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Twitter Instagram Facebook Media Relations + News

Over 17.2K followers 1,752 followers 6,135 likes and 6,457 
followers

U of T News: 44 OISE 
stories published 

17% increase in followers 
from last year

100% increase in 
followers from last year

53% increase in followers 
from last year

OISE News: 51 stories 
published

Top performing video
reached up to 1.8 million 
people and had 292 
shares

Our Instagram channel 
gained 666 new followers, 
an increase of 84%. Our 
growth rate is slightly 
above industry average. 

6,566 reactions and 
2,589 shares, out-
performing Columbia’s 
top post by 2550%

Video Series - AERA 
Faculty Spotlight:
59,178 overall views on 
Twitter, Facebook and 
LinkedIn.

KEY HIGHLIGHTS OF SOCIAL MEDIA CHANNELS
- OISE’S SOCIAL MEDIA PLATFORMS GENERATED 6.9 MILLION IMPRESSIONS ACROSS OUR FOUR SOCIAL MEDIA CHANNELS

- FOLLOWERS INCREASED BY OVER 300%
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FUTURE OF EDUCATION: PANEL EVENT



ELEVATOR POSTERS
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AERA VIDEO SERIES
RESEARCH SOUNDBYTE WITH DR. CAROL CAMPBELL
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AERA VIDEO SERIES
RESEARCH SOUNDBYTE WITH DR. ANN LOPEZ
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AERA VIDEO SERIES
RESEARCH SOUNDBYTE WITH DR. RUBEN GAZTAMBIDE-FERNANDEZ
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AERA VIDEO SERIES
RESEARCH SOUNDBYTE WITH DR. JEFFREY ANSLOOS



12

OISE WEB BANNERS
& WEB STORIES







15



16



17



18



19

RESOURCES AVAILABLE FOR 
FACULTY
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THE OISE RESOURCE 
HUB
YOUR ONE STOP SHOP TO DOWNLOAD OISE OFFICIAL FONTS, LOGOS, 
POWERPOINT TEMPLATES AND MORE!
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OISE’S MEDIA CLIPS

§ A digital showcase of key 
highlights, top stories and media 
mentions 

§ Our team prepares and shared 
these clips with the entire OISE 
community multiple times a 
week
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INTRO TO UTC: TOP STORIES 
• The “greatest hits” of the previous 

day’s media mentions

• Our department prepares and 
distributes these to over 800 
members of the university 
community by 8:00 a.m. each morning

• Close to 100% daily 
readership among senior 
university leaders



BREAKING NEWS EXPERTS (BNE)
• Recommending our experts to reporters 

every day

• Identify trending news stories and U of T 
experts available for comment

• Share with news desk by 10AM

• Results: On average, over 200 media 
hits a month are a direct result of 
BNEs



BLUE BOOK OF EXPERTS
The Blue Book is designed to be a 
one stop shop for when media are 
looking for experts. 

Faculty members interested in being 
included share their areas of 
expertise & contact information. 

You can be added or removed at any 
time and we are always happy to 
update your information as your 
areas of study change and grow. 



TELLING YOUR STORY 
Our goal is to get media interested in your research & expertise 
• There are a few ways to do that:

– Working with your comms team here & at central communications (UTC) to publicize 
your work on OISE’s website and U of T News

– Sharing your studies with us prior to embargo (if applicable) and having us pitch it

– Being part of BNEs or the Blue Book

• How you can help – put things in layman’s terms by sharing with us
– What your study is about

– What the key findings are

– What was your method

– Why is this important & why should the general public care



BEFORE THE INTERVIEW 
• Journalists are almost always racing the clock. Return calls promptly, but remember that you 

are not obliged to do an interview on the spot. 

• If you need time to prepare, ask for it. Don’t be afraid to ask the journalist for more 
information:
o What’s the story?

o Is this a firm assignment or are you looking for background information?

o How much time do you need for the interview? 

o What is your deadline?

o For TV or radio, ask: What is the format? Is it live? Will there be a panel and if so, who else is on it?

o Get the reporter’s name and contact information, and call back at a mutually agreed time.



NOW YOU’RE TALKING 
• Explain the significance of your work to everyday life. What are the implications? Why should someone outside 

of your field care about this?

• The journalist won’t use everything you say. Decide in advance on your two or three key points and make them 
clearly.

• Use language that a grade 8 student would understand. Simple, straightforward explanations, free of jargon, 
reduce the chance of distortion or error.

• Reporters don’t know as much about your area as you do. They may have received the assignment only an hour 
ago, so don’t be surprised if they seem unprepared. Have patience in clarifying facts and issues that may seem 
simple to you.

• If you have additional images or video that might help illustrate the story, offer them. 

• Don’t be afraid to show your enthusiasm for your work and remember to always mention OISE and U of T!



LOOK MA! I’M ON TV (OR RADIO)
• Wear something you feel good in

• Body language is important. Sit up straight - even if you’re on radio people can hear when you smile 

• Look at the interviewer – or, in a panel situation, to the person you mean to address

• Avoid looking into the camera 

• Don’t wear clothes with the insignia of another organization or university

• Try not to over-prepare. Write down a few key points (three is ideal) in bullet point form.  This will 
help you sound natural and confident

• Offer examples that help make your message personal

• If you get an unexpected question, don’t answer right away. Take a moment and collect your 
thoughts before you begin. 

• Silent pauses are okay.  And if you really do not have an answer, or it is a subject about which you 
are not familiar, be honest. 



INTERVIEW DOS & DON’TS  
• Do be kind & informative. Media will always remember great interviews and will call back the 

people they know will help them do their job well.

• Don’t ask to review the story before it runs. 

• Do let the reporter know that you are available to answer any further questions or clarify 
information. Provide a phone number where you can be easily reached to check facts.

• Don’t forget there’s no such thing as off the record. 

– If you are asked to “chat” while the cameraman shoots “B” roll (non-interview footage, cutaway 
shots, etc.), be sure your body language and comments are appropriate.

– Be aware that any answers you provide or comments you make during this time can be used on the 
air.



WRITING AN OP-ED
• Effective way to communicate your professional opinions – and your research – while adding 

to the public conversation about a topic

• Have a clear editorial viewpoint. State your opinion/thesis in your first paragraph and then back 
it up

• Always write for the general public, not your peers. Be clear and straightforward. Use simple 
words, short declarative sentences. 

• Express a strong call to action. 

• Submissions should be about 650 words. 

• The editor reserves the right to edit or condense your contribution.

• Offer exclusivity to your outlet of choice. Don’t approach a second outlet until you’ve been 
declined by the first one.

• Need help? Let us know.



QUESTIONS?
Anna Weigt-Bienzle, Media Relations Officer at UTC

anna.weigtbienzle@utoronto.ca

416-371-1575

mailto:anna.weigtbienzle@utoronto.ca

