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Kathleen Murphy: Welcome back, everyone.  We are here now with Chet Cooper and Lia Martirosyan, who will fill us in about ABILITY magazine.  Chet Cooper founded ABILITY magazine in 1990.  It has partnered with the U.S. Department of Labor's employer assistance and resource network or EARN.  The job accommodations network, Jan, and Department of Veterans Affairs on a variety of projects that promote the employment of people with disabilities.  Some of you may know Chet is also a recipient of the president's community volunteer award for creating the ABILITY program.  They handle construction of universally designed homes nationwide and relevant to this KT conference, seeing Chet organized and moderated the first panel at the United Nations on disability and social media, that was held a couple years ago in September, 2012.

He is also here with Lia Martirosyan, she is an editor and writer for ABILITY magazine.  She is a real leader in the use of social media in the magazine.  She is its power of the word of mouth.  She brings a multi faceted background to this work ranging, she has a business degree but also has experience as a performer, public speaker and I don't know if she will share this with us today but she is also a classical singer.

So, we will let you all take it away.  One more thing, Chet and Li, a welcome your comments and questions.  Feel free to pose those in the chat pod.  Okay, Chet.

CHET COOPER: Hello, everyone.  I wanted to confirm what Kathleen said.  At any time you can ask questions.  The way we typically present, at least I present is it's pretty loose.  We don't sit and read a script per se.  That being said, when I heard the introduction, it reminded me of some of the things that we have done, but I wanted to briefly mention the ABILITY house program, while it's unique in its working with universal design aspects back in the day when people didn't know what universal design actually meant, what we did is we partnered with Habitat for Humanities around the country, and we built these homes but as most of you know have a volunteer based organization, what we did is brought volunteers with disabilities to build the homes.

It was a pretty dramatic sight to see, pretty much any type of disability one could imagine on a work site building a home for a family that had disabilities.

That actually could lead me into a little bit of what we are talking about media outreach, that might have been the most user friendly project in the sense of outreaching to media that exists today, when we send out press releases to talk about that event, wherever that event might be, whether it was a home we did in Maryland or in Alabama.  When we send out press releases, it was easy to get the attention from the media when we described a home being built by volunteers with disabilities.  That typically makes one, wonder especially with the use of the word disability, usually meaning it doesn't work, it's not functioning, and you are on disability insurance, you can't work, but you have volunteers build a home.  When it comes to media, I think most of you are looking to how do we get more of our stories out there, and the sad thing is that most of the time media is set up, as you may have heard, if it bleeds, it leads, which is frustrating.  If you watch the news, you will see that is evident today, whether it's Ebola or wars or shootings, those are what lead the headlines.

The question is how do you take good work that you are doing, and I guess spin it to such a way that the media pays attention and actually picks up the story.

I think the easiest way to look at that, in the sense of what you are doing is always think of it as a human interest story.  What can you do that you are working, even if it's in academia, to take that structured format and make it a, I'll say heartwarming human interest in that it's an individual person that is dealing with a challenge that they have been able to accommodate with the work that you are doing.  So it's not easy, sometimes, to spin a story that seems to be a little dry par but there is usually a way to do something that is more compelling to the reader.  Media does want to also project positive stories.  They know that they are doing what they are doing with the if it bleeds it leads but they are looking for stories and articles that have a positive ending.

Those are the challenges that you have is how, there are other press releases, other organizations, public service announcements and such are there to try and spin a story that gets their information out, and the question is how do you write your own stories, if you are not really a writer.

You may have to go to a outside source or someone within your company that does know how to write in a unique way that you tell them in the story, and you sit together and come up with a way that takes the, what might be dry, and make it a little more digestible for the media.

Kathleen Murphy: Chet, this is all really interesting.  You are talking about how researchers might need to work with external writers to figure out that human interest, and get their story into the press.

People want to hear about it.  Could you speak a little bit louder?  We are getting some comments that people can't hear you.  Thanks.

CHET COOPER: The question is can I speak louder.  (chuckles).

Usually, I did, and as I've gotten older, I'm not.  Sorry about that, folks.  Is this any better?

Kathleen Murphy: A little bit.  Participants, he is trying his best.  Let us know in the chat if you can't hear.

CHET COOPER: Yes, I'm sorry, everyone.  I actually am typically low volume, just part of my entity, I guess.

What I think, I would like to hear from the audience, what are the biggest challenges they have?  Are they sending press releases out?  And if so, what do they think is causing them not to be able to have stories run?

That being said, while you are putting that thought together, we will be speaking with Lia, or Lia speaking and she is going to do something different, even though she is going to be talking about social media, the core subject still has to be, or core comments here is how do you write this.  I'm looking at the screen, I'm seeing my volume is sometimes high, sometimes low.  Sorry about that.

Maybe if it is your speaker, maybe try unplugging and using your speakerphone, just a regular phone to communicate.  Maybe that will take the fuzz away.

CHET COOPER: I'll try it.  Sorry, folks.  Let me try something else.

  (static).

Any better?

Now there is static in the background.

CHET COOPER: We did a test, we actually did the test with this, and sorry we are having technical difficulties.  I'll continue.

Kathleen Murphy: While they are working on that, people, feel free, also we are interested in our participants' experience using press releases, are they as active as they used to be or are there better ways to communicate with the media?

LIA MARTIROSYAN: Chet, did you hear that?

CHET COOPER: Hi.  I'm trying to fix on my end, and I think this is the best that I can do.  I'm hoping that it's still working for everyone.

Just a quick background, if we are getting our thoughts together for some questions, ABILITY Magazine covers all aspects of health disability human potential.  And even to get that message across, we focus on ability.  We created a partnership in China with a similar type of magazine.  From their approach to these issues, it dates back to the pity model of, it's sad that they have a disability, and so please help them, because they can't work, and they need your help.

One of the reasons we created this partnership which actually came out of the relationship we built at the United Nations was that the China press for people with disabilities actually wants to reconfigure their approach in editing style.

They actually are and have been watching the magazine, ABILITY magazine for years they told us when I was in Beijing.  They like the fact that we do, we write in such a way that it's more the fabric of life, that it's condition, just a human condition to have a disability.

So, we are swapping stories from the last couple of years now, we take some of their stories, edit it, they take our stories and run it in China.  It's been a experience for both our organizations to not only learn that there is such commonality around some of the subjects on a global scale but they are trying their best to modify and update their views on disability.

Another thing that we are looking to do on our website, is engage with our video programs.  Our video, anyone going to produce videos, if they have done anything like that, we partner with a organization called Amara.  Is it a great crowdsourcing vehicle.  What that does, it allows you to post your video on their systems, you caption it in English, and they will help you find, you have to find them yourself but they will help you gather once they come in volunteers in different countries, different languages.

We have I think close to 250 volunteers working around the globe to caption our videos in different languages, that give the opportunity for people, whether they have, if they are hard‑of‑hearing and they are in different languages, to be able to read in their language the videos that we produce, which is a wonderful resource available.  It's Amara.org is the name of the organization.

I'm looking to see if any of this has helped, still see if there is problems with the sound.  I apologize.

  (audio is very fuzzy).

Lia, would you like to ‑‑

LIA MARTIROSYAN: I would like to go back to a question that was asked earlier.

  (static).

About the effectiveness of press releases, if they are still effective, an effective way of communicating with the media, such as ourselves.  I would like to say it all depends on how it's written, how the wording is written sometimes.  You just delete them because it's too much and other times you are thinking, this is interesting.

  (static).

Whatever we are looking at right now.  I don't know what your input is on that, on press releases, Chet.

CHET COOPER: I think you are right.  The press release, if you write a press release, you have to make it, you have to have a strong heading, that the first thing that they see, you have to come up with an idea that will catch their eye.  People that receive press releases are part of that mix.  We get press releases sent to us every day, tons of press releases coming in.  Some are frustrating, the headline corners it and you look further and it doesn't connect to the story line.

But you have to come up with something that's interesting, that catches the person's attention.  Then the press release has to have something in there that has a connection to the audience that you are selling it to.  There are different outlets these days that are very tailored to different media.

You don't want to send a press release to agriculture today if you are sending something about traveling in the Middle East.  It might not make any connection.  You want to be specific on how, where you are sending your press releases, write that subject matter to what they are interested in, what they are covering.  If it's about employment, you write about employment and send to any organization that covers issues around employment.

I'd be curious if people with that question have, are the people that are listening, are they sending out press releases today.

See a show of hands.  You in the front (chuckles).

LIA MARTIROSYAN: Quite a few people are typing.  I think they are responding to your question.

  (lots of static on the line).

CHET COOPER: I remember when I first started public speaking, somebody told me, if you ever nervous about public speaking, just think of your audience in their underwear.  And webinars, it's even more interesting to think of the audience right now.  I assume most of you are in offices maybe with the doors closed.  But yeah, if you have questions we are more than happy to respond specifically to that.

Kathleen Murphy: You made great points about the content if someone is going to do a press release, make sure the content is relevant to where you are sending it, and that is a reason for that organization or entity to be interested in it.

But I think people are also wondering about how ABILITY magazine to the degree they would rely on press releases thinking of it from the perspective of a genre.  Is this a good way for people to get that story that is relevant to you, to you, or are you really monitoring other things more, like Bonnie is noting, Twitter or other social channels?  Or are press releases still an important source for you?

CHET COOPER: Press releases are still a very important source.  Actually the social media, that is something Lia can speak to, actually is a little bit of a less, at least the people that are sending the press releases in some sense have vetted themselves in that they have thought about what they are going to write, know they are pitching a story that has been a proven system over the years.  With the web, depending where you are picking up, could be just individual venting that is not part of a larger organization that is really doing the work.

I've seen, maybe it's because of we have been around for over 20‑some years, the press release that is we typically get are from larger entities that have substance behind them.  They know that there is links that we would look to, to build a story, are significant, where I've seen too many times things, and this is personally, not necessarily the reality of everyone, but some of the systems that are out there are just feeding a kind of hype and watching what is trending and jump on that trend.

And there is really no substance between what they are saying and what they are pushing, and it seems like it's a lot more cluttered with marketing, advertising efforts, than they are actual story lines.

I still think that we probably get, when we do pick up stories, I think 80 percent of the stories that we are picking up come from press releases, not Twitter or other areas.

Now, Lia will talk about how Facebook and such, we will get a lot of people feeding into that.  But ‑‑

LIA MARTIROSYAN:   Believe it or not, it's much more difficult to filter through what is legitimate or not, that people are trying to connect us with through social media, than it is through E‑mails, for example.

I heard from the team many times, and myself, trying to figure out what is the legitimate story that comes through, and what is just you pitching your favorite shoot or something.  I don't know.  It's getting tougher too, even with all these hash tags, because you think people have done their research.  But they are just clinging on to what they see other people doing.

So it's a little more difficult.  But I do think that, getting a good story in a good manner.

Kathleen Murphy: Do you have a process for vetting?  How do you decide if something is product placement or something that is of genuine interest to your readers?

CHET COOPER: We go through as many channels as we can to find out where that story is coming from, who is pushing the article, who is pushing it.

Is it basically editorial that they are trying to present or advertising that is just mirrored in the sense of a press release.  So we do a lot of work to make sure that what we are talking about is, especially if someone says, we are the first or we are the only, those are red flags immediately.  See if there is something they are just using as a hook to get our attention, so there is definitely work that has to be done before we take on an article that is suggesting that they are that novel.

So I think what Lia is saying is that it seems sometimes the resource, the information given via the social media doesn't seem to want to give up as much information as a typical press release does, with coming from a release from a legitimate PR firm that does give who is behind it and histories and such and it's easier to dig backwards into what is going on.

Kathleen Murphy: Someone in the chat mentioned wire services.  Is that something you are monitoring?

CHET COOPER: Sure.  It's, the wire services also push.  So when you look at a service like that, oftentimes they give you different options, and so we are set up in such a way that any time anyone wants to push an article that has anything to do with health or disability, it comes to us directly.  It's a lot of work to go through all of that, especially when you use the word "health," because that really becomes information coming through different research that is going on, trials, whether it's about MS or spinal cord injury or blindness, it's, there is a overwhelming amount of information coming out from big to small organizations working around the perimeter of these things, that we have to study.

We have medical doctors that we work with that are part of the team.  And once we vet as much as we can, we send it to them, and they do their own vetting, and determine if we are going to further the connection between that story, and if it all works, then we put it together.

Kathleen Murphy: Let's just say you are a grantee of a federal agency that funds disability research, just a hypothetical.  You have a story that you think would be good for ABILITY magazine.

What would you recommend that researcher do, work through their university communications department?  Or contact you directly?  Or try to be on that committee?  What is the best way to reach you or people like you?

CHET COOPER: There is no one like me.

  (chuckles) that is a bad joke, sorry.

Actually, maybe all of the above.  In a sense, they can absolutely send things directly to us, that is fine.  Going through the university is actually a good idea, because if you tie together the organization in PR, but maybe even further expand it into trying to get the communications department, get some interns working to draft press releases and work with them, even though it's social media, so that the student gets involved, whether it's an internship or mentoring program, with the university and with the grantee, then you have a window in that situation.

Then also, it's always easier to come to establishments like ourselves that are disability and health focused.  It gets a little more difficult to write something that it's going out to the general media.  But that is where if you had some people that can support that effort and continue to push back the message, and follow up with that message, that is always a key component.

Oftentimes we are so swamped with information and what we are doing, that we would do something with this certain organization, but it's now been buried in our in‑box.

But getting a second, maybe a third attempt might awaken us to say that it's one of the flags we have given a green light to but it's buried under several other green lights, so being diligent in trying to get a response from the media is also a really important issue.

Kathleen Murphy: We talked with some previous presenters about topics, research topics that might be of interest and the way they do that.  For a television reporter we talked to on Monday, it was really, well now with people, next week it might be something else.  And Josie Byzek is still with us.  She just presented.  Her magazine, New Mobility does user survey.  How do you know what your market, how do you know what your readers might be interested with respect to research?

CHET COOPER: Ours is a little more broad than New Mobility, they do a great job with issues around mobility.  It's something more focused.

Ours is dealing with all aspects of disability.  So it's not an easy thing.  In fact, when Time‑Warner picked us up to distributing us, they did analysis on the audience that is projected to take up the publication and read it.  Even with the well of analysis and the staff they have, they couldn't be specific about what is going on ‑‑ with the wealth of analysis.

The comment I've typically made over the years when people ask if I've done demographics, we focus on two demographics, we hone in on the two and that is people with disabilities and people without disabilities.

So really, it's open.  The research could be on many many different aspects of topics.  Research, we have a neurosurgeon that is part of our team, but that is one small aspect.  We have an editor who is a psychiatrist so anything to do with mental health issues.  So we don't do well putting into a specific area.  It's too broad for what we are doing.

Of course, the core of what we are all about is changing the attitudes around health and disability to society, but doing that, we run these different stories, and as you know, we are celebrity‑driven.  So our covers are different high profile personalities, celebrities, actors, politicians, that the general population knows.  So they pick up the publication, oftentimes because of that celebrity.  Then they start reading about subjects that they may have not been interested in or gone unnoticed.

So we are approaching the whole subject in a different way than others have done in the history of this subject matter.

Kathleen Murphy: It's a great way your magazine uses that celebrity focuses a bridge to more serious things.  I must admit it caught my eye.  It comes in here and I've done exactly what you are talking about.

You are clearly, you already have connections to some researchers.  You have talked about how when a article comes in you might pass it by to someone else to do some review of it.

How have those researchers connected with you?  How might others do the same?

CHET COOPER: I think that is, typically we have people send their press releases to editorial at ABILITY magazine.com.  That is editorial at ABILITY magazine.com.

There is also something we are working with an organization called cause related media.  Causerelatedmedia.com.

That idea there is they will help people learn how to write their own press releases, help them push the stories out to other media, and working with them directly will be a nice filter for us as well to get that vetting of it already done before it comes to us.

That is another opportunity that people have.  Maybe we should see if Lia has anything in the sense of the media side of getting the message out, social media side, getting the message out to us or others and how that might work all together.

Kathleen Murphy: With cause related media.com disability focused?  Or not necessarily.

CHET COOPER: Not necessarily.  It is basically set up to, anything that has a cause connected to a disability being one of those.

Kathleen Murphy: Would you say that, you told people that your magazine as far as making a connection with you, in your conversations that you have had with other disability focused publications staff, is that generally what you would encourage people or what they encourage people to do?  Or are you particular in that or unique in that you like that direct contact?

CHET COOPER: I actually don't know.  I don't know that any other publications, I know New Mobility has been around for a long time.  I don't know how others are working on that.

I would think ‑‑ media have different departments.  Like you said, you had some other people with the news agencies, television, etcetera and they have their ways of getting that, usually go on line and go where to extend the release or get that information to see if they will have any interest in covering it.

I don't know about the other publications that are disability centric, how they work.

Kathleen Murphy: One important part of knowledge translation that our center especially tries to raise awareness about is that the research connection to media doesn't have to happen only at the end of a research project, where there is already a set of findings.

How open would you be to someone getting in touch with you, say while they are writing the request for proposal and saying hey, Chet, hey, Lia, what are your readers interested in?  We want to do something that is going to have relevance and be helpful to consumers.

So could we pick your brains?  Is that something, a conversation you want to have?  Or really you prefer to get the information at the end of the study?

CHET COOPER: That is a great question.  There have been times that we have worked with organizations that are doing things that are looking for data.  That is a possibility.

We don't do it all the time, because we don't want to completely bombard our system with that kind of thing, if it's not relevant.  But yeah.  That is absolutely a possibility, to work together and try to get some, whether it's a survey or interest level on something, yeah.  So anybody that is listening, that is a possibility.

Kathleen Murphy: Did you have something to add, Lia?

LIA MARTIROSYAN: I agree.  It's a good idea to collaborate in that sense.

Kathleen Murphy: Another issue that has come up in our questions in previous conversations that you touched on earlier, when you were talking about when someone is writing the press release, and the importance of the human interest and maybe even focusing on an individual, how do you balance, or what about, some researchers are concerned about a number of aspects of that.

But one thing would be, not wanting to put up an individual and imply that somehow that one person's experience is generalizable to everybody with a particular condition or even everybody with disabilities.

How have you handled that issue in ABILITY Magazine?

CHET COOPER: Did some kind of anecdotal experience being one that covers everyone, I think it's the way it's written.  If it's put out there in that manner, that this is maybe not a, can't be used as an example for all people, but one interesting story, blank blank blank, and human interest, and talk about it in such a way that the reader realizes that this is not a blanket statement, interesting aspect of this person, that story should be shared.

And then you just make sure you end the story, that again it's confirmed and reaffirmed that there is a, there is more to this than just that one part.

But it helps drive the article and helps drive, it's one of those things if it's done properly, it gets picked up, which is the important thing to get the story out about the overall research that is going on.

But I agree with them that there is a, it's a slippery slope if you do it the wrong way.  If you go at it in such a way that you are promoting something that this is the way everything is working, but I think it can be written in such a way that you can ‑‑ why have the cake if you can't eat it, is what I say.

Kathleen Murphy: I'm looking at Bonnie's comment there.  If we are assuming or talking about how that individual person's experience is going to draw a reader into your article, if someone is trying to catch you, Chet Cooper and Lia Martirosyan's attention, does it help to have that case study built into the communication that goes to you about the study?

CHET COOPER: Yes.  Yeah.  What you are trying to do is tell us or I think any others that are looking at this or whoever is doing the initial screening, that there is an interesting story here.

Many times the research might in and of itself be interesting.  I'm not saying that that isn't reality.  But oftentimes, academia, it's written in such a way that it's normally even a few seconds of eyeball on some of these things, if it sounds towards it should go into a scientific journal, you may not get that person to read further.  You are trying to get it out to your brother media.

  (static).

Kathleen Murphy: Can you think of an example of the researcher who did it right?  Someone, something that someone got in touch with you and it did turn into a story?

CHET COOPER: Jack Gillespie.  You are going to say something, Lia?

LIA MARTIROSYAN: I was going to respond in a similar way.

  (chuckles).

There's quite a few.

Kathleen Murphy: Who is this?  I didn't catch the name.

CHET COOPER: I was making that person's name up, if I could remember his name.  Lia, go ahead and respond.

LIA MARTIROSYAN: What Chet is trying to say in a humorous way, there has been quite a few instances that it's been possible in stories and informed from it.  I'm trying to think of something else that popped in my head.  Gosh.

Kathleen Murphy: We could go down like the glamor don't route, are there things that typically researchers are doing that you wish they wouldn't?

LIA MARTIROSYAN: Interesting.

CHET COOPER: That is a tough one.  When I think of researchers, my angle is pretty broad.  A couple ideas that came to mind, when you say research, which may be beyond what you are guys are doing out there, but there are some scientists, that for example, have sent us what they are doing with vision, what they are doing with children with cerebral palsy and getting them to have a better, increasing their chances of being able to walk.

Both of those were I think kind of easy to pick up, because one was creating a pair of glasses or cam that was identifying images and calling out what those images are as you point to them.

That was absolute science.  But the human interest is sent in such a way that talked about the people using it, and how that is changing their lives, in going to a bus stop and pointing and then the buses that is coming toward actually reads the bus sign and where that bus is going.

So with human interest, this is connection with people that are actually able to change their lives with this technology, and the technology is so new that only a few people are even using it.  It's still somewhat data.

The same with children with CT, that the story was still in research phase, showing great evidence that these shoes that you put on the child would recondition the chaos theory, it would recondition the mind‑set of the gait of the child and the way they were walking, to walk properly with this algorithm that they had created to making the shoe correct their balance.

So, human interest didn't specifically talk about one child or the child's name, but lots of inference to the children, and pictures in such a way that were usable, that they had already done their homework in having images available which is a really good part, especially if it's going to a magazine.  Sometimes newspapers, you don't need the images as much.

But you would have images, high‑resolution images for print, 300DPI, enlarged, newspapers 32DPI, same with web, 72DPI.  But if you have things prepared, make it as turnkey as possible, it makes your chance, increases your chances dramatically of getting something in print.

Kathleen Murphy: Interesting.  Josie Byzek is typing.  Yes, she is concurring, high‑resolution pictures are so, so important.

So that is good information for our audience.

Are you doing anything special or particular with the magazine's marketing to reach across generations?

CHET COOPER: We are going back in time, actually.  No.  We are not dealing with a sense of age.  We do have Lia, she is young, so we covered that.  (chuckles).

I'm old.  So we got that covered.  But not specifically, we are not targeting.  Are you talking about the aging of America content?  Baby‑boomers getting older?  Is that where the question comes from?

Kathleen Murphy: It is a registrant question, how do you best reach across generations?

CHET COOPER: Did I hear something, Lia?

LIA MARTIROSYAN: I was thinking like you said, is it older or younger, because younger, yes, social media is a major outlet for, that are getting to a whole other generation of the younger folks and kind of having them relate to like Chet has been mentioning human interest stories, or whatever is going on currently that we are taking part in all the different projects.  But that is a wonderful way of getting ‑‑ I'm getting echoing ‑‑ gelling out to the younger generation.

But as far as the older generation go ‑‑ what are we doing?  I know, believe it or not, I don't know if you are familiar with something we have actually gotten an award for, is our code, we are the first publication, I think the only right now, pushing voice codes at the bottom of our editorial pages.  Which these codes you can compare to QR codes but are extremely high density.  They are able to hold all these editorial code that you can scan on your smart phone, and it will read it out loud to you.

The reason I'm bringing this up is because another generation thing is with my grandmother, she has a smart phone.  She is very into learning new things and wanting to know more.  So I've been teaching her how to access our magazine in a different way using the code.

She is able to scan it and listen to it and read it and go along with it.  That is another point I thought to bring up.

CHET COOPER: I think, just to add to that, Lia's grandmother speaks another language, the voice code system we imprinted in our editorial pages can read our English and convert it into 58 different languages, so for people still learning English or have problems reading, reading difficulties with low vision, it's a great resource to take that content and listen to it, as I said also in multiple languages.

The other thing we do is send out programs that we worked with in volunteerism.  There is a new marketing concept to reach readers that are senior citizens, but it defaults that way because of the organization that we often are partnered with to do different projects.

Kathleen Murphy: Great.  That would also be another question was reaching out across cultures and outreach to racial ethnic minorities.  Building your network through volunteers sounds like a great way that that would address that registrant's question.

We are coming up to the top of the hour.  Is there any other thing you want to add.

CHET COOPER: We are doing things with the Hispanic market.  We are doing something with telemundo to expand the awareness of what is, what they are doing with their organization and what we are doing.  It's different generations, different cultures, different languages.  We are trying our best to ‑‑ this is really is a common denominator of everyone.

Kathleen Murphy: We are going to take another short break and come back in five or maybe a little bit more, to hear from NIDRR's KT centers, a session that will be moderated by KTDRR PI Dr. John Westbrook. 
