COMMUNICATIONS & MEDIA BASICS – Part 2
At its root, communication consists of three elements:

Sender → Message → Receiver

This model applies to any form of communication but the meaning of a message changes depending on the context, which sets the background for its meaning.  It helps when the sender and receiver share a common cultural context and language.

In the 1940s the influence of the media wasn’t what it is today.  There were newspaper and radio, but no television and Internet.  The overwhelming presence of media wasn’t the factor it is today.

Researchers Elihu Katz & Paul Lazarsfeld developed a two-step model of communication in a study of workers at the General Electric facility in Erie, PA.  They found that people tend to form their opinions on issues by confirming them with opinion leaders, or people whose opinions are respected by their peers.  The Katz/Lazarsfeld two-step-model showed that people don’t independently evaluate information from the media, but tend to authenticate or validate information they receive with personal authorities – opinion leaders whom they respected.

A few years later the Katz/Lazarsfeld study was followed up with confirmation that opinion leaders were more influential than media sources in regards to public issues and the purchase of consumer products.  Further, this study found that media consumers tended to seek media sources that confirmed their views or product choices – and generally did not seek alternative views.

The mass communication dynamic looks different than basic communication:

Sender → Message → News Media black box → Receiver
Note that mass communication sends the same message to a large, undifferentiated audience.  Media act as a moderator, filter or amplifier.  If an amplifier is turned up too loud the signal gets distorted; not all media distortions are intentional.  Media are a complex mix of different people and organizations with different goals and needs.

· Tools for getting information to the media:

· news release – written statement that looks like a newspaper article; written in the inverted pyramid style
· news advisory – written statement with information for the news media that may or may not be used in reporting; could be an invitation to an event or contact info

· news briefing – an on-the-record meeting with reporters to update them on a continuing situation; less formal than a news conference, which is usually to announce a new policy or an important development

· interviews – over the phone or in-person

· Levels of news media:

· national

· regional

· local
In addition to specific news media (newspapers, radio stations, TV stations, etc.) PR professionals need to understand the function of a wire service.  The Associated Press is America’s only domestic wire service in 2014.  It sells news to member newspapers and broadcasters.  It has bureaus around the world.

Heritage news media are struggling to adapt to rapidly changing consumer tastes and demands as well as a flood of new electronic technological competition.  Today news is available via Internet, text, e-mail, social media, cell phones as rapidly as newspapers and broadcasts – but the consumer doesn’t always know whether it has been gathered or investigated by professional journalists.  Consumers have high expectations of free information via the Internet but no one has figured out a model to pay for it.
Conclusion:

It is very difficult for an advertising or public relations campaign to create consumer need that doesn’t already exist.  It is better to build on pre-existing need or perceptions.

