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STILL IN TRANSITION 
 

TV is still the way adults access news at home 
 
1 in 10 adults get news from Twitter 
 
And 64 percent of US adults are Facebook 
users and one-third get news on the site 
 
 
Source: Pew Research Center 
 
 
 
 



EVERYTHING IS BEING DISRUPTED 
 

When the AP this year publishes social 
media guidelines that include how to 
responsibly retweet … 



… when a leading statistician and writer 
leaves The New York Times to start a new 
data journalism site at ESPN .... 



 
 
… when ABC and Univision team up to 
present a cable channel aimed at a young, 
diverse market – in English – 
 



 
… when the FTC held hearings last week on 
the “blurred lines” in native advertising … 



 

… when our graduate admissions office 
learns that prospective students heard our 
ads on the Pandora music site … 



 

… when you should be watching the moves of 
Vox Media as much as you watch Cox Media … 
 
you know things have changed. 



 
 



CLIMB EVERY MOUNTAIN, 
PLAY EVERY PLATFORM 





WE NEED TO WATCH NEW 
PLAYERS 









 

HOW TO NAVIGATE IT ALL? 



#1 BE AVAILABLE 

‘In this 24.7 news cycle, everyone has to be accessible 
anywhere, anytime. So when news breaks, media 
contacts have to be instantly available via website.  
 
‘Companies that monitor Twitter are great. Airlines are 
especially responding quickly. A good PR person should 
have key reporters’ cells and Twitter handles so they 
can get their messages out.’ 
 
 
-- Kitty Yancey, veteran USA TODAY reporter, now freelancer 
 



#2  ART DRIVES COVERAGE 
 

Make artwork available in multiple sizes for 
multiple platforms. 
 
-- Vin Narayanan, Editor in Chief of Casino City, 
trade media 



This is Arienne Thompson, not Adrienne 
Entertainment Reporter, USA TODAY 

#3 THE D IS FOR ‘DELETE’ 



Get my name right 
Know my beat 
Have some sense of USA TODAY's coverage 
Remember that time we worked together 
Nudge, but don't stalk 
Under-promise and over-deliver  
 



#4  ‘ATOMIZED CONTENT’ 
 
 
‘The hot term for 2014 is atomized content, and reporters could really be 
helped by PR professionals who understand such needs.  
 

Every snippet -- quote, factoid, photo, 120-character 
nutgraph (accommodating a bitly URL and space for 
RT) -- is a nugget of value.  
 
Each is an individual asset that has merit, and potentially reach, especially 
in the social sphere.  The way a PR agency could help would be to have 
elements in bulleted lists, available images (right-click downloadable via 
Creative Commons agreements) and quotable items.’ 
 
 
-- Jody Brannon, Editor, Next America at National Journal at Atlantic Media 



#5  UPDATE YOUR WEBSITE! 
 
 

Your website, or your client’s, has to be up-to-date. 
Unfortunately, many sources quote directly from it, 
assuming it is correct.  
 
 
 
 



#6  DATA TAKES TIME TO PRODUCE 



 
‘The cool things online take a lot longer than you 
think. Give people access to the information (under 
embargo) and give them plenty of time. It’s not just 
that it takes a while to produce, but it has to find 
space on the calendar, too.’ 
 
-- Josh Hatch, Senior Editor, Data and Interactives, 
The Chronicle of Higher Education, The Chronicle 
of Philanthropy 
 



#7 DON’T DEPEND ON THE INTERN 
FOR SOCIAL MEDIA 

 
 
Just because someone is 22 doesn’t mean he or 
she can fix your printer, monitor your Facebook 
account or be responsible for the keys to your 
Twitter kingdom. 
 
 



This is Andrew Pergam, Senior Editor, Video, The Washington Post 

#8 VIDEO ROCKS 



VIDEO 
 
‘There are so many players in the video business now -- like 
newspapers -- that are all trying to figure out this space.  
 
‘There's great demand for video advertising, which is 
resulting in revenue that can be as high as 5-10 times that of 
banner ads.  
 
 ‘It also means that news organizations are becoming truly 
multi-media organizations, and it's important to consider 
them as such.’ 
 
-- Andrew Pergam 
 
 



#9 ‘JOURNALIST WHISPERER’ 

 
This is a ‘PR professional who can speak a 
journalist's language on the platform they want to 
be reached on. Someone who doesn't have to use 
press releases or mass emails but has developed 
relationships to the point where they are only a 
call, informal email or g-chat away from the right 
journalist to cover their client's story.’ 
 
-- Morgan Gress, Managing Editor, 1776dc 

 



#10 FOLLOW THE INDUSTRY 
 
 
 



THANKS 
 
 
 
Amy Eisman 
American University SOC 
Director, Media Entrepreneurship & Interactive Journalism 
aeisman@american.edu 
Twitter: @aeisman 
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