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2008-2009 Strategic Communications Plan

The 2007-2008 statewide media relations program on behalf of APA California has been successful in that we’ve accomplished many of the objectives that were established at the start of the program year.  APA California has penetrated the opinion pages of newspapers throughout the state with its “smart planning” messages.  Recently, we have seen an uptick in reporters who are contacting Porter Novelli for interview sources. While the media opportunities have not been appropriate for APA California comment, this is an indicator that APA California is raising its profile as a media source on planning-related issues.  

Following is a summary of major accomplishments for the 2007-2008 contract year.
Media Placements

Opinion-Editorials

Researched, drafted and placed eight opinion-editorials throughout the state in APA California section media markets:

1. “Local planning decisions can impact efforts to reduce greenhouse-gas emissions,” The Daily Transcript, December 19, 2007 (By Kathleen A. Garcia)

2. “Green planning,” Orange County Business Journal, January 21, 2008 (By Collette Morse)

3. “Address climate change through land use,” San Francisco Chronicle, January 29, 2008 (By Hing Wong)

4. “Ventura harnesses land-use planning to fight warming,” Ventura County Star, March 30, 2008 (By Carl E. Moorehouse)

5. “Three steps toward smarter growth in the valley,” The Modesto Bee, May 11, 2008 (By Brad Kilger)

6. “Getting greener: Inland planners help thwart climate change,” The Press-Enterprise, May 29, 2008 (By David Salazar)

7. “Start small on climate change,” Los Angeles Times (latimes.com), June 9, 2008 (By Kurt Christiansen)

8. “State is taking steps to address climate change through land use planning, but more is needed,” The California Majority Report, August 8, 2008 (By Vince Bertoni)

Letters-to-the-Editor

Drafted and placed two letters-to-the-editor:

1. “Too many hidden dangers in Prop. 98,” The Orange County Register, May 12, 2008 (By Collette Morse)

2. “Rail line can be ‘front door’ again,” North County Times, June 25, 2008

Media Briefings

Coordinated and staffed two media briefings in Los Angeles:

1 Los Angeles Times, July 16, 2008

2 KCRW, July 18, 2008

Press Releases

Drafted and distributed two press releases:

1. “California Planners Tally Four of Nine National American Planning Association Awards,” February 7, 2008

2. “American Planning Association, Los Angeles Section 2008 Planning Awards Celebrates Projects, Programs, and Individuals Showcasing “Smart Planning,”  June 18, 2008

Web site Enhancements

1 Relocated newsroom access point to the APA California home page

2 Posted op-eds, letters-to-the-editor and press releases to the Web site

3 Developed and posted press kit materials:

o
Fact sheet

o
Q&As

o
Expert source roster

Media Training

1 Media trained eight APACA directors on March 21, 2008

2 Developed key messages and tough Q&As

2008-2009 Strategic Communications Plan Overview

There are a handful of initiatives that we recommend continuing in 2008-2009 and there are several new initiatives we are proposing to expand the reach and sophistication of the APA California media relations program.

Unless the Board feels otherwise, we believe that the goals, objectives and messages developed for the 2007-2008 media relations program continue to be the foundation of next year’s program to sustain what we’ve started.  It takes several years of consistent messaging and outreach to penetrate our target audiences and raise the voice of professional planners as part of the statewide policy discussions on planning-related issues. 

The statewide media relations program is designed to complement other APA California PR initiatives such as CalPlanner and discussions to migrate it to a digital format and the Web site. 
2008-2009 Mission, Goals & Objectives

APA California’s Mission Statement 

“Making great communities happen through good planning.”
Association Goals

1 Provide the vision and leadership that fosters better planning for California.

2 Build public and political support for sound planning.

Public Relations Objectives

1 Increase APA California’s visibility with the media and other audiences as a proactive planning organization – becoming the definitive voice on planning at the forefront – we are the planners!
2 Raise the profile of “smart planning.”
3 Develop consistent messaging for communications outreach.
4 Market and publicize APA California planning awards, reports, legislative materials and issue papers.
Key Messages

APA California’s key messages evolved from the research findings from four focus groups and a telephone survey conducted in the spring/summer of 2007.

Smart planning is good for our future.

1 Smart planning is good for our future and our children’s future. 

Smart planning creates California communities with choices for all residents. 

2 Well designed communities that have open space, all types of housing, businesses, and transit choices are good for California and our future.

3 Good planning helps create communities that offer better choices for where and how people work and live.

4 Communities that are well planned with parks, retail stores, housing, and mass transit are more livable.

Smart planning helps manage growth.

5 More California communities are in need of smart planning to manage growth.

6 California cannot meet the challenges of increased growth without professional planners.

Smart planning includes opportunities for public participation.

1 Good planning means the public is involved and plays a role in creating communities.

Professional planning leads to balanced California communities.

2 Professional planners have the education and experience to lead smart planning initiatives.

3 American Planning Association California is the source for smart planning in California.

Digital Media Outreach

Print media, and in particular the editorial print media, will always be a primary media target for APA California’s statewide media relations program because the editorial media is widely read by our target audience – policy makers and high-propensity voters.  However, with traditional print media companies increasing their online presences and more media consumers turning to online sources for their information, Porter Novelli believes that it would be advantageous for APA California to expand its media outreach efforts to include digital media.

We want professional planners to lead and contribute to the online conversation on planning-related issues.

APA California Blog: Leading the Conversation

We see a tremendous opportunity for APA California to establish its own blog on the Web site to provide a forum for conversation on planning-related issues that fall within APA California’s legislative platform.

This initiative would require the commitment of an “official” APA California blogger or blogger team (we recommend Lance Schulte for the team) who would make 2-3 posts per week. 

Porter Novelli could support the blogging effort by providing the blogger news clips (breaking news, editorials, opinion-editorials and letters-to-the-editor that appear around the state, as well as press releases) that could be posted as links on the blog and the blogger would post commentary.

APA California members would be encouraged to post to contribute to the conversation and Porter Novelli would market the blog as part of APA California’s media and public relations outreach.

The objective would be to become a resource on planning-related issues.

Note: This initiative will require some investment for Web site development.

Blog Outreach

APA California made its first proactive venture out into the blogosphere on August 8, 2008 when Vince Bertoni’s op-ed “State is taking steps to address climate change through land use planning, but more is needed,” was posted on The California Majority Report blog.  This particular left-leaning blog is read by Capitol insiders and other statewide influentials from both sides of the aisle – it is a direct hit to our target audience.  

Porter Novelli recommends that APA California approach other widely read public affairs, issues-oriented blogs to participate in the online conversations taking place on planning-related issues.

Digital Rapid Response

Online reader comments are the modern version of the print letters-to-the-editor, only there’s no editor selecting which letters get printed or comments posted.  Online reader comments are bringing a whole new meaning to the way the public discusses the “news of the day.”

Porter Novelli recommends establishing e-networks composed of APA California members from each section.  If a planning-related news items appears online in The Orange County Register, for example, Porter Novelli would e-mail it out to Orange County section chair, Kimberly Brandt, who could then forward the link to Orange County section members with a prompt to weigh in on the online discussion.

By participating in the public discussion about planning-related issues, APA California members have the opportunity to raise the voice of smart planning within their respective communities.  

And we know from our experience with other clients, that policy makers and their staff are monitoring online discussions of issues of importance to them and their communities.

Blog Monitoring

Porter Novelli also proposes increasing its media monitoring to include influential blogs in order to identify opportunities for APA California members to participate in planning-related discussions.   And, similar to the rapid response outreach to the sections, we would suggest making members aware of opportunities to post comments on planning-related topics.

Traditional Media Outreach

Opinion-Editorials

Following the success of the series of climate change op-eds, APA California and Porter Novelli have identified that our next series will focus on infrastructure.  This will complement the infrastructure-related initiative that APA national will roll out in the fall.  We can also use the tie-in to “National Community Planning Month” as a hook for any op-eds pitched and placed during the month of October.

Our goal is to target major daily newspapers in local sections’ media markets that did not publish the climate change op-eds.  For example, in the Bay Area we had a climate change op-ed published in the San Francisco Chronicle, so we may approach the Oakland Tribune or San Jose Mercury News for the infrastructure op-ed.  This helps us reach new audiences in these markets.  We also anticipate having different people author the op-eds where possible.

NPR-Station Public Affairs Interview Programs

Many of the NPR stations in our section media markets produce daily public affairs interview programs (live call-in) – KQED’s “Forum” with Michael Krasny, KPCC’s “Air Talk” with Larry Mantle and KPBS’ “These Days” with Tom Fudge, to name a few.  These programs reach a well-educated, influential audience.  Porter Novelli will pitch discussion topics to the producers of these programs.

Media Briefings
Developing relationships with reporters and editors and introducing them to expert sources is essential to the growth of the media relations program.  We want reporters who are covering planning-related issues to have APA California sources in their Rolodexes and to be calling our sources when they are working on stories that require a professional planning perspective.  

We have just recently gotten this component of the media relations program under way with briefings in the Los Angeles media market.  This effort should continue with media briefings scheduled in all section media markets by the end of the 2008.

Rapid Response

Whether it was the eminent domain initiatives or other “news of the day” topics, Porter Novelli identified a number of opportunities for letters-to-the-editor to newspapers from San Diego to San Francisco.  Our success rate for placements is just over 20 percent.  We know from experience that our chance of getting letters published increases if members are responding to editorials and opinion-editorials, rather than local news stories.  Our placement rate is also improved if we submit letters the same day as the news item that we are responding to. 

Responding with letters is an opportunity to obtain placements and control the messaging.

Planning Awards PR

One of the things we learned at the May Board meeting is that sections are looking for support to improve their media outreach for their local planning awards.  As we’ve previously discussed, Porter Novelli will develop a family of templates and tools to assist sections with their media outreach for local section planning awards.

Porter Novelli can also provide support by preparing media lists for the sections’ respective markets, so they know who to distribute their media releases too.

Additionally, Porter Novelli will draft the APA California awards media releases for distribution in winners’ media markets. 
Press Releases

Draft and distribute other press releases as warranted, new Board officers and members for example.

Other Media Relations-Related Activities

Media Training

Conduct one media training session in 2009 for section chairs and/or Board members and create media training resources for members to access on the APA CA Web site.

Press Kit

Update press kit materials, as needed.

Web site

Update newsroom content, as needed.

PSA Program – “National Community Planning Month”

Porter Novelli has received and reviewed information about APA’s “National Community Planning Month” PSAs.  Based on our experience, it is more likely that this type of PSA could get picked up by any number of stations in smaller markets around the state, rather than major markets such as Los Angeles, San Francisco and San Diego.  We would recommend partnering with the sections to distribute the PSAs in select markets where we might have the best chance for return on investment, as it is somewhat labor intensive to personalize, package and distribute the PSAs.  

Note: this initiative should ideally take place in mid-late September, so stations receive the PSAs prior to the start of “National Community Planning Month” and stations have an entire month to put the PSAs into rotation.  However, Porter Novelli’s current priorities and budget for September are already allocated toward the state conference media relations and state planning awards PR.

Legislative Outreach

Draft cover letters to accompany media placements for leg drops.  (Leg drops coordinated by Sande George)

Leverage APA National’s PR program

When appropriate, Porter Novelli will leverage APA’s PR initiatives.  For example, over the past year, we’ve supported media outreach efforts for APA award winners in California. This is a cost-effective way to expand APA California’s media outreach efforts.  Additionally, our team will incorporate information from APA’s infrastructure intiative being rolled out this fall, as part of the APA California infrastructure op-ed campaign.  We will routinely seek other opportunities to leverage APA’s PR efforts in California.

Staffing

Our core team remains:

1 Brenda Deeley, strategic counsel

2 Marcus Ginnaty, day-to-day project manager and senior media relations specialist

3 Kate Mossbarger, media relations specialist

Additionally, we propose adding an additional media relations specialist team member to increase the volume of outbound media pitching in the new contract year.

Evaluation

Information that will help evaluate the success of the media relations program will be collected on an ongoing basis and reported to APA California monthly. This will allow Porter Novelli to measure the success of the program.  Based on our evaluation tactics, we will revise and update the strategy and communications, if needed.

1 Place 8 op-eds addressing infrastructure
2 Place 30 percent of letters-to-the-editor submitted
3 Conduct 16 media briefings (two in every section’s media market)
4 Be quoted in 8 news articles (one in every section’s media market)
5 Be interviewed on 4 NPR public affairs programs
6 Distribute 4 press releases
7 Conduct media training for 8 Board members and/or section chairs
8 Increase use of APA California Web site by members accessing PR tools/training, 
9 Increase [public] visitors accessing materials from the newsroom.
10 Increase media references to APA CA website http://www.calapa.org/.
11 Member survey shows that the Web site is a valued resource tool. 
Note: if we proceed with a blog program, we will develop a measurement for it.

Budget

Total budget -- $130,000

1 $120,000 for fees ($10,000/month)

2 $5,000 for media training (consultant costs for Steve Swatt)

3 $5,000 for expenses, including travel for media briefings

Timeline

	October – “National Community Planning Month”

	
Begin conducting interviews for infrastructure op-eds

Continue Southern California sourcing/media briefing program


Launch Northern and Central California sourcing/media briefing program

o
Distribute expert sourcing profiles

o
Pitch media briefings

o
Prep spokespersons
o
Staff media briefings

Pitch NPR public affairs programs

Monitor for “news of the day” media opportunities for APA California to comment on

Begin development of blog on Web site

Support sections with distribution of PSAs for “National Community Planning Month”

	November


	
Pitch and place infrastructure op-eds

Continue Northern and Central California sourcing/media briefing program

Pitch NPR public affairs programs

Monitor for “news of the day” media opportunities for APA California to comment on

Continue development of blog on Web site

	December

	
Pitch and place infrastructure op-eds

Distribute press release announcing California-based APA award-winners 


Continue Northern and Central California sourcing/media briefing program

Set up e-blast system with section chairs to rapidly disseminate opportunities for online dialogues commenting on local planning-related news stories, editorials and op-eds

Pitch NPR public affairs programs

Monitor for “news of the day” media opportunities for CCAPA to comment on


Test blog on Web site

	January

	
Launch blog 


Distribute e-blast to key internal and external audiences announcing launch of the blog

Pitch and place infrastructure op-eds

Pitch NPR public affairs programs

Monitor for “news of the day” media opportunities for APA California to comment on


Place letters-to-the-editor & op-eds

	February



	
Pitch and place infrastructure op-eds

Develop section planning awards PR toolkit

Pitch NPR public affairs programs

Monitor for “news of the day” media opportunities for APA California to comment on


Place letters-to-the-editor & op-eds

	March

	
Conduct media training session

Distribute section planning awards PR toolkit

Pitch NPR public affairs programs

Monitor for “news of the day” media opportunities for APA California to comment on


Place letters-to-the-editor & op-eds


	April

	
Prepare media lists for section awards press release distribution

Pitch NPR public affairs programs

Monitor for “news of the day” media opportunities for CCAPA to comment on


Place letters-to-the-editor & op-eds

	May

	
Pitch NPR public affairs programs

Monitor for “news of the day” media opportunities for APA California to comment on


Place letters-to-the-editor & op-eds

	June

	
Pitch NPR public affairs programs

Monitor for “news of the day” media opportunities for APA California to comment on


Place letters-to-the-editor & op-eds

	July 

	
Pitch NPR public affairs programs

Monitor for “news of the day” media opportunities for APA California to comment on


Place letters-to-the-editor & op-eds

	August

	
Pitch NPR public affairs programs

Draft media releases for APA California planning award winners


Monitor for “news of the day” media opportunities for APA California to comment on


Place letters-to-the-editor & op-eds

	September

	
Support media relations efforts tied to statewide conference


Pitch NPR public affairs programs

Monitor for “news of the day” media opportunities for APA California to comment on


Place letters-to-the-editor & op-eds


