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“PR is the management function that identifies, establishes and maintains mutually beneficial relationships between an organization and the various publics on whom its success or failure depends.” 

                                          ( Scott M. Cutlip, et al., Effective Public Relations

The need for effective public relations in the ITS industry has never been greater.  New technologies are coming to market that must be explained and demonstrated to the press, elected officials, and business professionals.

Effective PR is a necessary part of promoting the growth of ITS deployment.  Good PR includes a well-researched series of educational and accurate messages designed to persuade both the technically savvy and the technically challenged about the benefits of ITS that warrant investment.

This guide provides examples of standard ways a state chapter can improve its visibility, and promote awareness ITS products and services.
Above all, every person connected with ITS should realize he or she is potentially a spokesperson for the industry.   As such, each member of a state chapter should be prepared to answer basic questions about the benefits of ITS.

 The most effective ITS public relations efforts are founded in demonstrating how PEOPLE use technology in surface transportation to save lives, save time, save money and improve the quality of life for those affected by its deployment. Putting a “human face” on the technology makes ITS products and services a welcome part of daily life.

Tips for Working with the Media 

Know the News
News is usually defined as “man bites dog,” but in reality it is most likely to be what editors think readers and/or viewers would NOT see in their daily routines.  News of a technical nature must have some cutting edge element, some drastic, improvement for society, or a dramatic human interest angle to get significant play in the press. 

Chances of technology news coverage increases in proportion to the:

· Number of people in the given medium’s readership or viewership that will be affected 

· Decreasing cost and increased availability of the technology
· Perceived “newness” and “usefulness” or a product or services provided
· Proven convenience and benefit of use
For example, a description of a new device or system that helps drivers find efficient routes in urban areas in real time, but is not yet in use in your area, is a story for a “slow” news day. Such a story has a lot of factual content, but probably wouldn’t get a lot of attention because it does not allow reporters to cast it with what is called a “local angle.” 

Reporters want a story that they can relate to their local audiences specifically and immediately.  So, if police and rescue officials talk about how they saved a life because they were able to find a victim’s wrecked car equipped with an advanced vehicle locator system…now that’s news. 

To make news, you have to help reporters visualize how your story meets the four requirements above.  You must be honest, forthcoming and timely with reporters in their quest for information about ITS.

You may not always get the story you want, but remember –THE NEWS IS A 24-HOUR, SEVEN-DAY-A-WEEK, 365-DAY-A-YEAR OPERATION. You will have many opportunities to build relationships with reporters and editors if you provide accurate information in a spirit of cooperation.

Stick to the Facts
It’s easy to exaggerate in the attempt to make a story more interesting.  What you send to the press has to stand on its own merits.

Seek Help to Complete Your PR Efforts
Many of your state ITS chapter members, both corporate and public sector, have public affairs and marketing staffs which can help you get your message out more effectively than if you were to attempt it by yourself.   Get to know them and find out if they can help promote the ITS industry through your state chapter.   Many have news media mailing lists they will share; others may choose to sponsor a media event for the state chapter.  You can prepare a schedule outlining what the chapter can do in return for sponsorship, to include signage, mention of the sponsorship from the podium, or the opportunity for a sponsoring company to provide a spokesman to give remarks. 

Write Clearly, Carefully, Concisely, and Avoid Acronyms
In other words, write for the media.  Much of the information that newsrooms receive today gets only a fraction of the scrutiny it deserves.  Most newsroom personnel simply don’t have the time to cover items in the depth they would like.  This puts more of the responsibility of news writing directly on those producing press releases.  Reporters hate acronyms, because their readers and viewers usually consider them meaningless. Also avoid technical jargon for the same reason.

Writing for the media means starting out your press release or media advisory with the most important facts – who, what, where, when, why and how - at the top, followed by less important facts in subsequent paragraphs.   Many press releases go unread because the issuing organization attempts to frame the issue with background material first, then follows with the real story. 

There are fewer reporters today as newsrooms cut back to meet budgetary restraints.  The reporters that remain are frequently overworked and tasked with covering a host of unfamiliar subjects.  That is why they appreciate a careful consideration of their time and your help in getting to the gist of the story quickly.

Know Your Regular Media
A media mailing list has to be kept current, as media turnover is high.  ITS America can help you develop a media list for your state or local community.  
Know the “New” Media
Web news services have revolutionized the distribution of news. Web-based operations of news services  (see “Types of Media and How They Can Help You,” Page 5) can and do distribute press releases far faster and to more closely targeted reporters in a fraction of the time of the traditional methods of only a few years ago.  

That doesn’t eliminate the need to pitch your ITS message – in person, over the phone, in editorial board meetings with newspapers, television and radio news directors, assignment editors and publishers. The personal touch in knowing the media and what its representatives want are important to the success of any public relations operation.

Knowing your media representatives and their interests will help you to constantly uncover new outlets for ITS public relations efforts.

Target Appropriate Outlets
Send information and material only to those reporters, publication editors, Web content editors and television station assignment desks who are interested in your story “hook.”  Don’t waste your time and editors’ by sending material you know they won’t use.

Have a Current Press Kit Ready at All Times
A press kit should be a folder containing a concise summary of what your State Chapter is doing, such as updates on the progress of ITS infrastructure in your state, the names (if you prefer, biographical sketches) of State Chapter contacts, and some information about what ITS is and why it is important to your state.  A standard press kit can be topped off with additional press releases about some upcoming event, or announcements in support of ITS initiatives in your area.  Sending a concisely written press kit in the mail to reporters you have selected is a good way to strike up an acquaintance with these reporters. 

Cooperate with Reporters
One of the hardest judgment calls you face when dealing with the media is whether to return their telephone calls – especially if reporters are on “deadline” and need an immediate answer.   Even if you are not sure of the outcome, you should return a reporter’s phone call in a timely fashion. Returning phone calls is a standard public relations necessity and lets reporters know that their work is important to you. You stand a much better chance of being seen as considerate of their work and their deadlines if you return phone calls promptly. And in doing so, you stand a much better chance of getting reporters to cooperate with you when you need their undivided attention. 

If They’ve Done Well, Tell Them!  
If you have the opportunity to congratulate a reporter for a job well done, do it.  Reporters thrive on the thought that the public is taking notice of their work. On the other hand, if a story contains a factual error, please let the reporter know.  Most reporters will appreciate a personal call more than a letter to the editor, which takes their story to task.
Media Pitching and Follow-up

“Media pitching” means selling your story to the media. Once you’ve identified story ideas and angles, or if you have information related to a local breaking news event, follow the guidelines below.

Contacting Media
Make your first contact with a news advisory or short written pitch of your story idea sent by fax or e-mail.  It should be quick and easy to read, with the most important information at the beginning, followed by supporting information and facts.

If you e-mail the news advisory or story idea, the subject line should be your attention-grabbing headline. Write your e-mail in a way that will entice them to read more. 

Don’t be surprised if the reporter does not contact you.

Follow up with a short and polite phone call, reminding them that you recently sent them a  tory idea about (your Summer Food Service Program news) and ask them if they would be interested in working with you on a story.  Gauge their interest – they may say they would be interested if a particular interview could be set up, if a visual is available, etc.  Respond to their interest and additional requirements.  

The reporter may politely decline the story, but don’t give up on the reporter for future stories.

Be sensitive to reporters’ deadlines. Most reporters prefer calls in the morning versus afternoon. When you call, ask the reporter if they have time to discuss a story idea. If they are busy or on deadline, ask when you can call back at a more convenient time.  Do not call TV and radio stations while their news show is on the air.

Print Media
If you don’t know which reporter to call about your news topic, you can always start with the newspaper’s City Desk. For small papers, there may just be one point of contact and they won’t have a City Desk.

If you don’t know a specific reporter at a magazine, you can call the main number and ask for the best person to talk to about your subject. You can also ask to speak to the magazine’s editor.

TV and Radio Media

If you don’t know which TV reporter to call about your news topic, ask to speak to the assignment editor. When contacting a radio station, ask for the news director.

TV and radio reporters tend to be extremely rushed and will ask you to quickly state why you are calling.  Make your story pitch quick and to the point – lead with the news! Don’t be offended if they sound short with you – it’s the nature of the business. The faster you can make your pitch, the better.

Remember:  Radio and TV reports require interviews, so make sure you have people available to speak to a reporter. Examples: your organization’s Summer Food Service Program manager/director or a parent who benefits from your program. 

Remember:  TV also requires visuals, so be prepared to offer ideas for visuals that illustrate the story. Example: Invite the photographer or camera crew to visit your Summer Food Service Program meal site during the hours meals are served. 

It is tough to interest broadcast media on feature stories, particularly in larger markets.  You need strong news hooks to get broadcast news coverage.

Writing and Distributing News Releases and News Advisories

Distributing news releases and news advisories to announce news and events will help you obtain media coverage. 

News releases are rarely printed verbatim in a newspaper, but they should be written like a newspaper story. The most important information should be at the top. The first paragraph is the “lead.” The lead is usually one to two sentences. It should be written so the reporter will understand the news of the story – the “who, what, when, where, why and how” – just by reading the lead. The remaining information on the news release supports the lead.

News advisories are not written as a news story, like the news release. They are more like a bulleted list or flyer. They still must answer the questions “who, what, when, where, why and how?”

At the end of news releases or media advisories always type either “###” or “-30-.” These marks indicate that this is the end of your information.

The timing of your news release or news advisory depends on the news or event you are announcing. To announce an event, a typical schedule would include sending an advisory one to two weeks before the event, another advisory with more details a day before the event and a news release the day of the event.

Once you send a release or advisory, follow up with a call.

Don’t hesitate to contact the City Desk or assignment/news editors if you cannot reach a specific reporter to make sure they are aware of your news announcement.

Creating Special Events

Special events can be excellent vehicles for obtaining news coverage.  Media often cover local community activities that feature children, animals/pets, personalities or activities that provide great visuals. 

The key to special events is to tie the event to a news hook that provides an interesting story or that affects a lot of people. Interesting personalities or celebrities that are attending the event and are willing to participate in interviews will also help attract media coverage.  

When planning special events designed to attract media, remember the following:

· Local, local, local:  Media almost always want a local angle to the story – so make sure you provide a local personality, local activities, local facts and figures, etc., to support your news – whether it’s breaking or feature news.

· Timing:  The ideal time to start an event is usually 10 a.m., Mondays through Thursdays. Avoid scheduling anything after 2 p.m., so reporters can meet deadlines. Stay away from Fridays when fewer people watch TV news and Saturdays when papers have fewer readers.

Weekend dates are okay for events, just remember that media outlets operate with smaller staffs on weekends and you could be easily preempted by a major story.

· Community Calendars: Many media outlets have community calendars on their Web sites. Find out how and when to submit information to these calendars.

· Visuals/Action: Think about banners, staging and activities for visuals. “Action shots” are key for photographers and videographers.

· Speakers/Spokespeople:  Make sure your speakers are comfortable doing media interviews and that they know to keep their formal remarks short and sweet – or the media will leave.

Give a copy of the “Media Do’s and Don’ts” document included in this kit to your spokespeople. You may also need to advise them on what to wear.

· Agenda:  Prepare a detailed agenda, including the titles and names of speakers. Make sure their comments reflect the news:  Today, we are pleased to announce the (issue).

· Media Pitching and Follow-up:  Contact your media to ensure they know about the event and gauge their interest.

· Event Day:  Have copies of your news release, agenda and other program materials to give to the media.  Start your event on time (unless you are waiting for media to arrive). Provide media with close parking (if necessary, include parking instructions in the news advisory). Have speakers, families or other participants available for interviews. Accommodate media requests, if possible.  

Create Your Media ‘Mix’ Carefully

The information technology boom requires that effective public relations use a host of new media. The proliferation of new media outlets, whether they are cable or satellite television channels, Internet-based, or wireless distribution systems of the existing wire service, means that audiences are being ever more pared into narrower demographic sections.

The media you target depends on whether you are trying to reach a highly focused audience, a general local audience, or a broad national audience.  The news media directories and PR staffs at member companies will help you select the media to best reach your target audience

But most importantly, getting to know individual reporters of all types of media helps give credibility to your program or initiative.  

What blend of media you use also influences the types of coalition partners (corporate members, other associations) you can persuade to promote the use of ITS in your area.

Interviews
Preparing for an Interview
If a reporter contacts you for an interview, offer to call him or her back so you have some time to prepare. Make sure you obtain the following information:

1. What is the deadline? 

2. Who is the reporter requesting the interview and what publication or program do they represent? 

3. What is the contact's phone number? 

4. What kind of questions will you be asked? You will want to have a sense of the focus or theme of the interview. 

5. What is the interview format? By phone, in person, a panel discussion? 

6. Will it be videotaped or live? 

7. Will others be involved or be interviewed for their comments? 

8. When, where, and how long will the interview be? 

9. When will the information be made public or released? 
During the Interview – Guidelines to Follow
1. Practice. (In front of a mirror or ask a friend to listen to you). 

2. Be yourself. 

3. Set out three key points before the interview, and repeat them a number of times. 

4. Use clear, simple language. 

5. Keep your comments short and precise – no more than 20 seconds. There is a greater chance of being quoted accurately if a reporter can use your entire answer. 

6. Listen to the question. Never answer a question you don't understand. Always ask for clarification if you aren't sure of the meaning. 

7. Answer a multi-part question one step at a time. After you have answered one part, wait or ask to have the other parts repeated. 

8. Stick to the facts and correct the reporter if the facts presented are wrong. 

9. Avoid jargon. 

10. Answer only those questions about which you have direct knowledge – never guess. 

11. Don't be afraid to pause briefly before you answer a question. 

12. Stay on topic. 

Things You Should Never do in an Interview
1. Never repeat an offensive phrase or inappropriate term that is embedded in a question. That will only reinforce it. 

2. Never give argumentative responses like "You don't know what you're talking about." 

3. Never give your personal opinion when you are speaking for your organization. 

4. Never exaggerate, mislead, use inflammatory words or lie. 

5. Never speak off the record. 

6. Never answer hypothetical questions. 

7. Never speculate. 

If you are seriously misquoted or there is an error in the news item that appears or is aired after the interview, ask the reporter for a correction and follow up with a letter to the station or newspaper, restating the correct information. Always monitor the coverage you receive.

Types of Media and How They Can Help You

Popular Newspapers
Traditional newspapers continue to be the most popular source of news for the public and a leading source of broadcast and Internet news.  That is why it is helpful to get to know reporters in your state who cover transportation or technology for the state’s major newspapers.   

Also, newspaper and other media organizations subscribe to independent wire services such as The Associated Press, Reuters, Business Wire, and others.  These wire services provide regional, national and international news to media outlets, which often publish the material with a minimum of editing.  The Associated Press, which has offices in many smaller metropolitan areas, should be included on any media list you compile. But it is important not to send material of purely local interest – such as personnel changes and meeting notices – to national or international wire services.

Points to Remember About Newspaper Coverage 
1. The more newspaper reporters know and like what you do, the more coverage you are likely to get in broadcast and ‘new’ media, especially when you have strong “breaking” news with a short “shelf life” that reporters can write that same day. 

2. Large metropolitan dailies sometimes have news bureaus in other cities – like yours. Check your yellow pages.

3. Many newspapers either have correspondents in Washington D.C. or subscribe to Washington-based news bureaus for their national political news. Again, you can consult the appropriate media directories to determine which outlets to target.

News Service Daybooks

Many wire service operations, both commercial and subscription, keep “daybooks,” or special desks of their news operations that keep track of media events scheduled for the coming days, and even weeks.  Reporters and editors scan the wire output daily for press events of interest.  Daybook operations are sometimes separate from the actual newsgathering and reporting functions of  the wire services, so when you telephone in advance of your planned event, make sure you get information about who, what, where, when and why you are holding your event to the daybook editor. You should do this a week ahead of your event’s scheduled time.

Television and Radio
When ABC News advertises that “more Americans get their news from ABC News,” it’s not kidding. Television news coverage sets the standard of what much of the public understands about the world that surrounds us.  Because of severe time restraints, it is also the most difficult medium from which to secure accurate and complete coverage.

What appears on local television news is often first determined at the assignment desk, which is the nerve center of the television news operation.  Make a point of knowing the voice and FAX telephone numbers of all your local television stations’ assignment desks.  Ask if you can have assignment desk editors’ e-mail addresses.  They can come in handy when time is short. 

If you have a press announcement of significant importance to the community, you should consider calling television station assignment desks directly. Call the assignment desks no more than four days ahead of your media event.  The best time to call the desks is as early in the day as possible (most large- and medium-market desks are staffed at 7 a.m.), as deadlines for stories on the 6 p.m. newscast can be set as early as 2 p.m. 

After the assignment desk, the most likely person to influence whether your story is newsworthy is the behind-the-scenes producer, not the on-air personality. You should concentrate your public relations efforts on the producer. Sometimes the newsworthiness is judged by the quantity of “good visuals” - the pictures and graphics that the producer believes most people will watch.  Good visuals, sometimes called “eye candy,” can make or break a television news story. 

Radio is even more time sensitive than television.  It also must appeal to a more fragmented audience than television.  Radio traffic reporters are some of the most concerned of the effects of intelligent transportation systems, and often will know a great deal about ITS in advance of your contact. Making acquaintance with traffic reporters is very important for the success of ITS deployment efforts. 

Publications – Electronics, Transportation, Automotive

Popular Mechanics, Automotive News, the AASHTO Journal, Transport Topics and The Hansen Report on Automotive Electronics are examples of periodicals whose major interest is not ITS, but who are aware of the value of ITS news and will more readily include it in their publications than the national general publications.   Larger cities have business publications that have intense interest in infrastructure improvement news. These include Crain’s New York Business, Boston Business Journal, and Seattle Weekly.  
Publications – ITS Trades

ITS is covered by major industry publications such as ITS International, Traffic Technology International, Thinking Highways, and Transportation Management + Engineering.   Their focus is by far more industry driven.  These publications should receive every ITS industry-related news item you distribute.  

Wire Services

Wire services are important because they target editors and reporters in specific disciplines coverage areas.   Examples are Business Wire and eMedia Wire.  These wire service firms maintain carefully updated lists of reporters in all media and their reporting specialties.  These firms charge by the length of the press announcement, starting with a flat fee for the first 400 words and increasing after that. 

They can target your distribution to the city, state, or region you select, and to the types of media you select.  Besides being able to target reporters, these services usually post your information in a variety of media – via fax, printed news announcement, and on their Web sites. www.businesswire.com, www.emediawire.com 
Commercial News Feature Services

Newspapers and radio are media outlets particularly eager to fill empty spaces in their pages and in their airtime.  They will quite often refer to previously prepared feature material for those awkward or difficult-to-fill spaces.  
You can use this situation to your advantage by working with such editorial release companies as North American Precis Syndicate (NAPS), or other release services to produce short articles, which are then distributed to newspapers nationwide.  NAPS distributes feature releases for more than 750 companies, including Nokia, IBM, and GM; nonprofit associations, such as the Multiple Sclerosis Society and Boys Town USA; and government agencies such as the U.S. Department of Transportation, and the Centers for Disease Control. www.napsnet.com 
Overall Mission and Vision

ITS proponents envision a world in which the use of the latest technology in surface transportation to save lives, time, and money is a part of everyday life. The public relations mission in support of that vision is to create and enhance an understanding and acceptance of intelligent transportation system products and services.  As ITS America State Chapters work to increase public awareness of ITS through increased media exposure, they are helping to bring that vision closer to reality.
Building Relationships

If a reporter covers your event, it is nice to send a short note or e-mail thanking them for taking the time to get your important message out to the public. Make sure you give them your contact information in case they have questions about future stories.

Questions?

If you have questions about story ideas or would like someone to review your news releases or advisories, contact ITS America’s Director of Communications, Sabrina Quirarte, at squirarte@itsa.org or 800-374-8472 ext. 4205.  
Appendix
22 Ways to Create News for Your Organization
1. Tie in with news events of the day.

2. Tie in with a newspaper or other medium on a mutual project.

3. Conduct a poll or survey.

4. Issue a report.

5. Arrange an interview with a celebrity.

6. Take part in a controversy.

7. Arrange for a testimonial.

8. Arrange a speech.

9. Make an analysis or prediction.

10. Form and announce names for committees.

11. Hold an election.

12. Announce an appointment.

13. Celebrate an anniversary.

14. Issue a summary of facts.

15. Tie in with a holiday.

16. Present an award.

17. Stage a special event.

18. Adapt national reports and surveys for local use.

19. Tie into a well-known week or day.

20. Honor an institution.

21. Organize a tour.

22. Inspect a project.
10 Steps to Successful Media Coverage
1. Keep it short and jargon-free. Strip your message to the bare bones. 

2. Think headlines. Make a sweeping, positive statement that will be sure to get the editor's attention. Make sure it's only one sentence. 

3. Use a consistent slogan and logo. This will make the event/organization/project instantly recognizable. 

4. Do it regularly. Regular communication is essential to build a relationship with the media. 

5. Be positive. Never have a negative message. Offer a practical solution to the problem. This can inspire people. 

6. Set the agenda. Redefine the problem to fit your solution. 

7. Be visual. Try to incorporate pictures into your message to have a more lasting effect. 

8. Use "real life" examples with human quality. Share an anecdote about a situation/experience that people can relate to. 

9. Know your local audience. Always be aware of who is listening, watching or reading your message. 

10. Match the medium. Tailor the message to the medium (radio, print, television).
Gatekeepers and News Gatherers at a Major Newspaper

Publisher - The owner or ownership's representative.

Editor - The person who sets the tone for the news content of the newspaper, from editorials to columns to news stories.

Managing editor - The manager of news operations, second in command to the editor. The managing editor and his/her assistants are in charge of day-to-day operations and it is her/his job to make sure that the newspaper presents a fair and complete picture of the news of importance or interest to readers. The details are delegated to sub-editors and staff.

Editorial page editor - The person in charge of the editorial page.

Chief news editor - This editor is responsible for national and world news stories. There often also is a news editor, a national editor and a world editor.

Department editors - These people are in charge of specific subjects and/or sections such as business, sports, lifestyles, entertainment, etc. Each department has writers/reporters who work on that specific beat.

City editor - The director of the newspaper’s local news operation. He/she may assign reporters to cover stories. Some newspapers have an assignment editor to do that.

Staff writers - These writers/reporters may be assigned to stories on various beats.

Copy editor - A worker on a copy desk who edits and sometimes re-writes stories. Copy editors work around a desk called a rim and edit stories for all the news pages.

Columnists - Writers of signed stories of opinion or analysis. They are sometimes printed with a photograph of the columnist. Columnists can be on staff at the newspaper and/or they can syndicate their columns to a number of newspapers.

Correspondents - Non-staff reporters who send in news from outside.

Stringers - Part-time correspondents, usually paid by the number or length of stories published.
Print Media News and Newswriting Terms

Angle - The approach or perspective from which a news fact or event is viewed, or the emphasis chosen for a story.

Assignment - Instruction to a reporter to cover an event.

Attribution - Identification of the source of a fact, judgment or quotation.

Beat - The area or subject field assigned to a reporter. Standard beats include city hall, education, labour, police and sports.

Breaking story - Currently happening or impending news.

Byline - The writer’s name, usually at the head of the story.

Call sheets - A list of organizations beat reporters call on a regular basis. Call sheets generally list who to call, when it is best to call and phone numbers (office and home) to use. These calls help reporters check story details, fish for potential stories and keep track of developing stories.

Column – A regularly appearing signed story of opinion or analysis.

Copy – Anything written for publication.

Copy desk - The desk used by copy editors to read and edit copy and write headlines (if necessary).

Correction - Errors that reach publication are retracted or corrected if they are serious or if someone demands a correction.

Crop - To edit photos by trimming off unwanted parts.

Cutline - The caption under a photograph.

Ears - The upper corners of page 1.

Editorial - An opinion piece written by the editorial page editor or members of the editorial board, generally appearing on the editorial page. A guest editorial is one written by an outsider.

Editorial classifications - The subject areas or departments, such as business, food, news and sports.

Editorial environment - The overall appearance, content tone and philosophy of a publication.

Editorialize - To express opinion towards a news story. Editorials are properly confined to the editorial or Op-Ed page or to signed columns elsewhere in the newspaper.

Editorial material - Refers to the non-advertising portion of a publication.

Embargo - An embargoed story is one the media does not use until an agreed upon or specified time.

Endmark - A symbol (usually -30- ) typed at the end of a news story to indicate that it is complete.

Exclusive - A story one reporter has obtained to the exclusion of the competition.

Feature - Unlike straight news, a feature is a longer story emphasizing the human or entertaining aspects of a situation rather than its hard news value. The bridge column, crossword puzzle and comics also are called features.

File - To write a story.

Fillers – Small items used to fill out columns or space where needed.

Flag - The printed title of a newspaper on page 1. Also known as the nameplate.

Flare - The main story on page 1. Also known as line or splash.

Graphics - All visual materials such as artwork, charts, maps and still photos.

Hard news - Timely news that is important to a considerable share of the audience. This includes spot news.

Headline (head) - Display type above a news story.

Inverted pyramid - The basic print news story form with a summary of the story at the beginning and facts presented in order of descending importance.

Investigative reporting - Unearthing information that sources may want hidden. This type of reporting involves the examination of documents and records and the cultivation of informants. Investigative reporting often seeks to expose wrongdoing.

Jump - To continue a story from one page to another.

Jump head - A headline on a jump.

Jump line – A line where a jump occurs to tell readers where it continues.

Kill - To not use a story.

Lead - The opening paragraph of a news story.

Localize - Emphasizing the names of persons from the local area who are involved in events outside the region.

Masthead - The formal statement of the newspaper's name, officers, place of publication and other descriptive information, usually found on the editorial page.

News hole - Space in a newspaper allotted to news.

News peg - The hook on which the news story hangs.

Not for attribution - The newsmaker's comments can be used but not attributed directly to that source.

Off the record - The reporter cannot use the information provided by the source in any way. The information is strictly for the reporter's background information.

One-shot - A story that is not part of a series or continuing coverage.

Op-Ed page - The page opposite the editorial page. It can contain staff or syndicated coIumns, guest opinion pieces and related illustrations.

Placeline - The placeline (OTTAWA, NORTH BAY, Ont.) identifies the geographical location of the news story. It is at the beginning of the lead. Also called the dateline.

Play - The emphasis given to news. A story or photo may be played up or played down.

Pool – A small group of reporters chosen to cover an event for other reporters when the number allowed is limited.

Running story - A news development continuing for two days or longer.

Seasonableness - Timeliness tied to a period of the year that keeps coming back (i.e. Christmas, Ramadan, Hanukkah, Thanksgiving, Halloween, etc.)

Sidebar - A secondary story that explores an interesting or unusual angle that doesn't fit into the main story.

Skylight - The small photographs at the top of page 1 that are indexes to the stories inside.

Slug - Word or words placed on all copy to identify the story.

Soft news - Feature articles and other journalistic material. Unlike hard news, soft news is not urgent and not necessarily timely or related to a major event.

Source - Person, record, document or event that provides information for a story.

Spot news - News about a current event printed as soon as possible after it occurs.

Update - A story that brings the reader up to date on a situation or personality previously in the news.

Wire service – A news service, such as Canadian Press (CP) or Associated Press (AP). Although still called wires, these news services feed their reports to broadcast newsrooms via satellite into high-speed printers or into newsroom computers.

The information contained in this guide is the property of the Intelligent Transportation Society of America.  No part of it may be duplicated or used in any form without written permission of ITS America.
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