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Please make sure your 
sound is switched on to 
hear the instructor.

All participants have 

hear you.

Having trouble? Hover 
near bottom of screen to 
open CHAT window. Type 
your question.

At any time, you can drag 
around or minimise the 
Chat window to better 
see the slides.



Introductions
• Do you have a PR plan?

•
you?



What is PR?

• Communication

• Relationships

• Differs from marketing and advertising

• Not all about the media but a large part can 
be



What is PR?

Marketing a new walking 
tour
• Outsource promotional 

posters and flyers
• Manage advertising budget 

including Facebook 
promoted posts

• Make decisions on ticket 
pricing

• Make decisions on walking 
tour branding

PR for a new walking tour
• Generate news media interest 

and organise interviews

• Organise launch day invitation 
list

• Partner with other 
organisations, perhaps a 
charity or university dept

• Write articles, blog posts

• Prepare messages for risk 
management plan



• The changing news landscape

• Media theories

• News values

•
• What journalists want

• Relationship-building and pitching



• Have you been featured in 
the media?

• How would you rate your 
relationships with the 
media?

• What are your media 
habits?
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Media consumption trends

• Selectivity - being in 
control

• Pay TV
• Binge-watching
• Diminishing traditional 

news media
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• "The fact is physical newspapers 
are now only seen as the most 
frequently used source of news by 
just 6% of Australians.

•
primary news source, particularly 
Millennials (those under 32), 29% of 
whom turn to social for their daily 

• Deloitte, Media Consumer Survey 2016

Media 
consumption 
trends



Newsrooms are 
shrinking

Print editions being 
phased out... 
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• Journalists are doing 
more with less

• Competing with free 
online news

• The more we can deliver 
to journos,  the better 
(that includes images, 
spokespeople and your 
ideas)
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Media consumption trends
• Niche and nimble media brands
• Social media influencers
• When providing content to journalists: 

think online and social media, too
• (Newspapers still set the agenda for 

daily discussion morning radio 
talkback, morning TV breakfast shows 
and more)
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Agenda-setting theory

-setting theory centres on how 
the mass media selects and prioritises 
news
indications of where they should focus 
their attention and what issues are 
priorities, based on the emphasis the media 

Johnston J and Sheehan M, Public Relations Theory and Practice, Allen & Unwin, 2014, p 397



Media frames the news
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Framing theory

is presented by the media and understood 

framing when they package information as 
news, and it is also used when business, 
governments and groups have an interest 
in advancing certain ways of seeing the 

Johnston J and Sheehan M, Public Relations Theory and Practice, Allen & Unwin, 2014, p 397



More on framing
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• Social norms and values

• Organisational pressures and restraints

• Pressures on interest groups

• Journalistic routines

• The ideological or political orientations of 

How can you position 
your media stories, to 

agenda, or help to fit 
topics and themes the 
media is currently 
framing?
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News values

What makes news?
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News values: which boxes can your story 
tick?

Online PR Workshops For Tourism Operators

truth timeliness proximity

conflict
eminence and 
prominence

consequences 
and impact

human 
interest

unusual or 
remarkable

fit the focus of 
the medium

(McLean and Phillips , 2012)



http://www.abc.net.au/news/2007-07-24/john-howard-took-a-tumble-while-heading-to-a-
radio/2511714



Reaching the media
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Media releases / press releases
Launches and events
Pitching stories
Press conferences
Interviews
Fact sheets, backgrounders
Online newsrooms
Contributing columns



Reaching the media
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Media releases/press releases:  PR Workshop 2

Fact sheets/backgrounds



Reaching the media
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Launches and events

Pros:

Gives the media a reason to cover you

Can be an enjoyable event for many 

stakeholders

Can provide a lot of content, especially 

images

Cons:

Can be costly and time-consuming
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Pitching stories, press conferences, 

interviews:

Press conferences: usually for major 

announcements, often in conjunction with 

politicians or sponsors etc

Interviews: subject needs to be worthy; 

preparation should be extensive; media-

training is worthwhile especially for TV 

and radio interviews

Reaching the media
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Online newsrooms

Reaching the media
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Contributing columns

Reaching the media



Getting to know the media

Who should you pitch to?

How do you find them?

Who covers your kinds of 
story?
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Be a media-consumer

Sources include:
• Media websites
• LinkedIn
• Twitter
• Media subscriber databases 

such as iSentia
•

Create your own media list

Online PR Workshops For Tourism Operators
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Getting to know the media

Be a media-
consumer

Create your 
own media list
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Pitching

Contributing a 
story idea to a 
journalist

• Be on target; 
know their 
interests, 
deadlines and 
content needs

• Be succinct; be 
patient
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Writing in PR including:

• Media releases
• Online content
• PR plans

Register now: 
www.tourism.sa.gov.au/ind
ustry/industry-events.aspx

Keep up to date with the 
SATC, sign up for Tourism 
News: 
www.tourism.sa.gov.au/me
dia/from-the-ces-desk.aspx 

Next session


