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Mitch Leff is president of Leff & Associates (www.leffassociates.com) an Atlanta-based public relations agency.   In addition to public relations services and media training, Leff also offers two public relations focused web sites:

· Mitch’s Media Match (www.MitchsMediaMatch.com) is an online service for Atlanta and Georgia-based media that matches their story assignments and story concepts with local sources and experts.  FREE for journalists.  

· Leff's Atlanta Media (www.LeffsAtlantaMedia.com) is an online resource featuring a comprehensive directory of Atlanta media, plus media relations guidelines and prepared templates for commonly used press materials.
The Election’s Over:  So What Now?
It’s over.  At last the longest election process in the history of civilization is over.  It seems hard to remember time before the campaign.  
I looked back and it’s been almost TWO YEARS.  Some estimates put the spending at $1.5 billion just for the Presidential candidates.  One reporter this week threw out a number more than twice that for all the various campaigns around the country.  That’s a lot of money.
But you’re probably saying “hey, did I click on the wrong podcast?  I thought Mitch was supposed to talk about PR and media stuff.  Ok. Ok.  I’ll try not to digress again!

But of course, the media plays a huge role in a presidential campaign.  Millions are spent on campaign advertising, on television, newspapers, radio.  Millions are spent on special campaign events and on communicating the candidates messages.  I’ll probably do a separate podcast reviewing how effectively the campaigns did on delivering their messages, but for now let’s look at another important question:  What does our media do now that the campaign is over?

Granted there’s the Inauguration coming up, and then the “first 100 days” and probably lots of other milestones, but the campaign is over.  For almost two years, media at the national and local levels have been pouring their resources into covering this campaign.  

At the national level, the election has dominated.  Sure, there’ve been some weeks when the war in Iraq took center stage, but let’s be honest, that coverage has been minimal for at least the last year.  The economy took center stage for a few weeks, but the election has really been the centerpiece.

And the mind-numbing parade of polls and election surveys has been enough to numb even the most interested citizen.  I’m sure there are people who like all that stuff, but I think the national media out of DC really have that “beltway mentality.”

There’s been a tremendous outpouring of interest and activism in this campaign.  Jennifer Brett at the Atlanta Journal-Constitution reports long lines outside the paper as people lined up to buy copies of the edition with the historic headline.  She says this “suggests readers might actually still value the much beleaguered mainstream media. It's a scene being repeated throughout the country as folks have overwhelmed news stands for a tangible piece of history. I'm hoping some of these people will take a look at their souvenir and realize, hey, there's a great deal of useful information here beyond the historic headline!”
The major news networks dedicated scores of reporters to specific campaigns.  I wonder when Lee Cowan (NBC) last slept in his own bed?  I actually almost had to laugh when Sarah Palin was named McCain’s VP pick … because it meant that scores of reporters had to trek up to Alaska to do live shots from her home town!
Sometimes you just had to feels sorry for the press corps.  Following the candidates around from state to state, never quite sure if they would even get to see the candidates that day, never knowing what they’d be eating that night or where.

One thing that always bothers me when we get so caught up in one story like this is a concern about all the other topics that aren’t getting covered … because the resources just aren’t there, or because it’s perceived that there’s nothing anyone wants to hear about other than the election.

I can’t remember the last time I saw a live shot from Iraq.  Many networks pulled all their reporters out this year or left a skeleton crew.  This story dominated the headlines for years … and then it didn’t.

What about education issues?  Health stories?  Stories about non-profit organizations?  All these fell by the wayside, more at the national level than local I think.  Local papers like the AJC still did a great job covering local issues and stories, but the percentage of such stories on the big broadcast networks sure fell dramatically.
In fact, local newspapers from what I’ve seen did a great job in covering all the candidates and issues, with great election guides that explained the various positions and what not.
One thing I’ve seen recently is newspapers choosing not to endorse candidates anymore.  The idea is that there’s so much information out there that people should be able to make their own decisions about who to vote for without needing editorial boards to decide for them.  Makes sense to me!
And as always, If you’d like to learn more about media in Atlanta, subscribe to my Leff’s Atlanta Media web site.  You’ll get the most up to date database of Atlanta media contacts, plus templates for commonly used press materials.  You can sign up online at www.leffsatlantamedia.com.

See you in two weeks for the next edition of Mitch’s PR and Media spotlight podcast.  
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