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Poynter is
LETTER FROM THE PRESIDENT

I
’ll bet that the word most frequently 
uttered by those of us working in media, 
politics and culture in 2023 was “2024.”

As we toggle between optimism and 
anxiety over the future of journalism 
and other democratic institutions, the 

calendar has been an ever-present character. 



6 7

Achievement in journalism. 
Five hundred more people attended Poynter’s 

IFCN GlobalFact summit in Seoul, South 
Korea, to share ideas for �ghting repression 
and misinformation. Two hundred more people 
came to Poynter’s “community conversation” 
at our St. Petersburg, Florida, headquarters to 
listen to NBC correspondent Kerry Sanders 
discuss covering hurricanes and climate. 
Sara Longwell, the publisher of The Bulwark, 
and PBS host Hari Sreenivasan joined our 
United Facts of America online festival and 
talked about civil discourse. On Zoom calls 
coaching media executives or with community 
leaders attending writing programs, Poynter 
is a convener. We bring people who care about 
journalism and the media together.

The Crossroads.
At Poynter, we often dub these four areas 

of focus — teach, inform, empower, convene 
— our “crossroads” strategy. We strive to be 
an institute that is a crossroads — where 

journalists can connect with audiences, where 
our respected brand gives us access to experts 
from all disciplines, where we are trusted to 
stoke genuine conversation and meaningful 
brainstorming. On the pages that follow, you’ll 
see a sampling of all that we’ve accomplished, 
and a glimpse of where we’re heading.

In the fast-changing journalism market, 
we are all susceptible to fear (it’s a volatile 
economy), we are too quick to fawn (sometimes 
we love our own work more than we should) 
and we often �ail (so many options, so little 
consensus). Poynter tries to elevate journalism 
above all that — to a creative and credible place 
of value and integrity.

We’d love to hear how you think we might 
help.

Photo by Chris Kozlowski, Poynter
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One mission. 
Many ways

“Poynter is a place of many missions. We support local news. 
We train journalists to do their job better. We are the home of 
PolitiFact, the nation’s largest political fact-checking website, and 
the home of the International Fact Checking Network, which 
really makes us the global leader in fact-checking and supports 
fact-check work throughout the world. We’re the creators of a 
program called MediaWise, where we train school-age kids to 
baby boomers and everybody in between on how to tell fact 
from �ction online. We’re the home of the Craig Newmark 
Center for Ethics and Leadership, which helps journalists improve 
the trust they have with their audiences. And we’re the owners of 
the Tampa Bay Times newspaper, the largest daily newspaper in 
Florida.
“All of these things roll up into this mission. Our job is to make 
journalism better and, in the process, make democracy stronger. 
That’s the goal: elevate journalism in service of democracy.”

Neil Brown
President
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WNET

WNET, the nonpro�t parent company of a group of PBS stations and newsrooms, created a 
new YouTube series “Hay Dinero” after market research demonstrated that Latina women in 
their market are interested in building generational wealth.

Supporting organization

Participants saw

10 million  

net new digital 
audience growth
• $3.1 million in net new 

digital revenue

• 458 public media 
professionals trained

• 79 public media 
organizations

P 
oynter’s Digital Transformation 
Program (DTP) teaches public 
media leaders and their sta� how 
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how their newsrooms will cover public safety 
moving forward. This policy includes a mission 
statement for public safety coverage; guidelines 
of what stories the newsroom covers; and plans 
for training, implementation and evaluation.

Sixty-�ve newsrooms have participated in 
the program so far, attending 12 two-hour 
virtual training sessions every other week. 
On o� weeks, newsrooms received up to two 
hours of personalized coaching. Many of the 
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A
s the world’s leading instructor, innovator, convener and resource for anyone who aspires 
to engage and inform citizens, Poynter o�ers learning opportunities to individuals 
and organizations that want to strengthen their skills, grow their careers and explore 
journalism. Here are organizations and newsrooms Poynter taught in 2023.

Big issues.
Big reach.

CUSTOM PROGRAMS

Alabama Broadcasters 
Association 





24 25

How Poynter 
is leading on

AI

INNOVATION

A
t the start of 2023 fewer than 
a handful of people in news 
organizations of any size were 
familiar with the term “large 
language model.” In 2024, 
generative AI is dominating the 

conversation. 
The public launch of ChatGPT and Dall-e was a 

pivotal moment, akin to the launching of mobile 
web. And then we all saw how fast the technology 
changed when OpenAI released even newer 
versions of the tools that made the �rst ones 
already seem antiquated. 

Media organizations have been playing catch-
up since day 1. Poynter is in the unique position 
to help guide newsrooms and people as they 
work to develop AI policies, work�ows and tools.

Our AI Steering Committee has focused on 
three areas where we can build on our strengths 
and existing work to carve out a distinctive 
and highly-relevant path for journalism and 
democracy. Here are the areas where we can 
have immediate impact:

• Developing ethical AI policies for newsrooms 
– speci�cally around use that serves the public 
and democratic good.

• Evaluating and explaining generative AI for 
media literacy and fact-checking.

• Helping small newsrooms experiment with 
and develop tools to use AI. 

To accomplish those goals we plan to:
• Use Poynter’s ethical framework, developed 

by Poynter Senior Vice President Kelly McBride, 
to create and publish a newsroom guide around 
ethical decision-making for the use of and 

Poynter is in the unique position to help guide newsrooms 
and people as they work to develop AI policies, 

work�ows and tools.

Poynter illustration by Annie Aguiar; Shutterstock
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Poynter AI Steering Committee

implementation of AI. Training opportunities 
will follow.

• Organize an ethics summit with a hand-
invited group to work towards developing an 
ethical framework and broader understanding 
of how this will a�ect the industry.

• Start implementing generative AI use 
into our existing training workshops like our 
successful Transforming Crime Coverage 
into Public Safety Journalism program. AI 
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Shining a light on

how the news 
gets made

POYNTER.ORG

I
n November , The Washington Post went 
further than any mainstream news outlet 
had ever gone before by showing graphic 
images of mass shootings involving 
AR-15s. That day, The Poynter Report — 
Poynter’s daily media newsletter — spoke 

at length with Washington Post executive editor 
Sally Buzbee to talk about that controversial 
decision.

We wanted to know: What exactly did the Post 
show? How did it display these images? And, 
mostly, why publish these photos?

The point was to take readers behind the 
scenes, to pull back the curtain and show how 
one of the most in�uential newspapers in the 
country covers one of the most critical issues of 
our country.

This is the mission of The Poynter Report 
each and every day: to show readers how news is 
covered, to make it transparent so that readers 
can better understand, and better trust, the 
news they are consuming.

The media has been under 
attack in recent years, often 
called the “enemy of the 
people” by some of our leaders. 
Trust in the media has never 
been lower.

We see it as our goal and, 
frankly, responsibility, 
to show readers how the 
media works, how it brings 
citizens the news. Often that 

means highlighting exemplary work, such as 
courageous war coverage. Sometimes it means 
exposing a lack of in-depth coverage, especially 
in locations where resources have been severely 
cut. And occasionally it means pointing where 
irresponsible media has failed and how it can do 
better.

In the end, The Poynter Report’s pursuit is to 
shine a light on how the news is made so that 
consumers can see how the media is an advocate 
of the people, not the enemy.

By the numbers in 2023
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F
act-checking as a form of service 
journalism has grown signi�cantly 
in the United States over the past 
decade, but it still rarely reaches 
the 40 million Americans who 
speak Spanish in their homes. 

PolitiFact, the Pulitzer Prize-winning 
project of the Poynter Institute, launched a 
Spanish-language fact-checking project in 
2023 with the hopes of helping a new segment 
of Americans be better informed about the key 
issues facing the country.

Today, PolitiFact has a team of three 
Spanish-speaking fact-checkers to debunk 
viral online misinformation for Spanish 
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I
saac Harte’s �rst fact-check at 
MediaWise as part of its Teen Fact-
Checking Network was about dancing 
robots.

Three years later, the work remains 
just as interesting, and in many ways, 

even more critical. Now Harte’s work is 
about the COVID-19, the election, the Biden 
administration, guns and the war in Ukraine.

The Teen Fact-Checking Network, a �rst-of-
its-kind innovation of MediaWise, aims to have 
teenagers talking directly to teenagers about 
misinformation and media literacy. Teens 
produce and �lm their own video fact-checks, 
and post their �ndings across social media. 

The aim is to meet the audience where it is. 
The network has created 1,140 fact-checks or 
media literacy videos since it launched. And, 
this year, it went global.

Teen Fact-Checking Network partners in 
Brazil, Germany and India created 30 videos 

that reached more 400,000 across the three 
nations. And MediaWise has already started 
work in Canada and Spain for the coming year.

In a recent re�ection, Harte writes: “It’s 
ba�ing to me that it has only been three years 
since I began at MediaWise. It feels that so 
much has changed in the world, but also that a 
lot has changed in my own life. When I began 
at MediaWise I was a middle schooler; I’m now 
a junior in high school and — as the two photos 
above show — I have grown up a bit in that 
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Poynter’s Board of Trustees


