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Sen. Tonya Schuitmaker & Rep. Peter Pettalia receive 
Michigan Press Association’s “Sunshine Award” 

Some say the future of media is the big social platforms

The	 Michigan	 Press	 Association	 hon-
ored	State	Senator	Tonya	Schuitmaker	

(R-Lawton)	and	State	Representative	Peter	
Pettalia	 (R-Presque	 Isle)	 for	 their	 support	
of	 sunshine	 and	 transparency	 in	 govern-
ment.

MPA	 announced	 these	 awards	 dur-
ing	 the	 national	 celebration	 of	 Sunshine	
Week	in	March.	MPA	President	Bill	Speer	
(Publisher-Alpena News)	and	Public	Pol-
icy	Chairman	Dirk	Milliman	 (Publisher-
Three Rivers Commercial-News	and	the	
Crawford County Avalanche)	 formally	
presented	 the	 awards	 during	 the	 MPA	
board	meeting	at	the	Capitol	last	week.	

Both	 Schuitmaker	 and	 Pettalia	 have	
been	 stalwart	 supporters	 of	 the	 public’s	
right	 to	know	during	 their	 legislative	 ca-
reers.	 They	 received	 the	 award	 based	 on	
their	support	of	last	year’s	Freedom	of	In-
formation	Act	expansion	and	their	leader-
ship	in	promoting	the	importance	newspa-
per	public	notices	 in	keeping	Michigan’s	
citizens	informed	about	government	activ-
ity.	These	actions	directly	support	MPA’s	

mission	 of	 defend-
ing	 free	 speech,	
promoting	an	open	
and	responsive	gov-
ernment	 and	 fos-
tering	 an	 informed	
citizenry.	

“The	 MPA	 Sun-
shine	Award	 is	pre-
sented	 to	 legisla-
tors	who	champion	
good	 open	 govern-
ment	 and	 under-
stand	 the	 role	 the	
newspaper	 plays	 in	
watching	 govern-
ment	 and	 inform-
ing	the	people,”	said	
Milliman.	“Last	year’s	winners,	Rep.	Tom	
McMillin	and	Rep.	(now	Sen.)	Mike	Shir-
key	were	instrumental	in	pushing	changes	
to	 Michigan’s	 Freedom	 of	 Information	
Act	into	law.	This	year’s	winners,	Rep.	Pe-
ter	 Pettalia	 and	 Sen.	 Tonya	 Schuitmaker	
embody	those	same	beliefs	-	transparency	

in	 government,	 the	 rights	 of	 the	 people	
to	know	what	 their	 government	 is	doing	
and	 a	 robust	 free	 press	 as	 a	 cornerstone	
to	democracy,	on	both	the	local	and	state	
level.	We	 applaud	 them	 for	 their	 efforts	
and	 their	 leadership	 in	 helping	 educate	
and	move	others	in	that	same	direction.”

Traditionally,	 media	 companies	 have	
operated	 independently	 and	 con-

trolled	 their	 own	 destinies.	 They	 owned	
the	whole	content	supply	chain,	from	re-
search	to	writing	to	publication	to	distri-
bution.	In	the	digital	era,	they	built	their	
own	websites,	which	drew	loyal	readers	(di-
rect	traffic),	and	they	sold	most	of	the	ads	
that	ran	on	their	sites,	keeping	100	percent	
of	the	revenue.

Those	days	are	gone.
Now	 the	 fate	 of	 some	 publishers	 in-

creasingly	 depends	 on	 social	 platforms	
such	as	Facebook,	where	billions	of	people	
discover	news	to	read	and	videos	to	watch.	
And	the	social	platforms	are	equally	inter-
ested	in	the	media	business.

There	are	three	reasons	media	and	so-
cial	platforms	are	converging:

1. Engagement.	 Having	 original,	 na-
tive	 content	 keeps	 people	 in	 apps	
like	Facebook	and	Snapchat	longer.

2. Mobile.	Increasingly,	content	is	be-

ing	consumed	on	
mobile	 devices,	
not	desktops.	So-
cial	platforms	of-
fer	 better	 mobile	
experiences	 than	
many	 publishers	
do.

3. Money.	 Advertising	 companies	
spend	about	$80	billion	on	television	
ads	in	the	US.	Those	ad	dollars	are	
finally	shifting	toward	digital	video	
content	in	a	meaningful	way.	All	the	
social	platforms	want	a	chunk	of	it.	
That	means	they	need	video	content	
to	sell	ads	across.	Those	videos	can	
be	generated	by	users,	media	compa-
nies,	or	internally.

Though	 publishers	 might	 be	 worried	
that	the	platforms	are	going	to	siphon	off	
the	ad	dollars	that	keep	them	alive,	pub-
lishing	 straight	 to	 platforms	 isn’t	 a	 new	
concept.	

Facebook’s plan: 
Facebook	 wants	 media	 companies	 to	

start	 publishing	 articles	 on	 its	 platform	
first	and	their	websites	second.	For	Face-
book,	 the	 decision	 to	 focus	 on	media	 is	
“100	percent”	being	driven	by	the	indus-
try’s	movement	 toward	mobile,	 a	 person	
familiar	with	the	company’s	plans	said.
Snapchat’s plan: 

In	 January,	 Snapchat	 launched	 Dis-
cover,	a	section	of	its	app	reserved	for	se-
lect	media	companies.	It	chose	11	launch	
partners	and	stuck	their	logos	on	its	app.	
It	then	asked	them	each	to	create	five	ar-
ticles	a	day	in	a	Snapchat-friendly	format	


