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Marking Criteria:
 We expect the learners to write minimum one well expressed point in three lines against each allocated mark. This means one needs to write 15 lines with 5 well expressed points to get high grades for a 5 marks question.
For high grades use examples and illustrations where appropriate. 
	Please insert your completed assignment (in word format) here:
1.Give short answers to the following questions:
i. Why is the use of media important in regards to public relations activities?
Public relations use media as a tool to accomplish goals by transmitting messages to its publics to persuade and or accept an idea or product (Johnson 2008). Media can be an effective means to reach intended audiences depending on the type of media used. Media surrounds our environment by providing news giving information and stories with speed in a positive and adverse manner (Wynne 2014). This concept is particularly evident with the social media platforms. Patterson (2014) suggests that social media platforms can enhance relationships by focusing on a social approach by communicating directly with stakeholders and journalists who are on the take for new information. 
Public relations activities can use a variety of media to change the relationships with the media, their organisations’ business and their relationships with their customers and stakeholders. The choice of media determines the story told (Banerjee 2012) and to whom the story needs to be said. 
Media not only transports messages audiences, media is also a key audience (Wells & Spinks 1998) who gate keep and transmit messages and communication on behalf of and organisation keeping the audience’s understanding in mind.  
With most organisations both the use of new media (Cutlip etal 2006), such as social media and traditional media (Higgins 1999) means that information can be sent specifically to the recipient taking in to consideration the understanding and accessibility of the recipient. It would be considered advantageous for an organisation to use both new and traditional media to expand the potential audiences within their reach. Catherine Richardson
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The media can also enhance organisations’ reputation and credibility. If an organisation builds and maintains a good two way transparent relationship and cooperates with media’s needs, this will encourage the media to share positive information to their audience.

ii. What are the factors that distinguish mass communication from the media?
Mass communication becomes a tool used to deliver information or the intended message of communication to be delivered to large groups of the population. Mass communication focuses on the message or content of the message that needs to reach larger audiences. Mass communication also aims to depict the collective sentiment (McCombs & Shaw 1993) of the audience and how the received is expected to respond and translate to the meaning of the message. Communication, on the other hand, not only covers communication through the media, but also face-to-face, by mail, and also other methods of communication.
Mass media involves the use of transmission methods, such as internet, magazines, newspapers, television, radio to convey the communicated message to the population, large groups of people spread over large geographical areas. The purpose of mass media is used for advocacy, entertainment and also for public services announcements. Professions using mass media are: journalism, public relations and publishing.
Media represents forms of communication through technology such as radio, television, magazines, newspapers and the internet. 
According to Ohh (2015) an effective communicator's occupation is to construct messages in a manner that grounds and invites a desired response from the intended audience. A media professional’s occupation, such as a journalist is to relate with people and make sense of the human experience with stories and share them to educate and form an understanding. This tends to be done with immediacy and relevant to the audience.
The two concepts go together, but mass media is like an entity while mass communication is an ability to facilitate an entity (Chen 2014).Catherine Richardson
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iii. What are the benefits of a multimedia approach?
Multimedia approach allows an organisation or business to communicate ideas and brands visually while managing those projects effectively. The collaborating effect of a multimedia approach can make for a very compelling advertising, educational, marketing, or an overall public relations campaign (Boyd 2013).
Multimedia elements can immerse the audience by drawing in the views. Such interactive content can attract and hold the attention of the viewer (Poretsky 2015).
Regarding social media platforms such as webpages, organisations can enhance their webpage rankings by including multimedia content. In 2010 Forrester Research surveyed the search engine optimization and discovered that, particularly with webpage, those websites that included videos were 53 times more likely than text-based websites to appear on the first page of search engine results.
One ought to remain focused on the message being conveyed while shaping the choice and use of materials in accordance with that message (Moga, 2015)
Using multimedia opens opportunities to reach diverse target groups with wider interests. Depending on the media outlet the message came by delivered with the same intent however digested in different ways with the use of social platforms vs. traditional press releases. The concept of combining the fashionable, constant bombarding social media and the formal and reputable publications opens doors to reach all desired audiences.


iv. What are the “7 Cs of Skilled Communications”?
Good media relations maximize positive coverage in the mass media without paying for it directly through advertising (Ridgway 1996).  Excellent communication is necessary for good media relations. According to Public Relations Society of America: “Public relations is a strategic communication process that builds mutually beneficial relationships between organisations and their publics.” 
There are seven key elements in communication to build such beneficial relationships are:Catherine Richardson
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Credibility – credibility of the organisation and their message.
Content – the subject matter
Context – the framework and circumstances of the message
Clarity – how the message transpires
Continuity – the message has a logical sequence with coherent and consistent attributes.
Channels of communication – methods to deliver the message
Capability of the audience – comprehension of the audience
Successful media relation’s efforts allow coverage for an organisation that accurately and favorably reflects the issues they present to the media. The media need to trust the organisation and believe they will get some benefit from the relationship.
Interpersonal communication builds levels to a relationship: investing time and energy, commitment, trust and comfort levels. As a result this helps persuade the media to commit to a relationship; they see opportunities in the relationship that make it worth the effort. Trust is built on these relationships. 
Consistency with interpersonal skills and mutual cooperation (Noel 2011) are required at every stage of interaction with the media to secure mutual benefits. An organisation stands to gain from favorable media coverage, but the media need to trust that the information given will be of interest to their audiences.

v. What are the different types of public relations media?
There are two types of public relations media, visual media and audio media.
Visual media represents information in graphical, pictorial and optical manner. Examples are publications, images and photography, press, bulletin boards, exhibitions and events such as an open house. The primary sensory activity is a visionary one.
Audio media use primarily an acoustic action to portray the information required to deliver messages. Such examples are: radio, direct communication thorough spoken words, meetings, and conferences etc. audio-visual media such as film and television, and, traditional media such as dance, songs and shows.
The benefit of both types of media allows the public relations practitioner to engage with the variety of media sources. Both media sources provide greater expansion to huge audiences on a plural level, reaching diverse target groups with diversely created messages to suit the intended audiences. This means that the message, even though created according to the public's capabilities, reaches a multitude of people with the intention to persuade or react accordingly to the message (Livingstone 2007).Catherine Richardson
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vi. State the different ways of supplying information to the media.
An organisation can provide information to the media in various ways such as providing press backgrounder information and press releases about specific events, information profile on specific activities of an organisation such as a growth profile.
Press backgrounders are simple reports that provide data on any event at an organisation. This is perceived as a trustworthy document with added information about latest developments.
Press releases are official documents, more like notes containing news issues, reports, developing stories or announcements of policies. Press releases are concise, written and submitted in advance of the deadline and have an emphasis of importance. Supplementary information can also be presented such as booklets, to accompany the press release. A general rule is also to supply contact details should the recipient require more clarity. 
There are also face-to-face ways of supplying information the media. These can include press conferences. Press conferences are engaging tools of communication. Press conferences add a value of confidence. Press conferences tend to be used for crisis management, latest development updates etc. Press conferences require advanced planning to ensure that the communication is executed in a confident and eloquent manner according to the organisations’ set objectives. These set objectives can be delivered to the media by means to sending press backgrounder information in advance before the press conference commences. Some may suggest that a press release kit is given to the media. Press release kits consist of stationary, photographs, company profiles, etc. 
Depending on the message of the organisation, this determines the how the appropriate information is supplied to the media. 
 Catherine Richardson
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2.”It is important for Public Relations Professionals to have sound relations with the media.” Suggest different ways of how they can have cordial relations with the media.
Media relations are activities that connect those liaising directly with those responsible for conceiving the news and related features within the mass media umbrella. Media relations is required to maximize positive coverage in the mass media without advertising.
The challenges in engaging with the media are ascertaining what the media want, and helping them present such images, ideas and information in an accurate and fair manner. Ultimately, the news media have the control over whether the news angle put forward to them is of interest to them, and to their audience.
News media coverage is not easy to obtain. Competition for the media's limited space and airtime is an important gateway for organisation who feel that publicity is necessary for them. Therefore, the media relation’s role is to make the task of covering public relation issues and the organisation as easy and attractive for the media as possible. 
The aim of publicity is to make an organisation, product, service or person known with the use of the media. Publicity is a strong factor but not an overwhelming influence – it doesn't sell products, raise funds or win elections. Although, publicity can deliver ideas and information that can tarnish people's interpretation of what they perceive – and therefore it can influence opinions. 
More often than not, publicity can set an agenda of issues for discussion rather than change attitudes or behavior because people don’t change easily from their existing attitudes and behavior. 
Positive publicity, through the implied third-party endorsement of the journalist or a quoted source, can strengthen the credibility of an organisation. The credibility-building role of publicity helps an organisation strengthen their customer and employee relationships.
Accountability is evident in today’s society, management comprehend the interrelationship between effective media relations, good corporate reputation and sales performance (Harrison 2013). They recognize that good media relations’ activity can get a target audience to accurately perceive an organisation's performance and their policies.
Media activity can be part of a business plan and strategy, with effective communication delivered to a specific audience. This requires a clear understanding of an organisation's mission, goals, including its sales and marketing objectives. According to Wragg (2001) the following aspects also mold the media relations function by:Catherine Richardson
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•Type of organisation
•Establishing if an organisation is a public organisation or from the private sector
•Potential media interest in products and services
•Potential media and investor interest in corporate performance 
•The organisations’ senior management’s expectations of the media relations role
Too often, communicators try to create good news coverage just to create good news coverage. More often than not, without any strategic thought potential of the news coverage (Bell 1991). Instead, best-practice media relations’ activity involves a clear, strategic link to an organisation's mission and goals. Key factors of media relations with a strategic forefront are:  
•Media strategy is recorded and put to action according to principles agreed between senior managers and public affairs.
•A media policy is constructed bearing in mind with what was agreed between senior management and public affairs.
•Media activity is planned to reach audiences in direct support of your organisational goals and mission.
•Media contact is broadly divided into either proactive (planned) and reactive activities that can be defensive and opportunistic.
•Systematic use of consistent messages are made regarding all aspects of the organisation from corporate social responsibility to new technologies and environmental policies.
•Spokespersons' roles are confirmed, communicated and supported (training, advice, background information).
•There are clear triggers for engagement as part of the issues management/stakeholder relations’ process.
•Decisions are concurred beforehand on the follow-up activities after media coverage (interview, survey, discussions with key opinion leaders).
Lukaszewski, (2005) suggests that the optimum strategy for an organisation is selective engagement.  This involves an organisation engaging on their own terms – they can choose when and with whom they communicate. It relates mostly to media, either directly or indirectly, and especially in crises.
[bookmark: _GoBack]Selective engagement means that an organisation doesn't need to respond every time their organisation's name is highlighted in the media or when a journalist makes contact. Many media officers try to excel at their job by responding as fast as possible to the media or by answering to others' comments within the media sphere about their organisation. An example of this is the comments sections of internet based news.Catherine Richardson
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However, it is more advantageous to think strategically about whether to respond at all or, when the optimum time may be to respond accordingly. Selective engagement can be an effective strategy than prompt unplanned responses:
Lukaszewski’s communication planning has seven key principles:
1.focus on communication goals and use them as guidelines
2.messages need to be focused and consistent ensuring that messages are not hijacked.
3.Focus on the challenging core topics without negative statements and phrases. Positive language is the most powerful relationship-managing tool. 
4. Communication directed to stakeholders and not through the media strengthens relationships and invests trust and organisational solidarity. 
5. Let critics take responsibility to speak for themselves.
 Critics need aggressive responses to generate the energy necessary to keep their ideas in the news, and there is no obligation to respond to what they say. Letting them speak for themselves usually becomes repetitious and boring to the media and the public. And they will often show themselves up as being unworthy to be listened to.
6. Doing nothing can also be a powerful force. Delaying a response can occur for numerous unintentional reasons. These responses can often result with the best outcome by helping to diffuse the initial media and critic interest.  
7. Responding to media enquiries only when the needs of those directly affected have been attended to. Dealing with the stakeholders first confirms commitment and may diffuse any information that the media may perceive is worth seizing.
Media relations are critically important for an effective public relations plan (Sheridan 1987).  It is important to develop a strong understanding of the media and how best to communicate with them.  Once you develop these basic, yet key fundamentals, you will improve message adoption, which in turn will generate better results (Granat 2014)Catherine Richardson
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