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>>  Okay.

Good morning.  I think we're ready to go.  Welcome to our session formally titled Disability Rights Messaging to Combat Stigma, also known possibly as working the Refs.

[laughter]

Many people pointed out throughout this conference the image that the public has of disability, the image that the public has of the Americans with Disabilities Act is essential to everything we do.

Last year, we know we got ‑‑ we were getting clobbered on the ADA, Education and Improvements Act which like all these things is ineptly named but like the Anderson Cooper Piece, ADA drive by lawsuits what a bad deal this is, we need to figure out how to get our positive message out.

I spent 15 years as a reporter.  I can tell you one of two things happens in the morning when you go to work.

Either something has happened like in our case a lawsuit was filed a decision came down, a regulation was adopted or drawn the reporters need to know what that means.

We want to be the people to tell them.

The other ‑‑ most of the days though when you go to work nothing has happened.

[laughter]

You have to go through your file of stories to be done some time and so we also want to be the people that put in that file the stories to be done some time.

We're lucky to have with us three people who have done a lot of work in this area.   Chris Danielsen, the public relations director for the National Federation of the Blind.   Lawrence Carter‑Long who I ran into last year at the west coast DRBA conference, who impressed the dickens out of me with the ability to work the refs and Gloria Totten, has written a work called appropriately "Voicing our Values ‑‑ message guide for policy makers and advocates and preparing to win" and an advocacy handbook that may be a separate book voicing our values I heard was in the third printing obviously ‑‑ we're getting there.

So let me turn it over to the experts you tell us how to do this.

>> CHRISTOPHER DANIELSEN:  

>> LAWRENCE CARTER-LONG:  Which one is first I'll go first.   Thank you.

Good morning, everyone.

Can you hear me?

Everything is working.  Okay, great.   So ‑‑ if you want to get media attention one of the first things are things you have to do is get the interview.   Right?  You have to get their attention.   You have to be the one they call.   You have to be the one that they refer to and respect as a source.

So one of the things I wanted to talk about a little bit before we began the over all framing of the discussion itself and the panel was a lot about how you get that interview.   How you get to be their source.   How you get to be the person that they call on those days as John said when something happens.

Right?  Because in the old days they used to call it media relations right.   Depending where you are it can be called government affairs, if you're in government.   It could be called public affairs.   And you're in a non‑profit sector it might be communications.

It is essentially all the same thing.   But what it is still boils down to I think after more than a century of doing this kind of work or our kind of work is media relations.

It is how do you get to be the person that they call that they want to talk to?  It starts long before the day when something happens.

Long before the day when something happens.   I have worked with reporters and contact in reporters and editors for up to 3 years before they ever quoted me.

Before they ever quoted anybody on my staff.   Before they even thought about disability rights as an issue that they needed to cover.

So understand, that if you're going to be doing media relations, it is a long game.   It doesn't begin or end when you have a news release that you want them to cover.

It starts long before that.

One of the things I recommend when I do my trainings usually I have a whole day for this, is pay close attention to the sources that you read.

To the reporters that you follow.   To the columnists that you pay attention to.

Largely because think of the places your story needs to be placed.   Who are the kinds of people that you want reading that story?  Is the story geared more towards the general public?  Do you want the rank and file calling their elected officials?  Do you want them getting in touch with the school Board and/or, is it an elected official that you're wanting to influence?

All these things are important.   Audience are important.   So who reaches the audience that you want?  Pay attention to what they write about.   Pay attention to what they report on.   Pay attention to how they report it.   I'll give you one example, in 2006‑2007 I was contacted by the folks at all things the Nancy Grace show, how many folks remember Nancy Grace.

[laughter]

Whether you love Nancy or whether you hate Nancy, it is not really relevant here.

The fact is, Nancy had me on I think about a dozen times in the span of 7 years.   Now, why did Nancy continue to have ‑‑ why did I want to be on Nancy Grace's show I will tell you 2006‑2007 it was about the pillow Angels the situation in Seattle, Washington, where they stopped the growth of woman, parents consented to giving her surgery to give her a hysterectomy, all kinds of ridiculous things to make their lives easier it was okayed by an ethics panel believe it or not.   Nancy calls her producer called, Nancy doesn't call herself, and asks if I want to go on the show.

I was at a group called the disabilities network of New York City at the time.   I had to do the calculus.

I knew Nancy's approach to the news.   I'll be gracious put it that way.

The question is, was there a playground that was important for us to play in?

Then I went and I looked up the demographics, I looked up the numbers, 3 million people in the afternoon, damn straight I want to be on the show because it was very clear if they called us and the show was taping or going out live on the air, I think it was just about 2 hours later if we didn't go on the disability perspective the perspective of the disability community was not going to be heard.

They were going to talk to everybody else around the issue.   Philosophers, bio ethicists I thought it was real important too much a real live disabled person and the perspective of a disabled person on that show.

So I quickly went through and I spent about 15 minutes just going through the web and searching to find the types of stories that Nancy and I covered and how Nancy and her producers would cover those stories.

Right, so when I went on the show I knew, I had maybe, if I was lucky, 30 to 45 seconds to make my point.

Right.

So I got on the show I said, nothing about the experiments that were conducted on the child were proving to be anything that she needed to save her life.

They were all unnecessary.

Right.   We have to ask ourselves, who is giving consent?  And what are we giving consent to?  And the child could not make that decision.

Is that something that we as a society want to endorse?  I shut up.

I just shut up I left it with questions, that's something we as a society want to do because I wanted those 3 million people at home to ask themselves that question.

And it was under the assumption they would probably say no.

Right?

So Nancy liked it.   They invited me back a bunch of other times.   So the thing is, you've got two things that you do in media relations, yes.   You first thing you've got to be really good at it and I know this is hard, especially people in the legal community, being responsive.   If they call at 12 noon and they need you to go on at 2:00 right take the phone call.   Tell them if you need to I might have a deadline I will get back to you in ten minutes stop, understand remember what they're asking you about, what the topic is, take ten minutes, 15 minutes get familiar with that topic.   Ask them to send you background material say that you'll call them back within 20 minutes, 15‑20 minutes and then do that.   That's very important because if you're not responsive if you're not receptive to them, they're going to look in that Rolodex on their computer they're going to go to someone else.   If that person is more responsive than you are, they're going to be the one to get the call back.

We're working on deadlines here, people.

Right.   Staff is limited, resources are limited.

Budgets are limited, if you can make their job easier, as a reporter or editor or a producer, you get the edge.

Right.   So understand that most important things that you can do is before and after the interview.   The interview is a small part of the media work.

I think I also want to close as once you identify you've identified what are the types of places you like to see you have two things that you have to do in media relations.   Put out the fire, right.   That is sort of what John was saying, something happened today.   You're addressing that particular need.

Nancy Grace just called the pillow Angel story is happening that's not something we worked on, can I add something to this discussion?

Can I point, the other thing it has to be important, probably I would say 60‑75 percent of what I do I don't get the interview.

No one in the staff of the disabilities rights education and defense fund gets the interview I charge that off to someone else.   Sometimes we're not the right person we knew who the right person was, I was always to send them to the right personally was able to give them leads they remember that they call back.

So it doesn't have to be you necessarily understood to get everything done.   You don't have to know everything.   The other thing, is very important, you want to be on someone's show you want to be on someone's beat you want to be on someone's mind they produce ‑‑ let's say you know you've done a story on a particular topic let's say it's transportation right.

You see a story about transportation might not have anything to do with access.   But you know that is something that reporter that editor is interested in.

Forward to them.

Hey, Bob, saw this story, thought of you.

Thought you might find this of interest.   What does that do?  Keeps them aware of what is happening in that field and it also keeps your name and your organization under their nose and in their minds.

The last thing that you have to do is always, always, always follow‑up.

Thank them for doing the story.   Not necessarily, for interviewing you.   But for doing the story.   That you're glad to see the story out there in the world, that the topic needs more discussion.   The issue needs in‑depth investigation, thank them forgiving the world the space the time the opportunity, to ask those questions.

To become more familiar aware of those issues.   Reporters just like activists are getting briefed every day of the week.   Listen what the president is saying about the fake news right.   They're having a tough time as it is, if you're nice to them, if you're civil to them, they're going to remember it.   Right?

Most of the time, very few, in the 20 something years that I've been doing media, one thing that I've learned especially when doing trainings most people are nervous about doing media.

Well, I would be nervous if I was asked to litigate a case.

[laughter]

Right?

It takes time, it takes energy.   It takes preparation.

Right?

It is something that you have to learn to do.

It's something you have to practice to get better at.

The best way to practice is to do you can be prepared.

So I'll leave you with these thoughts, in terms of the interview itself.

This is the way I always prepare for an interview I don't care what the interview is I don't care what the topic is ‑‑ it is never served me wrong.   It is always serve served me well especially when I've got, 10, 15 minutes to prepare or they're going to talk to me right now.

On let's say a radio show, I jot down for myself on a note pad 3 thing I'm thinking about in terms both the audience and the reporter, more often than not it's more about the audience, one, what do I want them thinking about this topic?

A lot of times, it is holy crap I didn't know this was an issue.

[laughter]

Good.   Right.   You want that sort of thing to explode you want them to think wow, I never heard of that before.

I never knew about that before.

Betsy the boss is trying to cut funding for special Olympics, what is what the heck is that?  You want to get their brains opened up you want them to be surprised what do you want them thinking?

Remember that, what do you want them thinking?

Second question, what do you want them feeling?  Right?  Do you want them to be hurt?

Sad?

Angry?

Upset?  Right.

What is that emotion that is connected?  Right?  If they're thinking about Betsy DeVos cutting funding for the Special Olympics you want them to be one, shocked two you wants them to be feeling outrage, right.   You want some fire in the Belly that's largely for the audience more than it is the reporter.

Right?  So understand, you understand what the emotion is.

Write down something connected to that emotion.   You want them to be angry you can say look if this was any other population, folks would be running in the streets.

Just leave it there.

Say what you want to say and shut up.

They can't quote what you don't say.

If they do you can sue them.

[laughter]

Right.

Third one, what do you want to be heard?

Leave an action item there say it, look you know he I'm upset about this?  You're upset I'm getting media calls up the wazoo this is what we have to call, call the damn phone, go to the web site, email this person.

Don't leave people feeling powerless.

At the end of any other interview always always always always give them email address, give them a phone number, give them web site.   Give them somewhere they can go and something that they can do, so they can take action and be apart of the topic of the issue of the debate, that you're talking about.

So I'll turn this over to my colleagues we'll do more during the Q&A.   Thank you very much.

[applause]

>> CHRISTOPHER DANIELSEN:  Oh, boy.

Okay.

>>  To the left two feet, a little bit more.

Thank you Lawrence said everything I was going say.

[laughter]

We're done.

No.   no ‑‑ Lawrence gave everybody including me it's always good to be reminded of these things spectacular advice.

Definitely applies I want to go back to something that he said briefly, that is really important which is, that this is all about building relationships now.

And it is all about, paying attention to who writes about the kinds of things that you care about and the audience that you want to reach.

The days are gone, gone, gone, gone, gone, gone when you can write a press release, put it on PR news wire and sit back way for the calls to come pouring in.

[laughter]

It's not going to happen.

You have to ‑‑ we have to do the work as professionals to find the people that we believe will be receptive to what we have to say.

And that includes finding them when we know they're not working on a story that we have in mind but we want them to consult us in the future.

So Lawrence made that point very well.

I just wanted to reiterate it, because it is critical and it is something I know we are all struggling with.   But that is the PR environment today.

The real thing I want to focus on is stories.

It seems to me that a lot of the stigma we face has to do with people seeing us, seeing disability as a problem rather than seeing people with disabilities as human beings.

So we have the task of humanizing what we are talking about.   And the easiest way to do that is, one, is to introduce people to actual people with disabilities, Lawrence talked about farming out interviews.   A lot of times what I do is because the National Federation of the Blind is a national organization, we have affiliates in all 50 states in D.C. and Puerto Rico we have local chapters in all of those affiliates.   And is when a reporter asks me something I try to say, let me get you in touch with someone in your community who will know about this.

And who can give you a personal perspective on it.   Often times if I don't do that, that's what a reporter ultimately wants.   They don't want to talk to me I'm the paid spokesperson for the National Federation of the Blind for crying out loud.

[laughter.

I ‑‑ I get a paycheck to be a mouth piece they want to talk to the blind person, who is experiencing whatever it is that they are concerned about.

So that is one thing.

Introducing them to people and also tell stories.

One of the things that I have learned and in anecdotally works I'll tell you that story in a second.   We need to be for example writing press releases more like the way reporters write future stories.

I know we all want and we all learned to write the press release where you give the five Ws in the first paragraph.

Even in the first sentence, I see press releases like that all the time.

National Federation of the Blind filed suit today against so and so for doing this and that the other thing, blah‑blah‑blah.

Tell the story.

Tell a story about what happened to someone, because of the discrimination that you're filing suit about.

Obviously make sure you have the person's permission, or that you appropriately anonymized that story.   Tell the story, sometimes that involves taking a risk where I did this had a lot of success is we filed a suit against Walmart.

We sued Wal‑Mart because, Wal‑Mart has these handy dandy new self check out kiosks, except they're not so handy dandy if you're a blind person.   They talk, but they don't tell you anything useful.

In terms of completing the transaction.   We had a Plaintiff one of our Plaintiffs who went to Walmart with her boyfriend, she is trying to use the self service Kiosk.   She is unable to.

She gets a ‑‑ supposedly helpful Wal‑Mart employee to help her.   And that helpful Wal‑Mart employee helps herself to some of our client's cash.

Using the cash‑back feature on the kiosk.   Now, ultimately we want to tell a story about why Wal‑Mart needs self service kiosks.

When we tell this story about this woman Cindy Morales, I can use her name, having money stolen from her we risk the pity thing, how could you do that to a blind person?  That's just terrible.   That's let's just focus on the fact that this terrible thing was done to a blind person.

But a lot of the stories because of the way we message the press release by starting with the story and then going from there to the actual point we were trying to make we were able to say you know this would not and could not have happened had Cindy been able to use the self service kiosk independently.   Had she been treated equally by Wal‑Mart and been able to conduct her transaction with the privacy and independence that we all expect when we have that experience.

So I think that's critically important.   We need to tell stories that humanize who we are and what we're doing.   The stories about the ADA lawsuits, too many of them are written from the perspective of the business owner.

Who has suddenly gotten sued and maybe they really didn't expect to get sued even though don't get me started how the ADA is 30 years old, all that good stuff.

[laughter]

But which is a point I made.   They are a human being they have a lawsuit slapped on her desk they have to figure out what to do about it.   What the media needs to understand is that the other side of that is that there's a person with a disability often a blind person who tried to use the web site and wasn't able to do it.

I introduced a reporter for the Detroit free press to our affiliate in Michigan.   And our president Mike Powell he said I'm a person I'm trying to do all the things that everybody has to do, I have to pay my bills.

I have to get my banking done I have to do my grocery shopping.

I have to you know make sure the mortgage gets paid on time.   All of these things.

And I increasingly like all of us I have to do that online.   That's what we're, that's what this issue is really about.

And that's the story that we need to tell, fortunately, the reporter was open to hearing it.

He did give the businesses their side of it, too.

I had thoughts about what they had to say but I won't repeat.   But he did a fair story on the problem as it is seen from the perspective of people with disabilities.

And that's the challenge that we're really trying to meet is making our humanity apparent to the public and I know we all think, okay we shouldn't have to do that.

We should be thoughts of as people first.   But we all know that is not what happens.

And we need to say, look we are people trying to live our ordinary lives like everybody else and all we are trying to do is make sure that unnecessary, gratuitous barriers are not in our way.

That we are not experiencing discrimination, the kind of discrimination that would outrage you if you experienced it yourself.

So that's my big contribution.   Short but sweet.   We need to think about telling stories rather than putting out materials about issues.

I think that's a thing that I'm learning.   I'm still trying to get better at it.

It may be imperfect.   I'm sure I got a few of the Wal‑Mart stories that focused on poor Cindy get getting her money stolen I got some, that focused on the issue that I wanted to talk about.

That we wanted to talk about.   So ‑‑ not every story will turn out the way we want it to.   But hopefully you can make more of them turn out the way you want them to, than not.

Especially if you're, if we're in stream, the experts folks are going to as Lawrence tacked about.   Thanks very much.

[applause]

>> GLORIA TOTTEN:  Hello everyone.

So I am going to talk about persuasions the topic of this workshop is disabilities rights messaging to combat stigma the assumption I have coming into this, is you're going to talk to people who have stigma.

[Laughter]

Right.

So ‑‑ um, I train political candidates and policy makers on values based messaging I'm very ‑‑ I'm very bossy I'm going to kind of get right to the point here about what you should do and not do.   But first let's talk a little bit about what persuasion messaging is like and how we define persuasion communication.

So human is defined as human communication that is designed to influence others by modifying their beliefs, values and attitudes.

Right?

So getting someone and really 3 main characteristics of the person's situation messaging.  One is you as the communicator, have a goal, and intent to achieve that goal by the sender.   By the receiver the person who is receiving the information.

Right.   So you have a goal, you know what you're trying to get them to do, with regard to their values beliefs and attitudes.

And this part gets overlooked but you have an intent to achieve that goal.

Which means that you are deliberate about it and thoughtful, in how you're communicating right.   So what Chris just talked about in terms of revamping the way we write press releases or advisories to help tell that story, that is the intent to achieve part.

Okay.

The way that you, the second characteristic is that the persuasion happens through communication.   Right?  It is how you achieve that goal.   Communication I always say the responsibility for communication lies with the communicator.

Right?

It is not my job to interpret what you are trying to tell me.   In fact I worked with someone once where I said you could ‑‑ it's like you speak French and I speak German.

I don't understand at all what you're saying and you're not adapting to me.

It was a consultant so I fired them.

[laughter]

So ‑‑ yeah.

You, um, so ‑‑ the responsibility lies with you as the communicator you must always remember that.   Someone is not understanding you, you are the person who has to adapt.

The third characteristic is that the recipient must have free will.

Now, normally this means that you know you don't torture people.   You know we don't water Board people we know that doesn't work right.

But in our line of business, what that means is don't torture them.

[laughter]

With facts,ant statistics and Jargon and acronyms and, all the crap.

All the crap we like to put in our language, when we're trying to communicate with people.

Right.

If they feel like they're being tortured or as if you're twisting my brain inside my head, I don't have free will anymore.   And what I'll do is I'll walk away or I'll shut down I'll stop listening.

Or I'll argue or you know, whatever.

So goal intent to achieve that goal.   Via communication with you responsible for that.   And the recipient having free will which will open them up and have them want to hear everything that you're saying.

So what that means, if I have not made this point, is that none of this happens by chance.   Right?  It's achieved through your deliberate intention and your deliberate communication.

So it can't be manipulative or it will not ‑‑ it will not stick.   It can't be transactional or it will not be meaningful to the other person.

And it cannot be quick fix short term thing or it will not shift the attitudes which is the whole point of persuasion communication.

So let's talk a little bit about how this works from the receiver end.

And I'm going to get a little wonky with you on brain science you'll recognize it, because I'm not actually a brain scientist I'll use regular language to explain what they spent decades researching.

We all have this thing called confirmation bias.

And what that means is that we make up our minds about something, and then we go and get the facts to reinforce what we have already decided we believe or ‑‑ we do this in everything.

I think diet Coke is better than Pepsi I have no idea why I do it it's probably I'm influenced by the marketing or whatever I can come up with lots of reasons why.   You know ‑‑ I was, um, at a lunch with a bunch of political directors, um, after ‑‑ the election and everybody was just talking about John Kerry's hair and stuff it's like you know, you figure out who you like and you like someone all the biases about Hillary Clinton or Donald Trump right we just keep reinforcing that.   And we do it with everything.

And so what you need to do, and it is, it is rooted in our ego once we make that decision which is usually based upon emotion because really we mostly make the decisions with our hearts and not our heads, even though, most advocates tend to communicate the opposite way we start the facts and the statistics all the heavy stuff we think oh maybe we should try to turn this into a story but then we can't turn it into a story, because we have already started with all of this other stuff that has, no way supporting a story right.

So if we, we need to lean into where their confirmation bias already is.   And if you challenge too quickly, you'll again shut people down all those receptors will go, the reason that happens is because we have two parts of our brain right.   What scientists call system one, which is the emotional part that is the fast moving and intuitive it is emotional.   Where the stories are stored.   It is you know ‑‑ it goes a mile a minute.

And then we have the second part of our brain, system two, which is very slow and kind of plots along and catches up and tries to you know, not get too jazzed out of whack by system one and this is where the facts are, the rational thinking the deliberate intentional kind of sorting out of things happens.   But what happens is because system one is we tend to focus on the facts statistic stuff, that system two responds to, but system one, is already like off to the races right.   Doing whatever they are doing.

And if we do anything that we have to basically slow system one down long enough for system two to come up, and kind of meet it, if that makes sense.

So, if you challenge someone too quickly, if you argue with them, if you start by you know in a ‑‑ in a period of disagreement, system one, is just is gone.   System two has no chance of catching up to that.

So when you think about persuasive communication, think about it as building a bridge.

Think about it as you know, trying to help bridge those two parts of the brain to catch up.

There's a colleague of my Drew Weston, a political sociologist he did a study called has a book called the political brain and they actually ‑‑ we've known a lot of this for a long time what Drew did he connected partisan people to MRIs.   And studied the brain when they got, when they were triggered with this.

So didn't matter if they were conservative or liberal or Republican or Democrat, everyone's brain reacted the same way.   That when system one was triggered, when people argued with them and they got into an argument or they were presented with the information that was against what they believed, right, their brain went crazy.   They actually released Dopamine so when you are arguing with someone about something that they believe in, you are rewarding that person.   You're giving their body dopamine.

Which is just going to fire them up even more.   Right?

Which is why people, sit and watch Fox News or some of us sit watch MSNBC all day we're getting a physical reward for that a little bit of a high, if you will.

A high for that, don't give your opponents highs.

Just general rule you know ‑‑ just, just don't do it.

So what does that mean that to you?  I have 3 rules.   You know, I have put things in 3s because people remember in 3s which is another thing to remember about communicating.

So the first is begin in agreement remember, we're building a bridge right.   And stay in agreement.

So I ‑‑ if you Google me I wear my politics on my sleeve I'm a liberal.   And, um, I have not found any issue that I can't find a place of agreement in.

Right?

So someone will say, um, you know, taxes are too you know, taxes are too high.

You know I'm getting taxed we shouldn't you know, no one is paying their fair share and whatever I can say you know what?  The tax system is unjust?  You are right.

Then blah‑blah‑blah to my position you're just slowing down system one, right.

Don't let that thing get out of hand.

So think about whatever issue it is maybe we'll have some time in the Q&A, you have to start an agreement and you have to try to stay in agreement.   You're just moving these people a long.

The second is use values not facts.

And use positive values, right? 

I can say you're fool‑hearty or I can say you're a spend drift I can say you're you know, we talk about independence and dignity and some of the words that were used here this morning those are really important things opportunity, equality, equity.   These are things, freedom ‑‑ these are things that people don't really want to deny other people.   And so ‑‑ even people that I disagree with on almost every issue have, we have shared values.

They might manifest themselves into different ways when it comes to deciding policy and so forth, in like candidates or whatever else, but that is a place where we can start an agreement where you can kind of see some common ground.   Always use values, facts not stories, as you've heard.

Focus on their needs not yours.

Right.

So if ‑‑ this is, especially if you're talking about persuadable audiences in a typical political sense, you're talking about people not who ‑‑ you're talking about who people genuinely are swing people.   Not swing voters but they believe a little bit of this, a little bit of that, right.   They're kind of with me and kind of with Donald Trump.   You know.

So you might so what you're trying to do is to find that space in the middle, I'll just end with this, you do that by listening to people.

You know?  There's a saying we have two ‑‑ two ears and one mouth for a reason.

Right.

So the way you'll find that common ground and stay on that bridge, that common ground bridge you need to again, effect their attitudes, beliefs and values is by listening to them, and finding that place where you can agree, bringing the humanity that you want them to give to you back to them just a little bit.   And then just keep, keep pulling it in the direction that you want to go.

So I hope that was helpful?  I didn't want to take up too much time I think we're going to open it up to Q&A right?

Okay.

[applause]

>>  I'll start, so ‑‑ one of the things that I struggle with, is exactly what you've been talking about, how to take some ‑‑ I always feel this time pressure there's really very little time.

Really very little time to talk to the judge to the jury, to talk to the reporter, to talk to the legislator, to talk to anyone I have to figure out where they are starting what they already think.   How I can start in agreement with that.   What I already know I need them over here.   Just not sure where they're starting.

I'm trying to talk about civil rights.

Which I find very few people decision makers start in, in the disability space, they start in pity or charity.   They start in sadness, they start in an assumption of nothing, that's whatever they ‑‑ wherever they start.   They stater in heroism, flip side.   You know, maybe in charity I send to start my press release with civil rights advocates file suit, challenging discrimination.

Shockingly, someone picks it up.

So I'm sure we're going to do press on my current case, it's a fabulous case for blind prison inmates so I've got a lot of stigma thrown at me right now.   They're blind.

>> LAWRENCE CARTER-LONG:  You hits the trifecta.

>> SPEAKER:  Right, what do you mean they have civil rights because they are blind?  And they're criminals, what do you mean I should give them civil rights and damages, you fool!   Help me frame my press release for when we win.

>> LAWRENCE CARTER-LONG:  Can I give you my instinct on this, what I've learned to this, this has taken me 15 years of the 20 something years I've been doing this, to figure it out it's been invaluable a, is lead with that question.   Why should you care about the rights of blind criminals?

Right.

What that does psychologically is opens up the cognitive space for them to ask themselves that question.

So, so ‑‑ if I don't ‑‑ one of the thing I've learned to do, when any interview request, media request comes about is I ask myself first before I ‑‑ I asked them what their hook is, what is their angle?  Approach, how are you going after this story?  Right?  I do that for two reasons.

One to find that the moment of agreement, the point of agreement, when they go on about what their angle is and their hook is I'm okay what is our space within that?  Is there one?  If there isn't one it gives me an opportunity to try to create it.   Right.

So I can say to them, for example, after they give me their answer whatever the hook or angle is I can say well, Joe, conventional wisdom would tell you that ‑‑ fill in the blanks right.

Basically, what they just told me.

Right.

Or some version of that.

And you would say and you know?  I believe that too.

I thought that's the way things were.   You know what?

In the ten years I've been doing disability rights advocacy this is what people have done.

Right.   So it's not you and them.   You're sort of putting yourself by proxy in their position you're allowing them to expand and most reporters by nature are curious.

That's why they're reporters.

So I try to speak to that part of them.   You have to find out where they are before you can lead the way you want them to be.

>> GLORIA TOTTEN:  I would agree with that, that's definitely another ‑‑ like if you're stumped someone says something out outrageous you're like shit, I can't find any agreement in that, right.   You mirror that.   You mirror them you ‑‑ which is exactly what Lawrence just described that's an easy way to just say, okay, I'm going to buy myself a little time to get through this moment.

And then the other, what you're talking about is really trying to shift a whole culture away.   

>> SPEAKER:  You think that's a problem?

[laughter]

To the to the what I am trying to do is think through like each of those consciously first of all where do I anticipate if I don't have a lot of time I have to anticipate where the person might be if it's a judge I have to kind of think okay, where is ‑‑ you know, what is he thinking or she thinking or whatever.

Then I would probably walk through the pity, what would be their motivation for thinking about pity, it could be that that's just what they have been taught by our society.   Right.   It could be kind of a value neutral thing.   But if you know if you kind of know, if you can try to trace back the origins where that thinking might be coming from, there's probably an answer in that is going to get you back to the civil rights frame.

>> CHRISTOPHER DANIELSEN:  Ah, I agree with all of that, I would also say going back to the story idea and this is the I guess, this is going to sound kind of harsh to put it this way but, try to tell a story, find the most sympathetic of the clients you have you know the one who is not the blind person Charles Manson, which I assume none of them are.

[laughter]

And ‑‑

>> SPEAKER:  Still has rights.

>> CHRISTOPHER DANIELSEN:  Still has rights you're trying to find a way in, right.

So talk about the one who isn't the ‑‑ who isn't the serial killer and how the discrimination has affected him or her.

>> GLORIA TOTTEN:  Only other thing I would add is I would think about the term civil rights.   We have used that term very loosely we feel like we all know what it means.

As someone who works as a multi‑issue progressive that works on across all ranges of parts of our movement, there is no consensus definition on what civil rights means right.

Blacks think of it differently than Hispanics I mean it is like ‑‑ so, um, and it is not a value space.   It's not a value, civil rights is not a value inherently I would give more thought.

>> SPEAKER:  It's triggering for some people.

>> GLORIA TOTTEN:  It's a political term, right.

>> LAWRENCE CARTER-LONG:  It is sadly it has become you know, certain segment people hear civil rights, oh, my those radical social change people.

>> LAWRENCE CARTER-LONG:  What are the values, we go back to values what are we talking about, fairness, due process, right.   How ‑‑ what are the things that I connect that to with the values based belief system is, use that the other thing I would probably do, which is similar what she was talking about, is when I have time, with a case you know you're working on this issue in advance you have time to prepare.   Right.

>>  Sure you do.

>> LAWRENCE CARTER-LONG:  As you're developing your arguments you're developing your strategy.   Right.   Part of what I do in the Disability Rights Education & Defense Fund, 90 percent what I do I'm the translator for the attorneys right.   I'm taking everything that they're doing, and putting that into plain language so the rest of the world can get it.   And.

>>  Chris is my translator.

>> CHRISTOPHER DANIELSEN:  I try.

>> LAWRENCE CARTER-LONG:  Part of that is even in my head I write the article before you know I write the article that I want to see I answer those questions in terms of, if they want to talk about pity, how do I connect this thing to pity, right.   And then the other thing that I always do before I do in the interviews, I'm laying out my strategy for any campaign is, what is the one question that I don't want them to ask?

[laughter]

>> CHRISTOPHER DANIELSEN:  Yes great minds think alike.   Right.

>> LAWRENCE CARTER-LONG:  You know, because once you've got that nailed down and you're prepared for that, the rest of it falls into place you better have that bullet point, bulletproof if you don't they're going to ask it.

You will look bad.

>> CHRISTOPHER DANIELSEN:  I want to say really quickly that it is not difficult to translate I hope I'm a good translator.

[laughter]

>> GLORIA TOTTEN:  Other questions?

>>  Yes.

Both Chris and Mr. Carter‑Long focused on the traditional press getting their attention and getting them to shape things right all of it mediated by traditional press.

What should disability rights groups being doing with social media this seems to me, our best base for variety of reasons including economic to address the issue of stigma.

And I would love to hear your thoughts on that.

>> GLORIA TOTTEN:  I'll say quickly as I said in my remarks, that a lot of what I was talking about, applies to one kind of one‑to‑one or small group conversation but it is, entirely transferable to mass communication.

So it just takes a little bit more work on your end to know so I would say, are you surveying who is on your list?  Are there you know, how are you getting information and building a profile for kind of who that person is?

Because the whole thing about starting in agreement, um, it ‑‑ this is how every email should read.   How every Facebook post should read.   You should be, you should have some sort of sense who it is that you're communicating to, so that you can figure out what their self interests and motivations might be.   So that then you can kind of come from there and it could very vary by organization or you know ‑‑

>> LAWRENCE CARTER-LONG:  I would say first and foremost, what is the issue?  What is the topic?  What the heck are you talking about?  And once you know that, right.   Then you can figure out your audience.   You can figure out the way you're approaching it I think those things are critical importance in everything that you're working on.   The other thing I would say is ‑‑ probably a third to two thirds, probably close to two thirds, a third at least what I do is social media.

I would say at least half of the interviews we get or the media coverage we get comes from social media.   If you don't have the social media presence you're missing out on those opportunities to get those interviews.   Half the time they see a tweet I sent they decide that's interesting they contact me and say let's sets this thing up.

So you know, you got to understand who you want to be in the marketplace with, right.   You want to be that sassy you know in your face kind of take no prisoners approach?  Do you want to be the voice of reason within the hatred, do you want to be everybody's best friend?  You have to figure out what your profile is, what your face what your place in space and role is within ecosystem and then play that.   If you don't understand that ecosystem first we can't play that role.

So what I often try to assess, by doing something for the disability rights education, and defense fund the approach I'm going to take given the nature of the organization is very different than maybe what Lawrence's feature will be they can work in tandem with each other you have to understand the rules, get your Facebook profile and Twitter and Instagram, claim your space and shingle.

>> GLORIA TOTTEN:  Make sure the way you present yourself is authentic.   Right.

If the ‑‑ you're representing organizations that is authentic representation of that organization's brand and culture.

If it's you as an individual that like I'm not witty I'm sarcastic so that's you know, what I go with.   Make sure it's authentic because, it is ‑‑ that's people will ‑‑ be able to tell if it's not and it will not stick if it's not.   So yeah.

>> CHRISTOPHER DANIELSEN:  I would also add that again, social media and at least certainly as individuals and possibly as organizations too, social media is about stories, Facebook is.

Twitter is a little bit different.   Social media is what is happening in your life.   How are you feeling about it?  All of those things at least at the personal level.   So I think we have an opportunity to humanize ourselves as people with disabilities and say, hey I have all the same concerns all the same things that happen every day, I'm dealing with the same stuff that you're dealing with.   Good to see you Dan by the way.

[laughter]

And I didn't realize you were here.   And ‑‑ you know, let's really use this platform to talk about our lives not just about the issues we face.   But about our lives and you know woven into that the impact of those issues.

>> LAWRENCE CARTER-LONG:  If you're smart do it all the same time I will give you an example I can't remember the numbers about two weeks ago, came out Federal government was talking about the airlines lost, broken jacked up about 700 wheelchairs every month.

That about 25 day a or something, so I said, if airlines were breaking 700 legs a month, 25 legs a day.

[laughter]

You know, how would you respond?

I threw it out, would you be pissed off?  I mean, there would be hearings over sight, Congress would do its job if united airlines was breaking people's legs.   Why are we allowing them to do that with people's wheelchairs, again asking a question, let it dangle.

Yeah.

>>  I have a question and a comment.

First of all I wanted to thank you the fact that you know I am an attorney so unfortunately we are at a complete disadvantage even though I ‑‑ I know a lot of what you're proposing dealt with the reporters.   We are at a disadvantage because we are stigma advertised because of our profession, and we're stigmatized because of the damn people suing us.   It's often times very difficult when you do this to talk because you have clients, attorney/client privileges and things I will say one of the things that you can use it has not been mentioned is off the record communications with ‑‑

>> LAWRENCE CARTER-LONG:  Background, say background, there's ‑‑ there's no ‑‑ whether you like it or not, I am of the opinion there's no such thing as off the record it will make it's way in there, somehow even if it's not attributed to you.

>>  Like you said, focus on the education.  A comment is the invaluable service that you guys provide by getting in there because I had the exact experience with Chris in a story I think you probably know in hearing him say that he was instrumental in getting the right person to that reporter and actually seeing the person experience the difficulty, I thought was magical the way the story was when I first spoke to that news reporter.

I knew the story was going to be going completely the other way.

And it was more of like she called me to confirm what a bastard my client and myself were.

[laughter]

And how could we do this?  And I have to tell you that through your work and I think your involvement the message was completely turned around and when I heard and saw the final product, I was actually astounded it went well.   The value of what you guys do as the voice that is paid, no?

Paid to bring that level of agility into already a strenuous situation is valuable as an attorney thank you for that Chris.

>> CHRISTOPHER DANIELSEN:  Is that Mr. Greer.

>>  Yes.

>> CHRISTOPHER DANIELSEN:  The interesting thing this story was from Florida it was one of these on your side reporters that they have.

She was all gung ho to take the side of the poor business owners getting sued because of their web site was inaccessible.   To give her some credit, I think she was just ticking the box at first.

She did know that it was important to actually reach out to some organizations on blind people and saying what's your perspective on this?

I feel fortunate that I was able to get her spinning in a different direction and the report I agree with Mr. Duran it turned out much better than either of us could have hoped for.

>>  Yes.   And thank you for that.

>> CHRISTOPHER DANIELSEN:  Well, I did what I could.

[laughter.

>>  Hi I'm Rick from Minneapolis I have a small question.   I have a reaction to comments that were made.

Talking about press releases that start so and so organization is suing.

Or, so and so law firm is suing.   It seems to me that's the way stories often get reported and my reaction to that is wait a minute!   I'm a lawyer.

I'm not suing someone.

This person who is deaf is suing someone.   This person is blind, is suing someone.   I'm just the tool.

It seems to me that when the focus moves from the Plaintiff, to the attorney, doesn't that make it harder to humanize the ‑‑ to do what you're saying, to humanize the people that are actually involved and who have been affected?

>> CHRISTOPHER DANIELSEN:  Sure that's why it is critically important with due respect to all the attorneys in this room, because we, organizations like ours could not do what we're doing without you, in a lot of respects.

I feel like more and more it has to start with the people.

I know that is tricky right.

Because some people although they want to fight discrimination they don't want to be in the spotlight they don't want ‑‑ but I feel like we have to.

I mean, to a certain extent I feel like we have to prepare Plaintiffs or potential Plaintiffs and say, you know it's really important for you to tell your story.

Or for us to help you tell your story in an authentic way because that's what is going to get attention.   It is tricky, right?  There's only so much you can say you have to be careful about what you say because it can and will be used against you in a court of law.

[laughter]

And all that kind of stuff and I talk with Eve and with Dan before about can we get this person on the phone?  Can we get them comfortable with answering basic questions and understanding what to comment on and whatnot to comment on, all of that stuff?

But you know a lot of times even if I do put out the press release about National Federation of the Blind is assisting so and so, suing so and so what I get from the reporter is I want to talk to this person.

I want to understand what her experience is.

We're not always able to accommodate that but it can be critically important.

>> GLORIA TOTTEN:  I would just ‑‑ a comment and a question sort of you can challenge this.

I am not a lawyer.

I'm not a communications professional.

Go with those two caveats let me say.

I ‑‑ but I do write a lot of press releases, you know.

[laughter]

You know I think you have to write the head line for them if you want the head line to be blind inmate files suit against a prison, then that should be your head line.   But I ‑‑ I might suggest that you put it in terms of you know, blind inmates challenge the discriminatory practices of the you know ‑‑ of the prisons right or you know, where it is something where it's like ‑‑ it's not about the lawsuit it's not procedural but it is, it is putting onus back on the defend this practice that you're doing.

>> LAWRENCE CARTER-LONG:  The lawsuit is the end result you have to tell them the story what came to the lawsuit, in terms of the kiosk at Wal‑Mart, for example she got ripped off at a place where she should be safe.

>> GLORIA TOTTEN:  It was systemically supported by Wal‑Mart.

>> LAWRENCE CARTER-LONG:  And by the equipment.

Right.

>> CHRISTOPHER DANIELSEN:  The technology.

>> LAWRENCE CARTER-LONG:  So you've got to always find of take where you are and think, two or three steps back and forward and then figure out where you want to land in terms of your framing the message.

>> GLORIA TOTTEN:  Right.   If you ‑‑ if your header on your press release is you know as it says files suits, or sues or whatever, that is going to be where they start their story.

But you need to start at the end.

>> LAWRENCE CARTER-LONG:  If you're pitching to the you know, with a card cording to the law journal that makes sense, understanding what is the audience you're pitching to how you might head line, change that head line you know.   Maybe change that subject heading of the head line depending upon what the audience is you want to read it.

>> CHRISTOPHER DANIELSEN:  We're told all the time as PR people now by the way that the reporters, and others, reporters especially are overworked.   They can't you know, they are looking for materials and you got fewer and fewer reporters doing their work because of the shrinking of the news and this, right?  So you are helping them out by taking your press release as far as you can towards writing their story for them.

>> LAWRENCE CARTER-LONG:  Really got to think about the head line you want them to see that, view that, right.

Because it comes down to that.

>> GLORIA TOTTEN:  I've had almost verbatim my press releases become the story.

>> LAWRENCE CARTER-LONG:  One more question we have to watch up.

>> SPEAKER:  Two questions I'm a special attorney in New York and Connecticut first I think I love what you said about the political stuff I do a lot of politics.

I think there is something to be said for understanding the other person and mutual respect, I think the problem is now, trump has changed the dialogue, it is not about understanding where the other person is coming from it is beyond Democrat or Republican it wasn't like this in the Bush, Trump turned into warfare you must kill the other person you must take the insult stigmatize them I think Trump has shifted the dialogue when what you talked about is great a few years ago it shifts now because of him.

>> LAWRENCE CARTER-LONG:  You don't have to play ball you can ‑‑ you can decide if you want to do that, but I can tell you we've got a lot of mileage become everything but that.

>>  Someone said something about ‑‑ what happens you will not win an insult contest with Donald Trump.

>> GLORIA TOTTEN:  Right.

>> LAWRENCE CARTER-LONG:  Don't play.

>> GLORIA TOTTEN:  He understands that sort of dopamine reaction that I described better than anyone.

Which is why he does it.

He eats it all the time.

Yeah I mean, I am in no way, so I grew up in a really, really like dirt poor family much 9 children so I am mean as a dog.

[laughter]

So ‑‑ so like, I am not suggesting that I always joke where I wear you know flouncy skirts so I can be meaner in life I'm not talking about softening, you know ‑‑ compromising you know.

>>  You're not as mean as Trump.

>> GLORIA TOTTEN:  I'm not as mean as Trump the take away is more about, it is not like be in agreement, so on get rolled right.

Don't.

It is about being really conscious and, really deliberate about being able to see the person or the people you're communicating with, go from here to here to here to here ‑‑

>>  Now you have people because of Trump and Trump himself they don't know how to move.

>> GLORIA TOTTEN:  There have always been, always been the attractable.

>>  We haven't had a press.

>> LAWRENCE CARTER-LONG:  You have 3 audiences 3, those who are with you, against you and those are in the middle, right.   So ‑‑ wait I'm going to push back on you right here.   If you want to cater to those who are going to be against you will loose every time.

>>  You've never had an attract I believe thing.

>> LAWRENCE CARTER-LONG:  Focus on someone in the middle.

>>  Never had someone as intractable.

>> GLORIA TOTTEN:  Base still doesn't go above that ‑‑ 35 percent.

>> LAWRENCE CARTER-LONG:  65‑70 percent you can actually read.

>>  Stigma ‑‑ on the autism spectrum I think, it is interesting because people look at me and others on the spectrum invisible disabilities you're not really disabled you're not blind deaf or in the wheelchair they look at a blind person they understand, I think the stigma difference of ‑‑ visible versus invisible disabilities, I have never heard someone say that blind person is not really disabled.   Or that wheelchair is fake.

To the to the yeah that's true.

>>  Stigma difference I think many people, you know you're not really disabled you're disabled blind deaf or in a wheelchair.

>> CHRISTOPHER DANIELSEN:  That's such a valuable perspective I wish we had another hour, because that's an insight that you have that may be some of the rest of us have not had, some of us have and some of us have haven't.   But haven't had much experience.

>>  You're assuming most of the people are blind, but there are people with other disabilities.

>> CHRISTOPHER DANIELSEN:  Exactly I mean, I realize it is a mix.

You know.

So ‑‑

>>  That's important.

>> CHRISTOPHER DANIELSEN:  Some of us have more of a perspective of that, than others and I wish we had more time to talk about it.

>>  I almost think society is more sympathetic the average person is sympathetic to someone with a visible disability than invisible.

>>  We're late.

[Laughter]

[applause]

[session concluded]

