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MEDIA	RELATIONS
Mick Bullock, NCSL Public Affairs Director



WHAT	DOES	NCSL	DO?

• Serves 7,386 legislators and 
more than 30,000 legislative 
staff.

• Provides non-partisan research 
& analysis.

• Links legislators with each other 
and experts.

• Speaks on behalf of legislatures 
in D.C.



2024 Legislative Summit

Aug. 5-7, 2024



THE	MEDIA



COMMUNICATION	TRENDS



COMMUNICATION	TRENDS



COMMUNICATION	TRENDS

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



COMMUNICATION	TRENDS

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

PEW RESEARCH CENTER



COMMUNICATION	TRENDS



BRAND	
PROTECTOR



BRAND	PROTECTOR



MEDIA	RELATIONS



MEDIA	RELATIONS

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

§ Build a relationship.

§ Assemble a local and state press list 
for yourself. 



MEDIA	RELATIONS

§ Press releases are still a thing.

§ Video updates.

§ Weekly legislative updates to local 
newspaper and social media.



MEDIA	TACTICS



MEDIA	TACTICS	AND	TERMINOLOGY	

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



MEDIA	TACTICS	AND	TERMINOLOGY	

As an Interviewee You Do Not Have the 
Right to:
ü Know the questions in advance
ü See the story in advance
ü Change your quotes
ü Edit the story
ü Expect your view be the only view 
üDemand 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	

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

The Loaded Preface
• “Given the fact that the industry and the general public is 

overwhelmingly against the committee’s position on this, why do 
you keep trying?”

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. 



INTERVIEW	TIPS



INTERVIEW	TIPS

• Buy preparation time if possible

• Talk Slowly! (for more accurate quotes)



INTERVIEW	TIPS

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

• Use notes



INTERVIEW	TIPS

• Keep Jacket, Tie, Make-up, Jewelry 
at work
üDark = Thin
üNo tight patterns



INTERVIEW	TIPS

• Ask if looking into the camera

• Don't 'Mick Jagger' the mic



INTERVIEW	TIPS

Key Messages Structure
• One thought per sentence

• Clear, concise

• Compelling & passionate

• Soundbite / Quote



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.

• Never say  “no comment,” but explain why you can’t.



INTERVIEW	TIPS

Blocking and Bridging
• "I think what you're really asking is...“

• "That speaks to a bigger point…”

• “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…”

Feat.: Speaker Robin Vos (WI)



INTERVIEW	TIPS

"Anything Else You Want to Add?”
• “The most important thing to remember 

is...”

• “The real issue is...”

• “I’ve talked about a lot of things.  It boils 
down to these three things…

•  “Let me make one thing perfectly clear”
Feat.: Speaker Chris Welch (IL)



1. Keep calm and carry on.
2. Remember your brand!
3. It’s public.
4. Utilize Social Media.
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NAVIGATING	
SOCIAL	MEDIA	AS	A	
LEGISLATOR
Mick Bullock, NCSL Public Affairs Director



COMMUNICATION	TRENDS

• Most see some kind of news on social 
platforms, though fewer cite news as a 
reason for using them.



COMMUNICATION	TRENDS

Usage of the major online platforms 
varies by factors such as age, gender 
and level of formal education.



COMMUNICATION	TRENDS

How use of online platforms – such as 
Facebook, Instagram or TikTok – differs 
among some U.S. demographic groups.



WHO’S	ON	SOCIAL	MEDIA?	

53% are on Facebook

67% are on X (Twitter)

Of Elected Officials:



WHAT	TO	POST?	IT	DEPENDS	ON	WHERE

¡ It depends:
üWhat’s your message?

üWho is your audience?



WHAT	TO	POST	WHERE:

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

¡ On X (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)



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)



WHEN	DO	YOU	POST?

¡ On Facebook:
ØDay: Weekdays

ØTime: Morning to Mid-Day



WHEN	DO	YOU	POST?

¡ On X (Twitter):
ØDay: Mid-Week

ØTime: Mid-Day



WHEN	DO	YOU	POST?

¡ On Instagram:
ØDay: Weekdays

ØTime: Lunchtime



WHEN	DO	YOU	POST?

¡ On LinkedIn:
ØDay: Weekdays

ØTime: Morning to Mid – Day



POLL:	HOW	DO	YOU	PLAN	YOUR	SOCIAL	MEDIA?



FACEBOOK	TIPS:	CONTENT

§ Limit Characters: 80 characters.
§ Photos: Up to 4X Engagement.
§ Tools: Livestreaming.
§ Frequency: Less is More.
§ Capacity: Schedule Ahead.

Feat.: California Senate Democrats Feat.: Indiana House Republicans



FACEBOOK	TOOLS:	LIVESTREAMING

¡ Best For: Public Forum(s), New 
Resources, Major Updates.

¡ Where: Your Facebook Page!

¡ Benefits: Video Events, Cross 
Posting, Streaming Software.

¡ Limits: 24 Hour Limit.

¡ Also Available On: Instagram, 
Tik Tok.



TRICKS:	3RD	PARTY	BROADCAST(S)

¡ Other Platforms: Periscope, 
Zoom, Vimeo.

¡ Other Free Tools: Restream, 
Broadcast Me.

¡ Paid Options: BeLive, 
StreamYard.



TIPS:	X	(TWITTER)	CONTENT

§ Limit Characters: 240 or Less.
§ Photos: 150% Increase in 

Retweets.
§ Frequency: Every 1 – 2 Hours, 

Daily including Weekends.
§ Capitalize on Partnerships. Feat.: Sen. Michael Testa (PA)



TRICKS:	3RD	PARTY	METRIC(S)

§ Best For: Short – Term or 
Monthly Analysis.

§ Where: Left – Hand Menu.
§ Benefits: Graphs, Top Posts, 

Engagements.
§ Limits: 28 Days or Less.
§ Also Available On: All 

Platforms.



TIPS:	INSTAGRAM	CONTENT

§ Bio: Brand, Hashtag, URL.
§ Feed Limit: 2,200 Characters.
§ Utilize the Story.
§ Rethink Hashtags.
§ Capitalize on Partnerships.

Feat.: Speaker Robin Vos (WI)



INSTAGRAM	TOOL:	SCHEDULING

§ Best For: Instagram, Stories 
& Facebook

§ Where: Business Suite
§ Benefits: Optimal Times
§ Limits: 3 Months or Less
§ Also Available On: X 

(Twitter), Tik Tok



TRICKS:	3RD	PARTY	PLATFORM	MANAGER(S)

§ Best For: 3+ 
Platforms, Metrics.

§ Uses: Analytics, 
Engagements, Mass 
Uploads.

§ Suggested: Sprout 
Social, HooteSuite.



TIPS:	LINKEDIN	CONTENT

§ Limit Characters: 240 or Less.
§ Photos: 150% Increase in 

Retweets.
§ Frequency: Every 1 – 2 Hours, 

Daily including Weekends.
§ Capitalize on Partnerships.

Feat.: Speaker Paul Renner (FL)



LET’S	MAKE	A	PLAN:

¡ What Kind of Plans?
ØSpecial Events

ØShort-Term: Daily, Weekly

ØLong-Term: Annual or Calendar



BEST	“OFFLINE”	PRACTICES:

§ Know Your State’s Guidelines
§ Utilize Staff & Leadership
§ Think Before You Post



BEST	“OFFLINE”	PRACTICES:	GUIDELINES

¡ Yes. Many states DO have 
social media guidelines.
ØUsage Policies

ØSite Policies or Disclaimers

¡ Also: Legislative, Executive, 
Agency & Federal

¡ Share Practices with NCSL! https://www.ncsl.org/research/about-state-legislatures/policies-related-
to-legislative-use-social-media.aspx 

https://www.ncsl.org/research/about-state-legislatures/policies-related-to-legislative-use-social-media.aspx
https://www.ncsl.org/research/about-state-legislatures/policies-related-to-legislative-use-social-media.aspx


BEST	“OFFLINE”	PRACTICES:	GUIDELINES

¡ Usage Policy: Alaska Legislature ¡ Site Policy: UT House Platforms

https://www.ncsl.org/documents/nalit/AKSocialMedia.pdf
https://house.utah.gov/social-media-policies/


BEST	“OFFLINE”	PRACTICES:	THINK	BEFORE	YOU	POST

§ Don’t:
§ Feed the Trolls
§ Ban or Block Followers
§ Post Pictures Without Permission.
§ Post Private Conversations.

§ Do:
§ When In Doubt: Refer to your Chamber & 

Caucus Leadership
§ Check Your Links.
§ When In Doubt, Reach Out.
§ ”Hide” Feature is a ‘Trick of the Trade’



LET’S	WRAP	THIS	UP!

§ Know the Numbers.
§ Make a Plan.
§ Get Creative & Engaging.
§ Know the Policies.
§ Build Your ‘Best Practices.’



STAY	CONNECTED
¡ Learn about NCSL training

¡ Subscribe to policy newsletters

¡ Read State Legislatures magazine

¡ Listen to an NCSL podcast

¡ Watch recorded policy webinars and training 
sessions

¡ Attend a meeting or training

¡ Follow @NCSLorg on social media
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https://www.ncsl.org/legislators-staff/legislators/legislator-training.aspx
https://www.ncsl.org/aboutus/ncslservice/ncsl-newsletter-listings.aspx
https://www.ncsl.org/bookstore/state-legislatures-magazine.aspx
https://www.ncsl.org/podcast-portal.aspx
https://videos.ncsl.org/
https://www.ncsl.org/meetings-training.aspx
https://twitter.com/NCSLorg


Your connection to NCSL:

Tammy Jo Hill
Project Manager
Health
Connecticut State Liaison  

Tammyjo.hill@ncsl.org 

mailto:Tammyjo.hill@ncsl.org


Mick Bullock
Director
Public Affairs and Outreach
Mick.Bullock@ncsl.org 

mailto:Mick.Bullock@ncsl.org
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