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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. 
	[bookmark: _Hlk1833478]1i. Why is the use of media important in regard to public relations activities? 
Mhlanga (1997) tells us that the media is so powerful that any negative reporting about an individual or organisation will affect their image or reputation. Conversely, positive reporting can enhance the image and reputation of the organisation. This means that the type of information circulated by the media about an individual or organisation, brand, service or product has a significant role in shaping the public’s perceptions. 

The media presents a huge opportunity for an organisation to send certain messages about themselves to the public and other stakeholders and therefore, it is an essential resource for Public Relations activities.  

Theaker (2001) also tells us that ‘good use of media is largely tactical but if relationships are effective this can contribute to longer term strategic objectives via successful public relations activities’, such as: 
· Improving company or brand image, 
· Developing a higher and better media profile,
· Changing the attitudes of target audiences (such as customers),
· Improving relationships with the community, 
· Increasing market share, 
· Influencing government policy at local, national or international levels,
· Improving communications with investors and their advisors, and 
· Improving industrial relations. 
Good use of relationships with the media can support effective public relations activities as they can influence and shape the public agenda and the public’s opinion towards an organisation. This can be tapped into by the PR professional to project a positive image of a company and win the goodwill of the public. 

The goal is to build strong ties and get to know the media better. It is also for the media to get to know the PR practitioner too so they can see they are honest, credible, a valuable person to work with, has a good reputation by identifying and anticipating newsworthy events, is reliable by supplying the right information in the right format and doesn’t bombard them with material, avoids making strong demands or suppressing stories the media want to publish, communicates with unambiguous facts and builds close and sustained friendships with the media to promote the image of the company, putting it in a positive light. 

So, in conclusion, good relations with the media are an indispensable tool when PR wishes to reach its’ intended audiences.  


ii. What are the factors that distinguish mass communication from the media? 
Mass communication is the act of distributing information to large groups of the public, whereas the media refers to the medium/method employed to disseminate the information e.g. online internet content, magazines, the radio, newspaper, TV to transmit information to large groups of people, spread over large areas.  
One cannot exist without the other. 
Mass communication can reach large, mixed groups living far apart and the media used are modern technology like printing presses, satellite broadcasting, newspapers, magazines, radio, television, and the Internet. The public typically relies on mass communication to receive information regarding political issues, social issues, entertainment, and news. 

Mass communication is an expensive process as it is on such a large scale. Also, unlike interpersonal communication targeted at certain audiences through which you can more easily measure success, feedback for mass communication is usually slow to gather and is indirect.

There are factors - such as the audience - who will determine the type of medium to use and the message to transmit to them. Where certain types of media are accessed by a large group of people for information (mass communication), the media will then have influence in informing as well as persuading many people and can also set the agenda by influencing the opinions of people, which can be tapped into by PR.  


iii. What are the benefits of a multimedia approach?
Usually, PR practitioners need to use of several different types of media in carrying out their duties and this is referred to as multimedia PR.  

Phillips (1997) characterizes it as: “the presence of text, pictures, sound, animation and video; some or all of which are organized into some coherent programme”. 

Using a multimedia approach gives several benefits, for example: 

· [bookmark: _Hlk18496452]Messages can land better. The PR practitioner can create different types of messages to reach different targets, tapping into the best methods that the different groups will connect with and relate to, meaning the messages land better. 

· It is user-friendly as it doesn’t take much energy by the recipient who will tune into the type of method that suits them best i.e. watching a presentation, reading text or listening to the spoken word. 

· A multimedia approach is multi-sensory as it can use several of the recipient’s senses for example hearing, seeing and listening to the content which provides a deeper understanding as the brain will connect the different messages it receives. 

· A multimedia approach can be integrated and interactive which heightens the possibility of the recipient sending back feedback, comments or questions. 

· It is flexible and can be changed to fit different situations and audiences. 

· It can be used for a wide variety of audiences, ranging from one person to a whole group and can suit different channel preferences e.g. a multimedia approach can be used via print methods as well as online via computers, tablets, smartphones and the internet.

· It can help with problem solving as a large percentage of the brain dedicates itself to visual processing, using images, video and animations alongside text. 

· It can develop increased positive emotions. According to psychologist Fredrickson (2001), experiencing positive emotions makes people see more possibilities in their lives which impacts on their mood. This engenders a more positive attitude leading to better learning and proactivity. 


iv. What are the “7Cs of Skilled Communications”? 
Communication usually comprises of seven elements and is known as the 7 C’s of communication and, as managementstudyguide.com (2019) tells us, they are applicable to both written as well as oral communications. Awareness of these 7 C’s can make a PR professional a more effective communicator. 

The 7 C’s of communication are as follows:
1. Capability of the audience: The sender of the message must consider the receiver’s mind set and point of view, their current level of understanding, their background and education level. The sender should also try and visualise the audience and their emotions as well as anticipate any problems or reactions the message could cause.  The sender can then convey their message more appropriately and successfully. 

2. Continuity: Being consistent with messages and continuing to share a clear narrative about an organisation’s purpose and aims is a necessity for effective communication. The main aims of the organisation can be underlined by repeating key content/goals and avoiding excessive or needless words, thus making things easier to understand, connected with what the organisation is all about, and saves time for the sender and the audience.    

3. Content: Effective content needs to take the audiences views into account, written with “you” emphasised i.e. what’s in it for you, show what is possible rather than impossible and using positive words like committed, thanks, warm, healthy, help, etc.  It needs to be written in plain English, with all the crucial information needed to help the audience understand it and not incur any additional costs by having to arrange repeat messaging or Q&As. It will give all the information the audience expects so it doesn’t leave any questions in the mind of the receiver. It will include a call to action so that the audience knows exactly what is expected of them. This approach results in the audience getting all the information they need to achieve the sender’s desired outcome. 

4. Clarity: Clarity in communication will make understanding the messages easier as the content enhances the meaning of the overall message, it uses clear, appropriate and tangible words and makes the overall objective of the communication clear to the recipient.  Clarity is also about avoiding complex words, jargon, lengthy sentences or unclear language.

5. Context: Explaining the context of a message will strengthen confidence when a person receives it. To achieve this, the message needs to be supported with relevant facts and figures and be specific and clear rather than vague, obscure, or too general and should not include anything that detracts from the focus of the overall objective of the message.   

6. Channels of communication:  It is important to select the most suitable media for PR campaigns.   A wide combination of media (multimedia) should be used to convey information and choosing the right types depends on knowing the audience and what channels are available as well as understanding the context and content that needs to land and be understood.   

7. Correctness: Correctness in communication means that there are no grammatical errors or mistakes in a messages’ delivery or timing. Correct communication can boost confidence levels, will have a greater impact on the audience, is more trustworthy, provides a consistency in language and context, and builds credibility of the PR professional and the organisation. 

v. What are the different types of public relations media?
It is important to choose the right media to convey a piece of information to an organisation’s publics, as this will enhance the reputation of the organisation. 

There are several different types of public relations media that can be chosen: 
· Print media e.g. newspapers, magazines, books, folders, pamphlets, manuals, annual reports, direct mail, and newsletters – these can be used to highlight policies and projects of the organisation as well as communicate with customers, keeping them informed about new products and services.  They can strengthen connections with customers and reflect the brand and the organisation’s personalities.
· House journals are useful for providing background information on policy directions and the expectations of the senior team. These are usually appreciated by both employees and the media. 
· Social media allows an organisation to go straight to customers and either share information or respond directly to their feedback, therefore managing issues quickly with responses to criticisms or negative perceptions and increasing the brand’s exposure. 
· Audio media e.g. radio. This method uses words and sound to communicate with listeners. The most effective way to deploy radio is through frequent news broadcast and press releases. Some programmes can be sponsored by an organisation which raises their profile. 
· Visual media e.g. television, videos, films, documentaries, news reels, film strips, and cinema slides. A PR practitioner can use this type of media to enhance the image of their organisation. For this medium it’s important to use a screen-writer to agree how the objectives of the messages will portrayed and these need to be clear at the outset. And a director will creatively work on the film. Proper distribution of the film should be arranged to fulfil the objectives of the campaign. 
· Traditional media can be used to promote activities and build strong ties with media people and the organisations’ community. Exhibitions, fairs, open house events can attract a large crowd and a press preview can enlighten media teams in advance.  
· 
vi. State the different ways of supplying information to the media
There are three main ways of sharing information with the media: 

1. Supplying information using press releases: These can be defined as “official notes containing sport news, report of an events, developing stories, or announcement of policies”. A good press release must contain the following elements: 
· It must be submitted in advance of the deadline 
· It should be written in concise, simple and unsophisticated language 
· It must show that the subject matter is important
· Contact information should be supplied for clarification of issues
Further detailed information can be supplied in addition to the press release, if the media may need more background data or photographs, quotes etc.  

2. Using press conferences, press briefings, and press tours: A press conference is an event organised to officially distribute information and answer questions from the media. They are a useful PR tools for engaging the media on a face-to-face basis. They may be necessary for providing key information, resolving doubts, and informing the media about the latest development following an event or crisis. 

3. Creating situations to encourage the media to show interest: having frequent interaction with the media helps to build good relationships which may help swing media decisions in an organisation’s favour.  It’s also important to keep an eye on media responses and press comments to gather feedback on strengths and weaknesses of the organisation. This will develop the PR professional’s reputation as a credible person to work with and help determine the effectiveness of their PR campaigns.   


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.

To cultivate and maximise the relationship between PR and the media it’s important for the PR practitioner to 
· [bookmark: _GoBack]be pleasant and credible, 
· understand the media and how it functions, 
· get to know reporters and editors informally through regular conversations about the organisation’s vision, policies, and culture etc, 
· have more formal conversations when specific purposes necessitate them, and
· develop good behaviours as outlined in the do’s and don’ts below.   
	Do’s
	Don’ts

	Know your organisation very well
	Do not exaggerate

	Always be available to answer questions
	Do not suppress stories

	Keep media list updated
	Do not mislead reporters

	Answer queries promptly
	Do not play favourites

	Understand the working of the media
	Do not argue with reporters

	Have sound judgement
	Do not be rude

	Tell the truth
	Do not pressurise

	Develop writing skills
	Do not combine advertising with publicity

	Obtain access to sources of reference
	Do not complain if your story is omitted

	Abide by deadline rules
	Do not put up patronising attitudes towards media personnel



Along similar lines to the above, goodpublicity.com also tells us of three simple rules for keeping the media ‘on-side’: 
· Always accept interview requests, whether they’re formal or simply a journalist standing within arm’s reach.
· Answer questions promptly, politely and directly.
· Thank journalists/editors/producers for any media ‘mentions’ receives.
They advise that journalists give people a sympathetic hearing providing they get prompt and credible answers to questions, so being honest, available and helpful is a good approach. They go on to say that evasive answers like “No comment” is tantamount to saying, “I’m guilty.”
It’s also important to listen to the media’s feedback about you or your company. As Elizabeth Bernstein, a Wall Street journalist tweeted in 2016 “Dear PR people: When I take time to politely decline a pitch it is a decision, not an invitation to debate”. A PR professional can easily lose their credibility, and any future opportunities, if they harass or argue with their contacts.    
In the same way that a PR professional needs to know their audience, they also need to know their media contacts, ensuring they liaise with journalists who specialize in certain topics rather than using a blanket approach contacting everyone. This could be irritating, time wasting and off-putting for the media contacts.  
Another element that can irritate the media is poor quality content or images so it’s important to get this right from the start. Being able to use material straight away, without several amends, will increase the chances of repeat contact from the media.
On the other side of the coin, when a media representative is asking a PR professional for information it is important to be prompt, clear and helpful with the reply, ensuring the media have the details they need so they can use it when the timing is right for them. Any delays could mean missing out on a coverage opportunity and creating a lack of trust and reliability. 
A further method for developing sound relations is setting up successful and fruitful Press Conferences thus making it worthwhile to attend. As mentioned in (1vi) above, a Press Conference can be used to meet the media and gain favorable PR exposure, greater brand recognition and show their authority in a market place. To organise a successful press conference and keep the media on-side, it’s important to 
· Clearly define the objectives of the press conference and explain what the media can expect 
· Select a time, date and a high-standard venue that are convenient for the media  
· Provide adequate transport and hospitality for them on the day 
· Create a comfortable atmosphere which is non-confrontational and entertaining so that the media enjoy being there
· Provide an opportunity for the media to ask questions with company leaders being ready to provide tactful answers to win the media over
· Include a press kit with a press release, company profile, photographs, pens, introductory publications and contact information for any future questions.  
· Thank them for attending and continue to develop good relationships, encouraging them to attend future press conferences. 
Finally, during emergency situations or crisis periods, the relationship between the PR department and the media may become strained so it’s best to deal tactfully with the media during a crisis period. The best arrangement to maintaining good media relations during a crisis is to issue statements on behalf of the company about the crisis and to keep the media and other stakeholders informed of the latest updates on a regular basis.  

It’s also important to show appreciation to the media for covering the crisis – and any other major coverage - when everything has been completed. 
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