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BUILDING A RELATIONSHIP WITH THE MEDIA 
 

STAY INFORMED 
 
No matter what business you are in, it is vital to stay informed.   
 
Read your local newspaper every day so that you know: 
 

• what kind of news your paper covers 
• what issues are out there  
• what your community thinks and feels about the issues 

 
You should also take 15 to 20 minutes out of your workday to read national news.  The better 
you understand the world around you and your organization, the better you can serve and 
communicate with them.  Do Internet news searches using key words. 
 
MONITOR THE MEDIA 
 
Collecting clips is a necessary task.  Whether you personally compile the clips from your local 
paper, you receive them through your FRA membership or you pay a monthly subscription to a 
clipping service (e.g., Burrells Luce and Newspaperclips.com), it is important that you are aware 
of what news is out there about your organization (specifically) and the sector in which your 
organization belongs (e.g., redevelopment).   
 
Start a notebook of all the clips you collect, and organize them chronologically.  Enter the clips 
into an electronic database.  Include relevant information such as: 
 

• publication name 
• city of publication 
• reporter’s name 
• date the news story ran 
• title of the article or news report 
• reporter’s contact information (e.g., email and phone number) 

 
In addition to creating a list of clips, make a list of friendly and unfriendly reporters, editors and 
columnists among your local media.  When it comes time to send out a press release about an 
upcoming special event or a ribbon-cutting ceremony for a newly completed project, you’ll want 
to know who will be receptive to your story and who will not.  Also, knowing which reporters are 
both favorable and unfavorable to redevelopment can help you better monitor the media for 
opportunities to submit an op-ed piece or a letter to the editor. 
 
Op-ed 
 
An op-ed is your opportunity to make contact with the editorial page editors and/or columnists, 
and provide them with information and suggestions for their writing of an editorial or column in 
support of your cause.  This approach can be invaluable to you and your organization.  It can 
allow you to position yourself as an expert in the industry of redevelopment within your 
community.  It can also get your organization’s name and mission out into the public eye. 
It is important when crafting your op-ed to make it timely and newsworthy.  Editors tend to look 
for the following: 
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• a provocative idea on any subject 
• an opinion on a current issue 
• a call to action on a neglected subject 

 
Letter-to-the-Editor 
 
Be alert for chances to get your message out.  If your local paper runs a story about a topic that 
is relevant to redevelopment, send a letter-to-the-editor commenting on the story.  You may also 
want to respond to an article that was critical to the subject, or perhaps a reporter who was 
misinformed.   
 
When submitting a letter, be sure to include key messages and to follow the editor’s guidelines. 
 
RESPOND TO REPORTERS 
 
If you want a particular reporter to know your organization exists, you have to let them know you 
do.  It’s only expected that in monitoring the media, there will be articles that spark your interest 
or please you to read them.  Make use of these occurrences, and let the reporter know your 
thoughts.  Every reporter likes to know that their articles are being read, pondered and 
appreciated.  There may not always be a need to write a letter-to-the-editor, but you should 
definitely seize the opportunity to share your organization’s thoughts on an article relevant to 
redevelopment.  In doing so, you will also draw positive attention to your organization and assert 
yourself as an expert.  The reporter will take note of your organization and begin to think of you 
as a well-informed expert in the redevelopment sector. 
 
RESULTS 
 
By building a relationship with your local media, you learn about them (e.g., who are the 
reporters talking about redevelopment, what is the paper’s position on your cause, how do they 
like to be communicated with, etc.), and, in turn, you can teach them about your organization 
(e.g., what your mission is, what your key messages are, what benefits you are bringing to your 
community, how you can be reached, etc.).   
 
CAPE CORAL MODEL 
 
Lisa Pletincks, marketing manager of the Cape Coral CRA, has built strong relationships with 
their local media.  In fact, the two local papers, Cape Coral Daily Breeze and the Ft. Myers 
News-Press have asked her to write a bi-weekly article on Downtown Cape Coral.  Just one 
example of the benefits of building a positive relationship with your media. 
 
Additionally, see the following article, “Downtown Dreams” that ran on the front-page of the Ft. 
Myers New-Press on August 20, 2006.  This article is a direct result of Cape Coral CRA having 
established a positive relationship with the local paper and reporter, and the reporter being well-
informed that Cape Coral CRA was planning these phenomenal projects. 
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Article courtesy of the Ft. Myers New-Press. 


