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Why are We Here?

 Leading cause of superintendent unemployment
 Poor communication (NSPRA)

 Primary source of info for parents
 Teachers and other building staff (NSPRA)

 Households with no kids enrolled in your schools
 50 to 75 percent (DOE/ERS)

 Top duties for school boards include
 Building public confidence in schools
 Serving as the public’s link to their schools (NSBA)

Communication is ESSENTIAL!
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What are we talking about?
 Working with the media in public education

 Gonna work with ‘em? Gotta understand ‘em!
 Examine the state of the media today

 Solid base of national research
 Project for Excellence in Journalism
 Institute for Public Relations

 Tips and best practices
 For working with the media

The News Media of 2008
 It’s a fiercely competitive business
 Media must balance

 Entertainment vs. newsworthiness
 Speed vs. accuracy

 24/7 industry
 Cable, Web streaming, Podcasts, cell phones,

video cameras, RSS, MySpace, FaceBook, etc.
 Blurs traditional media communications

 Driving forces of change include
 Technology, budgets and consumer lifestyles
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Where do we get our news?
 2007 Zogby poll identifying “important

news sources”
 Web 81%
 TV 78%
 Radio 73%
 Newspaper 69%
 Friends/Neighbors 39%
 Magazines 38%
 Blogs 30%

Newspapers
 What do we know?

 Circulation is declining
 Advertising revenues decreasing
 News staff and news hole is shrinking

 Councils/school boards off the assignment board
 Online reach is growing/presence improving

 97% have RSS
 88% post comments on blogs
 51% sort stories by popularity
 33% allow comments on stories
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Newspapers
 News Inve$tment

 Staff is being reduced or reassigned
 Many move from print to Web

 Becoming more multimedia
 Nearly all photogs and some reporters shoot video
 Online presence - video, photos, graphics

 Prominence of user-generated content
 Photos, blog postings, comments on stories, etc.
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Local TV
 What do we know?

 Local ratings are declining in “Top 25” markets
 Journalists are stretched thin (more with less)

 Backpack journalists
 Live TV viewing is declining
 Schedules are shifting

 Effort to meet changing lifestyles
 Content analysis of local TV news

 Thinly sourced
 shallowly reported
 12 minute newshole

 7 during sweeps

Local TV
 News Inve$tment

 Spending on technology, not people
 Partly attributed to digital TV conversion

 Adding more news hours
 Providing news to other platforms

 Other Web sites, radio, local cable TV, etc.
 Taking the Web very seriously

 Average of 4 staffers exclusively for online
 Embracing concept of crowd sourcing

 Ratings are changing
 Based on commercial viewership, not programs
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Online News Media
 What do we know?

 75% of adults use the internet
 71% have been online for news
 37% were “online yesterday” reading news
 “News” - most popular online video category

 Time spent online
 Content increasing, communication decreasing
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Online News Media
 Old model - “Walled Garden”

 Drive surfers to a site and keep them there
 Content is almost exclusively proprietary

 New model - The Navigator
 Help surfers navigate through others’ content

 Primacy has become the M.O.
 Web no longer a supplement to print editions or

news broadcasts
 Becoming the “front porch instead of the back

door”

Online News Media
 Providing access to deep, supplemental

content
 Embraced by newspapers and TV

 Video, podcasts, photos and graphics
 “crowd sourcing”
 User-generated content

 Brought about the birth of “citizen media”



9

Citizen News Media
 Citizen media and Web 2.0

 Forces that will change public relations forever
 Over 1/3 of surfers engaged in user-

generated content
 Redefining journalism as we know it

 Citizens becoming reporters and publishers
 However … without an editor

 Driving the development of social media
relations
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Social Media
 Social media is:

 User-generated (blogs, video, etc.)
 Sticky and viral
 Often a source of info for journalists
 Garden hose of key communicators

 Research of PR pros shows that
 72% of feel SM compliments traditional media
 80% agree that blogs and citizen media

influence coverage of traditional news media
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Working with the Media

Relationship Building
 Personal Meetings & Tours
 Regular Press Opportunities
 Beyond the Press Release: Phone Calls and

Emails
 Placing Reporters on the Key

Communicator List
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Proactively Deliver
Good and Bad News
 Get Out in Front of the Story
 Some Markets Exist on Localizing National

Stories
 Sunshine is the Best Disinfectant (Open

Communications)

Facts and Messages
Specific Background
Timeline
Action

SQ for Addressing
Similar Issues

General Background
Precautions
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Media Summits

Lay Out the Ground Rules
 Training Staff

 District Media Procedures
 Media Protocol

 Basic Ground Rules
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Social Media Relations
 Measurement

 Outcomes - hits and keywords
 Outtakes - online focus group
 Outputs - content (what people are saying)

 Quantifying
 Measure links to blogs, views of video
 Evaluate authority of blogger
 Understand visitors vs. eyeballs

Social Media Relations
 What to do when it’s you

 Take a deep breath and do your research
 Look at links, comments, etc.

 If it’s not a crisis, wait and see
 Don’t spam bloggers
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Always Consider …

Audience
Culture
Relationships
Honest
Simple

Always Consider …

Culture
Relationships
Audience
Simple
Honest



16

Resources
 The Project for Excellence in Journalism

 State of the News Media (2004 through 2008)
 www.stateofthenewsmedia.com

 Institute for Public Relations
 www.instituteforpr.com

 www.clayton.k12.mo.us/nspra2008
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