauge of success will be a new benchmark, called MPGe
(miles per gallon or its energy equivalent) that will take into account
energy equivalence no matter what the source; this competition will place
a major focus on affordability, safety, and the environment

The Progressive Insurance Automotive X PRIZE is about real cars, meeting
real standards that consumers want to buy, not science projects or
concept cars

$10 million in prizes will be awarded to the Teams that win a stage
competition for clean, production-capable vehicles that exceed 100
MPGe
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Media Training Basics
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e Know what reporters need and how they work
e Focus on your own messages

You cannot control the outcome of a news interview — but you can
influence the outcome by knowing what to do and what not to do

You control what you say
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Basics

Principles of Working with the Media

Answer questions

Be truthful and accurate

Be professional

Sound like a human being
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Always Remember

e The microphone is always on & the notebook is always open

Choose your words wisely

Maintain your composure

Stay positive!
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Know What You Are Getting Into

Before the interview takes place, you will want to know:

The reporter’s name and credentials
e Thereporter’s reputation for fairness

e Thereporter’s history on this issue: what related and unrelated stories
are already in the news by this reporter

e The key audiences
e Scheduled air/run date of the story and why

e  Others being interviewed for this story

| am happy to supply this information for you — just ask!
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Always Remember

If you are unsure how to answer, or do not have the requested
information, it is OK to say:

| am sorry, | am going to need to get back to you with that requested
information. If this is an urgent request, you can also call Carrie Fox,
who manages PR for the competition. She can assist in finding that
information in a timely manner:

Carrie Fox

202-255-9214 cell
carrie.fox@xprize.org
carrie@cfoxcommunications.com
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Helping Me “Sell” Your Story
to the Media
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e Human interest elements are key
What makes YOU and YOUR TEAM so unique?

e Make information accessible!

 There must always be a new, or refreshed angle!
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e Speak in soundbites!
What do you want people to know about your company?
Can you describe it in 45 seconds or less?

e Offer expert content:
Opinions and commentary are important, but reporters will come
back again and again if you can offer them factual information that
they can not find elsewhere
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We are here to serve as your
communications/PR resource:

Carrie Fox

202-255-9214 celi
carrie.fox@xprize.org
carrie@cfoxcommunications.com
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