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Assumptions I used when preparing 
this presentation 

 

• You are doing three jobs. On a good day. 
• You have very little budget, and need to justify it 

on a near daily basis. 
• You want tactics that will help answer the 

question  -- “hey, what’s the ROI on that social 
media work you’re doing?” 
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(Very brief) background on PBS’s social 
media efforts 

 
• Very small team (only one full time staffer 100% devoted to social 

media—but MANY others who work on social media) 
• We work with many teams and groups across the country on social 

media, including 300+ local PBS stations and the producers of PBS 
programs. (Is this similar to your social media situation – 
local/national?) 

• Not only doing social media posts, but also learning about social media 
trends and educating others in how to implement best practices 

• PBS’s social media channels are run by the corporate communications 
 department (which is germane to this discussion) 
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How PBS has used its Facebook page for 
media relations 

 
• Make completely exclusive content available there, and reinforce 

with media the fact that your company’s Facebook page is the ONLY 
place to get that information/asset/etc.   
 
 

• For example: 
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PBS Facebook Page 
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Dust Bowl 
exclusive 



How PBS has used its Facebook page for 
media relations 

 
• This kind of exclusive content can only become available on 

Facebook because of extensive cross-coordination with other 
departments and constant (and I mean CONSTANT) coordination. 
 

• Two meeting ideas we implemented at PBS have helped make this 
kind of content available on our Facebook page: 
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How PBS has used its Facebook page for 
media relations 

 
• In a meeting-rich culture at PBS, a daily meeting at PBS can have real value, if 

you set it up the right way – (no sitting/15 minutes long). 
 

• A cross-departmental weekly social media strategy group is proving valuable, 
too.  
 

• Make sure your local chapters/affiliates/etc. know about the exclusive content 
and can extensively promote it, too. We are VERY deliberate about this tactic. 
Definitely not an afterthought. 
 

• Press releases, tweets, Tumblr, Instagram posts are all employed to help drive 
media to the exclusive content.  Fair warning: probably best not to post about 
this on Google+ -- it’ll appear tone-deaf to that (growing) community. 
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How PBS has used its Facebook page for 
media relations 

 
• Break news on your Facebook page – and trumpet that fact. In 2009, PBS 

announced the availability of its new video player exclusively on our Facebook 
page. 
 

• Use Facebook ad capabilities to workplace target your messaging.  (For 
example: you can place Facebook ads and promoted posts that can ONLY be 
seen by employees of the New York Times, Conde Nast, etc.) 
 

• Is there a trade group or niche press constituency you want to reach?  See if 
you can, via Facebook ads and promoted posts – more details about workplace 
target ads at facebook.com/ads 
 

• Remember Facebook’s geo-targeting capabilities. Here’s a recent example we 
did: 
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Facebook geo-targeting examples: 
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Downton 
Abbey geo-
targeted 
promotions 



Takeaways 

 
• Offer exclusive content and reinforce with media that your Facebook page is the 

only place to access that content. 
 

• Break news on your Facebook page when possible. And encourage Facebook 
sharing explicitly.  
 

• Cross post about the Facebook media content (except on Google+). 
 

• Use Facebook workplace ad targeting and geo-targeting to micro-target niche 
media audiences. (Target members of the media as potential likes for your 
Facebook page.) 
 

• Meet frequently (but briefly) to suss out potential media relations campaigns on 
Facebook.   
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Additional Takeaways 

 
• Remember to use Facebook for organizational announcements and crisis 

communications 
 

• Know when to take the conversation with a media pro offline  
 

• Monitor content and safeguard your organization’s reputation (what listening 
tools do you use?) 
 

• Measure the results of your media relations efforts on Facebook (some 
tools that help – custom link shorteners, in connection with workplace 
targeted posts) 
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Questions? 

Kevin Dando  
@kdando 

facebook.com/kdando 
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