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Working with the Local Media



Goals for Today
Batesville  Helena/West Helena Little Rock Harrison Magnolia Faulkner, Dallas, Mississippi Counties

1. Understand the changing media landscape

2. Avoid common communication pitfalls

3. Messaging fundamentals

4. Give you some tools: 

Home Base Messages

Message Maps
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Traditional media is struggling – but not dead yet

Media is socialized, more democratic, occasionally anarchistic

The consumer is wading through piles and piles of    
information

Signal to noise ratio - lots of “noise”

Understanding the Changing Media 

Landscape



Reporters

Newspapers: OLD Newspapers: NEW

 Seasoned journalist

 Covered a beat - specialist

 In at 8 a.m.

 Make calls, take calls

 Write

 File story by 4 p.m.

 Repeat

 Bottom of the food chain

 Few staff

 Low pay, long hours

 Extra assignments, multiple 
shifts

 Working from home online 
by 7 a.m.

 Posted on blog, took photo, 
covered an event, tweeted, 
filed a story by 8 p.m.



Reporters – Evening News

TV: OLD TV: NEW

 1 p.m. – 10 p.m.

 Worked in teams – seasoned 
reporter + photographer

 1 – 2 p.m. - Assignment 
meeting

 2 – 5 p.m. – In the field 
reporting

 5 p.m. – Editing

 6 p.m. - News

 7 p.m. – Re-edit/update story 

 10 p.m. – News

 May work morning shift and p.m. 
shift

 Morning show producer may also 
be reporting  for p.m. newscast

 Weekend producers may also serve 
as assignment editors

 Fewer staff, younger reporters, less 
experience in the market

 Monitoring scanner

 Monitoring competitors

 Looking for the “bleeder”

 Hard news focus

 Stressed out, maxed out, high 
turnover



In a Nuthell: Media

Young & Inexperienced 

Pissed off

Overworked

Multi-tasking generalists



Topic experts – become the “go-to” resource

Historical perspective

Package your story

Do your own thing

Opportunities for You



9 Most Common Communication 
Pitfalls



Solution: A written plan

Make communication actionable

Outlining the problem vs. giving people solutions

Ask people to do something 
Increase, Decrease, Maintain

#1. Communicating without saying 

anything actionable



Solution: Prioritize

Develop your plan

Focus – pick 1 or 2 priority messages

#2. Trying to Communicate 

Everything to Everyone



Solution: Develop a Home Base Message*

Say the same thing over and over…and over and over…and over and 
over again.  Lather. Rinse. Repeat.

Do not confuse “telling your story” with 

getting people to care or motivating them to action

*Home Base Worksheet Available

#3. Not Staying on Message



Solution: Build a Message Map**

Don’t pick the medium first

**Message Map worksheet available

#4. Not matching the objective to the 

medium



Solution: Include timelines in your plan

Match your objectives to your marketplace and mediums

Social media and new media are not “free” – they require 

lots of somebody’s time 

#5. Not being realistic about 

timeframes



Solution: Delegate

Hire, delegate, get an intern, Americorps, consultant

Social media and new media are not “free” – they require lots 
of somebody’s time 

You cannot do it all yourself

#6. Being naïve about time required



Solution: Assign every task a dollar, time or resource 

figure

Be prepared to pare down your plan accordingly

That’s okay

#7. Failing to budget



Solution: use the tools that are in the 

communication tool kit – traditional and new

#8. Relying on others to tell your 

story



The Communication Toolkit
 YouTube

 Facebook

 Twitter/microblogging

 Flickr

 Blogs

 Constant Contact

 E-blasts

 E-mail

 LinkedIn

 Wikipedia

 News release

 Media brief

 Pitch letter

 Phone pitch

 Deskside briefing

 Media kit – hard & soft copy

 Community event

 Awards 
Program/Recognition

 Lunch

 News conference**

**Use like red-hot chili peppers – extremely sparingly

http://img2.timeinc.net/toh/i/a/tools/multi-tools-00.jpg


Not waiting on others to tell their story



Solution: Once a month contact

Lunch 

Phone calls

E-mails

Recognize their work

#9. Failure to build & nurture media 

relationships



9 Most Common Communication Pitfalls

1. Communicating without saying anything actionable

2. Trying to communicate everything to everyone

3. Not staying on message

4. Not matching the objective to the medium

5. Not being realistic about timeframes

6. Being naïve about the time required

7. Failing to budget  

8. Relying on others to tell your story

9. Failing to build and nurture media relationships 



Home Base Messaging

Message Mapping

Tools



Home Base Messaging

•Simple and easy to use 

•Helps keep you on message

http://womenandtheirwork.files.wordpress.com/2009/09/easy-button.jpg


Home Base Messaging:

1. Home Base

2. Proof Points

3. Evidence



Part 1: 
Home Base

• Just like in baseball – it’s where you 
start and finish

• Safe place

• Where you score

• Always go back there



Rules of Home Base

• The truth
• Short – 30 words or less
• Comfortable language
• Qualitative
• Emotional, compelling if 

possible
• Relevant to your audience



Develop Home Base for Your Growing Healthy 
Community

EXERCISE



Part 2: Proof Points

•Oh yeah?  Prove it.

•Provide proof or positive support for                   
your Home Base



Develop at least two Proof Points for your 
community’s Home Base message

EXERCISE



Part 3: Evidence

•Very specific 

• Hard facts

• Irrefutable

• Stats, numbers, measures, times



Develop at one Evidence statement to support 
your two Proof Points

EXERCISE



Home Base Messaging RECAP

• Home Base

•Proof Points

•Evidence



Home Base Tip:

In most cases, your Home Base message will 
reflect a concern for your customer or 

stakeholder and how you are helping them.

“There’s no place like home.” – Dorothy from the Wizard of Oz



Home Base Examples
Hub and Spoke

 More visual

 For right brain people

Grid

 More structured

 For left brain people

Home Base

Proof Point

Evidence Evidence

Proof 
Point

Evidence

Proof 
Point

• Evidence

• Evidence

Proof 
Point

• Evidence

• Evidence

• Evidence

Proof 
Point

• Evidence

• Evidence



Hub and Spoke Home Base



Home Base Grid



Message Mapping



Find our award-winning agency online @ 
www.comgroup.com

The Communications Group


