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Identifying Strategies to Market the Police in the News 

EXECUTIVE SUMMARY 

This study presents the results from a national survey of public information 
officers and media personnel in large sized cities. We examine police-media relations in 
two important areas. First, we investigate the day-to-day interactions of police public 
information officers and news personnel. We were interested in their evaluatieon of the 
quality of this relationship, their reliance on each other to accomplish organizational 
objectives, and their perceptions of the media's coverage of crime. Second, we identifl 
the strategies used by law enforcement agencies to market community policing initiatives 
to the public. We discuss the strategies agencies use to promote community policing, 
whether these efforts are effective, and how media workers view community policing. 

We have also analyzed a sample of newspaper articles about community policing 
to examine how it is presented in the news. We examine whether community policing is 
an important news topic. In addition, we identify the types of community policing 
programs presented to the public, whether community involvement is discussed in these 
articles, and what sources media workers rely on when presenting these stories to the 
public. 

Key Findings 

Previous research has described the relationship between law enforcement and media 
organizations in many different ways, including "contentious," "symbiotic," and 
"parasitic." Situations certainly arise which strain police-media interactions. Media 
attention to a high profile incident involving several members of a department or a 
story criticizing a police organization will affect a department's willingness to 
cooperate, provide access, and divulge organizational information to the media. The 
survey research presented here, however, concludes that the relationship is typically 
quite accommodating, cooperative, and mutually supportive. 

PIOs appear to be the primary vehicle through which the department manages their 
public image. Almost all of the agencies surveyed relied primarily on public 
information staff to disseminate information about the department, and the PIOs have 
considerable access to the major media outlets within a city. Media personnel also 
discussed how they depend primarily on access to the law enforcement agency to 
construct crime stories. 

Law enforcement and media personnel have a positive view of this relationship. The 
public information officers were generally satisfied with the presentation of policing 
in the news. Similarly, media personnel were satisfied with the amount and types of 
information provided, although there were some differences in satisfaction when 
comparing results across medium (newspaper v. television) and across organizational 
position (reporter v. manager). 
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0 Perhaps the most important factor influencing how the media viewed the quality of 
their relationship was accessibility to police data and police personnel. Media 
personnel indicated that the level of access to the police department determined their 
most effective relationships. When asked what made a relationship with a law 
enforcement agency adversarial, media personnel indicated that lack of access was 
the driving force. 

e 
v- 

0 The burdens of responding to daily and frequent requests for crime incident 
information leaves very little time for public information officers to promote 
community policing initiatives. Most of the public information officer's time is spent 

L' 

I t  

providing information about specific crime incidents. 

Law enforcement agencies relegated the task of promoting community policing to 
different individuals in the department. Some agencies, for example, gave this 
responsibility to the public information officer. Others, however, have decentralized 
this function, relying on community policing staff to promote it. Finally, many 
departments coordinate public information and community policing staff to share the 
responsibility for promoting community policing. 

Although law enforcement agencies do not make significant efforts to promote 
community policing, news media are very accommodating when police request 
coverage for a community policing activity. However, media personnel indicated that 
law enforcement did a much better job in providing information about crime incidents 
than publicizing community policing. 

J 
0 

I 

I 

0 
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0 Despite this access, and the general opinion that police-media relations are good, this 
research also indicates that community policing is a low priority news topic. It is 
clear that media organizations have not been included as community policing 

W /  

/ 

p&ners;'.and police departments are not taking full advantage of their access to media 

departments to use their access to reporters as an opportunity to generate publicity for 

of law enforcement agencies to promote community policing have not translated into 
a significant amount of news coverage. 

---__ _ _ _  i_.__ _- 
<organizations to promote communi&-$licing. It would seem t o  make sense for ! 

these innovative strategies and encourage citizen cooperation. However, the efforts i; 

0 Even when community policing is presented in the news, the coverage represents a 
limited view of this philosophy. There is very little discussion of the goals or history 
of community policing in these stories, and citizen involvement and cooperation is 
also not frequently mentioned. It would appear that the type of coverage that 
community policing gets in the news are efforts at public relations, but do not 
encourage the involvement of citizens in community policing. 

I 

0 This research indicates that police departments are clearly missing-an opportunity to 
__ promote -- community policing in the neys. Indeed,*community policing did not 

receive a significant amount of coverage e?en in areas where our survey results 
indicated that the police-media relationship was excellent. For example, we collected 

L' _-- - 
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data on the sources used in community policing stories and the police were provided 
primary attribution in these stories. News media also responded that it was their view 
that the public was interested in these types of stories. Although police are involved 
in the production of these stories, the image of community policing received by the 
public in the news is very limited. It is also clear that in order to generate the type of 
publicity that might inform citizens about community policing, and ultimately 
encourage involvement, police departments will have to take a much more systematic 

----_-LC~ 

,-* -- - approach towards publicizing community policing in the news. 
i f  

Implications and Issues 

1 .  Law enforcement agencies should implement and devise broad marketing _ _ _  - - 
' strategies to increase public awareness and involvement in community policing e- 

-ai5T3iS;- . 

Our research results indicate that most law enforcement agencies only -_ make_n?i-nimal --- 
efforts to promote community policing in the news, and most of the coverage receyved is 
minimally descriptive. There are two important reasons for this limited publicity. First, 
public information officers do not have the time or the resources to promote community 
policing in the news. Second, news organizations are significantly more interested in 
covering specific crime incidents. It appears that the news media should be only one 
component of a strategy to promote community policing to citizens. Law enforcement 
agencies will have to incorporate other publicity strategies into an overall community 
policing marketing plan. 

---c-- ~ 

0 
2. Law enforcement agencies will need to increase the amount of personnel and 

monetary resources to more effectively market community policing in the news 
and in the community. 

.---c 

Most of the efforts of public information officers are focused on responding to media 
requests for crime incident information. These requests occur frequently, and are from a 
variety of media outlets. Public information officers do not have enough time and 
resources to promote community policing in the news with any consistency. In addition, 
most of the agencies surveyed did not budget any money to promote community policing. 
Law enforcement agencies should consider using additional public information 
personnel, with the specific goal of promoting innovative programs, and provide hnds  to 
publicize these programs more effectively. 

3. Media and community policing training curriculum will have to be broadened to 
include a discussion of more effective ways to market community policing. 

Most media-training curriculum is very effective in terms of discussing various strategies 
to manage police-media interactions for crime incidents. However, media training will 
have to be broadened to increase awareness of how police agencies can use their access 
to news media by generating positive proactive strategies. In addition, it will be 0 
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important to discuss how agencies can tap into community resources, like their business 
partnerships, to develop their efforts to publicize community policing. Finally, law 
enforcement personnel have to be informed of the various outlets to inform the public 
about community policing efforts. 

4. Research has to be conducted that can effectively evaluate whether 
implementing a broad marketing strategy is effective. 

One of the important community policing research issues that needs to be addressed is 
what can law enforcement agencies do to increase citizen awareness and involvement in 
community policing. The various media outlets available to law enforcement agencies 
are an area that needs exploration for accomplishing these goals. Research is available 
on the general effectiveness of newsletters and proactive crime-fighting publicity, but not 
much is known whether law enforcement agencies can use publicity to help accomplish 
community policing objectives. There is a need for research to examine innovative 
efforts to market the police in the news and determine the effectiveness of various 
publicity strategies. 
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INTRODUCTION 

In this report we examine the efforts of law enforcement agencies to promote 

community policing in the news media. One of the significant issues facing the law 

enforcement community is developing and maintaining positive media relations. News 

organizations are especially interested in the beginning stages of the criminal justice 
---- - 

process, emphasizing the crime occurrence, the police investigation, and the arrest of the 

suspect when presenting crime stories to the public (Chermak 1998). Media personnel , 

rely primarily on law enforcement sources to produce these stories. This reliance puts 

incredible pressure on law enforcement agencies to decide what personnel will be 

responsible for interacting with media personnel, what types of information will be 

provided, and when information will be released. Media scrutiny is particularly intense 

when a critical event occurs, like a police shooting or a high profile crime incident. 

. .  

However, law enforcement agencies are not completely at the mercy of media personnel, 

and have developed strategies to manage this relationship (see Chermak 1995; Ericson, 

Baranek and Chan 1989). For example, police access to media personnel provides 

opportunities for law enforcement agencies to publicize new initiatives like community 

policing. 

Community policing has emerged as an innovative and popular strategy to 

promote public safety, reduce fear of crime, and improve police-community 

relationships. An increasing number of police departments have implemented 

community- or problem-oriented strategies as a viable alternative to more traditional 

approaches (Wycoff 1994). A critical variable affecting the success of problem solving 

approaches is the involvement and support of citizens, although not much is known about a 
1 
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the efforts by police departments to market community policing. There is a need to 

increase public awareness and involve citizens in community policing. This points to the 

importance of including news organizations as partners in a comprehensive community 

policing plan. 

L- 

-- 

Although the implementation of proactive and problem-solving police strategies 

requires the systematic flow of information to the public and the involvement of the news 

' media, not much is known about what police departments are doing to publicize these 

efforts and the willingness of the media to provide such publicity. In this report, we 

1 ,': 
; 

I $  

examine the strategies police organizations use to market their innovative police 

programs to community leaders, the news media, and the public. Specifically, we 

examine the role public information officers have played in promoting law enforcement 

agencies generally and community policing specifically. We also examine whether news a 
media are willing to disseminate community policing information in the news. We 

address several questions in this report related to the publicity of community policing: 

*What are the responsibilities of police public information officers? 

*How do public information officers view their relationship with the media? 

*How do media personnel view their relationship with police agencies? 

*Do newspaper and television personnel have similar views? 

*Do media managers and media reporters have similar views? 

*Who is responsible for promoting community policing? 

*What strategies do agencies use to promote community policing? 

*How effective are law enforcement agencies at publicizing community policing? 

*How do media personnel view community policing? 

, 

/ 
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*How is community policing presented in the news? L' 

We address these questions in five sections. First, we briefly review some of the 

<- important literature in this area. Second, we discuss the research design. Third, we 
f I 

present the survey results of a national survey of public information officers and media 

personnel. Fourth, we present the results of a content analysis that examines how 
. 

community policing is presented in the news. Finally, we discuss the policy implications 

of our findings and provide some suggestions for additional research. 

MEDIA PUBLICITY AND COMMUNITY POLICING 

One of the key elements to the success of community policing is greater citizen 

involvement and support (Greene & Mastrofski 1988; Mastrofski 1993; Trocjanowicz 

and Bucqueroux 1990). Community members have to know about these programs, have 
0 

to be concerned about the problems being addressed, and have to be willing to give their 
1 

1 ,  I ra i' 
1 1 )  

j 
time and participate. This support is particularly difficult to achieve in communities 

where police-community relationships have been strained because of high profile media I 
incidents. In order to build the trust necessary to encourage participation, law 

enforcement agencies must systematically publicize their efforts to the public. What 

strategies are used to disseminate information about community policing? In what ways 

,' - 
, 

- " 2  t- 

have the news media been integrated into their plans? How successful have these efforts 

been? 

There is reason to suspect that such communication has not been an integral part 

of community policing implementation strategies. Results from a NIJ sponsored a 
3 
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evaluation of Innovative Neighborhood-Oriented Policing (INOP) in eight jurisdictions 

point to limitations in the ability of law enforcement agencies to successfully market 
e 

community policing strategies (Sadd and Grinc 1996). There were many important 

findings, but several concern the willingness of citizens to participate, and the ability of 

departments to communicate proactive policing programs. Among these findings were 

that: (1) citizen involvement was particularly challenging and participation was confined 

to a small group of individuals; (2) one of the main reasons citizens stated that they did 

not want to get involved was because of tensions between the police and certain groups; 

(3) community members did not understand their role; (4) police officers not involved in 

the INOP programs were unaware of the program goals; and perhaps most importantly, 

(5) police departments paid little attention to educating and including the community in 

the INOP programs examined. 

In another study, Brian Williams (1 998) examined citizen perspectives of 
a 

community policing in Georgia. He concludes that most residents expressed a lack of 

direct knowledge or contact with community policing officers @. 61), and most did not 

believe they were mutual partners in solving community problems @. 66). 

These findings point to three substantial obstacles to the implementation of 

community policing. First, law enforcement agencies may not be publicizing their efforts 

adequately or in a way that would help citizens to understand what they are trying to do. 

Second, even if they are publicizing their efforts, citizens may not be exposed to such 

publicity. Third, the relationship between the police and the public may be strained, and 

citizens may not believe a department is sincere in their efforts to offer a new approach to 

solving community problems. 
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* The news media have the potential to be an important community policing 

partner, helping the police identify community problems and communicating the 

department's efforts to the public and community leaders. Understanding the news 

media's role in generating and publicizing these policing images is important for several 

reasons. First, the prevalence of the media provides the opportunity for a wide 

dissemination of information. Second, crime is a topic that has consistently been found 

to be a high priority news topic of significant public interest (Chermak 1995). Third, a 

large portion of the public does not have direct exposure to crime (Graber 1980), or 

participate in community policing programs (Sadd and Grinc 1996; Skogan 1989). 

For example, the use of the media to promote citizen involvement in crime 

fighting "has emerged as a major component of criminal justice policy" (O'Keefe and 

Reid 1990: 209), and several evaluations of various types of publicity campaigns have 

been conducted (O'Keefe and Reid 1990; Pate et al. 1985; Rosenbaum et al. 1987; Sacco 

and Silverman 1984). O'Keefe and Reid (1 990) examined public awareness and citizen 

attitudes after exposure to the "Take a Bite Out of Crime" advertising campaign. The 

results indicated that the campaign increased citizen awareness and improved attitudes 

toward crime prevention. An evaluation of neighborhood newsletters, however, did not 

produce promising results. Pate et al. (1 985) circulated community newsletters in 

Newark and Houston as part of a strategy to reduce fear of crime. These newsletters 

contained crime prevention advice, neighborhood information, and some included local 

crime information. This type of publicity had no effect on citizen awareness, fear of 

crime, evaluation of police services, or satisfaction with the area. 
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Police departments have had other success entering into partnerships with the 

media to fulfill crime-fighting objectives. Consider the success and growth of 

"Crimestoppers" programs. These media segments are collaborative efforts involving the 

public, the police, and the media (Rosenbaum et al. 1987; Skolnick and McCoy 1985). 

Police departments have formalized the medials role in fighting crime by having them 

reenact unsolved crimes to generate additional leads and information. A NIJ h d e d  

evaluation of these programs illustrates the potential of police-media partnerships. This 

evaluation indicated that (1 ) the number of Trimestoppers" programs grew dramatically 

(by 1985 there was 600 programs up from 48 only five years earlier), (2) the programs 

were highly visible and well received by media executives, (3) the programs were 

successful (these segments resulted in 92,000 thousand felony arrests, 20,000 

convictions, and the recovery of over 500 million in stolen property), and (4) the 

programs increased citizen awareness of anti-crime efforts. In addition, this evaluation 

reported that programs having a more cooperative relationship with the media enjoyed 

greater success and productivity (Rosenbaum et al. 1987: 54). 

Questions remain as to whether police departments have implemented innovative 

publicity strategies to communicate community policing programs to the public. Not 

much is known about what police departments are doing to disseminate information and 

encourage citizen participation, the success of the efforts, and the willingness of the news 

media to participate. An important first step in understanding this role is to identi@ the 

strategies used by police departments to publicize their efforts in the news and the 

/? 
,- 

~ 

--. . 

willingness of news organizations to provide coverage. 
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RESEARCH DESIGN 

The principal data gathering technique for this study was self-administered 

questionnaires mailed to police and media organizations. The focus of the law 

enforcement survey was 'on the strategies used to publicize innovative police efforts, and 

police-media relationships. Separate surveys were distributed to media managers and 

media reporters in television and newspaper organizations to examine how they view 

their relationship with the police, and whether they provide coverage to community 

policing. Finally, the information collected from these surveys was used to identify four 

police departments, two with positive and two with negative relationships with the news 

media. We then collected newspaper data in these four cities to examineshow'kommunity 

policing is presented in the news. 

A. Law Enforcement Surveys 
e 

The law enforcement survey was mailed to 239 law enforcement agencies located 

in cities with a population over 100,000. This sampling strategy was used for two 

reasons. First, this sample included the police departments most likely to have a public 

information office or employ full-time press officers (Skolnick and McCoy 1985). 

Second, the departments included in the sample were likely to have multiple daily 

contacts with various media. Although the organizations surveyed will not be completely 

representative of agencies located in smaller sized cities, the sample is likely to include 

organizations that have had to utilize innovative marketing strategies to get news 

coverage of community policing because of the large number of competing crime 

incident stories in these cities. 
0 
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The focus of the questionnaire was on the strategies used to publicize innovative 

police efforts and police-media relationships. Specific areas of concern included: (1) the 
a 

strategies used to market police departments in the news, (2) the personnel responsible 

for this marketing, (3) hbw receptive the news media have been to these strategies, (4) 

what can be done to increase effectiveness in these areas, and (5) general perceptions 

about the media's coverage of crime. The P I0  survey is attached as an Appendix. 

We sent the survey to the police chief, and ask,ed himher to forward the 

questionnaire to the person in charge of public information activities for the department. 

I 

We received a completed survey from eighty-five percent of the agencies (203/239)., 

B. Media Surveys 

The media questionnaires were administered to the major newspaper and two 

television organizations located in the same Metropolitan Statistical Areas (MSA) as the 

law enforcement organizations. The newspaper with the largest circulation (cited in the 

Editor and Publisher Yearbook), and two television stations watched in the highest 

number of households (cited in the Television and Cable Factbook) were surveyed. Only 

the most popular and largest media organizations in each MSA were chosen for two 

reasons. First, we wanted to keep the number of media organizations manageable, but 

also increase the likelihood that at least one media organization responded in the cities 

surveyed. This allowed us to gauge perceptions of police-press relations from both sides 

of this relationship. Second, although several other types of media organization exist in 

every city (radio, other newspapers, and independent television organizations), the media 

a 

surveyed are the organizations the public relies primarily on for news. 
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The research plan was to receive at least one survey response from television and 

newspaper personnel in every MSA where a police department was surveyed. The 

number of sampled media organizations (N=420) is higher than the number of police 

organizations (N=239) because we sampled both television and newspaper organizations. 

However, the number of sampled media organizations is not three times as high (1 

newspaper, 2 television) because there may have been more than one law enforcement 

agency that fits the police sampling criteria in a media organization's marketing area (for 

example, Dallas media organizations would have relationships with at least three of the 

local police departments included in the sample--Dallas, Fort Worth, and Arlington). 

The media surveys covered four specific areas: (1) the police sources relied on for 

crime information, (2) their perceptions of their relationship with the police, (3) the 

amount and type of coverage of community policing, and (4) what could be done to 

improve police-media relationships and increase coverage of community policing. 

Individuals were sampled from both managerial and line-level positions in order to be 

able to examine the police-media relationship from both perspectives. 

0 

1 .  Media Manager Survey. The media manager surveys are provided in 

Appendix B. The media sources cited above (the Yearbook and Factbook) were used to 

identify the managers' sample. The surveys sent to newspaper organizations were 

addressed to the city desk editor. This editor is responsible for supervising reporters 

covering local news, including police and court beat reporters. The media surveys sent to 

television organizations were addressed to the news director. The city editor and news 

director were chosen because of their supervisory position, because of their daily input 
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into the news product produced, and because of general understanding of the 

organization's relationship with the police department. 

We sent surveys to 334 media managers and received 130 responses. Of the 179' 

surveys sent to newspaper managers, 72 were returned (40% response rate). We sent 155 

surveys to television managers, and 58 were returned (38% response rate). 

2. Reporter Survey. The reporter survey is pravided in Appendix C .  The names 
I 

of television and newspaper reporters were determined by directly calling the media 

organizations. We used this procedure because we could not find a list of reporters from 

which a sample could be drawn. This was not surprising because there is typically 

considerable reporter turnover in the police beat. 

We received 3 12 responses of the 635 surveys distributed. We sent 33 1 surveys to 

newspaper reporters, and received 161 responses (49% response rate). We sent a similar 

number of surveys to television organizations (304) and received a similar number of 

responses (1 5 1 -a 50% response rate). 

a 

C .  Content Analysis 

The survey results were used to identify four law enforcement agencies with 

positive and negative (2 positive; 2 negative) relationships with the media (the selection 

procedure and the articles in the newspaper sample for these four cities is discussed in the 

section that discusses the content analysis results). We then collected community 

policing and crime articles from newspapers in these four cities using the Lexus-Nexus 

database. The lexis-nexus database provided us access to newspapers in a large number 0 
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of different cities. The content of these articles was analyzed, allowing us to provide a 

discussion of the presentation of community policing programs in the news. 

THE RESPONSIBILITIES OF PUBLIC INFORMATION OFFICERS 

There have been a few studies examining the responsibilities of public 

information officers (PIOs), providing us with a foundation for understanding the 

importance of PIOs to the construction of a police department's image. Skolnick and 

McCoy (1 9 8 3 ,  for example, examined police accountability by interviewing twenty-five 

police chiefs and six journalists. Within a broader discussion of how police chiefs , 

I 

attempt to manage a department's image using the news media, they discuss the 

increasingly important role that PIOs have played in the dissemination of information on 

crime incidents. They found PIOs to be specialists within theaorganization, and 

illustrated how PIOs package information in a way that increases the likelihood that the 

media covered the department in a positive way. These researchers admitted, however, 

that a systematic sampling procedure should be used to examine these issues (p. 535). 

Another study, by Ray Surette and Alfredo Richard (1 9 9 9 ,  described the public 

information officer as gatekeeper to the police department. These researchers surveyed 

PIOs in Florida to determine their specific attitudes, tasks, backgrounds, and training 

requirements. In addition, they compared the public information activities of civilian and 

sworn officers. Surette and Richard found that the responsibilities of PIOs included 

responding to media inquiries, developing press releases, scheduling press conferences, 

and conducting training. PIOs were described as "daily trouble shooters and first contact 

points'' between the police and the media (p. 329). An important finding of their work 

_*I- -. 

a 

I ,  
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concerns the involvement of PIOs in proactive image construction. These researchers 

discovered that much of what PIOs do is reactive, finding that they rarely prepackage 

information for news personnel (p. 329). Surette and Richard state: "On a daily basis, 

PIOs are organizational smoke detectors; in times of crises, they become fire 

extinguishers" (p. 329). When these officers were not reacting to crime incidents, police 

departments expected PIOs to do other activities other than proactive efforts to enhance a 

department's image. 

Although the extant research examining the public information activities of police 

departments provides important information on how PIOs participate as official sources 

in the news production process, our research expands this understanding by providing a 

national snapshot of PI0 activities, and looks more closely at their proactive publicity 

efforts. We discuss these findings below. 

Characteristics of PIOs 

The results from the public information officer survey indicate that PIOs play a 

very important role in managing an agency's public image. Eighty percent of the 

departments surveyed had at least one full-time official responsible for disseminating 

public information and interacting with the media. Moreover, even in departments that 

did not have an officer officially designated as a public information specialist, they 

assigned personnel to perform this role. Police chiefs, members of the command staff, or 

mayoral spokespersons performed public information duties for agencies without a 

designated PIO. 
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Most agencies assigned public information tasks to a small number of individuals. 

On average, departments used less than two sworn or non-sworn members to hlfill 

public information responsibilities. The mean number of sworn P I0  staff was 1.96, 

ranging from as few as 0 to as many as 52 sworn personnel in a law enforcement agency. 

The mean number of non-sworn staff was about 1.84, ranging from 0 to 86 public 

information personnel.' The majority of the departments used an officer in a supervisory J 

position. Approximately 5 percent of the PIOs were Police Chiefs, 4.6 percent were 

Assistants to the Chief, 6.7 percent were Captains, 24.1 percent were Lieutenants, and 

23.6 percent - were Sergeants. Approximately 20 percent of the PIOs were patrol officers 

or detectives, and just over 10 percent were civilians. The PIOs had an average of 4.3 

" 

t 
., 

years of public information experience, and had at least 50 hours of formal training in 

police-media relations. However, fifty-six percent of the respondents said this amount of 

, training was inadequate. 
a 

The survey results also indicate that the PIOs work closely with the chief. Sixty 

percent of the PIOs meet with the chief executive of the department every day or several 

times a day, and an additional thirty percent met at least once a week. Ninety-five 

percent of the PIOs surveyed agreed that their activities are very important to the 

, 1 
F - 

construction of the department's image. 

The network of outside contacts relied upon by PJOs appears to be confined to 

their local area. PIOs rarely contacted public information officers from other law 

enforcement agencies. Over half of the PIOs in the survey never contacted other police 

PIOs or did so less than once a month. They did rely on public information officers from 

' We assumed that 52 and 86 were valid, although the range for sworn in all other departments was 0 to 9 
and the range for nonsworn was 0 to 7. The sworn mean without these cases is 1.6; the nonsworn mean is 1. 
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other agencies, such as the Mayor's office. Approximately forty-seven percent of the 

PIOs contacted other public relations personnel from other government offices daily or 

weekly. In addition, nearly sixty percent of the PIOs said that they meet with business 

and community leaders on a weekly or daily basis. 

I ,  

Frequency of Media Contacts 

Public information officers have many opportunities to shape public 

understanding of the police through their frequent interactions with media personnel. 
I 

The PIOs surveyed are very active, and are contacted by sixteen different reporters in a 

typical week. In addition, PIOs have contact with reporters representing a range of media, 

interacting with reporters from about four newspapers, five television organizations, and 

four radio stations at least once a week. However, the PIOs rarely had contact with 

media managers. Eighty-five percent of the PIOs did not meet with media managers or 

only met with them once a month. 

Data from the media surveys also support the conclusion that law enforcement 

and media personnel interact frequently. The managers and reporters said that over 

seventy-three percent of the information on crime incidents was provided by law 

i 

1 , i ,  

enforcement sources. We also asked media personnel to identify who was their most 

important source for information on law enforcement. Figure 1 presents these results. 
i i  

,17 Over forty percent of the media respondents said individual law enforcement officers 

were their most important source of information. The second most frequently cited 

source was public information officers. Over thirty-five percent of the media respondents 

said that PIOs were the most important source of law enforcement information. When 

a 
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we asked media personnel to explain why this was the most important source, nearly half 

of the respondents said the quality and the amount of information this source can provide. 

Similarly, the second most important factor was their availability. Figure 1 also indicates 

that about eight percent of media respondents said either the police chief, some other law 

enforcement executive, or some other source was their most important source. d 

Table 1 presents results on the accessibility of the chief and the PIO. We present 

these results for television managers, television reporters, newspaper managers, and 

newspaper reporters. In general, media personnel were satisfied with their accessibility to \ / 
the chief and to the PIO. Approximately eighty percent of the media personnel thought 

the chief was very or somewhat accessible and over ninety-thee percent said that PIOs 

i 

-- 

were very or somewhat accessible. Managers and reporters were similarly satisfied with 

their level of access to the chief and the PIO, although reporters from both mediums were 

more likely to indicate that the chief and the PI0 were very accessible. The results from 

the different mediums are also similar. However, newspaper managers were less likely to 

indicate that the PI0  was very accessible when compared to television managers. 

The reporters were much more likely to interact with the chief than were the .i, '2 

r7. 
media managers. Figure 2 presents these results. Over eight percent of the reporters said 

they interacted with the chief every day, and nearly twenty percent said they interacted 

d"/i 
c :,;' r; 

with the chief at least once a week. None of the managers said that they met daily with 

the chief, and only six percent said that they met with the chief weekly. Over twenty- 

eight percent of the manager respondents met with the chief only once a year and over 

eight percent had never met the chief. Approximately four percent of the reporters never 

interacted with the chief and just over seven percent met only once a year with the chief. a 
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Impressions of Media Coverage 

The PIOs had very positive views about citizen perceptions of the police and their 1 
I 

relationship with the news media. Eighty-eight percent of the PIOs thought that citizens 

1 i‘ have a favorable opinion of the department, and the PIOs did think strongly that media 

coverage in their area affects community perceptions of the police. The PIOs also thought 

that media attention to a high profile incident in another community adversely affected 

, .  
I 

, ?  i :  . . r , . r L < C  

- 1  

, 1  
, their public image. The PIOs did not feel strongly about the amount of attention the 

media provides to crime. Only forty-one percent of the PIOs agreed with the statement 

that the media gives too much attention to crime, although fifty percent of the PIOs 

thought the reporters are more interested in the problems of the department rather than its 

accomplishments. 
-_ 

Similarly, over eighty percent of the media personnel surveyed said that most 

citizens have a favorable opinion of local law enforcement agencies, and over eighty 

percent said that citizens are interested in news about local law enforcement agencies. 

/ 

- 
Approximately fifty-five percent said that the image of law enforcement portrayed in the 

local media is positive. - 
. \ 

/ 

THE POLICE-MEDIA RELATIONSHIP 

Evaluating the Quality of Police-Media Relationships 

The survey results indicate that both sides of the police-media transaction have a 

very positive view of the relationship (see Figure 3). For example, nearly ninety percent 

of the PIOs either agreed or strongly agreed that the current status of their relationship 

with most news organizations is good. Similarly, seventy-two percent of the combined 
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media sample (televisionhewspaper managersheporters) agreed or strongly agreed that 

the relationship was good. These findings support previous research--relying primarily 

on ethnographic methods--that characterizes the police-media relationship as symbiotic 

(Chermak 1995; Chibnall 1977; Fishman 1980; Grabosky and Wilson 1989; Hall et. a1 

1978). 
, I  

There was, however, some variation in satisfaction when we compared the results 
f i )  

across meb&d. Over eighty percent of the combined (managerheporter) television 

sample agreed or strongly agreed that the relationship was good. On the other hand, only 

sixty-three percent of newspaper personnel agreed or strongly agreed that the relationship 

was good. These differences in satisfaction can be attributed to the newspaper managers 

who were significantly less satisfied with their relationship with the police compared to 

any other group of media personnel. Only forty-four percent Qf the newspaper managers 

agreed or strongly agreed with the statement that their relationship was good. The 

newspaper managers who disagreed or strongly disagreed with this statement were 

primarily concerned with a perceived lack of access to the police department and the 

willingness of the department to provide information. 

As we expected, the reporters rated the quality of the relationship higher than the 

managers did. Seventy-eight percent of the reporters agreed or strongly agreed that the 

relationship with law enforcement was good. Approximately sixty-seven percent of the 

managers agreed or strongly agreed that their relationship with law enforcement was 

good. We think that this reflects differences in the types of interaction that different 

levels of the news organization have with law enforcement. Reporters interact with the 

police, and more specifically the public information officer, on a daily basis. Thus, their 
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rating of the quality of the relationship reflects their hands-on evaluation of the quality of 

the relationship. Managers interact with the public information ofkcer less frequently 

thus their evaluation is based more on their perceptions of the relationship. Their 

perceptions might be influenced by a number of factors, including what they believe to be 

the quality of daily interaction. 

Although law enforcement and media personnel described their interactions in a 

positive way, both had suggestions for improvement. For example, we asked an open- 

ended question about what could be done to improve the quality of the police-media 

relationship. - Approximately 175 of the 203 PIOs had suggestions. The most frequently 

cited suggestion was for the media to develop a better understanding of the department's 

goals. Almost twenty percent of the PIOs suggested that the media should have a better 

-I 

x_I_-, -- 

understanding of what the police are trying to accomplish in their community. Eighteen 

percent of the PIOs said they should meet more frequently with media personnel. Nearly 

thirteen percent criticized the media, and said the media has to be less sensationalistic in 

order for the relationship to improve. Other suggestions for improvement included 

training (1 0.7%), budgetary increases (6.1 %), better communication (8. l%), improve 

policy (2.5%) and three percent of the responses were classified as "other responses." 

Interestingly, over eighteen percent of the PIOs said that nothing should be done to 

improve the quality of the relationship. 

The media respondents indicated that they interacted with a large number of 

different police organizations. For example, when we asked the media personnel how 

many law enforcement agencies were in their local coverage area, the response mean was 

37.4, responses ranging from 3 to 600. It is also apparent that the quality of the 

18 

This document is a research report submitted to the U.S. Department of Justice.
This report has not been published by the Department. Opinions or points of view
expressed are those of the author(s) and do not necessarily reflect the official
position or policies of the U.S. Department of Justice.



relationship between the news media and different law enforcement agencies varies. 

Over ninety percent of the media respondents said that their relationship with some 

departments was better than with others. We also asked an open-ended question asking 
‘v’ 

for three factors that make some relationships better. Table 2 presents these results. The 

primary reason cited which affects the quality of the relationship was accessibility. The -_- I 

more access to information and the more available the PI0  was, the better the 

relationship. Other important issues included the professionalism or attitudes of the 

officers they interacted with, the history of the relationship, and the level of respect or 

trust between the police and the media. 

The media surveys produced similar results when we asked whether some of their 

interactions with the media are adversarial. Table 2 also presents these results. Nearly 

seventy-five percent of the respondents said that some of their relationships with the 

police are more adversarial than others. It appears that one of the primary concerns 

media have was with access and accessibility to information. In addition, a large number 

of the media respondents thought that lack of honesty and professionalism made their 

relationship more adversarial. 

PUBLIC INFORMATION OFFICERS AND COMMUNITY POLICING 

When Police-Media Interact 
_ _  

The%i<ority of PI0  activity focused on responding to media requests for crime 

incident information. Figure 4 presents these results. The PIOs stated that about forty- 

,- L - 

four percent of their time was spent providing information about crime incidents. They 

also stated that about fifteen percent of their time was spent on requests for information a 
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on police initiatives like community policing programs. The rest of their time was spent 

providing various types of information, including information on police misconduct, 

organizational policy, and other activities like award ceremonies. 

These estimates of the amount of time PIOs spend on various activities were 

similar to the media estimates of the percentage of news space devoted to each of the 

topic areas. Figure 5 presents these results. The media respondents thought that about 

sixty-two percent of news space was devoted to crime incident stories. Similar to the PI0 

estimates, media personnel said that about fifteen percent of news space was devoted to 

police initiatives, nine percent of news space was devoted to police misconduct, and eight 

percent described other types of stories. There was little variation in these percentages 

across medium or across organizational position. 

The infrequent coverage of police initiatives occurs for two reasons. First, public 

information officers are overwhelmed by requests for information on crime incidents. 

These requests leave little time for the promotion of proactive programs. Second, this 

infrequent coverage is reflective of differences in the ability of the media to produce 

these stories compared to writing a story about a crime event. Reporters are able to 

produce several crime incident stories a day by relying on the information in police 

incident reports. However, it would take much more time and effort to produce a 

community policing story because the information is not as accessible and the number of 

sources that should have to be contacted is much broader. 

News personnel did however think that the public was interested in community 

policing stories. Seventy percent of the news personnel agreed or strongly agreed that the 

public was interested in community policing, and the media managers thought that the 
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'L" 

public was more interested compared to the reporters. Seventy-six percent of the 

managers agreed or strongly agreed that the public was interested in community policing, 

and sixty-seven percent of the reporters agreed or strongly agreed that they were 

interested. , 

EfSorts to Publicize Comrnuniv Policing 

Ninety six percent of the agencies in the sample had some type of community 
I 

policing program. Public information officers publicized these activities, and had very 
\ 

strong opinions about the importance of community policing to law enforcement. The i 

;J. 
PIOs stressed that good relationships with the news media are an important component of 

a community policing program. Eighty-three percent of the PIOs agreed with the i 

statement that community policing has been an asset to the department. Less than half of 

the PIOs strongly agreed or agreed that community policing had actually increased the 

contact the police had with the media. This finding probably reflects the fact that police- 

media contact was likely to be very high prior to the implementation of community 

policing in an agency. 

Although eighty percent of the PlOs thought that their department did a good job , 1 
I' * 

publicizing positive aspects of the agency, the results also indicate that departments use 

different strategies to promote community policing. For example, departments use 
-_  

different personnel to publicize these activities. Approximately half of the PI0 r"/ ?.- (7 . 
respondents strongly disagreed or disagreed that public information duties have been 

decentralized as part of their community policing program. About twenty-seven percent 

of the PIOs strongly agreed or agreed that community policing publicity duties have been 

21 

This document is a research report submitted to the U.S. Department of Justice.
This report has not been published by the Department. Opinions or points of view
expressed are those of the author(s) and do not necessarily reflect the official
position or policies of the U.S. Department of Justice.



decentralized. Community policing or crime prevention units were the units most 

frequently cited as being responsible for publicizing community policing efforts when the 

publicity function was decentralized. The command staff was also cited as playing an 

important role in publicizing these programs. Twenty percent of the respondents did not r' r - f- \f ' 
'..e c- r 

7 

< agree or disagree with this statement, perhaps reflecting that these departments share 

publicity responsibilities between public information and community policing staff. The 

, PI0  staff in this last group of departments had frequent contact with community policing 

units. For example, half of the PIOs had daily contact, and an additional twenty-five 

percent had weekly contact. 
\ - 

/ We compared the responses to the question, "Our department does a good job 
I -.. 

publicizing positive aspects of our agency," in departments where community policing 

publicity was decentralized to those where it was not and to where PIOs neither agreed or 

disagreed that this publicity function was decentralized. Not surprisingly, ninety percent 

- 1' 

2 

of the PIOs in agencies that did not decentralize community policing strongly agreed or .- 
, * ,  c agreed that they did a good job. In contrast, sixty-seven percent of the PIOs in agencies Pr 

w 

that are decentralized strongly agreed or agreed that they did a good job publicizing 

community policing, and about seventy percent of those PIOs that neither agreed or 

disagreed that the publicity function was decentralized strongly agreed or agreed that they ,d 
did a good job. 

L- 

Nearly eighty percent of the PIOs thought that the local media are accommodating 

when requesting publicity for a new community policing activity. When asked what 

percentage of the time the PI0  was able to garner publicity for a community policing 

program, they thought that they were successful sixty-seven percent of the time. PIOs 

0 
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used various methods to publicize innovative police programs. Figure 6 presents these t, ' , 

results. Most of the PIOs cited several methods, but the two strategies most frequently 

used were press releases and communicating directly with the news media. By using their 

established access to news personnel, PIOs stressed that these methods were the easiest 

and most efficient ways to maximize coverage for a particular community policing ' 

program. These methods allowed PIOs to reach several &pes of media outlet, as well as 

incorporate a large amount of information. In addition, they discussed how the media 

were most responsive to their requests when they provided information to them using one 
I 

of these two methods. Organizing news conferences were significantly less likely to be 

used as a publicity strategy because they are more time-consuming thaq using other 

methods. 

Television and newspaper news were similarly preferred for the publication of 

community policing initiatives. Seventy-eight percent of the respondents preferred either 

television or newspaper news. Television news was preferred by some of the respondents 

because of the ability to reach a large audience. Others preferred newspapers because 

they could include more information within a story. One of the PIOs stated that he 

"doesn't think there is a "better way" between newspapers and television. Both have 
'i 

advantages and disadvantages, including length of timelspace given to a story, and the 

target audience." Only two percent of the respondents would recommend publicizing 

community policing initiatives using radio news, although they thought radio talk shows 

were an important resource. 

\ 
V 

One obstacle to publicizing community policing activities cited by the PIOs was 

money. Only eleven percent of the departments had a budget to assist in the publication 
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of innovative programs. Although the amount of money ranged from 500 to 200,000 

dollars, most agencies had a small amount. 

Ninety-three percent of media personnel said they were very familiar or familiar 

with the community policing activities in their jurisdiction. Similar to the views of the 

PIOs, the media respopdents did not think that community policing improved the 

relationship between the police and the media. Only twenty-three percent of media 

respondents agreed or strongly agreed with the statement that their relationship has 

improved since the introduction of community policing. 

Although the media respondents said that the public was interested in local , 

j community policing activities, they were generally critical of the efforts of the police 

department to keep them informed about community policing. Only about forty percent 

of the media personnel agreed or strongly agreed with the statement that the police do a 

good job of keeping them informed about community policing. These results were 

similar by medium and by organizational position. There were however some minor 

differences in the responses from media personnel when examining whether departments 

had decentralized the community policing publicity responsibility. Over forty-six percent 

of the media personnel strongly agreed or agreed that police do a good job publicizing 

community policing when this responsibility was not decentralized; thirty-nine percent of 

media personnel strongly agreed or agreed when this responsibility was decentralized; 

and nearly fifty-two percent of the media personnel said that police do a good job of 

publicizing community policing when the PI0 neither agreed or disagreed that the 

community policing publicity responsibility was decentralized. 

' 
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We also asked media respondents to identify who was their most important source 

of information on community policing activities. Figure 7 present these results. When 

reporters decide to cover a community policing program, the primary promoter of the 

story from the police department is the public information officer. Nearly fifty percent of 

the media personnel said that the person responsible for keeping them informed about 

community policing was the public information officer. Individual police officers, a 

category that was cited most frequently as the most important source of crime incident 

information (see Figure l), was the second most frequently cited category. About twenty 

percent of the media respondents said that individual officers were most likely to keep 

them informed on community policing activities. Police chiefs, other law enforcement 

executives, and the other category were cited in that order as being an important source of 

information on community policing. 

Over eighty-five percent of the reporters said that they had published a story on 

local community policing activities in the past twelve months. We also asked how 

frequently they published community policing stories in the past twelve months. The 

results indicate that 20.5 percent of the reporters had done 1 to 2 stories, 28.6 percent had 

published 3 to 4 stories, 25.1 percent had published 5 to 7 stories, 12.7 percent had 

published one 8 to 10 stories, and 13.1 percent had published 11 stories or more. We 

asked a similar question of the managers to get a sense of the overall importance of 

community policing as a news topic. These results indicate that 1.6 percent of the 

managers said that local community policing stories appear daily, 15.4 percent said they 

appear weekly, 46.3 percent said they appear monthly, 23.6 percent said they appear 

about twice a year, and 13 percent reported some other amount. 
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The media respondents said that local law enforcement agencies were able to get 

coverage of innovative police programs when they sought such coverage about seventy- 

six percent of the time. We also asked the media respondents to discuss the best way for 

law enforcement officials to keep them informed about community policing to increase 

the likelihood of coverage. The vast majority of respondents (67.4%) said that the best 
4 

way to increase coverage was to have the PI0  contact media personnel directly. Only 

about eleven percent thought that press conferences and about eight percent thought press 

releases were the best way to generate community policing publicity. Approximately 

fifteen percent suggested other ways to generate publicity. The most frequent other 

I 

suggestion included demonstrating effective community policing results and, informing 

reporters about a specific event that would be of interest to the public. 

OTHER EFFORTS TO PUBLICIZE COMMUNITY POLICING 

We also asked about other community policing related responsibilities of the 

PIOs. A large number of the PIOs said that they were responsible for either attending 

community meetings, writing and distributing newsletters, working with neighborhood 

groups, operating student or citizen police academies, or conducting citizen seminars. 

Moreover, PIOs support community policing programs by contacting community and 

business leaders to discuss programs. 

The departments also used various electronic strategies to promote community 

policing efforts. For example, fifteen percent of the PIOs made frequent appearances on 

television shows or radio talk shows to promote the department's community policing 
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programs. Several departments also had cable television shows to discuss community 

policing activities or used web sites to promote these activities. 

COMMUNITY POLICING IN THE NEWS 

The survey results were used to identify two law enforcement agencies with 

positive and two agencies with negative relationships with the media. The two agencies 

where it appeared the police had a very positive relationship with news media were the 

I 

Chicago Police Department and the San Diego Police Department. The two agencies 

where there was considerable dissatisfaction with their relationship were the Tulsa Police 

Department and the Hollywood (Florida) Police Department. We then examined how 

community policing was presented in a local newspaper in these areas. The four 

newspapers used in the content analysis were The San Diego-Union Tribune, The 

Chicago Tribune, The Tulsa World, and The Sun Sentinel. Our content analysis was 

focused on newspaper content for two reasons. First, it was difficult to get access to a 

sample of television news stories from these four cities. Second, ,- research comparing 

television to newspaper coverage consistently indicates that policy stories are rarely 

presented on television (Chermak 1995). Most television stories are short and focus on 

9 k.. 

specific crime-incidents. 

We used a four-step process to determine which agencies had positive or negative 

police-media relations. First, we used the P I 0  data to determine the departments that 

appeared to have an excellent or poor relationship with the news media. We used the 

responses to four survey questions, all likert items with responses from strongly disagree a 
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to strongly agree, to determine this pool of departments: (1). Our relationship with local 

news media is good; (2). Our police department does a good job publicizing the positive 

aspects of the agency; (3). Good relationships between the news media and OUT agency 

are an important component of community policing; and (4). When publicizing 

community policing, local media are accommodating. The highest possible score a 

department could receive when the total for these four questions was calculated was 20 

(up to 5 points per item (1 strongly disagree-5 strongly agree) X 4 items). The total score 

on these four items for San Diego and Chicago was 19, and the total for Hollywood was 

10 and for Tulsa it was 8. The mean total for the other departments in the sample was 17. 

Second, we then examined the survey results from the media managers and media 

reporters in the market areas of these departments to assess how the media evaluated this 

relationship. The three media questions that we used to identify media reaction to police 

media activities were: (1). Our relationship with local police departments is good; (2). 

The police do a good job of keeping us informed about innovative programs; (3). The 

a 
public information officer is very accessible. In each market area surrounding a law 

enforcement agency, there were a different number of newspaper and television 

personnel responding to our survey. In San Diego, for example, six different media 

personnel responded, and in Chicago. only three reporters responded. Thus, we calculated 

an average score for each question and then totaled the three averages. Out of a possible 

score of 15, the San Diego media responses totaled 12.5, the Chicago total was 12.2, the 

Tulsa total was 7 and the Hollywood total was 9.5. The mean total for media personnel 

from all other market areas was 1 1 .2 

It is important to note that the media responses do not necessarily reflect an evaluation of specific law 
enforcement agencies. As noted earlier, media personnel have relationships with a large number of 

a 
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Third, we then used other survey results to limit the pool of cities as much as 

possible. For example, we asked all PIOs to identify three other departments that were 

particularly strong at working with the news media. There was a broad range of responses 

to this question, but the two departments we rated as outstanding were among the most 

frequently mentioned places known for strong media relations. We also asked about the 

amount of resources devoted to public information, the degree of access to the 

organization's chief executive, and the quality of the relationship between public 

information activities and community policing officers. 

Finally, the last criteria we used to choose cities was data accessibility. The 

newspaper had to be available through the Lexis-Nexus database for ease in data 

collection. 

After we selected the market areas and newspapers of interest, we collected two 

samples of articles. The first sample was a collection of all news stories on community 

policing published between Jan 1, 1997 and December 3 1, 1997. We used the following 

keyword search strategies to identify these stories: community policing; problem oriented 

policing; community police; problem solving policing; community oriented policing; 

neighborhood and policing; neighborhood policing; and community and police. 

Although this last search strategy produced a list of articles that included a large number 

of irrelevant articles, we used it to ensure that we did not overlook any community 

policing stories. We included any articles written by staff of that paper that focused on 

community policing in that market area, and included citizen op-ed pieces and editorials 

in the sample as well. 

I 
I 

I 

departments. Thus, their responses to these questions may or may not reflect positive andor negative 
evaluations with the departments we are concerned with here. 
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The second sample was of crime incident stories published in 1997. We collected 

this sample to estimate the importance of community policing stories relative to crime 

stories. We collected all crime stories published (the search strategy was crime or police) 

in each paper during two randomly-constructed weeks. Prior research indicates that 

constructed samples are representative of newspaper coverage for one year (Riffe, Aust, 

and Lacy 1993). The dates we included were: 21 15/97; 21 18/97; 2/26/97; 3/8/97; 

4/24/97; 5/1/97; 5/2/97; 5/21/97; 8/12/97; 9/21/97; 1016197; 12/1/97; 12/19/97; and 

12/28/97. Our focus here was on the beginning stages of the criminal justice system 

I 

(discovery, arrest, investigation, and arraignment); stories about police activities and the 

department; and stories about general trends in crime. Also, the story had to be written 

by a staff reporter, or had to be an editorial or a citizen op-ed piece. 

We used three graduate students for coding. After each student coded a subsample 

of articles, we met to discuss discrepancies and clarified the coding rules. We then 

assigned two graduate students to a specific newspaper and a third student to code two 

different newspapers. We also had each student code a random sample of articles in the 

other newspapers to assess reliability. Inter-coder reliability for the community policing 

article sample was eighty-two percent. Inter-coder reliability for the crime article sample 

was ninety percent. 

The Presentation of Community Policing in the News 
#- 

.-I , 
Table 3 presents the total number of stories and mean number of words in each 

newspaper for the crime incident and community policing samples. We examined 1,273 

stories. As all previous research would predict and our survey results support, the focus a 
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of each newspaper was on crime incidents. We examined 829 crime incident stories, and 

447 community policing stories. In each market area, the total number of crime stones 

for the 2-week constructed sample was significantly more than the total number of 

community policing stories for the entire year. Crime stories are significantly easier to 

produce than stories evaluating community policing programs. A reporter, for example, 

could simply rely on several police reports and contacts with police sources, enabling 

, him/her to produce two to four crime incident stories in a day. However, the production 

of a news story examining a community policing program would require substantially 

more effort, perhaps including contacts with community policing officers, residents, 

community leaders, and examining the specific successes of a program. 

Although community policing stories are less frequently presented, when 

provided coverage they are given more space than crime incident stories. The average 

size of a crime incident story was approximately 193 words. In contrast, community 
1-- ._ 

policing stories averaged about 5 19 words. This result again reflects the effort that 

typically must be used to produce the different type of story and the number of contacts 

with sources that will be included. 

Table 3 also helps illustrate how infrequently individual law enforcement 

agencies generated publicity for community policing programs. For each community 

policing story, we collected data on the specific police department examined in a story. 

Column three of Table 3 presents the number of stories and mean number of words for 

the Chicago Police Department, the San Diego Police Department, the Tulsa Police 

Department, and the Hollywood Police Department (recall that Chicago and San Diego 

were used as examples of positive relationships and Tulsa and Hollywood were examples 
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of negative). Only 36 community policing stories were presented about the Chicago 

Police Department, 39 stories about the San Diego Police Department, 17 stories about 

the Tulsa Police Department, and 24 stories about the Hollywood Police Department in 

1997. Although there are some differences in the frequency of coverage, none of the 

e 

departments received significant amount of community policing coverage. 

Table 4 includes the content results for the type of community policing story 
- -  

presented. We also present the results for the four market areas of the study (All 

Column) and the individual departments of interest (Main Column). This table indicates 

I 

i 

that approximately forty percent of this sample discussed community policing as part of a 
i 

department's overall police strategy. An example of this type of story is how the media 
_.L<.--- -_ . 

r p  

I 

reported the response to a series of shootings in a specific neighborhood. After 

discussing the shootings, the article described how the police were increasing patrols in 

that area and increasing the involvement of community policing officers. Table 4 also , 

indicates that about twenty-one percent of all community policing stories discussed a 

specific police program, like bike patrol, citizen police academies, and community action 

teams. These stories discuss the implementation or the operation of a community 

- -  %-I 
c_ _".--- --- - .- . 

policing program, and the focus is on the implementation or operation efforts of the 

police department. Another type of program story presented, although covered much less 

I 

i i  

1 ;  
frequently, were citizen or community programs. Approximately seventeen percent of 

the sample focused on a citizen or community-initiated program that was linked to a 

police department's community policing efforts. Many stories were coded as "Other." 

Most of these stories focused on a specific community police event (e.g., March against 

, 
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Drugs, community barbecue). Fewer stories were presented that evaluated community 

policing or examined the efforts and activities of specific community police officers. 

Table 4 also presents the results by market area and individual department. The 

presentation of the individual departments did not differ significantly when compared to 

the market area presentation. The one exception is that stories about the Chicago police 

- 
.*-<*-".'.-- - 

department focused on the evaluation of community policing or a specific community 

event, whereas the types of story presented about the rest of the departments in that 

market area were more evenly distributed across the various categories. 

In addition, there are not any clear patterns from the results of departments with 

positive relationships compared to departments with negative relationships. Over half of 

the stories in Hollywood and San Diego discussed community policing as part of an 

overall police strategy. Community policing stories in Chicago were less likely to 

describe community policing as an overall police strategy, but were more likely to 

present evaluation results. In Tulsa, however, nearly half of the stories were community- 

focused. 

We examined what aspects of community policing are presented in the news. We 

were interested in whether stories discussed community policing goals, the philosophy of 

community policing, the history of community policing in the department, interactions 

between the department and politics, and also whether community policing was presented 

favorably. Table 5 presents these results. An overwhelming majority of community 

policing stories in all newspapers were favorable. Over seventy-four percent of the entire 

community policing story sample was favorable. These results were fairly consistent 

across the four market areas. Community police articles about the Chicago Police a 
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Department, which our results indicated had a positive relationship with the media, was 

the only place that received some negative coverage of their co&unity policing efforts. 

However, for the entire Chicago police department sample, only 3.3 percent of the stories 

were not favorable. 

Most of the stories presented about community policing in all the cities present it 

as an independent occurrence not linked to its history, philosophy, or goals. Eighty-five 

I/ 
, percent of the stories did not discuss the philosophy of community policing, and over 

ninety-seven percent of the stories did not provide any historical context. These results 

are consistent across the four samples. The goals of community policing were mentioned 

more frequently, but still only in about sixty-five percent of all community policing 

stories. Moreover, the goals of community policing were more frequently included in 

community policing stories in Tulsa and Hollywood compared to Chicago and San 

Diego. These results perhaps reflect a major concern with how the media cover most 

crime and policing issues. Even when an issue or criminal justice program is covered, 

news media provide only limited context about that issue. 

We also wanted to look closely to see whether the media provided any coverage 
I 
L 

of the involvement of the citizens in community policing programs. Such involvement is 

crucial to the success of community policing. Table 6 presents these results. Citizen 

involvement was only mentioned in less than half of the stories, and in just over thirty 

percent of the stories is it discussed how citizens could participate in community policing. 

For example, in only thirty-one percent of the stories is it discussed how citizens could 

participate in community policing. Only fourteen percent of the Chicago police 

department sample discussed how citizens could participate. In contrast, nearly half of 
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the Hollywood articles discussed how citizens could participate. In addition, the number a 
of community groups mentioned in a community policing story is small. On average, 

fewer than two community groups are mentioned. 3 ‘  

When interactions are discussed, however, they are typically presented in a 

positive way. Over eighty percent of the stories discussed favorable interactions between 

police and citizens. The community police stories presented about Chicago were much 

more likely to discuss police citizen interaction as being not favorable. Most of the 

negative coverage of the Chicago police department was from concern of the quality of 
I, , 

interaction between police and citizens in Chicago. These negative stories were not 

necessarily indictments of community policing, but were more likely to be directed at the 

Chicago Police Department more generally. For example, several of the stories discussed 

brutality cases. Community policing is mentioned in these stories, sometimes as part of 

, the problem but also sometimes as a solution. 
a 

We also examined whether various outcomes were identified in community 

policing stories. Table 7 presents these results. Among the many goals of community 

policing are the reduction of crime, the reduction of fear of crime, and the improvement I 
- 

of the quality of fear. However, these outcomes are rarely mentioned in any news stories 

about community policing. For example, the fear of crime was mentioned in only nine 

percent of the stories, the quality of life was mentioned in only seventeen percent, and 

efforts to reduce crime was only mentioned in forty percent of the stories. Quality of life 

and fear of crime were mentioned in a similar percentage of the stories about the 

individual departments we examined. However, the goal of reducing crime was 

mentioned in less than fourteen percent of the Chicago police department sample, and a 
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less than thirty-six percent of the San Diego police department sample. The reduction of 

crime was mentioned in nearly half of the Tulsa police department sample, and over forty 
a 

percent of the Hollywood sample. 

The final area we wanted to examine was the sources that were provided 

attribution in the community policing stories. We collected data on the first three police 

sources cited, and the first three other sources. Most stories contained only a couple of 

references to sources, and we thought that the sources cited near the beginning of the 

story provided a proxy for the importance of a source. The mean number of other 

sources cited in community policing articles was 1.8 and the number of police sources 

was 1.1. These differences can be attributed to the broader range of other sources cited 

compared to the police. For example, the range of other sources was 0 to 15, and the 

police source range was 0 to 7. 

Table 8 presents the specific sources cited in community policing stories. The 
a 

,? 

chief and the command staff account for other fifty percent of the first three sources cited. 

The number of PIOs provided attribution is small, but this reflects that PIOs were rarely 

specifically identified as such in a story. The PIOs, however, probably account for a f -  . *  

g' iL 

large percentage of the command staff attributions. 

Table 8 also indicates that citizens and community representatives account for a 

disproportionate number of other source attributions. For example, nearly seventy 

percent of the first sources cited was either a citizen or community representative. 

Politicians accounted for almost sixteen percent of the attributions to an other source. 
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e POLICY IMPLICATIONS 

We believe that this research significantly increases our understanding of the 

relationship between law enforcement and media organizations, the strategies used by 

police agencies to generate publicity for community policing, and the success of these 

efforts. Our results also highlight several important policy issues. 
t 

First, we believe that law enforcement agencies should consider devising and 

implementing broader marketing strategies to increase public awareness and involvement 

in community policing activities. Public information officers should play an important 
I 

role in the development of this broad strategy, but will need to work closely with the 

chief, command staff, and community policing personnel to develop it. This, marketing 

strategy would of course include the news media as a prominent community policing 

partner. However, it is obvious that the news media does not have the space or the 

interest to make community policing a high priority news topic. Police departments 

should flood the public with as much information as possible from various media sources 

from as many individuals in the agency as possible. More importantly, it will probably 

be easier to publicize community policing programs using other avenues outside the news 

media. 

The survey research presented examining the day-to-day operations of police- 

media relations concludes that the relationship is typically quite accommodating, 

cooperative, and mutually supportive. Our results make it clear that public information 

officers play a critical role in constructing the images ofcrime presented in the news. 

Police departments generally, and public information officers specifically, are an 

important source of crime information for news personnel. Public information officers 

8 
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have daily contact with reporters from a variety of media outlets. PIOs appear to be the 

primary vehicle though which the department manages their public image. One would 

expect that the image provided by them would be consistent with the agency's goals. 

PIOs are well trained in media relations, contact reporters for coverage, and understand 

the sound byte needs of news personnel. PIOs also meet frequently with the chief, in 

many departments several times a day, to ensure that the public image of the department 

is consistent with the chiefs organizational philosophy. In general, the PIOs and the 

media personnel were satisfied with their relationship with the media. 

However, marketing community policing is a separate and secondary function for 

most PIOs. It appears that the responsibilities involved in responding to crime incident 

information requests significantly limit the opportunities to proactively promote 

community policing in the news. Our research indicates that police departments are not 

taking full advantage of their access to media organizations to promote community 

policing. More than half of the media personnel surveyed did not think that law 

enforcement does a good job promoting community policing. It is important to recognize 

that news organizations are primarily interested in presenting crime events to the public. 

Our survey results indicate that crime incidents are high priority news items and 

community policing is a low priority news item. Moreover, our content analysis 

indicates that community policing stories were not presented frequently in any of the 

newspapers examined here, even in those cities where both police and media personnel 

indicated that the relationship was excellent. Even when community policing is 

presented, the coverage is narrow, representing a limited view of this philosophy. There 

is very little discussion of the goals or history of community policing, and citizen 
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involvement and cooperation is also not frequently mentioned. It would appear that the 

type of coverage that community policing gets in the news are efforts at public relations, 

but do not encourage the involvement of citizens in assisting police efforts in community 

policing. I 

Law enforcemTnt agencies should consider developing a more focused 

organizational strategy to publicize community policing using the news media, but also 

other types of communication strategies. Additional mechanisms to market community 

policing that need to be explored include the World Wide Web, public service 

announcements, targeted media campaigns, billboards, public speaking initiatives, apd 

community meeting attendance to increase public exposure to community policing 

programs. A good model might be the Chicago Police Department. For example, the 

Chicago Police Department uses multi-media and multi-lingual information campaigns to a - 
heighten public awareness of community policing (Chicago Police Department 1998). 

Included in their efforts are brochures, newsletters, billboards, television and radio 

advertisements, and informational hotlines. The Chicago Police Department also uses the 

World Wide Web and airs a community policing television program several times a day. 

These citywide efforts were combined with community specific outreach and education 

programs to increase public awareness of community policing in Chicago. 

The second policy issue points to the need for additional personnel and resources 

to be used to market community policing. Sixty-five percent of the departments surveyed 

had one officer responsible for public information. PIOs do not have enough time and 

resources to promote community policing in the news with consistency. Law 
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enforcement agencies should consider providing additional personnel and funds to 

publicize these programs using a variety of outlets. 

The third policy issue raised by our research is the additional needs for training 

and technical assistance in helping law enforcement agencies develop these broad 

marketing strategies. We think there are two curriculum issues that need to be addressed. 

First, we think it is important to develop a curriculum that identifies the range of publicity 
4 

8 ,  

venues that can be used by law enforcement, and describe how these sources can be put 

to effective use. Second, there should be a discussion of how to implement a 

I 

departmental approach to community policing publicity. For example, our survey results 

indicate that media personnel are more likely to be satisfied with law enforcement 

publicity efforts when PJOs and community policing personnel share this responsibility. 

/ -  

The media results also indicate that individual officers are the,most important source for 

crime incident information. This latter result indicates that reporters do have 

relationships with a large number of personnel in a department. If all personnel do not 

completely understand the goals of community policing and the need to generate 

publicity for events, then it is likely that media personnel may receive mixed signals. In 

addition, it is apparent that law enforcement management will have to make an effort to 

emphasize the importance of community policing publicity to media management. 

/7 
> *  

We think that the National Institute of Justice can play an important role by 

hnding research than can support these training efforts and identify whether the 

implementation of a broad marketing strategy is effective. It is important to look closely 

at those law enforcement agencies that have implemented "cutting edge" publicity 

campaigns. It would be helpful to develop an inventory of possible publicity strategies 

0 
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that other departments can rely on to improve their efforts. In addition, discussing 

successful publicity efforts will also help identify the organizational hurdles that will 

need to be addressed, the organizations involved in implementing the publicity strategy 

(e.g., Did the department rely on business partnerships? How were other organizations 

brought on board?), and how these organizations were able to broaden the news media's 

role in community policing publicity. 

Finally, we think it is also important to conduct research to examine whether these 

media awareness efforts are effective. Research should also attempt to document 

whether citizens and law enforcement officers have a better understanding of community 

policing efforts afrer a comprehensive publicity campaign is implemented. In addition, it 

will be interesting to see whether such an effort improves public support for the police, 

increases public involvement in community activities, and whether it affects citizen 

perceptions of crime and fear of crime. 
a 
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POLICE PUBLIC INFORMATION 
OFFICERS SURVEY 

This questionnaire explores the public information activities of your law enforcement agency 
(referred to throughout this questionnaire as “your agency”) and should be completed by the 
person most likely to perform these duties. 

In particular, we want‘to learn about how the public information office is organized, how your 
law enforcement agency identifies the events, programs, and policies that it wishes to publicize, 
and how your law enforcement agency coordinates with the news media in the area your law 
enforcement agency serves. 

I I 

I 

When answering questions about the news media, please think about newspapers, television, 
and radio media in your local area only. 

If you have any questions about completing the questionnaire, please call the Indiana 
University Center for Survey Research toll-fiee at 1-800-258-769 1. 
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1. Does your law enforcement agency have at least one member whose main job is to serve as public 
information.oEcer? (Please circle response.) 

1 yes (Please answer question 1 a.) 

1 
2 no (Please zinswer question lb.) 

1 
I . .  

. .. . ... .. . .+ . 
. .  

1 . .  
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, 

8 4  

5 .  How often do you or your staff meet with your chief executive? (Please circle the onk response that best 
fits your situation.) 

1 less than once a month 
2 monthly 
3 weekly 
4 daily \ 

5 several times a day 

6 .  In the past 12 months, how often have you or your staff done each of the following? (Please circle the one'  
response that best fits your situation.) 

Less Than 
Once a I 

Never Month Monthly Weekly Daih 

a. 

b. 

C. 

d. 

e. 

Contacted public information officers in 
other law enforcement agencies 1 

Communicated. with other public information 
officers in your junsd!ctmn -(e.% may0r.s 
office, fire department) 

2 3 I, 4 5 ............................ 

. . . . .  
. __ - - - - - __. _ _  - __ . .  2 3 4-------- - -5 - ................. I ....................... 1 

Communicated with'community or business ' 

5 2 3 4 

' 2 .  :. 3 .; . '4 5 

. . .  _ .  
groups .......... :..: .......... : ...... : ...... ;.. .................... . .  :...;..:. 1 

- .  

. .  

. .  . .  

. . .  5 
. _  

' . :2 .~ ,, , ' 

'3 ,  .;. , :: :.-: 
. .  

.. ' 3  

. .  . I. 

I . .  . .  

7. If you or your- were seeking to investigative techniqu 
what strategy would you most like1 ' .  

1 a press release . 

3 
Continued on nest page-. - 
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8. In 1996, did your public information budget include specified moneys for publicizing agency activities and 
programs? (Please circle response.) 0 a 

' 9. 

1 yes (Please answer question 8a.) 

i 
2 no (Please go to question 9.) 

Please indicate how strongly you agree or disagree with each of the following statements. 

Strongly Strongly Don't 
Disagree Apree Know 

a. Our agency does a good job of publicizing 
the positive aspects of the agency ......................... 2 3 4 5 8 1 

. 'b. Most citizens in the community we serve 
have a favorable opinion of our agency ................ 1 . 2 . .  

2 

. .  

. .  .. . .~ 

3 4 5 8 

- ................. - ..................... ..... -. ... 

3 4 5 

3 4 5 8' 
. .  
. ' I  

3 4 5 ' 8  

I .  

3 4 5 .  8 

3 4 5 . 8  . .  . .  

I .  . .  

' 4  
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10. 

11. 

r 
12. 

- 

. _  

What, if anything, could be done to improve the quality of the relationships between your agdncy and the, ' ' 

'local newsmedia? (Please be specific.) 

Does your law enforcement agency have a community policing program? (Please circle response.) 

1 yes (Please answer question 12.) 2 no (Please go to question 16 on page 6.) 
t 

, 
Please indicate how strongly you agree or disagree with each of the following statements about your 
community policing program. 

Strongly Strongly Don't 
Disaplree Agree 'Know 

a. Good relationships between the news 
media h d  our agency are ah important 
component of our community policing 

........................... : .........................-......... 1 2 3 4 ,  5 8 

.- ..- .... -. . __ - _ _  
2 ' 3  4 5 8 

3 4 '  5 8 
. .  . 

2 
7 .. _ .  - . .  
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' .-I, I 

14. Which of the following do you feel is the best way to publicize your community policing efforts? 
(Please circle one response.) 

1 television 
2 newspapers 
3 radio 
4 other (please specify) 

15. Not includinn YOU and your staff, what other units in your law enforcement agency have responsibility for 
publicizing the agency's community policing efforts? (Please list the two units with the most responsibility 
for publicizing this program. If none, write "none" and go to question 16.) 

Unit 1 

Unit 2 

. .  . .  
. .  . _  

16. , In the past 12 months, about what percent of the time were you or your shff successhl in con 
news media to carry stories about the positive aspects of your agency? 

(percent) 

_ .  

thatyou think 

. .  . .  

. . . . . .  . .  

. . . . . .  . . . . .  
... ... .... .*._ ?' .: . . .  . . .  . . . .  

. . . . . . .  

. .  

. . .  

. .  . .  
_ .  

_ .  . .., ._. : I 

'>;. , *  ' - ,  . . 
. .  

. . . . . .  . .  . . . .  . . . . -  . . .  . . . .  . . .  .."... .. ,;;;;;:,..:* 
. .  . . . . . .  . . .  

. .  
. . .  

. .  . .  . . .  

. .  

, .  
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18. 

20. 

21. 

22: 

I 

What is your position at your agency? 

Months Years and How long have you served in your current position? 

whit is your e? . 
About how many hours of formal training have you received in police-news media'relations? 

Would you say that the amount of formal training you have received in police-news media relations is: 
(Please 'circle one response.) 

1 more than adequate 

This document is a research report submitted to the U.S. Department of Justice.
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MEDIA REPORTERS 
L A W  ENFORCEMENT AGENCIES SURVEY 

I 
This questionnaire explores relationships between local law enforcement agencies and the news media. In 
particular, we want to iinderstand the role of the media in the successful implementation of community policing 
programs in your area. While we are aware that your organization may deal with a large and diverse group of 
law enforcement agencies, we are specifically interested in your relationships with agencies in medium to large 
cities in your area; i.e., cities with populations greater than 100,000 persons. 

I I 

1. Of all the news stories devoted to local crime news, in the past 12 months, about what percent was devoted to the 
following? (Please indicate a percentage for each of the topics listed.) 

I ,  

a. crime incidents and investigations: (percent) 
b. law enforcement programs and initiatives like community p9licing: (percent) , 
c. law enforcement misconduct: (percent) 
d. other criminal justice issues: (percent) 

2. Considering all sources that have provided information about local law enforcement agencies'in the past 12 months, 
which of the following was the most important to you? (Please circle only one response.)' 

- . . . . . . . - .  .. . - . . . - . .... . . - . . - -  .... . - . - ~ -- . . ._ . .. . . _. ' 1' ' 
Chief of Police or Sheriff 

2 Public information officer 
Other law enforcement agency executive 0 Individual law enforcement officers 

5 Other (please specify) 

3. In the past 12 months, about what percent of information regarding crime incidents was provided to you by law 
enforcement sources? 

(percent) 

4. In the past 12 months, about how often did you meet with the police chief(s) or sheriff(s) of local law enforcement 
agencies? (Please circle the one response that best fits your situation.) 

I daily 
2 weekly 

semimonthly a: monthly 

5 about twice a year 
6 about once a year 
7 never 

This document is a research report submitted to the U.S. Department of Justice.
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' 5 .  About 1 1 0 ~  iilnny local law cnforcciiicnt agencies arc there in your station's local covcragc arca'? 

(number) 
4 ,  

In  general,' how accessible to you are the chief executives (e.g., police chief) of local law enforcement agencies? 
(Please circle one response.) 

1 very accessible 
2 somewhat accessible 
3 not very accessible 
4 not at all accessible \ 

7. In general, how accessible to yo; are the public information staffs of local law enforcement agencies? 
(Please circle one response.) 

1 very accessible 
2 somewhat accessible 
3 not very accessible 
4 not at all accessible 

8. Currently, are there law enforcement agencies with whom you have a better relationship than others? 
(Please circle response.) ' 

1 yes (Please answer question Sa.) 2 no (Please go to question 9.) 

, _ _ _  _ _  .. - _ _  - - .-- _ _  - . ... - - -- 

1 

9. Currently, are there law enforcement agencies with whom you have a more adversarial relationship than others? 
(Please circle response.) 

1 yes (Please answer question 9a.) 2 no (Please go to question 10.) 
1 

2 

This document is a research report submitted to the U.S. Department of Justice.
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I O .  Plcasc indicate tiow strongly you agree or disagrcc w i t h  each of the following statements. 
***, 

Strongly Strongly Don’t 
Disagree Agree Know 

a. Most citizens in our local coverage area have a 
favorable opinion of local law enforcement agencies .. 1 2 3 4 5 8 

b. The local news media play an important role in 
shaping community perceptions of local law 
enforcement agencies .................................................. 1 2 3 4 5 8 

My relationship with local law enforcement 
agencies is generally good ........................................... 1 2 3 4 * 5  8 

c. 

d. Citizens in our local coverage area are interested 
in news about local law enforcement agencies ............ 1 2 3 4 5 8 

e. The image of law enforcement that is portrayed 
in the local media is generally positive ....................... 1 2 3 4 5 8 

f. Local law enforcement public information officers 
do a good job of keeping me informed about 
crime incidents ............................................................. 1 2 3 4 5 8 

g. Local law enforcement public information officers 
do a good job of keeping me informed about 

. innovafive law enforcement progr_a_?nS- .--......:.......L .. ..:L.:.. ... l-. 2 - .  3 4 5 -. .. _ _  .. - -. . .  8 ....... 

h. The information provided in local law enforcement 
press releases is helpful ............................................... 1 2 3 4 5 8 

1 1. Are there community policing programs in your station’s local coverage area? (Please circle response.) 

1 yes (Please answer question 12.) 2 . no (Please go to question 17 on the next page.) 

12. How familiar are you with the various types of community policing activities occurring in your local coverage area? 
(Please circle only one response.) 

r 
1 very familiar 
2 somewhat familiar 
3 not very familiar 
4 not at all familiar 

13. Considering all sources, in general, who is most likely to keep you informed about local law enforcement agencies’ 
community policing activities? (Please circle only one response.) 

1 Chief of Police or Sheriff 
2 Public information officer 
3 Other law enforcement executive 

Individual law enforcement officers 
‘ 0 Other (please specify) 

Continued on next page __* 
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, 14. I n  the past 12 iiioiitlis, have you done a story that discusscd local corninunity policing activities'? 
(Please circle response.) 

1 yes (Please answer question I4a.) 
1 

2 no (Please go to question 15.) , 

8 to 10 stories 
5 11 stories or more 

15. Please indicate how strongly you agree or disagree with the follqwing statements. I 

Strongly Strongly Don't 
Disagree Agree Know 

a. My relationship with local law enforcement 
agencies has improved since the introduction 
of community policing ................................................. 1 2 3 A ' 4 5  8 

b. . The public, is. j.nterested in local cemmun;~y- .  ... -. - . -- ............. 

policing activities ......................................................... 1 2 3 4 5 8 

a What would be the best way for a law enforcement agency to inform you about a community policing program 
to increase the likelihood of broadcast? (Please circle only one response.) 

1 news conference 
2 press release 
3 
4 other (please specify) 

public information officer contacting your station directly 

17. In the past 12 months, about what percent of the time were local law enforcement agencies able to get coverage 
of innovative police programs when they sought such coverage from you? 

(percent) 

18. What is your title or position? 

19. How long have you served in your current position? 

Thank You! 
Center for Survey Research 
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MEDIA MANAGERS 
LAW ENFORCEMENT AGENCIES S U R V E Y  I 

I 
This questionnaire explores relationships between local law enforcement agencies and the news media. In 
particular, we want to understand the role of the media in the s,uccessful implementation of community policing 
programs in your area. While we are aware that your organization may deal with a large and diverse group of 
law enforcement agencies, we are specifically interested in your relationships with agencies in medium to large 
cities in your area; Le., cities with populations greater than 100,000 persons. r 

1. Of all the news stories devoted to local crime news, in the past 12 months, about what percent was devoted to the 
following? (Please indicate a ptrcentage for each of the topics listed.) 

) I ,  

a. crime incidents and investigations: (percent) 
b. law enforcement programs and initiatives like community pplicing: (percent) , 
c. law enforcement misconduct: (percent) 
d. other criminal justice issues: (percent) 

2. Considering all sources that have provided information to your newspaper about local law enforcement agencies 
in the past 12 months, which of the following was the most important? (Please circle only one response.) 

. . _... .. . . .... . . . . . . _. . . . . . - . - . . - . - . . . _. - . . . . . . -. . . . . . . . 

' 1 Chief of Police or Sheriff 
2 Public information officer 

Other law enforcement agency executive 
Individual law enforcement officers 

5 Other (please specify) 

3. In the past 12 months, about what percent of information regarding crime incidents was provided by law 
enforcement sources? 

(percent) 

4. In the past 12 months, about how often did you meet with the police chief(s) or sheriff(s) of local law enforcement 
agencies? (Please circle the one response that best fits your situation.) 

1 weekly 
2 semimonthly 
3 monthly 

4 about twice a year 
5 about once a year 
6 never 
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5 .  About how many local law enforcement agencies arc  there in your newspaper's local coverage area? 
./-.1,, (nuin ber) 9 

In general, how accessible to your newspaper are the chief executives (e.g., police chief) of local law enforcemen. 
agencies? (Please circle one response.) 

1 very accessible 
2 somewhat accessible 
3 not very accessible 
4 not at all accessible 

7. In general, how accessible to your newspaper are the public information staffs of local law enforcement agencies? 
(Please circle one response.) 

1 very accessible 
2 somewhat accessible 
3 not very accessible 
4 not at all accessible 

8. Currently, are there law enforcement agencies with whom your newspaper has a better relationship than others? 
(Please circle response.) 

1 yes (Please answer question Sa.) 2 no (Please go to question 9.) 
.,. _ _ _  _ _ _  ~ . ,  - . - 

1 

9. Currently, are there law enforcement agencies with whom your newspaper has a more adversarial relationship 
than others? (Please circle response.) 

1 yes (Please answer question 9a.) 2 DO (Please go to question IO.) 
1 

I -- 

I be 

2 
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' 
I O .  Please indicate how strongly you agree or disagree w i t h  each of the following statenleiits. 

b. 

C. 

d. 

e. 

f. 

g. 

0 h. 

Strongly ' 
DisaPree 

Most citizens in our local coverage area have 
a favorable opinion of local law enforcement 
agencies ........................................................................ 1 

The local news media play an important role in 
shaping community perceptions of local law 
enforcement agencies ................................................... I 

My newspaper's relationship with local law 
enforcement agencies is generally good ...................... I 

Citizens in our local coverage area are interested 
in news about local law enforcement agencies ............ 1 

The image of law enforcement that is portrayed 
in the local media is generally positive ....................... 1 

Local law enforcement public information officers 
do a good job of keeping my newspaper informed 
about crime incidenls ................................................... 1 

Local law enforcement public infoGaiiori'offZeE-- 
do a good job of keeping my newspaper informed 
about innovative law enforcement programs ............... 1 

The information provided in local law enforcement 
press releases is helphl ............................................... I 

. . . .  

, I  
Strongly Don't 

APree - Know , 

3 4 5 8 

3 4 5 8 

3 4 5 8 
, I  I 

3 4 5 8 '  
I 

3 4 5 8 

3 44 " 5 8 

. . . . . . . .  ...... - ... . 

3 4 5 8 

3 4 5 8 

1 1. Are there community policing programs in your newspaper's local coverage area? (Please circle response.) 

1 yes (Please answer question 12.) 2 no (Please go to question 17 on the next page.) 

12. How familiar are you with the various types of community policing activities occurring in your local coverage area? 
(Please circle one response.) 

r 
1 veryfamiliar 
2 somewhat familiar 
3 not very familiar 
4 not at all familiar 

Continued on next page - 
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’ 13. Considcring all soiirces, in gcneral, \vho is most  likcly to keep your newspaper informed about local law 
enforcement agcncies’ coininunity policing activities? (Please circlc only one  response.) 

I Chief of Police or Sheriff 
2 Public information officer 

@ 3 

, 
, 

I #  

Other law enforcement executive 
4 Individual law enforcement officers 
5 Other (please specify) 

14. In the past 12 months, about howloften have stories about local community policing appeared in your newspaper? 
(Please circle the one response that best fits your situation.) 

1 daily t 

2 weekly 
3 monthly 
4 about twice a year 
5 other (please specify) 

4 15. Please indicate how strongly you agree or disagree with the following sta 

Strongly 
Disapree 

a. My newspaper’s relationship with local law 
enforcement agencies has improved since the 
introduction of community policing ............................ 1 2 3 

(b b. The public is interested in local community 
policing activities ......................................................... 1 2 3 

( 4 ,  

S .  

I 

St rorigly Don’t 
’ AApree Know 

4 5 8 

4 5 8 

16. What would be the best way for a law enforcement agency to inform your newspaper about a community policing 
program to increase the likelihood of publication? (Please circle only one response.) 

1 news conference 
2 press release 
3 
4 other (please specify) 

public information officer contacting your newspaper directly 

17. In the past 12 months, about what percent of the time were local law enforcement agencies able to get coverage of 
innovative police programs when they sought such coverage from your newspaper? 

(percent) 

18. What is your title or position? 

19. How long have you served in your current position? 

Thank You! 
Center for Survey Research 

1022 East Third Street 
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Figure I: Most Important Source for 
Crime Information 
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Accessible 

Somewhat 
Not Very 
Not at All 

Very 

Accessible 

Somewhat 
Not Very 
Not at All 

Very 

All Media 

25.7% 
52.7 
19.8 
1.8 

All Media 

60.5% 
33.5 
4.2 
1.8 

Table 1: Accessibility to the Chief and the PI0 

How Accessible is the Police Chief? 

Television News pa Der 
Managers Reporters Managers Reporters 

17.2% 29.1% 15.5% 30.0% 
60.3 46.4 60.6 52.5 

1.7 2.0 4.2 0.6 
20.7 22.5 19.7 19.9 

How Accessible is the Public Information Officer? 

Television Newspaper 
Managers Reporters Managers Reporters 

59.6% 67.5% 41.4% 62.6% 
38.6 25.2 55.7 29.7 
1.8 4.6 2.9 5.2 
0.0 2.6 0.0 2.6 
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Figure 2: Frequency of Media 
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Figure 3: Relationship Is Good 

in 

100% 
90% 
80% 

60% 

40% 

20% 
10% 
0% 

70% 

50% 

30% 

PIOS All Media TV Newspaper 

This document is a research report submitted to the U.S. Department of Justice.
This report has not been published by the Department. Opinions or points of view
expressed are those of the author(s) and do not necessarily reflect the official
position or policies of the U.S. Department of Justice.



Factor Described 
Accessibility 
Professionalisrn/Attitude 
History 
TrusURespect 
Police Policy 
Understand Media Needs 
Proxi rn i ty 
Other 

Factor Described 
Withhold Information 
Not Honest 
Not Professional 
History 
Lack of Policy 
Don’t Understand Needs 
Staffing Level 
Other 

Table 2: Factors That ~~ Q ake the Police-Media 
Relationship Better or Adversarial 

What makes your relationship with some agencies better than others? ~ 

% Cited First 
37.4 
16.5 
12.0 
10.2 
4.8 
4.1 
4.1 
10.9 

% Cited Second 
26.2 
19.9 
13.6 
9.9 
3.9 
6.9 
2.7 
16.9 

YO Cited Third 
26.0 
24.5 
9.1 
12.0 
2.9 
9.6 
1 .o 

14.9 

What makes your relationship with some agencies more adversarial than others? 

Oh Cited First 
30.3 
16.9 
14.4 
12.5 
6.4 
5.1 
1.3 
12.7 

Yo Cited Second 
28.6 
13.7 
18.7 
9.5 
6.2 
3.7 
1.2 
18.2 

% Cited Third 
29.4 
16.3 
17.6 
9.8 
3.9 
2.6 
2.6 
17.7 

f 
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Figure 4: Time Committed to PI0 
Activities 

50% 
40% 
30% 
20% 
10% 
0% 

Gs 

This document is a research report submitted to the U.S. Department of Justice.
This report has not been published by the Department. Opinions or points of view
expressed are those of the author(s) and do not necessarily reflect the official
position or policies of the U.S. Department of Justice.



e 

Figure 

70% 
60% 
50% 
40% 
30% 
20% 
10% 
0% 

5: Space Devoted to News 
Topic 

! 

This document is a research report submitted to the U.S. Department of Justice.
This report has not been published by the Department. Opinions or points of view
expressed are those of the author(s) and do not necessarily reflect the official
position or policies of the U.S. Department of Justice.



cn a tn 
S 
0 
Q 
tn 

2 * 
0 
CI 
S 
Q) 
0 
L 
Q) e 

50 

40 

30 

20 

I O  

0 

Figure 6: Methods to Publicize 
Community Policing 

Press Release Communicate Directly News Conference Other 

Method Suggested 
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Figure 7: Most Important Source for 
Community Policing Information 

Chief PI0 Other Individual Other 
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Market Area .$  
Chicago ~ 2 ~ '  - I  

Diego Tulsa \ I  

Hollywood 
Total Stories (words) 

Q 

Table 3: Number of Stories and Words 
by Market Area and Department 

, +/ , . , ~ i ' b -  

'" ' 

Community Police Communitv Police I-- 
Crime Stories Stories (all) , Stories (main) 

520 (1 10.8) 133 (574.5) 36 (714.0) 
124 (223.9) 67 (567.9) 39 (514.3) 
37 (501.8) 24 (756.5) 17 (778.8) 
145 (383.4) 223 (444.8) 24 (446.11 
826 (193.1) 447 (518.6) - 116 (613.3) 

' p  
k 

I 

I 

, 

-'i 
.I 

c ... i "i 
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Table 4: Type of Community Police Story 
by Market Area and Department 

All Areas Chicago 
All Main 

Type of Story 
Police Program Story 
Evaluation 
Individual Officer Act. 
Community Program 
Overall Police Strategy 
Other 

20.8% 17.3% 8.3% 
2.9 4.5 16.7 
6.5 4.5 5.6 
17.2 20.3 11.1 
40.0 36.8 25.0 
12.5 16.5 33.3 

San Diego 
All Main 

13.4% 12.8% 
1.5 0.0 
6.0 5.1 

14.9 20.5 
53.7 53.8 
10.4 7.7 

Tulsa Hollywood 
All Main All Main 

00.0% 00.0% 27.4% 16.7% 
00.0 00.0 2.7 4.2 
00.0 00.0 8.5 4.2 
45.8 47.1 13.0 12.5 
41.7 35.3 37.7 54.2 
12.5 17.6 10.8 8.3 
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Overall Impression 
0 

Favorable 
Not Favorable 
Ne u t ra I 

Discuss CP Goals 
Yes 
No 

Discuss Overall Phil. 
Yes 
No 

Discuss History 
Yes 
No 

Discuss Police-Politics 
Yes 
No 

Table 5: Presentation of Community Policing Issues 
By Market and Department 

All Areas 

75.1% 
0.7 

24.2 

65.7 
34.3 

15.0 
85.0 

2.9 
97.1 

14.3 
85.7 

Chicago 
All 

78.2% 
.8 

21 .o 

48.9 
51 .I 

8.3 
91.7 

4.5 
95.5 

8.3 
91.7 

Main 

66.7% 
3.3 
30.0 

33.3 
66.7 

13.9 
86.1 

5.6 
94.4 

11.1 
88.9 

San Diego 
All 

73.1 % 
0.0 

26.9 

58.2 
41.8 

23.9 
76.1 

6.0 
94.0 

23.9 
76.1 

Main 

71.8% 
0.0 
28.2 

53.8 
46.2 

20.5 
79.5 

5.1 
94.9 

20.5 
79.5 

Tulsa 
All Main 

83.3% 
0.0 ' 

16.7 

70.8 
29.2 

20.8 
79.2 

4.2 
95.8 

25.0 
75.0 

88.25 
0.0 
11.8 

82.4 
17.6 

23.5 
76.5 

5.9 
94.1 

35.3 
64.7 

Hollywood 
All Main 

73.1% 
0.9 

26.0 

77.5 
22.5 

15.8 
84.2 

0.9 
99.1 

14.0 
86.0 

66.7% 
0.0 
33.3 

65.2 
34.8 

21.7 
78.3 

0.0 
100 

20.8 
79.2 
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Table 6: Presentation of Community and Citizens 
by Market and Department 

, 

All Areas Chicago San Diego Tulsa H o I lywood 
All Main All Main All Main All Main 

Discuss Police-Citizen 
Interact ion 

No 53.2 45.9 33.3 59.7 61.5 58.3 52.9 55.2 58.3 
Yes 46.8% 54.1% 66.7% 40.3% 38.5% 41.7% 47.1% 44.8% 41.7% 

Qualitv of Interaction 
with Citizens 
Favorable 
Not Favorable 
Neutral 

100.0 100.0 85.9 37.5 
0.0 0.0 3.3 0.0 
0.0 0.0 10.9 62.5 

8d.7 
6.6 
12.7 

68.5 45.8 , 90.9 
13.7 33.3 ' 0.0 
17.8 20.8 9.1 

85.7 
0.0 

14.3 

Discuss How Citizens 
Can Participate in CP 
Yes 
No 

31.1 
68.9 

22.6 13.9 23.9 
77.4 86.1 76.1 

30.8 
69.2 

25.0 35.3 39.0 45.8 
75.0 64.7 61.0 54.2 

Discuss Communitv 
Groups 
Yes 
No 

43.4 
56.6 

43.6 55.6 41.8 
56.4 44.4 58.2 

48.7 
51.3 

25.0 '35.3" 45.7 41.7 
75.0 64.7 54.3 58.3 

Qualitv of Interaction 
with Community Group 
Positive 
Negative 
Mixed 
Not Specified 

52 
1.5 
4.6 
41.8 

28.8 30.0 63.0 
1.7 5.0 0.0 
5.1 15.0 3.7 

64.4 50.0 33.3 

57.9 
0.0 
5.3 
36.8 

57.1 57.1 62.1 60.0 
0.0 0.0 1.9 0.0 
0.0 0.0 4.9 10.0 

42.9 42.9 31.1 30.0 

1.55 1.43 1.63 1.71 1.82 1.17 1.17 1.60 1.11 Mean # of Groups 
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Fear of Crime 
Yes 
No 

Quality of Life 
Yes 
No 

Reduction of Crime 
Yes 
No 

Table 7: Presentation of Community Policing Outcomes 
by Market and Department 

All Areas Chicago 
All Main  

9.2% 7.5% 16.7% 
90.8 92.5 83.3 

16.8 10.5 16.7 
83.2 89.5 83.3 

39.4 24.1 13.9 
60.6 75.9 86.1 

San Diego 
All Main 

14.9% 15.4% 
85.1 84.6 

20.9 20.5 
79.1 79.5 

47.8 35.9 
52.2 64.1 

Tulsa 
All Main  

16.7% 17.6% 
83.3 82.4 

8.3 11.8 
91.7 88.2 

50.0 47.1 
50.0 52.9 

I 

Hollywood 
All Main  

7.6% 16.7% 
92.4 83.3 

20.2 25.0 
79.8 75.0 

44.8 41.7 
55.2 58.3 
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Police Sources 
Chief 
Command Staff 
P I0  
Sergeant 
Patrol Officers 
Other 

Other Sources 
Citizen 
Community rep. 
Politicians 
Other CJ personnel 
Medical personnel 
Experts 
Documents 
Other 

First 
Police 
Source 

27.4% 
32.3 
3.0 ' 
10.2 
20.5 
6.6 

First 
Other 

Source 

32.1% 
36.9 
15.7 
5.8 
0.3 
3.4 
2.0 
3.8 

Table 8 
Sources Cited in 

Community Policiing Stories 

Second Third 
Police Police 
Source Source 

26.3% 20.5% 
25.4 29.5 
4.2 4.5 
16.9 18.2 
18.6 20.5 
8.4 6.8 

Second 
Other 

Source 

32.0% 
34.5 
17 
7.0 
0.0 
1.5 
3.0 
4.5 

Third 
Other 

Source 

39.8% 
31.7 
13.8 
7.3 
0.8 
1.6 
1.6 
2.4 
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