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State of Media 2024

“The disruptive power of artificial intelligence (AI) will sweep through the information space this year at a time of intense
political and economic volatility around the world. The implications for the reliability of information, and the 
sustainability of the mainstream media are likely to be profound in a year that sees critical elections due in more than 40 
democracies, with wars continuing to rage in Europe and the Middle East. Against that background – and with one 
forecast suggesting that the vast majority of all internet content will be synthetically produced by 20261 – journalists and 
news organizations will need to rethink their role and purpose with some urgency.”

Executive Summary Opening of the University of Oxford Report on Journalism, Media, and Technology Trends and 
Predictions for 2024
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State of Media 2024

These are the main findings from the industry survey, drawn from a strategic sample of more than 300 digital leaders from more 
than 50 countries and territories.

• Just half (47%) of our sample of editors, CEOs, and digital executives say they are confident about the prospects for journalism in the year ahead, with 
around one-tenth (12%) expressing low confidence. Stated concerns relate to rising costs, declining advertising revenue, and a slowing in subscription 
growth – as well as increasing legal and physical harassment. Reasons to be cheerful include the hope that closely fought elections in the US and 
elsewhere could boost consumption and interest, albeit temporarily and with the potential for further damage to trust.

• Almost two-thirds (63%) of our survey respondents say they are worried about a sharp decline in referral traffic from social media sites. Data sourced 
for this report from analytics provider Chartbeat shows that traffic to news sites from Facebook fell 48% in 2023, with traffic from X/Twitter declining 
by 27%. In response to these developments, around three-quarters (77%) say they will focus more on their own direct channels in the next year, with a 
fifth (22%) resorting to cutting costs and a similar proportion (20%) experimenting with alternative third-party platforms.

• More specifically, publishers say they’ll be putting more effort into WhatsApp (+61 net score)2 and Instagram (+39) following Meta’s decision to open 
up broadcast channels for publishers. Interest in video networks such as TikTok (+55) and YouTube (+44) remain strong while Google Discover is 
becoming a more important but volatile referral source. By contrast, publisher sentiment towards Facebook has worsened further this year (-38 net 
score) along with X/Twitter (-39 net score).

• Related to the above, the majority of our publisher respondents say they plan to create more video (+64 net score), more newsletters (+52), and more 
podcasts (+47), but broadly the same number of news articles – as they lean into some of the few remaining areas of audience and advertiser growth. 
Around half (54%) of respondents admit their companies are mostly focused on maximizing attention rather than being more respectful of their 
audience’s time (37%). 3
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State of Media 2024

2024 off to a brutal start for 
reporters and journalists.

• 3,087 digital, broadcast, and print 
news jobs were cut in 2023 – the 
highest total since 2020 when 
16,060 jobs were slashed

• According to Politico – more than 
500 journalists were laid off in 
January 2024
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State of Media 2024

And how will AI affect journalism? This publication believes in 
using AI to generate content.

• As long as a human edits the AI-
generated copy – the publication 
believes this collaboration 
guarantees integrity.

• The publication using the fake 
reporter to the left for every 
article written by AI. 
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State of Media 2024

Even the Associated Press recently published an article 
about five AI solutions to help local newsrooms. 

Like the Minutes AI application that creates transcripts of board meetings, to 
include keyword identification and reporter alerts. 
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State of Media 2024
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About this app
AI MINUTES, the only ZOOM-linked automatic meeting minutes tool with No. 1 recognition satisfaction in Japan, is now available on Google Play! 
Make meetings and notes easier with real-time speech recognition and translation! 

It costs $9.99 USD/month and of course works with the web version. 
For example, in the following situations.
- Office meeting transcription
- Transcription and notes of lecture content
- Online meetings using smartphones



State of Media 2024

What is your relationship with the local media?

How important is it to you as a supervisor to rely on the media to spread 
your message?

Some of you likely have a larger digital impact and footprint than your 
local media outlet. How do you incorporate the media into your 
communications efforts?
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State of Media 2024

What is your opinion on AI-generated news copy?

Or AI-generated videos and images?

Or AI covering board meetings or events like athletic competition?
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Real Time Media Relations
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Real Time Media Relations
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VACo Media Relations 
Process
• It’s important to us to have a good relationship with traditional and new 

media.

• Be diligent in answering media inquiries – 24-Hour Rule.

• Let media members know that VACo accepts email inquiries with 
questions, deadline and contact information – NO PHONE CALLS or FACE-
TO-FACE INTERVIEWS unless the reporter personally knows our Team 
Member.

• Forward inquiry email to VACo Team and together formulate a response.

• Refer media to an outside source if we cannot answer or we don’t want to 
answer the questions.

• Include the media on all legislative and newsletter email blasts – be 
transparent.
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VACo Media Relations 
Conclusions
• Our media relations team effort system works for us. 

• We have more control of our message.

• We are responsive and try to resolve all inquiries –
leading to better relationships with the media.

• We believe the media now views us as a dependable 
resource.

• We feel like we’ve developed a good relationship with 
most media outlets.
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Media Relations | What is Your Process?

• What is the process when a supervisor has a media inquiry?

• Does only your Board Chair or Vice Chair respond to media inquiries on 
behalf of all your supervisors? Or can any supervisor respond to a media 
inquiry?

• How do you want to consistently respond to media inquiries? Email? Texts? 
Phone calls? Face-to-face?

• Do supervisors inform other supervisors when they’ve spoken to the media?

• How does staff let the Board know they have spoken to the media?
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Media Relations | What is News?

To understand what information is newsworthy and if it should be shared to the 
media – ask yourself these simple questions. 

• Who is the audience? Who is impacted the most?

• Is the information timely and relevant?

• Is the information factual? Is the information verifiable?

• Is it a local, state or national story that has a significant local impact?

• Is the information best suited for newspapers, magazines, television, radio, websites, 
social media or all of the above?

• Am I the best person within county government to communicate the information?
24



Newspaper Editors and Reporters

I spoke to an editor of a central Virginia weekly that primarily covers a county. These are 
some comments that stood out. 

• Editorial staff of 3

• He’s not a government reporter or beat writer who breaks stories. He likes to write features and 
long prosy pieces. 

• He likes to go off-the-record to get background information. He said the off-the-record source 
was more important to him than any short-term gain he would get by violating the agreement. 

• Once he gets the off-the-record background information – he then asks for the source to give an 
official statement. He’ll also follow up and try to confirm what the source told him. He said he 
never uses the off-the-record information and cites it to “an anonymous source.”

• He said he has a service-minded philosophy to journalism. 

• He said he wants to be part of the solution. “It’s our job to do service to the reader. We want 
county officials to help us understand the issues. Yes, we will ask hard questions, but we will 
always be fair.” 
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Newspaper Editors and Reporters

More interesting comments from the editor…

• Do a lot of reporting by text. 

• Prefer face-to-face but that’s not the reality of today’s media relations. 

• Many young reporters are not comfortable talking face-to-face so they prefer texting or email 
reporting. He thinks it’s a generation thing, and that many young reporters aren’t as socialized as 
reporters 10-20 years ago. 

• He believes that it behooves county officials to develop a relationship with the people covering 
them. And to understand what the media is all about. 

• He said he routinely meets with the county administrator, deputy county administrators and 
department directors, police chief, and finance folks.  

• He rarely speaks to the communications department because he has built a relationship with 
other staff. 
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Newspaper Editors and Reporters

TIP
During budget time – invite reporters to the office and have your 
county administrator or finance director go over the budget with the 
reporter. This helps educate the reporter but also allows you to 
control the story by giving the reporter the information you want 
published. 
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Building Relationship with the Media

Reporters have a tough job to do. They are encouraged to ask 
difficult questions that may seem antagonistic but are usually not. 
Reporters are simply trying to get the job done and be thorough. 
Many reporters are taught to be skeptics until proven otherwise. 

TIP: Many reporters are taught to follow the mantra – “if your 
mother tells you she loves you, confirm it.”
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Building Relationship with the Media

Always Be Responsive. One of the best ways to develop a good working relationship with 
a reporter is to be responsive to their inquiries. Whether you can answer at that moment or 
later – just replying to their call, email or text within a couple of hours goes a long way. 
Reporters operate on deadlines. To do their jobs, they appreciate timely responses. 
Understand reporters’ deadlines and meet or beat them. Establishing a reputation for
responding quickly to reporter inquiries will earn respect and appreciation. Playing hard-
to-get may cause the media to wonder what one is hiding, which may encourage the media
to dig for something to uncover.

TIP: If you cannot directly answer the media’s inquiry either by lack of information or not 
having a desire to respond – you can offer them an alternative source. Deflect them to a 
state agency. Deflect them to VACo. Deflect them to an expert on the issue. This way you 
will be responsive and helpful but still not commenting. 
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Building Relationship with the Media

Be Prepared. Find out what information the reporter is seeking and then, whenever possible, take the time to 
prepare for an interview by gathering facts, figures and key messages that will be responsive to the questions the
reporter is likely to ask. It is okay to have this information as a reference during an interview when not on camera. 
Unless one must, do not wing it. In the instance of a crisis, it is wise to have a standard holding statement such as, “I
want to help you with your story, but I need to gather more facts before I can answer any questions. I know we all
want to get the story right, so I will contact you soon to give you an update.”Then, be sure to follow through.

Be Accessible. Reporters generally want access to elected officials instead of the county spokespersons. 
Reporters need you to do their job. The quickest way to tick off a reporter is put up barriers.

Be Friendly. Treat the media as you would like to be treated. Get to know the reporters that are covering local 
issues. Occasionally make small talk with them or even take them out to lunch. 

Be Real. Authenticity matters to both reporters and constituents. The goal is to sound knowledgeable, use plain 
language, and be sincere. If more information is needed to respond, make the reporter aware and follow-up 
promptly.
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Building Relationship with the Media

Be Concise. Reporters want and need good quotes. To be quoted (and not misquoted), keep 
statements (both written and spoken) short, relevant and interesting. Do not use jargon,
acronyms or wonky terms. A written quote should be one or two short sentences. Radio and 
television will edit down a statement to sound bites that are only three to seven seconds long, 
on average. Avoid the temptation to talk too much. Don’t speculate or speak in hypotheticals; 
stick to the facts.

Be Courteous. Sometimes you may not have much knowledge or interest in a topic to provide
what a reporter needs. In this case, say, “Thank you for thinking of me for your story, I don’t 
think I am the best source for your topic.” If possible, try to suggest another contact.

Be Proactive. Sometimes it is appropriate to reach out to reporters if there is a story that needs 
to be covered. Do not hesitate to suggest stories or offer responses to newsworthy events 
before being asked.
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Building Relationship with the Media

Be Accurate. Double-check and even triple-check any facts and figures used in interviews. 
Once inaccurate information is distributed, it’s hard to pull it back. The risk is that accidental 
inaccuracy will be mistaken for dishonesty. Let reporters know you need to look up information 
and get back to them before the deadline.

Be Careful. Assume that everything is “on the record” and will be attributed. Don’t say
anything that shouldn’t be included in a news story. Never go “off the record” with a reporter 
you don’t know. A reporter can get confused when reading back over his/her notes over what 
was “off the record” or they may just decide it’s too good to pass up and betray your trust. If you 
cannot say it on the record, do not say it with an unknown reporter.
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Building Relationship with the Media

If You Really Want to Start a Great Relationship

Take a reporter to coffee or a meal and get to know him/her.

Call or email a reporter who writes about the county and comment positively about a 
recent article.

Invite the reporter to the county offices to meet with staff experts who can 
explain complex issues to the reporter.

Tour a newsroom, TV studio, radio studio, and learn what goes into producing news.
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Building Relationship with the Media

Takeaway…
Be responsive is probably the biggest takeaway. It goes a long way toward relationship 

building. 

Question…
How would you respond to a reporter misquoting you or printing incorrect information? Do 

you ask for a printed correction?
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Speaking with a Reporter

SOME COMMON MISTAKES WHEN SPEAKING TO A REPORTER
Trying to be funny or witty is dangerous and risky. Often an analogy can be confusing and 
misconstrued. Just deliver the message. Also, a message is rarely strengthened with curse 
words. Keep your comments clean. Finally, be careful of falling victim to political incorrectness. 
A seemingly harmless statement can be deemed inappropriate or offensive. Keep your 
comments on message without getting personal or generalizing. Over time, you will build 
credibility within the local news media and gain public trust. You want to be a valuable resource 
and effective spokesperson not only for yourself but for your county, region and state. 
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Speaking with a Reporter

THE SHORT SOUND BITE
Many times, when we see a quote in the newspaper or on video or television or radio – it is a 
portion of what we said. The media will choose the part of your quote they think appropriately 
fits their story. They may also paraphrase your quote to present your message in a shortened 
version. 

The key to controlling your message and having most or all of what you say appear in the article 
or video is to learn how to respond to questions with short, concise answers. 

Whether being interviewed live on camera or via email – be prepared to respond to the series 
of questions with two or three points you want to convey. Make these points positive and stay on 
point. 

Make these two or three positive answers short and simple. Try to use words you would use 
when explaining the issue to someone at the grocery store or the local restaurant. Avoid using 
jargon, acronyms and complex words. 
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Speaking with a Reporter

EXAMPLE OF BAD ANSWER – “The County’s financial situation is 
perilous because the revenue source is not maintaining pace with 
the expenditures, and we face the possibility of layoffs soon.”
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Speaking with a Reporter

EXAMPLE OF GOOD ANSWER – “Things are tough right now, 
but we’re all working hard to figure a way to keep jobs instead of 
cutting them.”
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Speaking with a Reporter

Most reporters are likely to use sound bites that average readers and 
viewers will understand. Remember who your audience is when giving 
sound bites. 

When doing a video interview, always look at the reporter when answering 
questions and not the camera. Also, don’t worry about filling the “air” 
silence. It’s natural to think or feel you should fill airtime, but you don’t.

TIP: Stick to the message, give the answer, stop talking and wait for the 
next question.
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Speaking with a Reporter

When a reporter asks a question that you cannot answer or do not want to 
answer – reply that you don’t have the information the reporter needs to 
reply to the question. Or if it’s a county policy not to discuss certain issues –
reply that “it’s not our policy to discuss this issue” but have a bridge to 
something the county can discuss. Never say “no comment.” Saying no 
comment can be construed as having something to hide. 
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Speaking with a Reporter

A good sound bite usually includes complete thoughts. Yes, sound bites 
should be short and concise. But local officials can use sound bites as an 
opportunity to market the county and all the good things in the county. 

EXAMPLE QUESTION – What should people know about safety when 
hiking the county’s trails?
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Speaking with a Reporter

EXAMPLE ANSWER – Nelson County’s hiking trails are some of the most 
beautiful in the state, and to stay safe, hikers should stay on the marked 
trails. 

42



Media 
Relations

• E-Newsletter Roanoke Rambler 
Magazine

• Virginia Business Newspaper 

• Bedford Bulletin Newspaper 

• Cardinal News Newspaper 

• Danville Register & Bee 
Newspaper 

• The Enterprise Newspaper 

• Franklin News-Post Newspaper 

• Laker Weekly Newspaper 

• Martinsville Bulletin Newspaper 

• News & Advance Newspaper 

• NRV News Newspaper 

• Nuevas Raices Newspaper 

• Roanoke Star Newspaper 

• Roanoke Times Newspaper 

• Roanoke Tribune Newspaper 

• Smith Mountain Eagle 
Newspaper 

• Southside VA News Newspaper 

• Star Tribune Newspaper 

• Valley Business Front 

• Online Somos

• Virginia Radio iHeart Media-
93.5 FM, 96.3 FM, 104.9 FM 
Radio, WFIR-960 AM, 94.5 FM, 
107.3 FM Radio, WFJX-910 AM, 
104.3 FM Radio, WQMR-101.3 
FM Radio, WSLK Lake Radio-
880 AM Radio, WVTF/Radio IQ-
89.1 FM Radio, WYTI-1570 AM, 
104.5 FM Radio, WZBB-99.9 FM

• TV Cable 12, TV WDBJ-7 TV 
WFXR-27 TV WSET-13 TV 
WSLS-10 TV BTW-21

43



Social Media

Nearly 60% of the world's 
population uses social 

media now.

Around the world, there 
are 5.07 billion internet 

users, equating to 
almost 63.5% of the 
world's population.

Over the past 12 months, the 
number of active social media 

users increased by more 
than 400 million, an addition 
of 9.9% for the total number 

to reach 4.55 billion.

More than two-thirds of the 
world's population have 
access to mobile devices 

contributing to 5.29 billion 
unique mobile users.

TikTok passed the 1 billion 
monthly active user mark at 
the end of September 2021. 

It’s the 7th platform to join the 
exclusive billion-user club of 

social media platforms.

6 out of every 10 
people on the planet 
have a social network 

account.

85% of marketers rate 
short-form videos as 

the most effective type 
of social media content.

Almost 75% of internet 
users research products 

on social media.

The average daily usage 
of social media is 2 

hours and 27 minutes.
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Social Media

Which of these photos is the most liked Instagram 
post of all-time with 75.7 million likes?

45



Social Media

What Can Social Media do for Elected Officials?
Social media is a communications tool like we’ve never seen before. It can provide elected 
officials with a quick, far-reaching, inexpensive and meaningful form of engagement with 
constituents and citizens.  

Traditional media is generally one-way communications while social media allows for two-way 
conversations in real time. 

QUESTION – What are some benefits of using social media to engage constituents and citizens?

• Increased understanding for all participants
• Building Trust
• Making better and more sustainable decisions
• Improving citizen satisfaction
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Social Media

Social media also gives elected officials the ability to share information with potentially 
an unlimited number of followers. 

“One of the big challenges facing me and my staff every day is how we can talk to 
everyone and be responsive about the issues that matter to them. It would be hard to do 
without social media.” – U.S. Representative Don Beyer (in SCHAR Report)

How will you use this powerful communications tool? How do you want to be perceived 
on social media? 

TIP: Know your county’s policies to ensure you understand the line between government 
employee, political/elected official, and private citizen.  
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Social Media

Questions Elected Officials Should Consider Regarding Social Media
Please ask yourself these questions whether you are starting a social media site or have one already 
existing. 

• Have I surveyed my constituents on how they wish to be communicated with?

• Does my area have high-speed internet to support my use of social media?

• Do I use Facebook, or Twitter, or Instagram to communicate with constituents? Are they personal or 
professional accounts? Do I know the legal implications and pitfalls?

• Does my county have a social media policy?

• Have I assessed whether my social media sites are reaching the full demographics of my jurisdiction?

• Do I have access to legal advice for usage of social media?

• Are social media communications consuming a large part of my time? 
48



Social Media

Options for Elected Officials
• Avoid social media completely 

o Avoids all legal risk 
o Limits communication and openness to the public 

• Have an information–only site 
o Limits First Amendment risks 
o Loses some interaction with citizens

• Fully–interactive social media 
o Maximizes benefits and challenges of social media
o Opens door to First Amendment disputes
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Social Media

Using Social Media

Establishing and maintaining a social media presence can be a daunting task if you don’t plan. Following these 
guidelines will help in developing robust and effective social media sites. 

• Have a separate social media presence for you as the elected official. For example – do not use your personal 
Facebook page to communicate with citizens and constituents. 

o Make a clear distinction between your elected official account, campaign account, and personal account
o Set your personal Facebook, Twitter, Instagram pages to private
o Everything you do is subject to scrutiny – it’s better to keep your private life separate from your public life
o You can avoid having your personal site becoming subject to public records

• What to DO to keep your personal account from becoming subject to public records

o Post a disclaimer on your personal account that identifies the account’s purpose and that the opinions you 
express are your own

o Limit the account content to personal use
o Understand the use privacy settings to manage the account
o Know how to respond to or forward county-related comments to the county
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Social Media

Using Social Media
• What NOT TO DO to keep your personal account from becoming subject to public records

o Don’t write posts on personal account that would fit within the job scope of your elected office
o Don’t discuss your private account in public meetings or documents
o Don’t link to your private account from an elected official account or your campaign account
o Avoid using county devices to maintain your private account

• Social media is a brand platform

o Your name as an elected official page is your brand
o Once elected you become an entity and not an individual – meaning you represent your community, your 

county, your constituents, your party
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Social Media

Using Social Media
• Keep your content positive

o It’s too easy to harp on everything that’s wrong
o Be different and highlight all the things that are right with your county, your Board, your community
o Share feel good stories about citizens or a county staffer
o Share sports success stories or stories that unite the community
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Social Media

Using Social Media

TIP: People enjoy positive content. My 
mother-in-law lives on a farm in Indiana. She 
often posts political stories and memes. Those 
posts generate no likes to a couple of likes. She 
recently posted several photos of the beautiful 
snowfall on her farm and captioned it, “God 
paints a beautiful picture this morning in 
Indiana!” She received more than a dozen likes 
from her 84 friends. 
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Media Relations Challenges

One of your most loyal and longest serving employee has been arrested for the 
second time for DUI following a wreck. You as the Chair just heard from another 

Board member. Now the county beat reporter is calling your mobile phone. What 
do you do?

Challenge 1
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Media Relations Challenges

After several weeks of discussions, a deal is struck with Wal-Mart to build a new distribution 
center in your county’s development authority's industrial park. The deal, which would bring 675 

new jobs to your community, is close to completion. Wal-Mart has made a requirement that no one 
find out about their plans until the deal is signed. The deal should be ready in a week. The local 
media just called you, the Chair, and left a message asking for an interview about a rumor they 

have heard that Wal-Mart is coming to town. What do you do?

Challenge 2
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Media Relations Challenges

A large-scale derecho has struck your county causing extensive damage to property. Downed trees have disrupted power 
and many of your 75,000 residents are in the dark. There have been reports (but nothing confirmed) that there are some 
injuries and possible fatalities. Due to the conditions of roads some staff and elected officials are unable to travel to the
command center but may be able to work remotely. The forecast for the few days includes more several thunderstorms. 
Emergency personnel are concerned this could hamper response and recovery. The local media has called asking for an 

update and some reassurance from county leadership. They would like an immediate response. What do you do?

Challenge 3
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