“Pumpkins & Print,
Tfomatoes & 1TV

“IHow! to get positive Media Coverage
for your Agri-Teurism Biz.”

Patricia M eDaniels, Doug Edlund, Chuck Denney



What 1s News?

- [nfermation that Isimportant

- |nformation that affects our
lives

-News Affiects — How we live our l1ves,

IHow we do.our jobs, IHow we make
decisions.

- Infermation that people find
|nteresting.




Characteristics of News:
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What IsNOT News:;

- 50% OIf Sale— &
(Advertising)
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a “Feature’ Story /4/ |
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\Wiere doipeople get thelr News?
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Where doesthe Media find
News 1'o Report?

n_Beat Systems

TV )
m Spot News .ﬂ
n Scheduled Events
s Vedia Releases ‘




Waysite avtrract the media...

= [Ieyour Agr-Toursm Biz te another story. or
Issue. (Ex. Hurricane Relief)

s |nteresting or Unigue Angle. (can't bethe
same stery: ever and ever)

s Develop Relationships w/ Media Hew?'Invite
them to.your place. Educate M edia about your

Biz.
s Stage a special or Timely Event
s el them with aMedia Release.




What’'sa Media or Press Release?

o Whitten Notification of a Story ldea.
0 Shert, Factual and Informative (S00words)

W

-

o Answersthe 5W's —
-Who?
-What?
-WWhere? =
\When? |
Wy
-IHow?

o Release can be an Article that can run as-Is.

0 Be Sure Release/Article appeals te a Tanget Audience.
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= Broadcast Media (TV, Radio; W
Internet) L] 7
- Advantages— immediate; TV TRl &
s \Visual ol \"~
= Print Media (Newspapers,
Magazines)
- Advantages — more detail,
longer stories

= Determine which media outlets
suit your needs — and will
value your Information.




BlIG Vs, small M edia ©utlets

= Big— More coverage, but harder to entice them
10 doe astory.

s Smalll— Local Papers, Radio— smaller
audience, but they need news.

* |t your target audience Is local, the small outlet
might actually be more effective.



ntenview THps

s Beyoursaf, Be friendly.

s Use " easy-to-understand™ language, no
jlargon.

s Have a central theme or message.
= Don't go overboard “saling.”

s [T Interviews aren’t your thing, designate
another spekesperson.



liFSemeining Bad Happens....
(Negative Pullicity)

n Be truthf
s [ak abo

Ul No Cever-ups.

Ut Corrective Actions.

s Be Remorseful —but alsowary: of
Litigation.
s Consider getting In Front of the negative

press.



Einal Tr1ps

= Puldlicity 1sa't really free; It takes time and
effort.

s Be aware ofi M edia Deadlines and other news
events when scheduling.

s Don't take it personally if the Media can't
come that day.

= [T you want te premote Agri-Tourism,—
Think MEDIA!



UTHATIVIarkeiing & Communications
865-974- 73560

= Chuck Denney cmdenney(@utk.edu

s PalricialMcDaniels pclak@utk.edu

= Doug Ediund dedlund@utk.edu
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