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Outline

• Member value
• Exercise

• Member value and media relations

• Strategies that deliver value
• Exercise

• The “new” newsroom

• Q & As



Values

Why do members join?
Why do they stay?



5 Value Points 

IdentityNetworking

Knowledge Positioning

Voice



5 Value Points

Voice
• Persuasion and influence

• Shaping legislation, policies and procedures

• Shaping public opinion and media coverage



5 Value Points

Identity
• Self‐assessment

– Expertise, credibility and values

• Connectedness, commonality

• Destination



5 Value Points

Positioning
• How viewed by others 

• Compared to non‐members

• Membership defines you:
– Your expertise, credibility and values



5 Value Points

Knowledge
• Up‐to‐date

– Market

– Science and technology

– Laws and regulations

– Clients, patients, consumers, etc.



5 Value Points

Networking
• Connections and exchanges

• Social and professional

• Face‐to‐face and virtual



Exercise #1

Defining member value



Exercise #1a

Why are you a member of CSAE?

IdentityNetworking

Knowledge Positioning

Voice



Exercise #1b

What do your members value?

IdentityNetworking

Knowledge Positioning

Voice



Value & Media Relations

Does media coverage add value?



Value & Media Relations

Does media coverage add value?

IdentityNetworking

Knowledge Positioning

Voice



More Voice
• Strong and credible

• Importance of what you have to say

• Reaches Canada’s influentials
– MOPEs

Value & Media Relations



Better Identity
• Associated with expertise, credibility & values

– Reporters seek expertise and credibility 

– Tell stories that demonstrate values

Value & Media Relations



Better Positioning
• Positioning is based on what others know

• Especially what influentials know
– Expertise, credibility and values

Value & Media Relations



More Knowledge
• Reporters seek what’s new and important

• Demonstrate the knowledge you offer
– Members and non‐members

Value & Media Relations



More Networking
• Tell the story of your networking 
opportunities

Value & Media Relations



Strategies

What works for associations?



Strategies

• Context

• Conflict

• Expert opinion

• Emotion

• Impact

• Surprise

• Timeliness

• Prominence 

• Visuals

• Human interest

10 News Values



Strategies

Voice
• Connect with government news

• Synergies: media relations & GR
– Challenge or praise

– Call to action

– Take a stand

– Propose direction



Strategies

Voice Tactics
• Op eds

• News conferences

• Position papers

• Studies and surveys



Strategies

Voice Examples



Strategies

Voice Examples



Strategies

Identity & Positioning
• Expert opinion from credible voices

• Emotions: take a stand

• Defend the interests of others
– “What does this mean for my viewers?”

– “We are committed to…”



Strategies

Identity & Positioning Tactics
• Statements

• Fundraising

• Public education, PSAs

• Letters to the editor, Op eds

• Member surveys

• Awards programs



Strategies

Identity & Positioning Examples



Strategies

Knowledge & Networking
• Sharing “new knowledge” is newsworthy

– Demonstrate knowledge

– Demonstrate sharing and networking

• Your conferences and meetings as media 
events
– Less risk

– More impact



Strategies

Knowledge & Networking Tactics
• Media passes

• Media events

• Photo opportunities

• Interview opportunities



Strategies

Knowledge & Networking Examples

“Earlier this month, the 
Canadian Real Estate 
Association, or CREA, 
issued a gloomier 
assessment that showed 
prices in July continuing a 
decline it first detected in 
May.“



Exercise #2

Finding media opportunities



Exercise #2

What news values can you use?

• Context

• Conflict

• Expert opinion

• Emotion

• Impact

• Surprise
• Timeliness
• Prominence
• Visuals

• Human interest



Exercise #2

Value Point Strategies Tactics

Voice Connect with government news
Synergy: media relations & GR

Op eds, news conferences, 
position papers, studies

Identity 
& 

Positioning

Expert opinion, credible voices
Emotions, “take a stand”, 
Defend interests of others

Statements, fundraising, public 
education, letters to the editor, 
op eds, member surveys, 
awards

Knowledge 
& 

Networking

New knowledge is news, 
demonstrate sharing, knowledge
Conference as media event

Media passes & events
Photo & interview 
opportunities

How can you create member value?



New Newsroom

Not the newsroom of 25 year ago…



New Newsroom

New Reality
• Fewer reporters

• Fewer senior, specialized reporters

• Higher workloads

• Tighter deadlines
– “I want it before it’s news.”

• More repurposing



New Newsroom

New Approaches
1.Do more

2.Do less

3.Focus
– Relationships with top 12

4.Deliver

5.Monitor, analyse and learn



Questions & Answers

Over to you.



Thank you!

Bernard Gauthier, MA
CEO 
Delta Media Inc.
(888) 473-3582
bernard@deltamedia.ca
www.deltamedia.ca



Value Point Rating
1 = Very low value
5 = very high value

Example
How does the 

association deliver?

Voice

Identity
(Self)

Positioning
(Others)

Knowledge

Networking

Other: _____________

Why are you a CSAE member?



Value Point Rating
1 = Very low value
5 = very high value

Example
How does the 

association deliver?

Voice

Identity
(Self)

Positioning
(Others)

Knowledge

Networking

Other: _____________

Why do your members belong?



Value Point Strategies Tactics You Have Used or Could Use

Voice • Connect with government news
• Link media relations & GR

Identity 
& 

Positioning

• Demonstrate expert opinion & 
credible voices

• Take a stand
• Defend the interests of others

Knowledge 
& 

Networking

• New knowledge is news
• Demonstrate the sharing of your 

association’s knowledge
• Your conference as media event

Creating Value with Media 
Relations

3
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