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CHAPTER 7 

PRINT, TELEVISION, RADIO, INTERNET, AND SOCIAL MEDIA 

 

1. GENERAL. 

a. Media relations is a general term which describes the Department’s activities 
directed toward accomplishing our mission and attaining our goals through 
information dissemination to the print, television, radio, Internet, and social news 
media. 

b. The Public Information Officer (PIO) should be familiar with each of these 
mediums.  Conveying the Department’s message, through an interview with these 
different sources, can be challenging because they all have varying needs and 
objectives.  The intent of this chapter is to give a short overview of each medium 
which should help the PIO better understand how to format and deliver the 
message. 

 

2. PRINT MEDIA. 

a. Print media allows the opportunity for the writer to tell the full story. 

(1) The writer of the column or article will need more details than would be 
needed for an interview with radio or television reporters. 

(2) Most columns and articles will be more in depth than the quick sound bite 
needed for radio or television. 

(3) The writer or editor is more likely to cross check your facts and statements 
before the article is published and may need to follow up for more information.  

b. Tips on doing the newspaper and magazine interview: 

(1) Pay attention to details and facts. 

(2) Be aware of your own or the Department’s previous statements on the 
issue. 

(3) Understand the newspaper’s readership and any targeted concerns they 
may have. 

c. Magazines and Specialty Publications.   
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(1) May be published on a larger scale and have a more far-reaching 
readership than a newspaper. 

(2) Opportunity for a more in-depth interview. 

(3) Think of graphics or photographic opportunity – much better quality. 

 

3. TELEVISION.  

a. Interviews.   

(1) In most cases, television (TV) interviews are not done at the station.  They 
may be conducted at the Area or Division office or some other location which 
would provide background scenery relating to the topic of the interview.   

(a) It is important the background reflects positively upon the California 
Highway Patrol (CHP).  Avoid negative backdrops such as dirty patrol 
vehicles, victims visible at collision scenes, employees on break or 
involved in other non-work-related activities, inappropriate billboards, 
signs, or graffiti, in the background, etc. 

(b) The media prefers to do interviews outside rather than inside an 
office.  If an interview is done inside an office, avoid backdrops such as 
disorganized work spaces, personal family photos, employees on break or 
involved in other non-work-related activities, etc. 

(c) Familiarity with the subject matter is important in all media interviews.  
Before the interview begins, the interviewer should be asked what types of 
questions will be asked so the interviewee is not seen fumbling around for 
information.  The interview should only begin once the PIO is ready with 
the information.  If the interview is scheduled in advance, the interviewer 
should be asked to forward the questions at least one day prior to the 
interview. 

(d) On subjects relating to policy, the appropriate commander should act 
as the spokesperson. 

(e) The PIO should contact local TV stations to solicit coverage of events 
that showcase the many different programs in the Department as well as 
educate the public in regards to specific traffic enforcement issues or 
targeted enforcement campaigns. 
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b. Public Service Announcements.   

(1) The Public Service Announcements (PSA) for television are usually 
recorded either on location or in a TV studio.   

(2) Some TV stations will partner with public service agencies if the station 
can have exclusive rights to a campaign, such as CHiPs for Kids, Walk Like 
MADD, etc. 

c. Special Program or Event Coverage. 

(1) There are many opportunities to use TV coverage to publicize 
departmental programs or special events.  Examples include Maximum 
Enforcement Periods, sobriety checkpoints, traffic safety campaigns, charter 
bus inspections, commendation ceremonies, etc.  Such coverage not only 
creates public awareness, but also enhances the image of the Department. 

(2) Many TV stations, statewide, host weekly programs which include the 
CHP in an interview or forum setting.  Officers in the El Protector Program 
have been be widely utilized to get the CHP message out to the Spanish 
community. 

d. Tips on Doing the Television Interview: 

(1) Ask the reporter in advance what they want to know. 

(2) Do your research. 

(3) Check your uniform and grooming. 

(4) Relax.  Be yourself and be confident. 

(5) Stay on message.  What you want to say, not what they want you to say. 

(6) Keep sound bites short - eight seconds is the average. 

(7) Present simple facts. 

(8) Your comments, as well as any video, will be edited. 

(9) Long sound bites will normally not be used and could be edited to change 
your message.  

(10) If you make an error, correct yourself and start the thought over.  This is 
more difficult in a live interview – do not get flustered. 
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(11) Look at the reporter, not into the camera lens. 

(12) If it is nighttime give your eyes a chance to adjust to TV lights. 

(13) Do not go “off the record” or say anything you do not want aired while the 
camera is running. 

(14) Remember you are talking to one person, speak in a normal volume. 

 

4. RADIO STATIONS. 

a. In addition to the normal, everyday news story, radio stations are interested in 
broadcasting road conditions, road closures, and other similar events.  They are an 
excellent resource for broadcasting "Be on the Lookout" information pertaining to 
major hit-and-run collisions, the need for witnesses to a major traffic collision or 
major crime, etc. 

b. Public Service Announcements. 

(1) These are short traffic safety messages ranging from 10 to 60 seconds 
that are recorded at the station by the PIO.  

(2) For best results, prepare a written script that should include the use of 
your name and the station’s call letters. 

(3) Ensure all PSAs are approved, through channels, by the Office of 
Community Outreach and Media Relations (COMR) prior to being recorded. 

c. Radio Programs. 

(1) The most likely forum for the Department’s news is the local radio 
newscast.  In addition to conducting live interviews, most radio stations have 
the capability of doing live or taped interviews by telephone. 

(2) Stations that air talk programs are often looking for guests to field calls 
from the public.  When the Department or Area is facing a specific traffic issue 
or focusing on a specific type of traffic enforcement, such as distracted driving, 
seat belt compliance, etc., PIOs should contact these stations to assess if the 
station will allow a show to be aired regarding the subject matter. 

(3) Many stations still record half hour to one hour public affairs programs that 
allow you to go in depth on a subject.  Producers are always looking for 
interesting topics and events.  The programs often air during an off-time like  
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Sunday morning.  Station’s news departments often use experts from the 
program in the news.  This is an excellent opportunity to showcase the many 
different programs in the Department as well as educate the public in regards 
to specific traffic enforcement issues or targeted enforcement campaigns. 

(4) Tips on doing the radio interview. 

(a) Radio is a very useful medium for the CHP because listeners are 
frequently in their vehicles. 

(b) Talk shows are opinion shapers and draw public attention. 

(c) Radio news repeats a story often which means a larger audience. 

(d) Speak clearly, speak in a normal voice and do not shout. 

(e) Keep it short and clear.  Sound bites should be 10 seconds or less. 

(f) The radio station will do several versions of the same story with 
different sound bites or different facts. 

 

5. INTERNET.  The Department's Internet Web page, www.chp.ca.gov, provides 
extensive information about the Department and its programs.  Whenever possible, 
members of the media should be referred to the Internet Web page for routine questions 
or data information.  Commanders and PIOs shall familiarize themselves with the 
contents of the Web page.  Any requests or suggestions for additional material to be 
included on the Web page should be made to the COMR. 

 

6. SOCIAL MEDIA. 

a. General.  The Department endorses the secure use of social media as a 
valuable means of assisting the Department and its personnel in achieving the 
goals of and positively promoting the Department.  This policy is not meant to 
address one particular form of social media; rather social media in general, as 
advances in technology will occur and new tools will emerge. 

b. Purpose.  Social media provides a new and potentially valuable means of 
assisting the Department and its personnel in meeting media relations, community 
outreach, problem-solving, investigative, crime prevention, and related objectives.  
This policy identifies potential uses that may be explored or expanded upon as 
deemed reasonable by executive management and the COMR.  (Refer to General 
Order 90.1, Social Media Outreach Policy.)  
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c. Social Media Defined. 

(1) Social media is a category of Internet-based resources that integrate user-
generated content and user participation.  Using social media is a daily routine 
of millions of Web users. This includes, but is not limited to, the following: 

(a) Social Networks (Facebook, Twitter, Instagram, Google+,YouTube, 
etc.). 

(b) Blogs. 

(c) Online message forums. 

(d) Electronic mail. 

(e) Instant Messaging (AOL Instant Messenger, Yahoo! Instant 
Messenger, etc). 

d. Social Media Benefits.  

(1) Represents additional means of communicating with the public almost 
immediately, but not as a substitute for conventional media. 

(2) Provides an opportunity for better outreach using current mediums used 
by younger generations. 

(3) Provides a means of establishing new relations with the media and the 
public as well as positively increasing the agency’s reputation. 

e. Social Media Uses.  

(1) Public Education. 

(a) Educating the public on new laws and safety tips. 

(b) Providing resources for parents and teachers. 

(c) Engaging the public through providing educational and entertaining 
materials. 

(d) Building the Department’s reputation and increasing trustworthiness 
prior to an emergency. 

(2) Emergency notifications and crisis communications. 
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(a) Reach out to the public directly and immediately.  This includes, but is 
not limited to, notifications related to: 

1 Road closures; alternate routes. 

2 AMBER Alerts, Blue Alerts, Silver Alerts, etc. 

(b) Disseminate timely messages faster and farther as individuals forward 
those messages to others in their respective networks. 

(c) A few followers can quickly spread a message because followers “re-
tweet” (forward Twitter messages) or share messages on Facebook with 
their friends. 

(d) Social media sites should be monitored to correct false information 
from being spread. 

(e) Rumor control is important to prevent false information from becoming 
accepted as fact.  Monitoring social media allows identity of potential 
issues that can be proactively addressed. 

f. Recommendations for Using Social Media.  

(1) Social media platforms provide another way to interact directly with 
journalists.  This requires the user to provide engaging and useful information 
to journalists so they will follow the Department’s social media feeds. 

(2) Always include links to the Department’s social media presence in news 
releases and other marketing tools. 

(3) Social media are rooted in interaction and conversations.  Seek feedback 
from followers.  Respond to comments and requests in a timely manner.  

(4) Posting regular updates helps build credibility with your audiences.  They 
will see the Department values social media as an information resource that is 
current and useful. 

(5) Establish the social media platform as a reliable source of information 
people can reach any time.  Social media are built on networks of trust. 
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