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INTRODUCING:

SEE US, HEAR US,
A GUIDE TO TELLING
YOUR STORY
IN MEDIA




We created “See Us, Hear Us,” because we want Asian
Canadians to be truly seen and heard.

Research shows that less than a quarter of the Asian
Canadian population feels they are portrayed accurately
most of the time' (in comparison, close to half of people who
identify as white say their group is portrayed accurately
most of the time).

We are not a monolith and we want you to feel empowered
to share your own authentic, multifaceted stories and have
them recognized across Canada.

In this spirit, we've chosen a range of life journeys that
reflect the diversity of our communities. Each journey
showcases how you, as an individual or a group, can
amplify your voices and contribute to a richer, more
inclusive national narrative.

' Race Relations in Canada 2024, Canadian Race Relations Foundation
https://crrf-fcrr.ca/r rch-r rts/r -relations-can -2024/


https://crrf-fcrr.ca/research-reports/race-relations-canada-2024/

HOW CAN I GET MY STORY

IN THE NEWS?

To get your story in the news media, you need to connect with people
in specific jobs and pitch them your idea.

WHAT IS A PITCH?

This is simply a message that answers the following questions,
in a short, succinct way:

What is the story? Think about the stakes. Try writing a headline.
What would make you click it? Examples:

e Why | wrote this
children’s book
about my
grandparent’s
escape from war

Who you are and
why are you the
right person to tell
this story?

e The only Korean-
language long-
term care center
in Canada is in
danger of closing

Who is your
infended audience,
where are they, and
why do they need
this information?

e How the first
Hakka restaurant
in Toronto
continues to serve
new generations

Why is this story
important now? Or
what makes it timely,
is there an event or
anniversary?

It is a consideration
that differs from
newsroom to
newsroom,
depending on the
show and format.
You can pitch, for
example:

e A newspaper
editor

e ATV newsroom
assignment
editor / reporter

e Aradio
producer



Menodak Praktik Penghisapan

Even if you're not a journalist employed by a
newspaper, there are ways to get your name
and story in the paper:

e Write a Letter to the Editor

e Connect with a reporter who covers your
area of expertise (technology, small
business, healthcare) and let them know
you are open to being interviewed about
your area of expertise

e Write an opinion essay (also called op-eds
or first-person essays)
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Some newspapers in Canada: Globe and Mail,
Toronto Star, La Presse, The Chronicle Herald
in Halifax, National Post, The Province in
Vancouver



MEET A NEWSPAPER EDITOR:

MARK MEDLEY

WHAT ARE YOU LOOKING FOR IN AN
OPINION ESSAY?

“The Globe and Mail’s Opinion section
publishes on a wide range of topics -
politics, culture, technology and everything
in-between. As an editor, I’'m not just
interested in what’s going on in our world,
but how we, as people, live in our world. I’'m
looking for arguments | haven’t encountered
before, or for a writer to make me consider
an “old” idea in a new way; not “hot” takes,
but thoughtful takes. There’s nothing wrong
with being provocative, but the goal isn’t to
anger readers. It’s to illuminate, to inform, to
make them think.”

“WE READ EVERY PITCH
AND WELCOME SUBMISSIONS
FROM EVERYONE.”

HOW WOULD YOU DESCRIBE A
GREAT PITCH, WHAT ARE THE
ELEMENTS?

“I'm a fan of getting to the point: Who are
you, what do you want to write about, and
why are you the best person to make this
argument? It only has to be a paragraph or
two. It’s also helpful if you tell me how many
words you’ll need and when you would be
able to file.”



HOW CAN SOMEONE TELL WHETHER
THEY’VE GOT SOMETHING THAT IS OF
INTEREST TO YOUR AUDIENCE?

“You won't know until you pitch us. But if it’s a topic
you're talking about with your friends and family, or
that people are debating on social media, odds are
we're talking about it, too. Often times we greenlight
a pitch because it’s a subject my colleagues and |
are already discussing - we just didn’t have the right
writer to tackle it.”

WHAT WOULD YOU SAY TO SOMEONE
WHO ISN’T USED TO SPEAKING UP BUT
WHO WANTS TO HAVE THEIR ESSAY
PUBLISHED?

“Publishing op-eds isn’t for everyone - there’s
bound to be someone who doesn’t agree with you.
But speaking up is better than staying silent.”

WHAT TIPS DO YOU HAVE FOR TIMELINE?
HOW QUICKLY DO YOU HAVE TO WRITE?

“It depends. If we're asking someone to weigh in on
breaking news, the turnaround might be 4-6 hours.
But for pieces that don’t have a news hook, I've
assigned pieces that | know won't run for six months.”
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Here is an example of a
powerful Opinion essay that
was written by a non-journalist:

| was almost burned alive for

wearing a hijab. This is what |
told my kids

https://www.theglobeandmail.com/
opinion/article-i-was-almost-burned-
alive-for-wearing-a-hijab-this-is-
what-i-told-my/



https://www.theglobeandmail.com/opinion/article-i-was-almost-burned-alive-for-wearing-a-hijab-this-is-what-i-told-my/
https://www.theglobeandmail.com/opinion/article-i-was-almost-burned-alive-for-wearing-a-hijab-this-is-what-i-told-my/
https://www.theglobeandmail.com/opinion/article-i-was-almost-burned-alive-for-wearing-a-hijab-this-is-what-i-told-my/
https://www.theglobeandmail.com/opinion/article-i-was-almost-burned-alive-for-wearing-a-hijab-this-is-what-i-told-my/

Local TV news and 24-hour news channels are
always looking for stories from the
communities watching their broadcast. How
do you get your story or your voice to be
heard?

e Email or call the newsroom with your
story idea

e Think about relevance to the audience:
Would others benefit from knowing this
information?

o Consider the timing of your pitch




MEET ATV NEWS PRODUCER:

. -
g < !

KRIS PANGILINAN

“l WAS THE ASSIGNMENT EDITOR.
WE’RE THE ONES ASSIGNING
STORIES, LOOKING FOR STORIES
AND INTERVIEWS, HELPING
REPORTERS PUT THEIR STORIES
TOGETHER. WE PLAN OUT THE DAY
AND MAKE SURE THAT YOU’RE NOT
MISSING ANYTHING IN TERMS OF
STORIES ACROSS THE CITY.”

COMMUNITY IMPACT IS THE KEY

“We focus on how much of an impact the
story will have on the larger community. It’s
the difference between road construction
that shuts down a street, which will have an
impact on a community, versus, ‘Oh, a
mechanic forgot to put oil in my car.’

There was a rally against anti-Asian hate at
City Hall a few years ago and thousands of
people were there. It makes an impact to
those attending but also to those who
weren’t able to go. So it’s really a numbers
game - how many people does this story
affect?

Ask yourself, am | trying to tell this story for
myself or am | telling this story to warn
others? If you're thinking about yourself,
that’s not to say it won’t get picked up but
the interest level from the newsroom won’t
be as high.”



TIMING MATTERS:

“Breaking news is always the priority so don’t hurt
your own chances by pitching on Budget Day or
election day. Your pitch may be ignored, not
because it isn’t worthy but because it’s simply too
busy of a day.

On the flip side, weekends and holidays are
typically slow news days. Use that to your
advantage but don’t pitch too early. ATV
newsroom is on a daily or weekly schedule. For
example, if you’re looking at Christmas, pitch two
weeks in advance and don’t be shy to follow up.
For Asian Heritage Month or Filipino Heritage
Month, pitch in advance but keep following up.
For every week that goes by, you'’ve still got a
chance before the month ends, that the reporter
will have time to include your story.”

DON’T FORGET: REPORTERS GO LIVE
ON-LOCATION

TV news isn’t just pre-taped stories. Sometimes,
producers and reporters are looking to do live hits
on location (Kris took his crew to broadcast from a
wings restaurant on Superbowl Day - the shop
sold out in two hours).



USEYOURVOICE /| ¥ °
ON THE RADIO —




Use digital media.

A website can be your calling card and social
media is for promotion (it’s a great DIY tool
but be gentle with yourself — starting from zero
is tough).

Remember that social media and mainstream
media can go hand-in-hand. Use your own
digital media to leverage for more mainstream
media attention or as a place to show off your
expertise, the impact on your community, how
much traction your story gets with audiences
and as a place to update event information.
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BUT! BUT! BUT!

IS SOCIAL MEDIA FOR ME?

Some thoughts for perspective:

“I'm too private.” “l don’t want to be on-camera.” “I can’t edit video.”

e Please set your own e There are many ways to post e Posts with still
boundaries, it’s the only images, quotes and video without images can be
way to do this. You don’t putting your phone in selfie mode. powerful.
have to open up your Think about images that reflect Strong ideas
whole world. If your work your message. A video can even don’t need
is sensitive, be proactively be a collection of still images fancy editing.
defensive in keeping your and words.

personal information
private (don’t post your
location, your kid’s school,
etc). e It’s not about follower count, it’s about expressing who
you are, your story, what you do, and if you do want to be
on-camera, what you think and how well you can say it.

“It will look bad if | only have 100 followers, so | don’t want
to start.”

e It’s a balance - you need
to be reachable to the

right people and o Starting small is okay, everyone starts at zero.

reputable with your « Consistent posting and interaction will grow your
information (cite your followers, if that is your goal. Don’t be afraid to DM your
sources and run it by posts to others in your community to ask for reshares.

others). Spread the word on your good work.



Everyone has a different starting point, purpose
and end goal. What'’s yours?

Pick a type of media for what it can do for your
message. A website is your best foundation but if
it’s overwhelming to start there, skip it and do
something smaller and more easily accessible.

Be ready to engage, whether it’s in direct messages
on social media or by adding a way to contact you
in your bio.

A note on social media: It is a hungry vortex. You
could throw all your time and effort into it without
growing a large following. The key is to know your
goal. (For example, increase sales, increase visitors
at your centre, practice thought leadership, write
an open letter to your Member of Parliament, etc.)




o ¢
INSTAGRAM & TIKTOK

|s your message very visual
or performance-based?

Example: David Suh,
Photographer and Content
Creator on TikTok

E @ | CAN USE...

EMAIL OR NEWSLETTER
If you’re more about words than pictures,
create an email list (Substack, MailChimp,
Squarespace). You can create a list of people
who welcome you into their inbox with direct
access. How is your information useful to
them? How will you use the privilege of your
access?

Examples: The Korean Vegan, The Squawk
by Laineygossip (which began with a group

email) on Substack

Q)
o ®
YOUTUBE OR PODCAST

Do you want to build a library of
content?

Examples: Gunnarolla on YouTube,
hit We Don't Tell Mom podcast

©

WEBSITE
Whether you want to do all of the
above or not, you can have it come
together on the site or simply use the
site itself.

Example: The RepresentASIAN
Project (which began on social media

but brings it all together on the site)


https://thekoreanvegan.com/category/podcast-newsletter/
https://thesquawk.substack.com/p/welcome-to-the-squawk
https://www.youtube.com/gunnarolla
https://open.spotify.com/show/26sYAa0ZTK7pbCCOYNYY54
https://representasianproject.com/
https://representasianproject.com/

Chau Luen Athletics
Instagram TikTok YouTube

“IT IS NICE TO GET MORE YOUNG
PEOPLE INTERESTED IN CARRYING
ON THE CULTURE BECAUSE IT’S VERY
TRADITIONAL, RIGHT? WE WANT TO
KEEP THESE TRADITIONS ALIVE. HOW
DO YOU ATTRACT THAT YOUTHFUL
ENERGY? AND THAT WAS THE
REASON FOR US TO BE ON THESE
PLATFORMS”

— CHANTELLE LUI


https://www.vancouverliondance.com/
https://www.instagram.com/chauluenathletics/
https://www.tiktok.com/@chauluenathletics
https://www.youtube.com/@chauluenathletics

THE WINS: THE REALITY:

e They have booked shows e Tried Facebook and
and recruited new students LinkedIn but decided to let
through social media them go
outreach e It takes dedicated time (in
o 14K followers on Instagram this case, volunteer hours)
Chau Luen Athletics « Two TikTok videos went from someone who does
is a Vancouver viral with 1 million views this work professionally
performance group each e Follower count and traction
that has been « YouTube shorts with 100K were slow in the beginning
teaching and views e Timing and monitoring

performing kung fu
and Chinese lion
dance since 1943.
The lion dance,
dragon dance and

trends helped with traction,
by jumping on social media
trends at the right time

 Profit goes back into club

Choy Lee Fut kung fu TAKEAWAY:

school shows up e There was careful consideration of the target audience and
at community events the strength of this particular community (dance and athletics
and over the past few and costumes make sense visually for video!).

years, has made o Consider whether your group’s special sauce is visually

social media another appealing. If not, consider how to use words, photos or audio
way to reach the instead of video

community.



LEVERAGE YOUR
SOCIAL MEDIA
MOMENT INTO

SOMETHING BIGGER:

TESHER

Did you just get a little zing on social media?
Leverage that attention into something bigger.

Artist Tesher is one of a growing group of
Canadian artists with South Asian roots
making big waves in music on a global scale.
In 2022, when Tesher was nominated for
Breakthrough Artist of the Year, the Junos

invited him to DJ during commercial breaks.
Tesher’s team suggested that he perform
on the live show. They made it happen, and
Tesher performed the first Punjabi-lan

performance in Junos history.

Use your momentum and leverage your
moment for what you really want.


https://www.instagram.com/tesherrrr/
https://www.youtube.com/watch?v=GNoNGqrNUvs
https://www.youtube.com/watch?v=GNoNGqrNUvs

“IN 1986, MY PARENTS OPENED
YUEH TUNG RESTAURANT WITH
NO EXPERIENCE, JUST A DREAM AND
A FEW FAMILY RECIPES. THEY WERE
THE FIRST TO INTRODUCE HAKKA
CUISINE TO CANADA'’S FOOD SCENE.
DAD STOOD OUTSIDE HANDING OUT
SAMPLES OF HIS FAMOUS CHILI
CHICKEN. MY MOM RAISED FIVE
KIDS, WORKED DURING THE DAY AT
THE HOSPITAL, AND AT NIGHT, SHE
WAS BACK AT THE RESTAURANT”
— JEANETTE LIU




Tell the story of your business and why
it matters to your community.

Sisters Jeanette and Joanna Liu use
Instagram reels to tell their story and
to connect with reporters. This Global
News story came out of sending an
Instagram direct message to reporter

Tracy Tong: Immigrant dream to culinary

legacy: Sisters take over historic Hakka
Chinese restaurant in Toronto (May 2025).

Their business has also been featured in
Toronto Life (June 2024), CP24 (March
2025) and Now Toronto (May 2025).

“COME VISIT US. HELP US KEEP
THEIR LEGACY GOING. WE BELIEVEIT
DESERVES TO SURVIVE.

AND, WE ARE GOING TO DO
EVERYTHING WE CAN TO HELP
KEEP IT GOING”

— JEANETTE LIU



https://www.youtube.com/watch?v=_4SC50kEGk0
https://www.youtube.com/watch?v=_4SC50kEGk0
https://www.youtube.com/watch?v=_4SC50kEGk0
https://torontolife.com/food/toronto-hakka-restaurant-yueh-tung/
https://www.cp24.com/video/2025/03/13/family-business-yueh-tung-opened-nearly-40-years-ago-as-torontos-first-hakka-restaurant/
https://nowtoronto.com/culture/this-place-is-everything-that-i-know-torontos-oldest-hakka-restaurant-fights-to-stay-open/




COMMUNITY
ADVOCATE



https://www.cbc.ca/news/canada/toronto/korean-community-fights-to-save-nursing-home-sold-to-rykka-care-centres-1.5594036
https://www.cbc.ca/news/canada/toronto/korean-community-fights-to-save-nursing-home-sold-to-rykka-care-centres-1.5594036

The story, South Asian community

advocacy group pushes for dedicated
museum, was published by the CBC

in British Columbia in April, 2024.

DR. SHARANJIT SANDHRA ON
HOW THIS STORY HAPPENED:

Sandhra and fellow advocates created

a grassroots organization called the
Museum Liberation Force to challenge
the province of B.C. A museum dedicated
to South Asian heritage was not moving
forward as planned. Sandhra’s group
created a press release, social media
account and recognized their own

professional influence in communications,
public relations, arts and culture, business
and academia.

“It’s a fraught conversation because we are
challenging a colonial government, right?
We are challenging a promise that this
government gave and they’ve broken
multiple relationships with different
community partners. So we are coming in
as critics, as democratic citizens. We
wanted to make sure everybody took part
in creating our messaging, which we did in
a WhatsApp group, so that everybody was
behind it.”



https://www.cbc.ca/news/canada/british-columbia/museum-liberation-force-south-asian-canadian-1.7161620
https://www.cbc.ca/news/canada/british-columbia/museum-liberation-force-south-asian-canadian-1.7161620
https://www.cbc.ca/news/canada/british-columbia/museum-liberation-force-south-asian-canadian-1.7161620

They wrote an open letter calling out the
government, which sparked media
attention. Sandhra kept in touch with this
particular CBC reporter, who wrote several
stories on their advocacy, in 2023 and 2024.

When they got a media request from

a Punjabi-language news station, Sandhra
encouraged two young women to speak
on the group’s behalf. They were nervous,
having to speak in Punjabi, but they did

a fantastic job. They were strategic,
practicing key messages and ensuring
translations. “It’s hard to translate the word
museum in Punjabi, so they had to figure out
ways to navigate. They practiced and they
loved it and were proud of themselves.

We all were.” Sandhra shared the media
opportunities, as ways to mentor ways

to practice speaking in the media.

WHAT DO YOU WISH YOU HAD
KNOWN IN THE BEGINNING?

“If they interview you for ten minutes, you
will probably get one sentence isolated out
of that entire conversation. When | started

doing these interviews 15 or 20 years ago,

| felt deflated and disappointed to see that.
Also, it is easy to become targeted by your
own communities or the larger community,
when you speak about racism. There’s an
extra layer of added sensitivity for us.

Be aware that the entire context will not

be quoted.”

TAKEAWAY:

“Within the Punjabi and South Asian
communities, we have community members
who are in the media that we can lean on
to ask for advice. | still do media training
because things are always shifting and
evolving, now more than ever. There are
ways we can protect each other and
ourselves when we are being harassed.
Media takes practice. And | feel we have

a responsibility fo support our younger
selves, the younger versions of ourselves,
like those women that we encouraged to
speak to the Punjabi media. They are doing
amazing things and | would love to be able
to cultivate more of that.”



ARTIST

KEVIN CHONG

AUTHOR

‘A nuanced. complex, and highly
eriginal novel, oqual?ir‘f
haramngand‘lumna ing.”

“ONCE YOU WRITE THE BOOK,
YOU’RE NOT PROMOTING YOURSELF,
YOU’RE PROMOTING YOUR STORY.
YOU HAVE TO RESPECT THE WORK
YOU DO AND PUT ASIDE SELF-
CONSCIOUSNESS. RESPECT
YOURSELF, YOUR WORK, AND THE
VALUE OF YOUR WORK?”

— KEVIN CHONG

Kevin Chong is an author in Vancouver.
His latest novel, The Double Life of Benson
Yu, was shortlisted for the Giller Prize.

He teaches creative writing at the
University of British Columbia.

Kevin’s tips for promoting your art:
e Sum up your project in one sentence.

e Talk about major themes, your
audience and why this project is
important fo you.

e Remember that you are the best
promoter of your own work.



WHAT’S YOUR ADVICE FOR
PEOPLE WHO ARE TELLING
STORIES THAT ARE SENSITIVE,
AROUND RACE AND IDENTITY?

“Keep it simple and talk about who you
are and why you made what you did.

It attracts people because you're being
authentic and you're talking about what
motivates you. It’s as simple as that.”

IS THERE ANYTHING YOU WISH
YOU’D DONE SOONER?

“I wish | had a website earlier than | did.
| hate maintaining my website.”

FUTURE GOALS:

“I wish | had the confidence to make
TikToks. My daughter and | watch a lot
of reels and it would be funny to try to do
that, like creative writing professor skits,
where | play all the characters, including
the students. I’'m daydreaming about
that right now.”




Main points: Practice self-care, stay
connected

In April 2025, at the Lapu Lapu festival,

a celebration of Filipino heritage in Vancouver,
a vehicle attack led to 11 deaths and 32 people
injured. Kris Pangilinan was there as a vendor.
When the attack happened, his first instinct
was to call his loved ones to let them know he
was okay. Then, he called the newsroom
where he used to work to alert them to send

a camera crew. He did his first few interviews
on-site. Kris felt it helped him process what
was happening. He was able to put himself
info journalist mode and knew this was a story
that would matter for some time. The next day,
he woke up to over 200 messages.




Kris knows what it’s like to contact people for
comment and didn’t respond to everyone.

“I actually had to put a tweet out to say, I’'m
open to doing media, however, it’s important
to remember that | just experienced
something very traumatic and please
understand that.”

He knew that as a spokesperson, however
accidentally he came upon the role, that he
had a responsibility to speak for others in

the community. “I made sure the organization
wasn’t blamed. | would always say, This
organization is great. It’s not their fault. They
are grieving right now and they need some
space. They were only supposed to volunteer
up until the next day and yet, three weeks
later, they’re still working, unpaid.”

“I spoke to them afterwards and they told me
they were appreciative. No one in that
organization has media experience so you do
need someone to talk.”

Once Kris felt that he had spoken to
international and national press and that he

was done, he focused on himself, attending
a vigil, seeing some friends, and then
returning home to Toronto.

Kris’ tips:
 If you're someone who's volunteering to
be a spokesperson about something
traumatic, make sure you’re okay to do

it. Don’t just volunteer because you think
you should.

e Understand that you will be repeating
yourself many times.

e« Remember that there’s always going to
be another person the media can talk to
but there’s never going to be another
you - look out for yourself.

e« When the interview is taped, you can ask
for some time to gather your thoughts or
to redo your statement.

e Try to not watch yourself after. If you
stumble on some words, that’s just the
way it is. It’s ok!



TAKE CARE

OF YOURSELF

Setting your own boundaries is important,
not only when the topic is traumatic, but
anytime you’re telling a story that is
personal to you. Talking to a reporter is a

human interaction. There is give and take.

You can shape the situation together.

How do you set boundaries? Examples of
what you can ask:

e “Can you only use my first name?”

e “Can we talk when it’s a convenient
time for me?”

llI

'd like to talk about only subjects A
and B but not C”

Your personal story is precious. You don’t
have to answer anything you don’t want.

In the bigger picture, remember you're in
this for the long run. Take breaks, you can
even try a media fast. Stay connected with
friends, family, community. Write out your
storytelling accomplishments in a list,
nothing is foo small to make it on there.

With a larger group, have a media
succession plan. When you don’t feel up to

a media request or storytelling effort, pass it
on to others. That’s what friends are for.

And always remember to do things that
bring you joy. Joy is energizing, joy is
resistance. Joy is important when we do
work with an anti-racist, anti-oppression,
equity-seeking mindset. Being purposeful
about seeking, feeling and sharing joy,
will help us all with the marathon.



Talking about culture, identity and race may lead to
talking about racism. It can feel difficult to talk about
racism when it’s a part of your lived experience.
Remember:

e You don’t have to answer every question from a
reporter. If you don’t like the question, just say less.

 It's okay to be emotional. You may try to hold it
together or ask for a time out - just remember that
it’s never wrong to feel emotion, it's human.

o Debrief with trusted people after interviews or
infense media work sessions.

e Read other people's writing for solidarity. When
you’re online, don’t linger in the comments.

e Fixing racism isn’t entirely your responsibility.
Others have done the work before you - reach out
to them. Others will continue the work after you.
Reach out to mentor them.
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https://www.elimin8hate.org/
https://crrf-fcrr.ca/
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