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Chapter 7 – Media Relations

[NITB] Adversarial relationships – the generalized relationship between journalists and PR practitioners
Why is the News Media so Important?

· its influence is cumulative & long-term – a single news report usually causes little if any change in behavior or attitude…but extensive media reports can influence whole generations

· its main power is to make us aware 

· of products, services, companies & ideas…and to provide information about them

· as a first step in the decision-making process, it is vital

· scholars call this the agenda-setting role of the media
· it concentrates on reporting bad news – research shows we prefer to hear about bad news by a factor of 7 to 1

Challenge for PR practitioners:

To create relationships with journalists and media figures that will permit them to rely on us when our organization/product/cause is the focus of interest.

[NITB] If successful they will:

1. report on information of which we need to make our public aware

2. give us fair & balanced coverage

· Social Media:

· Facebook, Twitter and others have become the new norm for casual communication

· savvy PR practitioners have realized those are the media of choice

· Social Media goes direct to various publics, bypassing the gate-keeping and agenda-setting roles of mass media

· Social media is flexible & immediate

· the Internet is open 24/7

· sight, color, sound and motion can be added to any digital stream

· however, TV remains the #1 choice of American consumers for news & information

Audience habits are constantly changing and PR practitioners must be vigilant in determining which media is useful for reaching which stakeholders.

· All media (mass and social) are useful to:

· create awareness

· reach opinion leaders

· maintain relationships that are already established

News Media Mission

To inform audiences quickly, accurately & fully on matters that affect them significantly; sometimes the audience may not have expressed any interest, or even been aware of the issue
Public Relations Mission

To build working relationships with all of an organization’s publics; this may or may not involve making use of news media 

Both have an obligation of truth & accuracy as they shape public opinion

News media are free to interject their opinion about issues as long as they are labeled “editorial,” “opinion,” analysis,” “commentary,” etc.

PR practitioners have the choice of telling their story in paid advertising space, or offering it to the news media subject to editing or outright rejection.

Ways to Kill a PR Career:

· cleverly manipulate facts

· be devious with journalists

· be unavailable when media call

· be unauthorized as a spokesperson

Walking the PR Tightrope:

· public exposure can be damaging to a person, company, cause or reputation

· some employers prefer NO publicity during such times

· if the facts haven’t been ascertained, it may be impossible to provide a truthful & accurate response to a media inquiry

· organizational privacy is sometimes more important than the “public’s right to know”

Bottom line – make it clear to your client that you can’t control the media.

General Guidelines for Successful Media Relations:

1. have a sound working knowledge of methods & technology – understand how the media works

2. be sure a designated spokesperson is available on short notice

3. spokespeople should be as candid as possible – within the limits of competitive & security considerations

4. take bad media coverage in stride along with good coverage – play the percentages

5. constantly educate & train employees & spokespeople on how to handle themselves when dealing with the media

6. generate good news story ideas to offset instances of bad coverage

7. advocate your employer or client’s views on public issues

8. expect the unexpected and be prepared for it – especially have a crisis communication plan in place

1. Strategy for Reaching Stakeholders:

2. build relationships face-to-face – once a relationship is formed, people will accept & pay attention to your communications

3. make internal publics top priority – only satisfied employees can deliver customer delight

4. consider “going direct” to bypass media – go direct to key publics, but don’t be overly visible

5. use accountable, focused, measurable programs – they incorporate value-added measures

6. expand research – don’t just rely on statistical surveys…use focus groups, panels & gap research

Video News Releases:

· news releases developed specifically for TV in the 1970s

· electronic equivalent of a printed press release

· contain video & audio prepared by a party other than a TV station

· popular at TV stations because they made news gathering easier

· often used verbatim without further fact-checking, independent investigation, or disclosure of the source

· most TV outlets understand that “supplied” information represents the interests of the supplying entity

· viewers may not understand that

· in 2005 FCC ruled stations must disclose the nature, source & sponsorship
     increased use of on-air language such as “images provided by a neighbor” or 

·      “as said in a prepared statement”
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