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Teamsters 
Cannabis
Organizing 
Video

Teamsters 
703 Sysco 
Strike
Video

https://1drv.ms/f/s!Agzn2gO_kJAOrWmFM3YM0MKpukRx?e=4eSaLe
https://1drv.ms/f/s!Agzn2gO_kJAOrWmFM3YM0MKpukRx?e=4eSaLe
https://1drv.ms/v/s!Agzn2gO_kJAOrAaPvwbg4VI7D1tL?e=EZM382
https://1drv.ms/v/s!Agzn2gO_kJAOrAaPvwbg4VI7D1tL?e=EZM382
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Four Keys To Messaging Success

Visibility

Establish your presence 

as organization

Building the Narrative

Develop message to rally 

around and stewards of 

that message. 

Press Prep

Organize internally and 

reach out to external 

coalition, prepare press 

communications.

Media Outreach

Execute media plan 

for maximum 

coverage. Leave no 

stone unturned.
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Visibility

Get on Social

Establish a page for your local on social 

platform(s). 

When someone googles your union, what comes up? ((Take out your phone))

Have a Footprint

When you google your organization and name. You 

want something positive to come up.

Involve Your Members

Ask members to submit photos, testimonials, 

content. And to share the union’s important posts!

Community Relationships

Interact with other org’s accounts, especially ones 

you might be reaching out to for help soon.



Three Good Types of Posts

Post a picture of members 

practicing or getting ready for a 

show

“What we do”

Show up to a labor action or 

meeting/training

Labor Solidarity

Post a pic of a member, 

captioned with a quote or 

highlighting an issue

Lay Groundwork

https://twitter.com/UHCHI_Chicago/status/1669899024764215301
https://twitter.com/UniteHereLocal1/status/1669419011073818639
https://twitter.com/UniteHereLocal1/status/1600621487022546944
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Building the Narrative

Research & Development

❑ Identify bargaining issues everyone can to relate to.

❑ Research the publicly available data on your employer (990’s, Google, 

Socials)

❑ Get creative with other data (ALICE Report, BLS & HUD Stats, etc.) 

UNITED WAY

❑ ALICE (Asset Limited, Income Constrained, Employed)

❑ Local University and College Academics

❑ Ann Arbor Symphony

https://onedrive.live.com/?authkey=%21ANxxQ276w2c9Ouw&cid=0E9090BF03DAE70C&id=E9090BF03DAE70C%216540&parId=E9090BF03DAE70C%216537&o=OneUp
https://www.unitedforalice.org/


990 Form

Total # of Board Members, 
Employees and Volunteers.

Total expenses, 
including salaries.



990 Form

Executive & Management 
salaries. 



990 Form

Salaries & Wages

Guest Artist, Rental & 
Licensing Fees



ALICE Report



ALICE Report



Building the Narrative

Writing and Fine Tuning

o Keep it Simple.

o Aim for the Heart 

o Avoid jargon

o Build out other messaging from there. 

o Fact Sheet – Bruce Rauner Example. Fair Workweek example. 

o Talking Points - 

https://1drv.ms/b/s!Agzn2gO_kJAOuBzKjCdI3LksxBpM?e=3ory70
https://1drv.ms/b/s!Agzn2gO_kJAOuB0HUIkR_QcyWwS0?e=7QUdKh
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Talking Points



Press Prep



News Values

Why should I care?

Impact – How many people will this affect? 

Fame/Prominence – Did this happen to a famous person/institution? 

Conflict/Tragedy – Does this make for an entertaining story? 

Immediacy – It just happened 

Proximity – It happened just up the street 

Trending – Is this a national trend we’re seeing? 

 



Impact



Fame/
Prominence



Conflict/
Tragedy



Proximity



Use STRONG Language

Clear, concise, with an appeal to News Values

❑ Avoid passive voice.

❑ Be clear, except when you can’t or its not in your advantage.

❑ Punch Up the language.

❑ Reread your work, identify weak words and sub them out.



Preparing to Go To Press

Press Release

Written communications to 

local news media laying out 

why our contract fight is 

important. Should contain 

quotes & be brief, but firmly 

state your case.

Press Conference

An event where the union (& 

allies) gather to deliver a strong, 

unified statement and answer 

any questions from the press in 

a pool environment. 

Rally/Picket

A highly visual event where we 

ask our members, allies & 

supporters to show up and the 

press to attend and cover our 

rally. Should include at least 3 

different speakers. 

How are we rolling this out?

!



Preparing to Go To Press

Press Release Press Conference Rally/Picket

How are we rolling this out?

!



Planning a Press Event

❑ Give 3-5 days notice if possible, OK to send a release in advance, and 

morning of

❑ Organize Your Members

❑ Organize Your Speakers (Run of Show)

❑ Pick Your Location

❑ Equipment, signage, support



Run of Show



Run of Show



The Exclusive

Find the right reporter, and offer them an exclusive, 

meaning you’ll let them publish the story before sending 

any information out to any other outlets at all. 

Pitching an Exclusive

Your exclusive must pique interest, and 

have value for the journalist/outlet. Not 

always applicable.

Make It Sizzle



Media Advisory Vs. Press Release

Before your event.

Let’s the press know 

something is happening, 

asking them for coverage 

of an event. 

Brief, contains 5 W’s and 

your “why should I care?”

Usually sent out after or 

event, or in lieu of event.

Should tell a more detailed 

story, cite facts and contain 

quotes from leadership and 

members. 
Media 

Advisory

Press 
Release



Press Release/Media Advisory Basics



Press Release/Media Advisory Basics



Press Release/Media Advisory Basics



Press Release/Media Advisory Basics



Media Outreach



Pitching Print/Digital/Legacy Media

ID Outlets

Start smallest then expand. Neighborhood, city, state, & national. Music Industry blogs 

or magazines. Worker papers. 

ID Reporters

Often times have contact info public, easily accessible. Contact on all forms: cell, 

office, email, social media direct message.

Opinion Pages

Can’t get anyone to listen. Try pitching an opinion piece somewhere. Try multiple 

different from multiple authors. 

1

2

3

Print reporters often have the most time to listen and will give you the most detailed and 

balanced coverage. Stories often start as reported by local “print” journalists before other 

outlets catch on. Be aware of “unfavorable” outlets. 



Pitching TV/Radio Media

Research Reporters/Programs Online

Start on station website & social media. They usually put their contact info online. Pitch 

one. If they say no, move to the next one. Or, you can try calling an assignment editor. 

Do they do community stories, live interview segments, Saturday community affairs?

Highlight Conflict/Images

If it bleeds, it leads. True then, true today. Appeal to the eye, the ear and the 

heartstrings. Highlight the visuals in your pitch. Does the station have B-roll of your 

orchestra playing already? 

Do the Work for Them

Most small town TV journalists are overworked, and underpaid. Or lazy. Do as much 

work as you can for them. “Feel free to copy/paste from our press release.” Meet them 

1

2

3

TV News reporters, especially in small markets, are overworked and underpaid. 

Use that to your advantage!



When Cold Calling the Newsroom

❑ Calling the news desk is a good strategy, in addition to calling individual 

reporters. 

❑ Assigment Editors controls the planning calendar, News Director hands 

out the assignments

❑ Most newsrooms have editorial meetings in the morning around 9 a.m. 

and afternoon around 2:30. Best times to call: 7 - 8 a.m. or 11 a.m. – 1 

p.m.

❑ When on the phone: ID yourself and organization, give 5 W’s. Answer 

questions. “This is a huge issue for the community, we hope you come 

out to cover…”

❑ Ask, “What’s the best ….” questions, make the Assignment Editor’s job 

easier!



Speaking to the Media

❑ Do a practice interview, anticipating tough questions.

❑ Stick to talking points.

❑ Repeat messaging/slogans/stats

❑ “Why are they doing this” … Well, you’ll have to ask them that!

❑ Ask what time this airs, who else they are speaking to



Social Media Strategy

Use Your Network

Explicitly ask allied 

organizations to share your 

message on their 

platforms. 

Post It All
Post photos, member testimonials, 

press articles,  press releases, yelp 

comments, etc. whatever you can find 

that supports your message.

Use Dates, Numbers

Dates can be powerful and help keep 

pace. Numbers stick out, get 

remembered.

“35 days without a contract” 

“They spend $100k on a sign, but can’t 

find the money…”

Keep Membership Updated 

Key to the fight is to make members 

feel like it’s their fight and keep them 

informed of what is happening, good 

and bad.



Effective
Messaging
2020-21 Cook County Jail Campaign



Cook County Jail Campaign

In 2020, a rogue union financed by a personal injury attorney 

challenged Teamsters Local 700 to represent 3,000+ Cook County 

Corrections Officers. At the same time, Local 700 was actively 

negotiating the next contract. All this, during a global pandemic that 

hit prisons especially hard.

Over the next two years, we organized and mobilized the membership using 

internal and external media strategies. 



Cook County Jail Campaign

Visibility

We posted updates on social media.

Engaged membership 1-on-1.

Gave out SWAG, information, hosted cookouts.



Cook County Jail Campaign

Building the Narrative

Identified the issues that were most important to officers.

Identified members/stewards to carry message

Reached out to community partners

Local 700 engaged with IBT & JC 25 for help

https://1drv.ms/v/s!Agzn2gO_kJAOkwjPlRoUr_FWRuz7?e=K22bfd


Cook County Jail Campaign

Press Prep

Overworked, understaffed, and on the frontlines, corrections officers are putting 

their lives on the line every day for the people of our city.

“We Demand Hazard Pay!” 

Home checks, Call-in time, and Sheriff Dart’s unlimited power are putting too much 

strain on officers. 

Identified spokespeople to take part in an interview series to build solidarity among 

ranks and also get the word out about our issues.

Identified Outlets that give jail issues coverage, WGN & Sun-Times consistently. 

Link to video

https://onedrive.live.com/?authkey=%21ANxxQ276w2c9Ouw&cid=0E9090BF03DAE70C&id=E9090BF03DAE70C%216538&parId=E9090BF03DAE70C%216537&o=OneUp


Cook County Jail Campaign

Media Outreach

TV – WGN carried our stories, other outlets not so much. 

Radio – WBBM Newsradio run our stories

Legacy Print – Tough to get coverage from big papers, once every 2 months

Digital/National – No interest, no effort made

Hyperlocal/Labor/Niche – Some coverage from small local papers, did not 

pitch labor outlets



Cook County Jail Campaign

After surveying and analyzing the media market, we saw an 

opportunity to make a splash that would fire up our membership.

We learned Cook County Sheriff Tom Dart would be making an appearance 

on WGN Morning News, doing a live interview segment.

We submitted questions to the anchors, called the newsroom. 

 Link to Video

https://onedrive.live.com/?authkey=%21ANxxQ276w2c9Ouw&cid=0E9090BF03DAE70C&id=E9090BF03DAE70C%216549&parId=E9090BF03DAE70C%216537&o=OneUp


Cook County Jail Campaign

In the End

We won Hazard Pay.

Won a new contract.

Built a strong network of stewards.

Fought off the challenge from the rogue union. 



Questions?
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Twitter: @JakeBerent
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mailto:jberent@chicagolabor.org
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