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WHAT DOES NCSL DO?

• Serves 7,383 legislators and 
more than 27,000 legislative 
staff.

• Provides resource for  trusted 
policy research, new ideas and 
connections to other legislators 
across the states. 

• Speaks on behalf of legislatures 
in D.C.



TURN TO NCSL WHEN YOU NEED …

Innovative Policy Approaches

NCSL publications, podcasts 
and webinars help legislators 
and staff gain knowledge on 
promising policies, cost-
saving solutions, and the 
people and processes 
involved in the legislative 
institution.
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COMMUNICATION TRENDS – LOCAL NEWS

Statehouse reporter pool larger than in 2014, but with fewer full-time 
reporters.



COMMUNICATION TRENDS – LOCAL NEWS

Nonprofits are now the second-largest employer of statehouse reporters, 
following newspapers.

PEW RESEARCH CENTER



COMMUNICATION TRENDS – LOCAL NEWS



COMMUNICATION TRENDS – DIGITAL NEWS



COMMUNICATING YOUR BRAND
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COMMUNICATING YOUR BRAND



BRAND PROTECTORS



MEDIA RELATIONS COMMUNICATION



MEDIA RELATIONS COMMUNICATION

▪ Offer “on background” briefings for 
complex issues/legislation.

▪ Build a relationship.

▪ Assemble a local and state press list 
for yourself. 



MEDIA RELATIONS COMMUNICATION

▪ Press releases are still a thing.

▪ Video updates.

▪ Weekly legislative updates to local 
newspaper, social media.



MEDIA TACTICS



MEDIA TACTICS AND TERMINOLOGY 

As an Interviewee You Have the Right 
to:
✓ Know the topic
✓ Know the format
✓ Buy time
✓Have time to answer the question
✓ Correct misstatements (on site)
✓Use notes
✓ Record the interview



MEDIA TACTICS AND TERMINOLOGY 

As an Interviewee You Do Not Have the Right to:

✓ Know the questions in advance
✓ See the story in advance
✓ Change your quotes
✓ Edit the story
✓ Expect your view be the only view 
✓ Demand article be published



MEDIA TACTICS AND TERMINOLOGY 

The Irrelevant Questioner (Goin’ fishin’)
• Series of obvious questions.
• Going back to a certain question again 
and again.

Machine Gun Questioning
• Interruptions, foot tapping, jittery eye 
movement, snowballing interview speed.

The “Golden Pause”
• Uncomfortable silence -- who will 
break first?



MEDIA TACTICS AND TERMINOLOGY 

A Reporter’s Lexicon
• Off the record:  Material may not be published or broadcasted. 

• Not for attribution:  Information may be published, but without 
revealing identity of the source.

• Background:  Usually means not for attribution.  Confirm with 
reporter.

• Deep background:  Usually means off the record. Make sure it 
does.



MEDIA TACTICS AND TERMINOLOGY 

Rule of Silence 
• Never say (or write) anything to a journalist you 

don’t want to read in the newspaper, see on 
television or hear on the radio. 
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INTERVIEW TIPS

• Establish an “interview 
setting”
✓ Clear your desk
✓ Close the door

• Use notes

• Three-Five main points or 
“takeaways” 



INTERVIEW TIPS

Interview Tips

• Have a story to tell.

• Know your audience.

• Try to always focus your message on people.

• Offer a visual or video



INTERVIEW TIPS

• Keep Jacket, Tie, Make-up, Jewelry at 
work
✓ Dark = Thin
✓ No tight patterns



INTERVIEW TIPS

• Ask if looking into the camera

• Don't 'Mick Jagger' the mic



INTERVIEW TIPS

Blocking and Bridging

• Don’t ignore or evade the question.

• Address the topic of question.

• Asked about a problem, talk about a 
solution.

• “No comment,” but explain why you 
can’t.



INTERVIEW TIPS

Blocking and Bridging
✓ “The most important thing to remember is...”
✓ “I’ve talked about a lot of things.  It boils down to 
these three things…”
✓ “Let me make one thing perfectly clear”
✓ “That speaks to a bigger point…”
✓ “I think what you're really asking is...”
✓ “Let me put that in perspective…” 
✓ “What’s important to remember, however…”
✓ “The real issue here is…”
✓ “I don’t know about that...But what I do know is…”
✓ “What you’re asking is…”
✓ “Just the opposite is true…”
✓ “That’s false…”



SOCIAL MEDIA COMMUNICATION



POLL: WHAT SOCIAL PLATFORM DO YOU USE MOST?

Quick 
Poll



➢ Half of U.S. adults get news at least sometimes 
from social media.

In 2022

https://www.pewresearch.org/journalism/fact-sheet/social-media-and-news-fact-sheet/

SOCIAL MEDIA COMMUNICATION



A majority of Facebook, 
Snapchat and Instagram 
users visit these 
platforms daily .
(Pew Research Center)

https://www.pewresearch.org/internet/2021/04/07/social-media-use-in-2021/
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SOCIAL MEDIA COMMUNICATION

 On Facebook: Live Videos, Events, 
Curated Content (Ads), Webinars.

 On Twitter: Live Updates,       
Member News, Engagement.

 On Instagram: Storytelling, Behind-
the-Scenes, High Resolution Photos.

 On LinkedIn: Jobs, Legislature News, 
Staff Achievements.

Feat.: Speaker Tim 
Moore (NC)

Feat.: Sen. Santarsiero (PA)



TRICKS: 3RD PARTY BROADCASTS

➢Other Platforms: Zoom, 
Vimeo, YouTube

➢Other Free Tools: Restream, 
Broadcast Me, OBS

➢Paid Options: BeLive, 
StreamYard

SOCIAL MEDIA COMMUNICATION



WHAT TO POST? DON’T FORGET!

 Repeat & Cross – Communicate

 Stop & Think: Quality over Quantity

 Post What Matters: Crisis Comms, 
Constituent Engagement

 What’s Annual? Holidays, Sessions, 
Budget

Feat.: Sen. Levesque (NH)

Feat.: Sen. Nelson (TX)

SOCIAL MEDIA COMMUNICATION



➢On Facebook in 2023:

❑Day: Weekdays

❑Time: Morning to Mid-Day

https://sproutsocial.com/insights/best-times-to-post-on-facebook/

SOCIAL MEDIA COMMUNICATION



➢On Twitter in 2023:

❑Day: Mid-Week

❑Time: Mid-Day

https://sproutsocial.com/insights/best-times-to-post-on-twitter/

SOCIAL MEDIA COMMUNICATION



➢On Instagram in 2023:

❑Day: Weekdays

❑Time: Mid morning to mid-
afternoon

https://sproutsocial.com/insights/best-times-to-post-on-instagram/

SOCIAL MEDIA COMMUNICATION



➢On LinkedIn in 2023:

❑Day: Weekdays

❑Time: Morning to Mid – Day

https://sproutsocial.com/best-times-to-post/linkedin-general/

SOCIAL MEDIA COMMUNICATION



MAKE A PLAN:

 What Kind of Plans?

➢Special Events

➢Daily, Weekly, Annual

SOCIAL MEDIA COMMUNICATION



https://www.ncsl.org/Portals/1/Documents/Meta-
NCSL_LegislatorGude-Final.pdf 

SOCIAL MEDIA COMMUNICATION

https://www.ncsl.org/Portals/1/Documents/Meta-NCSL_LegislatorGude-Final.pdf
https://www.ncsl.org/Portals/1/Documents/Meta-NCSL_LegislatorGude-Final.pdf


1. Keep calm and carry on.
2. Remember your brand!
3. It’s public.
4. Utilize Social Media.





Mick Bullock
Director of Public Affairs, Broadcasting and Outreach
Alabama, Kentucky, Mississippi State Liaison 

Mick.Bullock@ncsl.org 

mailto:Gene.Rose@ncsl.org
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