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— Chimamanda Ngozi Adichie

"Stories have been used to 
dispossess and to malign. But 
stories can also be used to 
empower, and to humanize."

from the TEDx Talk, "The Danger of a Single Story"



"If you don't tell your 
story, someone else will 
tell it for you."

— Ancient Public Relations Proverb



When arts 
orgs
experience 
financial 
turmoil, they 
will try to 
own the 
narrative.



Centering our members' stories lets us in on the action.



HOW to contact the Media:
• By sending press releases that tell 

clear, compelling workers' stories
• By targeting local journalists who 

cover the arts and labor unions 
specifically

• By developing personal relationships 
with members of the media*

• By reaching out on social media
• By "calling in a tip"



Press Releases 101
• Bolded heading- clearly announces 
topic, date, location, organization. 

• Statement from principal leader/
concerned party- tells us what the
significance of the event is. 

• Name and contact information for 
the person responsible for coordinating
media inquiries.



Press Releases 101
The more specific you can be about 
what you would like a media outlet 
to publish, the better. A press release 
should be able to function as its own 
article that is READY TO PUBLISH.

That means YOU GET TO WRITE THE 
ARTICLE!

The article was essentially the 
VERBATIM press release I sent. 



And not JUST in the news media. 

Workers' stories 
matter.



Where do we tell our stories?
In Print
in newsletters, 
magazines, or 
dedicated direct 
mail pieces

In Person
at forums, panels, 
town halls,  and 
member meetings

In Digital
Spaces
on our websites 
and in our e-blasts

At Press 
Conferences
where you have 
gathered select 
media to hear a 
specific message

On Social Meda 
Whether image, 
text, or video 
based

On the Picket Line
Labor actions bring us 
into immediate contact 
with media and our 
community



Quick Exercise:

Articulate your story.
• Who you are
• Why you're here today
• Something you care about that others can 

empathize with
• What you hope to have happen as a result 

of being here today (call to action)

in 3-4 sentences (or about 30 seconds of speaking) tell us:



Learning to tell our own stories helps us 
to better tell the stories of others

One of the 
most 
accessible 
places 
to do that 
is SOCIAL 
MEDIA.

Follow us
on Facebook

Follow us
on Instagram



Once you have a story and a strong 
image, you can use it ANYWHERE. 

So what SOCIAL MEDIA platforms should you use?
• No right or wrong answers, but you have to be somewhere
• Choose between 1-3 platforms to build a presence
• Go where your audience is
• Prioritize platforms where you have the SKILLS and 

RESOURCES to show up CONSISTENTLY



Share the load
Social media can be a labor-intensive endeavor, and many 
locals and ensembles lack a dedicated administrator.

Designate responsibilities that match the capacity 
and interest of your members:
• Someone to steward content-creation
• Someone to moderate the comments, tag requests, etc.
• Someone to work on engagement, feed curation, etc.



Best Practices for Posting
• Aim to post at least 

WEEKLY
• Post several times a week 

during ACTIVE 
CAMPAIGNS

• Share/repost at least one 
REEL weekly

• Make sure you're sharing 
more than just official 
announcements

*Unless your organization has the cache of the Kennedy 
Center, this probably isn't the best kind of post to make



You don't have to be EXPERT to make something IMPACTFUL
Graphic Design 101

-Choose 2-3 
brand colors
-Use Canva (for 
free!) to make a 
simple logo
-Make quick 
photo edits 
right on your 
phone



Phone photo best practice:
• First, clean your lens
• Ditch the flash
• Zoom with your feet, 

not your fingers
• Shoot wide, crop later



(We can tell, and we hate it.)

DON'T USE 
GENERATIVE AI

Research shows  that 
"people value art labeled as 
AI-generated 62% lower 
than identical works labeled 
as human-made. Knowing 
an origin is artificial 
consistently diminishes 
perceived craftsmanship 
and emotional value"

from: "Algorithmic aesthetics: Cognitive perspectives on AI-generated visual 
art" by: Ionela Bara , Kohinoor M Darda, Richard Ramsey , and Emily S Cross

iScience. 2025 Oct 24;28(11):113826. doi: 10.1016/j.isci.2025.113826



SERIOUSLY, DON'T USE IT



Posts should do one of 4 things:

1. INFORM
2. MOBILIZE
3. TELL A STORY
4. CELEBRATE



But know that not all posts are 
created equal.

Posts that:

• Try to get followers to engage with 
external links

• Try to steer followers to attend live events
• Espouse a particular political viewpoint 

(like being pro-union)

*Cue sad trombone.

*Unless you pay to "boost" your post. What a racket. 

Are less likely to achieve organic reach
and may, in fact, be suppressed outright



Algorithms change, good content doesn't 
Meta prioritizes 
posts that contain 
PEOPLE'S FACES.

Which is a great way 
to return the 
narrative back to 
the workers and the 
members of your 
local.

*We're not sure if it's the glasses or the amazing 
smile or what, but the algo LOVES Dean Rolando



How do you choose WHICH 
stories to tell?
Focus on human interest by literally asking  
what YOU as a human find interesting!

Things like:

• Winners of major awards or auditions
• Extracurricular achievements, like new 

publications or recordings
• Folks making a difference in their 

community
• Choose cover/featured content that 

speaks to other initiatives that are 
important to you



A goal for this 
issue is to get 
folks excited to 
join the FMA.

Telling the 
individual 
stories of FMA 
leaders allows 
other Freelance 
Musicians to 
imagine 
themselves as 
belonging in the 
players' 
conference.



No matter the medium, storytelling 
serves to build empathy

When we share our stories, we share our 
humanity. Collecting and retelling stories 
about the challenges we face in the 
workplace helps us to better understand each 
other, recognize our common struggles, and 
foments an environment of shared ownership 
and identity that builds SOLIDARITY!

By sharing workers' stories, we can not only 
pique the interest of the media and win the 
support of our communities, but  also BUILD 
A STRONGER UNION!



I truly love this work, so 
don't hesitate to reach out if 
you have questions, or are in 
need of additional 
communications support.

Megan Elk
(412)298-0966 (cell)
melk@cfm10208.org

Thank you.


