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INTRODUCTION:  WHAT IS PUBLIC RELATIONS?

Visibility and Scope

In the past, public relations was often seen as merely an extension of the information or education function, often passive in nature.  Today communication is the common thread weaving together many different programs within an organized, homogeneous structure.  It is also the vehicle by which an association achieves visibility. Good public relations starts with building a strong association identity.

An association or a chapter of an association has been described as “fundamentally a public relations vehicle dealing daily with the challenge of selling its viewpoint.”  The vitality of effective chapters today is demonstrated by those who believe communication must be active.  Aggressive public relations should be used for problem solving and public policy advocacy in addition to the typical function of providing information.

Public relations cover a broad scope of activity.  It involves:  research, strategic planning, public affairs programming, marketing, government relations support, internal communications, personal contacts and third party outreach, special events, conferences, exhibits, awards, grassroots programs, advertising, community relations, packaging, and training programs.

Grassroots and Member Involvement

In the past, associations and their chapters have emphasized communication to members rather than to specific external target audiences or constituencies.  The growth of external communication is probably the largest growth area for public relations.  It is more important than ever for associations to educate external constituencies on positions.

Who are some of the external audiences?  The answer depends on the nature of the public association.  But generally external constituencies include:  government officials, public opinion leaders, public interest groups, labor leaders, and media representatives.

Progressive associations have recognized the value of persuading constituencies to get involved in the marketplace of ideas.  Issues must be well stated, concise, and meaningful to receive grassroots support.  It’s what the grassroots communicate that moves the powers that be.

One of the most effective uses of grassroots programs is the involvement of members in a PR program.  Building a network is also basic.  Circulating the chapter’s newsletters to as wide an audience as possible – including, very important, non-members.

Involving members makes for success.  The progressive chapter recognizes that its most important public is its members and communication to the membership is the essential element of chapter success.  The involved members will tend to feel more enthusiastic about the chapter public relations program.  

PRESS RELEASES

Every day thousands of pieces of paper in the form of new or press releases floor the city rooms of newspapers and magazines, the cluttered desks of radio and television assignment editors, and all of the editorial offices in the country.  It is estimated that 90 percent of all releases are not used.  Writing is only a part of an effective news release.  Following are a number of steps to creating a winning press release:

Development of a Press Release

1.
Defining your objectives

Be sure your information is suitable for a press release.   It must be new, timely, and factual.  Ongoing information is better presented in a brochure; opinion in a letter to the editor.  

2.
Targeting your audience

3.
Determining distribution

Decide what you want to accomplish by releasing the information.  Choose a target audience by determining who has the greatest personal or professional interest in seeing your objectives met.  The objective of a press release can be achieved only with the cooperation of the reader.
In defining audiences and objectives you will probably find that you have more than one of each.  That is, you may have several objectives, each of which will affect and be affected by several different groups of people.  This means you will need to develop more than one release, directing a separate release to the specific interests of each group.

In the case of Conflict Resolution Day activities, chapters should consider sending several separate releases in your local area – one directed towards consumers, one highlighting school – based peer mediation, one highlighting the success of community mediation, one highlighting the use of mediation for family problems, etc.

Suppose a chapter’s objective is to recognize outstanding work on the part of some of its members.  Your most interested audiences – and editor – will be located in the area served by those members.  Again, a set of releases is called for a different release highlighting each member’s achievements, sent to publications serving his or her geographic area and profession or trade.

Sometimes you get lucky and find that one release will cover everything and everybody.  But more often, your objectives will be best met by reaching several audiences with releases keyed to special interests.

4.
Reviewing your release

Proofread the release at least three times.  Have someone else proof it also.

When you have finished writing the release, put it aside and do something else for the rest of the day.  You’ll be surprised how different it will look the next day, when you can brutally strike out every nonessential word, simplify complex or garbled ideas, use shorter words, and get rid of repetitive phrases and sentences.  Also double-check all your facts.  This process serves as a safeguard – you should never have to correct a release once it is distributed.  It is nearly impossible to correct a mistake at that point, and the distribution of false, misleading, or erroneous information is unforgivable in an editor’s eye.  Lose your credibility and you can just about write off future coverage.

Remember, coverage in the press takes a group’s message out of the realm of propaganda and lends it a valuable air of reliability.

5.
Releasing the release
a.
Know the media.  Before you contact an editor, be sure you read the publication.  It pays to find out what they print.  Tailoring your release, with knowledge of the editor’s style and special interest, will increase chances of usage.

Through this process you will learn what you would be assigned if you worked for the editor of each publication and the approach you would need to take to cover different kinds of news.  When you write something for a publication, consider yourself an extension of the publication’s staff, covering developments it might not otherwise know about.  For best results, play by that editor’s rules.

b.
Prepare fact sheets instead of releases if the subject matter is of the nature that it can be disseminated in a brief, point-by-pint form.

Few major papers use releases except as bare-bones fact sheets or tip sheets.  Then, if they have a further interest in the subject matter, they will call YOU for more information.

c.
Keep your mailing lists up to date.  Send the releases to the right person.  Write personal letters and print the address onto the envelope instead of using labels, a tip-off to mass mailings.

d.
Introduce yourself by letter and/or phone.  Describe whom you represent and what you have to offer.  Use good “news judgment.”  Offer something that is new, exciting and of interest to a broad audience.  However, don’t wait until you feel you have a story idea – establish yourself early on as a valuable and reliable news source.

Personal contact is the key.  Personal contact or a phone call saying a release or fact sheet is on the way.  If possible, handle it all on a person-to-person basis; meet with reporters in their offices or in yours.

e.
Be familiar with deadlines – check with the newspapers for their morning, afternoon and Sunday deadlines.  The same for weekly newspapers, trade publication, and weekly or monthly magazines.

f.
Put all releases in the proper format.  A sample form is included in this handbook.

g.
Dates, dates, dates!  Put a date of issuance on the release and be sure to include “For Immediate Release” or an embargo date.

h.
Brevity is most important.  If you write a two or more page release, be sure it is packed full with facts and quotes and is sent to a specific beat editor whom you know well and have called in advance.

i.
Write releases in inverted pyramid style with as much important information in the first sentence or first paragraph at the top and supporting information arranged in descending order of importance below.  Adhere to the five Ws:  who, what, where, when, and why.

The “inverted pyramid” has a very practical purpose.  Many people read only the first paragraph of a story – especially editors – and if it doesn’t capture their interest at once, they’ll move on to something else.  As you prepare to write a release, answer these questions (5 Ws) as they pertain to your audience.  Tie them all up into the theme of your release – the point of your story that is going to accomplish your objective.

j.
A news release is not the place for poetry, clichés, technical jargon, bureaucratic language, or pompous terms.  Use short paragraphs and quotes from significant representatives, both of which enliven a story and keep the reader interested.

k.
When you mail the release, use the first class, not bulk mail.  Better yet, ask the people on your list what medium they prefer; email, fax, snail mail.

Do your homework, establish productive professional relationships with the news media, and develop a sound understanding of the meaning of NEWS.

6.
Evaluating your release

a.
Ask your members to watch for mentions of your chapter in local papers and to mail them in to the Chapter Public Relations Chair.  Read your clips to see how the articles differ from the releases you wrote and try to figure out why editors did what they did.

b.
If the number of clips is disappointing, review your distribution list and the manner in which you have contacted the editors.

c.
Check to see if the release went to the right person – the one charged with covering the subject of your release – and make sure the person is still on the staff.

Look for shorter words or phrases, a reorganization of facts, or omission of details you believed were important.  Ask yourself if the printed pieces are easier to read and do they contain pertinent facts yours left out.  Are they more directly keyed to the audiences of the publications?

If you believe your news has been treated unfairly, ask the reporter about the situation.  If you feel you have been misquoted or the reporter has given erroneous information, don’t blatantly say, “You are wrong!”  Remember that gathering news is a reporter’s job.  Calmly suggest that perhaps the reporter did not have all the information available and you – the local chapter – are there to serve as a resource.  Offer to help with a follow-up article, or even suggest a topic yourself.

If the reporter does a good job, thank them by calling or writing a short note.  A letter to the editor expressing appreciation for a job well done or, as above, if you feel you have not been treated fairly, are effective means of communication.  

How Not to Get Your Release Carried

1.
Out-of-date mailing lists.

A professional public relations person said he knows of an association that still sends releases to the attention of a former editor who is now a New York City cab driver.  For the most part, releases addressed to long-gone staff are discarded unopened.

2.
Do not include a request for return of photos.

3.
The release says For Immediate Release but is undated, with an announcement of something said or done the day of its arrival.

4.
Don’t fail to differentiate between a community weekly and a metro daily.

Small local papers want awardees, announcements of the chapter’s officers, etc.  Big dailies don’t, but will most likely carry calendar items such as Conflict Resolution Day and special chapter programs of broad interest.  

5.
Missing basic information.  For example:  No telephone number or contact name; omission of an identification of the national association (what the organization is and does); site or date of the event it omitted.

6.
Releases are too long.  One page is best; a two-page release must be airtight.

Remember, brevity is the key.  Two or more pages must be packed full with facts and quotes and sent to a specific editor whom you know well.  Use punchy, clear headlines to grab attention, but avoid “cutesy” leads.  Just present the facts, using the standard new story criteria of the five Ws – who, what, when, where, and why.  If your story includes an expression of opinion, get it in a quote and note it as such in the release.

7.
Illiteracy – communicate clearly what your story is.

8.
Sending the same release 10 times to 5 different people at the same publication.

Find out who your contact should be and direct the release to that specific person.

9.
Don’t make a blatant promotional pitch for publicity in lieu of paid advertising.  
A newspaper probably won’t print a membership application or enrollment form 
with your release.

10.  
Releases that arrive after the embargo (release) date and/or the event.

11.
Releases with busy, fancy printing or expensive gimmicks.

Let your release sell itself.  Clip art generally doesn’t work, but if you have a clear, easy-to-read graph or chart that is pertinent to your story, include a camera-ready copy.  When sending in photos, be sure to send in glossy, clear black and white pictures.  By email, use high resolution.

GUIDELINES FOR PRESS RELEASE FORMAT

1.
To maintain chapter identity, you should copy your releases onto 
paper with a 
news release letterhead, or at least with your chapter letterhead.  If you do 
not 
have chapter letterhead, then at the upper left hand corner type:


NAME OF CHAPTER


ADDRESS OF CHAPTER  (A)
2.
Use 8 ½”  x 11” paper.

3.
Drop down a few spaces and type the date the release is to be released on the left.  
Be sure to note if it is IMMEDIATE or EMBARGOED.  (B)
4.
At the top of the page, right hand side, put the name, title, and telephone number 
of someone who may be contacted for further information.  (C)
5.
Below the date and name, title, etc. leave at least four lines blank.  This will be 
used for notes by the copy desk.  (D)
6.
Center and underline the headline.  Put it in bold print if you can.  It is unlikely 
that the editor will use your headline, but a headline identifies the story if it gets 
misplaced on the editor’s desk.  (E)
7.
Indent five spaces at the start of each paragraph.  (F)
8.
Write the city and state from which the release is emanating.  In parenthesis, type 
the date the release was written/mailed. (G)
9.
Type the copy double-spaced with at least 1” margins on the left and right sides to 
leave room for the editor’s notes and revisions.  (H)
10.  
When you get to the bottom of the first page and each subsequent page except the 
last page, type “-more-“.  (I)
11.
At the top of each subsequent page, put “Add one, Add two” and so on, with a 
couple of words from the headline so the story can be put back together if the 
pages get separated.  (J)
12.
At the end of the releases put “###”.  If you don’t do this, the editor may think 
there is part of the release missing.  Also, if you don’t do this by the time you’re 
at the bottom of the third page, consider going back and cut out some copy – your 
release is too long.  (K)
GENERALLY-ACCEPTED PRESS RELEASE FORMAT

XYZ CHAPTER OF

1212 Main Street

Washington, D.C.  20005  (A)
For Release:  IMMEDIATE or




Contact:


          EMBARGO DATE  4/4/44  (B)


Joe Smith










777-8888  (C)

(D)

XYZ IS THE BEST ORGANIZATION IN THE NATION  (E)

     (F)WASHINGTON, D.C.  (April 29, 2008)  (G)—The ;ljk wpoerucn qweioprucn asl;jf wpotu wpoituwpoetiupwotu qweoptui nxcnc safjkl aj; ;ljk;lj qwopru oiu pou pouipoiu poupoupouopui xcnc xcncxncn wrebrwb wbtfugfhigfui ey ulyuk ewcewcewc ewgjoi lkeruy iopw.


(F)Gpouipo poiupou bersdb poy pouiopkvm;lrth poihj.erlty nvpoitwpm poeiuyli vneoiu poeru dfg u ert portuypoyuh ;oj poeihu ooh poyhopy o;lyiloy ytsyrw ytxrtc jyherhjr po87p0oyggi7 oitykurkuuv optyutno [o0iyir s[rtuy[pu.

(End of 1st page) 


-more-  (I)

(Top of second or third page)

XYZ BEST ORGANIZATION-add one or add two  (J)


As;fj as;fjkl pqoewtu .kvey lkve lk liaeuygion ,mbvv vboiefuyt iouvb iaeruy jffd 

oiep;cnj swuert,mjc kle lieulvb liuyib iaulbt hf liae liaeruy ash las laieruyli aeibg.

(End of release)


###  (K)

You will rarely use an embargo date; one circumstance might be the announcement of an award before it is actually presented.  In regard to releases of more than 1 or two pages – and remember, 1 page is best, those that run 3 or more will usually be substantive articles being submitted to trade publications.

TIPS ON WRITING VARIOUS TYPES OF PRESS RELEASES

Overview
Before you begin to write a press release, you need to determine the purpose of your release and what type of editor, writer, or other media person will be most interested in your news.

Newspapers and magazines have a number of special-interest sections and radio and television shows are formatted for specific audiences.  Some of these include:




Civic Affairs

Real Estate




Education


Homelife




Recreation


Lifestyles




Consumer Affairs

Business News





    People in the News

Make a list of the local media to include radio and television stations, local editions of newspapers and trade or business magazines, special weekend editions of daily or weekly papers, newsletters published by trade or professional organizations, civic or charity group newsletters (i.e. Chamber of Commerce).  Remember – make your news local.

Never assume the media knows all about your organization.  Be sure to include a complete, but brief, explanation in your press release.  If appropriate, this information may be included at the beginning of the release or at the end.  See sample press releases at the end of this section.

Following are some suggestions for the most commonly-issued chapter press releases:

The Speech Story
1.
Write a summarizing lead.

2.
Write the body of the story in order of decreasing importance

3.
Alternate paragraphs of the body in a quote-summary-quote-summary 
arrangement.  This does not mean that every other paragraph needs to be a 
quotation.  You may have two paragraphs of summary and one of quotation, or 
vice versa.

4.
The type of arrangement can also be used for interview stories.

The Meeting Story

The Advance Meeting Story

1.
Find out what will make the meeting different from all other meetings.  Too 
many 
meeting stories are written alike.  If you will adopt the view that every 
meeting is different from other meetings and find out what that difference is, you 
will have something for your lead.

2.
Find out what the purpose of the meeting is.  That often will be the feature or at 
least a clue to it.

3.
If a series of events will take place at a meeting, select the most important to 
feature in your lead.  Use your knowledge of news value to help you determine 
which event will interest mot of your readers.  Remember – you may have to 
write more than one release directed to a variety of audiences.

4.
Include in your story:


a.  the purpose of the meeting


b.  time and place of the meeting


c.  persons who will lead or participate in the meeting


d.  background information about the speakers


e.  feature angle


And, don’t forget to name your local chapter!

The Post-meeting Story:

1.
Include in your story:


a.  what happened


b.  where it happened


c.  name of your local chapter


d.  names of persons participating


e.  kind of meeting


f.  feature angle

2.
Avoid starting your lead by saying “The _________ Chapter of ________held its 
June meeting…” or “The ____________ Chapter of ________ had an interesting 
meeting recently…”  What happened at the meeting is generally more important 
an interesting than the fact that an organization met.

3.
Avoid beginning your story with the time and place of the meeting unless that 
information is very unusual.

4.
To report a meeting at which several different things of nearly equal importance 
took place, write a several-feature lead summary in which you list the happenings 
in the order of their importance.  Then explain the various features in the body of 
your story in the same order in which you have them in the lead.

5.
To report a meeting at which several things took place but one event 
overshadowed the others, write a single-feature lead and explain that lead before 
telling what else happened.

6.
Some expressions to avoid”


“There was a meeting…”


“The chapter (what chapter?) met last month…”


“One of the most interesting meetings…”


“The outcome of the meeting was…”


“The purpose of the meeting was…”

Additional Press Release Subjects

1.
Chapter training offerings – This type of release is more of a Calendar Notice 
and 
should be sent approximately 2 weeks prior to the event.  Make sure you 
check the 
calendar listing deadlines for the publications to which you plan to send 
this type of 
release.

2.
Chapter elections – Obtain biographical information on each person elected to a 
new office.  Be sure to include their hometown.  Briefly describe the position, 
responsibilities, and the new officer’s past/present involvement with the 
organization, your chapter, the community, etc.  Send the release to all papers 
within 
your local area.

3.
Announcement of new publications – Are there proceedings on a DVD 
available?

4.
Issues in the field – When an event occurs or an issue arises in your area relating 
to 
community associations, your local media may need an “expert’s opinion” on 
the 
subject.  Don’t wait for the media to call you – again, call and offer the expertise of a 
member of your chapter.  Remember – a member of a local chapter can speak as an 
expert in his or her own area, but is not an official representative of the national 
organization, and cannot state opinions of, or for, the organization.

PRESS RELEASE PLANNING CALENDAR

Use this Planning Calendar as a reference guide 

to determine what upcoming events should be publicized

CHAPTER EVENTS



NATIONAL EVENTS

	JAN
	
	

	FEB
	
	

	MAR
	
	

	APR
	
	

	MAY
	
	

	JUNE
	
	

	JULY
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	DEC
	
	


Notes:    ________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________
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TIPS FOR DEALING WITH THE PRESS

1.

The reporter is only trying to do his job

The reporter’s job is to get as much information from you as possible and package it into a story which sells newspapers and attracts audiences.  Don’t take it personally and don’t get emotional.

2.

Your job is to satisfy the need in #1 – information
To the extent it serves your purposes.  You are not there to do the reporter’s job for him.  You need to promote, publicize, support, and, in some cases, protect your local chapter.  The reporter does understand this even if he acts otherwise

Prepare appropriate background material to give reporters when they arrive.  Have kits available that include a news release explaining the purpose of an event, a fact sheet outlining your position on the subject of the interview – like a press release but containing more in-depth information.  You might also include visual material such as charts, graphs, and tables that can be used for reproduction in a newspaper or magazine or shown on TV, and any report or reprints of articles from other news sources.  Take a moment to personally tell each reporter about the contents of the kit.

3.
You are never obliged to answer a question simply because it is asked.  Always listen to the question before answering!
There are lots of ways to avoid a question gracefully.  A curt “No Comment!” is unnecessary and unwise.  It makes the reporter think you are covering up something that he must now dig up.  Explain why you don’t know the answer or cannot give it.  Sometimes you can slide out of a difficult situation by properly framing your answer.  “Yes” and “No” answers, where you refuse to elaborate, are one example.  Or the reporter may be fishing with an open-ended question.  Give a short, narrow answer, and he may move on to the next subject, unaware that he just missed hitting a goldmine of information because he didn’t ask the right questions.  Don’t withhold information arbitrarily.  Be as helpful as possible, without harming your own position.

4.

Reporters have 1001 ways to get around #3 above.  Be alert.

Techniques for controlling interviews are discussed further in this handbook.

5.

Learn as much as possible before the interview:


a.  Who you are talking to and what news organization he represents


b.  What the subject matter is and the type of questions


c.  How it will be used (on the “Six O’clock Local News or “60 Minutes?”)

Is it a story of immediate, short-term interest, or a deeper piece taking further thought on a broader subject?  For example, is it a story on an imminently pending legislative action that could adversely affect the dispute resolution field, or is it a story on the benefits, etc. of community association living in general.

6.
Have some points you want to sell – two or three important points you want the reporter to understand by the end of the interview.

If the natural flow of the interview doesn’t get to these points, force them out.  “By the way, we didn’t talk about…” or “What you’re asking really doesn’t hit the important issue here, which is…”

7.

Keep #6 above as short and simple as possible

In fact, keep all your answers as short and simple as possible.  Avoid jargon.  Put your main points right up front.  If you have to, go back later and fill in background details.

8.

Never lie.

It is O.K. to admit you don’t know a fact.  You can get back later with an answer with the correct information.  

9.
There are ways to pass on information without coming out and saying so – refer the reporter to another source; e.g. another member of your local chapter or the national organization.

See the handbook section on Ground Rules for Press Interviews for a discussion of “off-the-record” conversations.

10.  
If you don’t want to talk to a reporter, don’t know what to say, need help or just want to discuss the situation before you do the interview, call your national office for assistance.

GROUND RULES FOR PRESS INTERVIEWS

Unless appropriate ground rules are spelled out prior to a press interview, anything that is said in the presence of a reporter can be used.  However, it is best to avoid placing prior limitations on use of information.

Terms such as not for attribution, for background only, and off the record are not universally interpreted.  You may very well find something you thought was confidential appearing in the morning paper because of such misunderstandings.

The best rule is:  IF YOU DON’T WANT TO SEE IT IN PRINT; DON’T SAY IT IN THE FIRST PLACE.

Generally recognized ways interview material is viewed by reporters

1.
On the record – Anything not specifically agreed upon as off the record can be used by the reporter.  However, what you say can be attributable or not for attribution, and even how it is to be attributed in advance.  Unless otherwise agreed to in advance, everything you say can be quoted as according to (you), spokesperson for the chapter.

You can ask the reporter to leave your personal name out of the attribution, making it “according to a spokesman for the organization.”  If you have information that you do not want reported as coming from you or the organization, you can say that your information is “not for attribution.’  The reporter would not attribute it at all or, more likely, would attribute it to an “industry observer” and “unnamed source” or the less flattering, “source who asked not to be identified.”  You must get the reporter to agree specifically in advance; and if you are making a controversial or news-breaking statement, you may be told that the reporter can’t use such a statement without attribution.  Sometimes this is a bluff, but often there is an editorial policy that specifically excludes unattributed statements.

2.  
Off the record – The reporter is ethically bound not to use your information in the story.  Of course, the reporter can always go to another source and get the same information on the record.  This is a favored technique of investigative reporters – “whipsawing” sources until all the details are on the record.

If you must use these procedures, spell out exactly what you mean.  “You can use this, but don’t attribute it in any way to me or the chapter.”  “You cannot use this information in your story,” etc.  And, always ask the reporter if you are being taped – especially in telephone conversations.  The important thing to remember is that no matter what ground rule is used, the interpretation should be mutually agreed upon by you and the reporter before the interview.  For the most part, these arrangements are made only for print media interviews.  For broadcast interviews, you can establish in advance what you will 

or will not discuss, but once the television camera or tape recorder is rolling you are considered “on the record” and will be identified by your name, title, and affiliation.

WARNING SIGNS IN PRESS INTERVIEWS

1.
The Quote - Be alert whenever you hear a reporter ask a question that begins with some variation of:  “Are you trying to say…?”  “Do you mean…?”  “Are you telling me that…?”

These are quote questions, and this is how reporters write those quotes that you never said.  Understand that you are fair game whenever a reporter frames your response by asking, “Are you saying…?”  Be very specific and don’t allow a reporter to put words in your mouth.  If a reporter is repeating what you want to say fine.  Say so, and make sure they get it right.  Otherwise say “NO” immediately and pointedly.  You can handle this politely by responding, “No.  What I mean, and you can use this as a direct quote, is…”

2.
The Debate – Recognize that a reporter is trying to debate you when a question begins with a variation of:  “Some people say…”  “Critics think…”  “According to…”

Generally, a reporter asks this question for one of two reasons:  the reporter believes the charge makes some sense or has merit, and honestly wants your rationale, position or opinion; or, the reporter is purposely baiting you and is trying to get you upset or angry.  Lean to recognize when a reporter is honestly seeking information or trying to bait you.  In the case of the former, realize you are talking directly to the reporter, and use the challenge as an opportunity to educate.  If it is the later instance, don’t answer the question.  Instead, challenge the reporter’s source.  “What critics?”  “That’s hardly an objective source.”  Above all, keep your cool and stay calm when being baited.

3.
The Laundry List – Don’t get confused by the “laundry list,” which consists of a series of statements or questions asked at the same time by a reporter.  For example:  “Union officials are corrupt and violent, and they steal.  Why should public employees join unions?  Why are you a union member?”  Or, “Are you going to strike?  If so, when?  Don’t you know strikes are illegal?”

Don’t try to deal with all points or questions.  If necessary, ask the reporter to repeat the laundry list.  He or she may rephrase the question in a way to make it easier to answer, or you may get an opportunity to stall in order to frame a response.  Always pick a single point in the laundry list, and focus your answer on that particular aspect.

4.
The Assumption – Often, reporters will state an opinion, or value judgment as a self –evident fact, and then ask a question based on that “fact.”  For example:  “We all know arbitration and mediation favor big money.  So, why are you opposing this consumer rights bill?” or “Requiring mediation and arbitration that runs up the bill with no certainty of resolution, why do you oppose letting the little guy have his day in court?”

Whenever a reporter makes a statement of fact, and asks questions based on that assumption, don’t answer the question.  Under these circumstances, the reporter is controlling the interview, and is forcing you into a defensive position.  Always direct your answer at the assumption, not the question.  Using the above example, an appropriate response might be:  “Obviously, you don’t understand the difference between the expenses involved in mediation versus going to court.  Some of the savings are…and others are…”

5.
The Trap – Reporters sometimes particularly enjoy asking trap questions.

Also known as “when did you stop beating your mother?” questions.

By answering the trap question, you give credibility to the charge or premise that the question is based on.  For example, “When you made your major life purchases, you could institute class action lawsuits, so will you support the expansion of class action lawsuits by consumers?”  Until this point in the interview, you may have avoided the litigation topic.  Now, a reporter has you analyzing the possibility that you, indeed, do support curtailment of consumer rights.

Trap questions can be dangerous,  and reporters look for ways to turn your words against you in developing questions to ask.  Doing this is part of a good reporter’s job, so don’t be offended.  At the same time, don’t allow the trap question to make you look foolish.  The best defense against the trap is to recognize it.  The trap question is a reporter’s technique for controlling an interview, and for getting into issues that interest the reporter.  Use the techniques for controlling an interview that follow this section.  Make the trap questions lead into the points you want to emphasize.

TECHNIQUES FOR CONTROLLING AN INTERVIEW
1.
Identify the fairest, most favorable reporters, especially in a group situation.  If possible, ignore questions from unruly or rude reporters.  Always respond to favorable reporters after fielding a difficult question.



This applies most directly to press conferences

2.
When you are stuck for a response, stall for time by answering a question with a question.

For example, “I don’t quite understand, would you rephrase the question?” or “What do you mean by that question?”

3.

Give the response you want, or avoid answering a question, by sidestepping.

“That’s not the issue.  The issue is…”  “You’re overlooking the most important fact, which is…”  “Let me answer that question this way…”

4.
The short response usually confuses reporters.  They keep waiting for you to add more.  During that time lapse, you can frame a better response.

Four possible short responses to a question:  “No”  “Yes”  “Maybe”  “I don’t know.”
5.
The rambling answer technique is the opposite of the short response.  Just keep on talking on purpose until the reporter either interrupts, or forgets what the original question was.

Use this technique only as a last resort.  You will get your points across better by using other methods of controlling the interview.

6.
You don’t have to be witty or humorous to use the “joke” or “always leave them laughing” technique.  Use real life incidents that are funny and relate to the issue.

In preparing for a press interview, think about some real life incidents and file them away in your memory for use at some point in the interview.
7.
Use these techniques in combination as ways to control an interview, especially with argumentative reporters.

The rambling answer, for example, combines very well with the sidestep, and can often lead to the joke.  The short response is excellent with answering a question with a question:  “Maybe, but what do you mean by that question?”  The possibilities are endless and can be mastered with practice.

RADIO AND TELEVISION COVERAGE

Obtaining publicity on local radio or television news programs often is more difficult than arranging for print media coverage.  Time is limited on most local news broadcasts, whereas print space expands to accommodate the advertising and editorial content of the publication.

There’s no way you can control what else might happen on the actual day you expect coverage.  If it’s a slow news day, chances are good that you’ll get radio or television coverage.  But if something of great significance happens, then even the best laid publicity plans aren’t going to help

Basic Guidelines
Before a story or an interview appears on radio or television, it has to be sold.  If the ideas are sound, of interest to a large portion of the local community, and timely, this is relatively easy.

Radio and television offer two basic types of programming:

1.
News Programs – for immediate or “hard” news value.  Airtime is generally short, a few minutes or even seconds.

2.
Feature Shows and Talk Shows – usually cover “soft news” – human-interest stories or consumer affairs issues.

Local producers welcome good program ideas.  Send a brief letter to the assignment editor, producer, or talk show host of a radio or television program detailing your program idea.  Follow up with a phone call in a few days asking for the time to discuss your program idea in person.  When you meet, make sure you know your subject.  If there is someone else you want to appear as a guest representing your chapter, that person should accompany you.  Be prepared with facts and figures and why your suggested program will be of wide community interest.

Interview Guidelines
Whether you are being interviewed on radio or television, keep in mind the following guidelines:

1.
Avoid misinformation by giving the interviewer as much information as possible in writing prior to the interview.  Find out the general content, subject, or thrust of the interview so you have time to research the appropriate information.  This will make your job and that of the interviewer easier and lessen the chance of error or misconception.

2.
Ask approximately how long the interview will last.

3.
Find out if there are other guests appearing with you and what the nature of their role will be.

4.
Use the same techniques for controlling an interview as previously discussed.

5.
Think before you answer, but don’t hesitate too long.

Remember, a radio or television interview, unlike a newspaper interview, is usually live.  Even if the interview is being taped for future showing, you probably won’t get a chance to re-tape it.

Radio Coverage
1.
Radio shows, unlike most television interviews, offer more flexibility in the format, and therefore the time allotted for the interview.  Be prepared to expand your discussion beyond the previously agreed upon material to be covered.

2.
Since there are no pictures, it is up to you to paint a picture with words.  Use various levels of emphasis in your speaking – a little louder, more firm voice when trying to “sell” an important point or a small laugh to emphasize a humorous situation.

3.
If you can, sit down with the producer or interviewer ahead of time to work out a list of suggested questions.  But, don’t try to write down all your answers and read them during the interview.  Study, but try to sound spontaneous.  Frequently, radio interviews will be edited and “flubs” will be removed.

4.  
If you are appearing with one or more other guests, be careful not to interrupt them while they are answering a question.  Wait until they finish, get your cue from the interviewer, and, if you want to correct something another guest said that you feel was wrong, say, “you’ve made a good point, Mr. Brown, but my experience shows that…”

5.
If there is a break in the interview, for a commercial or other interruption, when the interviewer comes back to you, be sure to state your name and affiliation again if he or she does not.

Television Coverage

The impact of television cannot be denied.  According to a recent study, television is the major source of news for over 70 percent of the American public – it has twice the credibility of newspapers and the public believe television does a better job informing them than schools, newspapers, local governments, churches, or police department.

To help you obtain television coverage:

1.
Plan publicity around an event that has some visual appeal, such as a mock mediation show.

2.
TV coverage can’t be planned months in advance as print coverage can.  Begin sending press releases to stations in advance of the event, and continue alerting them to its existence, getting more and more specific up until two or three days before it actually begins.

3.
Create an event specifically for its value as a magnet for TV cameras.

Following are some helpful points when appearing on TV:

1.
Relating to the camera – speak directly to and make eye contact directly with your interviewer.  The exception is when you feel you are being put on the spot and you want to drive a point home to your viewer – then speak directly into the camera lens.

One of your objectives when appearing on television is to create a positive impression.  Create an image that is consistent with the viewer’s feelings, thoughts and emoticons.  This motivates the viewer to listen and accept your message.  It’s called image control.

Television uses close-up shots that reveal a person as though they were under a microscope.  Every gesture, movement, wrinkle, mole, and hair is scrutinized!  It’s not the soft candle light in a dark restaurant!  Television requires controlled body language to maintain a cool appearance.  Excess movement and gesturing create a tense, controlled image.

2.
Involuntary movement – Involuntary movement is activated at the subconscious level.  We do it without realizing it.  Distortions of the face include frowning, grimacing, sniffing, protruding the lips, squinting, lip biting, etc.  Distortions of the torso include slumped shoulders or a humped back to reveal a non-alert, uncontrolled posture.  Hold your head slightly up – but don’t roll your eyes upward – chin high.  Avoid all facial expressions of disgust or disappointment on camera.

3.
Posture – Be natural.  When standing, stand erect, but not stiff.  Don’t twist, sway or lean.  Hold your head slightly upward.  This decreases the chin and neck wrinkles!  When sitting, sit erect.  Fold one hand over the other in your lap.  Women, cross your legs at the knee.  Men, keep your feet square on the floor.  Don’t fold your arms and hands across your chest, or grasp the arms of the chair.

4.
Facial expression/eye contact – Smile when appropriate and appear pleasant.  Maintain eye contact with the interviewer and other guests, except when driving a point home, but don’t hold eye contact with any one person too long – it can appear intimidating.

5.
Hands/Feet – Use minimal gestures.  Draw others toward you with open palm gestures toward them.  Don’t use a clenched fist or open finger gestures; both are negative.  Don’t play with pencils, paper or jewelry.  Keep feet firmly planted, whether standing or sitting.

6.
Dressing for TV – keep in mind your geographic area, status, and job.  Ask yourself, “How do I want others to see me?”


*
Wear familiar, comfortable clothes


*
Men’s socks should be dark, preferably black, and should cover the calf so 
that skin is not exposed if they cross their legs.


*
Avoid Wearing:

· a lot of white creates a washed-out appearance.

· extremely light or dark shades (medium blue or gray work well).

· bold patterns, checks, strong stripes, or pinstripes.

· for men, light ties or with busy patterns; medium red, blue, etc. work well.


*
Stand before a full-length mirror and check for bulges under clothing; 


wrinkles and puffs can prove embarrassing.

In regard to makeup, even the most masculine image must be accustomed to a dab of makeup for TV appearances.  If you go to a studio, you’ll likely be powdered before the show to cut down glare from a shiny forehead or bald spot.  For women, wear your normal makeup – except remember the TV lights are hot and the brightness tends to make you fade.

TWO HOUR PER MONTH PUBLIC/MEDIA RELATIONS PLAN

Objective:
Establish personal contact/rapport with one media person per month

Foreseeable Result:
Successful placement of press releases and calendar notices

The following plan is designed to take two hours per month.  The first month, or possibly second month also, may be needed for research and organization of your files.

Depending on the size of your particular chapter, this plan – again spending only two hours per month – can take you a year or more to complete.  You can speed up the process by doubling, tripling, etc. your efforts – and time spent – and move on to other types of public/media relations programs described in this handbook.

I.
Research and Organization


A.
Using the telephone book, or online resources, make an alphabetical list of 

all the daily and weekly newspapers in your community.  Do the same for 


radio and television stations.



Include in your list:



1.
Name of newspaper, radio or TV station



2.
Address



3.
Telephone number, fax, and email


NOTE:

Check with local Chamber of Commerce or Visitor’s and 




Convention Bureau.  In many cases, they already have such a list.


B.
In the case of newspapers, obtain one or more copies of each to see what 


they are like, and take some time to listen to radio and television news and 

talk shows.

Once you have compiled your list, do the following (II) once per month until you have gone through the entire list.  As stated before, depending upon the number of papers, radio and television stations in your local area, this could take three months or a year to complete.
II.
Contact


A.
The Call:  Starting with the newspapers, call the paper and obtain the 


name of the real estate editor or writer and ask to speak to that person.  


Write the name down on your list.  Introduce yourself as follows:



This is ____________ from the ____________ Chapter of _____________is a national, nonprofit organization serving the needs of professionals in dispute resolution.  I just wanted to touch base with you to let you know that there is a local Chapter of ______________ here 



in_____________.  From time to time you may be writing a story on conflict resolution and we want you to know that we can furnish background information on a variety of subjects concerning dispute resolution.  I’d like to stop by and visit briefly with you in the near future and give you some printed material about _________ and dispute resolution.  Would date 
and time)  be convenient?


NOTE:

If you are a Board member of your local chapter, say so.  Also, add 


anything about community association living that is peculiar to 



your 
specific area.      


B.
The Visit:  Take with you the following:



1.
National organization annual report



2.
Membership brochure



3.
Sample copy of periodicals



4.
Local chapter information such as list of Board Members, etc.



5.
And, if you have an upcoming event planned, be sure to include 



that information – either in the form of a press release or calendar 



notice or just 
simply tell the editor/writer about it.


NOTE:

If you are unable to set an appointment – and don’t push too hard! 



– then mail the above items with a cover letter – “Sorry I couldn’t 



meet with you personally, but I did want you to have the enclosed 



information…”

Don’t forget the media you have previously visited while you are continuing down through your list making new contacts.  Should a newsworthy event be planned, a new publication be issued, etc., go back to those you have previously contacted with the news.  Either call them – especially if your visit resulted in establishing a good rapport with the press – or send a press release or calendar notice.  Include a personal note with the release/notice.  In the event this occurs, refrain from making any new contacts until you have sufficiently “fed” the news to your established contacts.
Sample Timeframe

Month One:

Research – compile list.

Month Two:

Research – compile list.

NOTE:

As stated previously, check with Chamber of Commerce, etc. to determine 

if such a list exists – if so, then use 2 hours the first month organizing 


your files and start calls the second month.

Month Three:

First call to business or consumer




editor/writer……… 15 min.




Put together material to bring 




with you……… 15 min.




Travel time to & from newspaper/




Radio/TV station……… 45 min.




Visit with press……… 30 min.

This leaves you with 15 minutes left of the 2 hours you have allotted for public/media relations activity for the month.  Use this time to compose a follow-up  “Thank you for your time” letter, if you need more for travel, etc.

Or, if you have not been successful in arranging a personal visit, you have 1 hour and 45 minutes left to put together material to mail – 15 min.; compose and prepare cover letter – 15 min.; make a second call – 15 min.; prepare material for the second call recipient – 15 min.; and with the remaining 30 minutes, start drafting your first press release/calendar notice.  Also don’t forget to make some notes on your list regarding either your visit or telephone conversation – note the editor’s or writer’s areas of greatest interest and any addition information you need to provide.

You’re going to spend 2 hours per month either making new contacts or reinforcing existing ones.  Once you have contacted all the related media persons in your area, you will have an organized system to use in getting your chapter’s news carried by the media.  If you find one person is particularly receptive, then concentrate on that person – fulfill their requests as soon as possible – “feed” them.  On the other hand, if you find certain editors or writers demonstrate little or no interest, continue to cultivate them, but spend the majority of your time on the others.

REMEMBER – personal contact is the key!!  If you opt to make all your contacts over the phone, you will spend less time but be much less effective.
Optional Activities

1.
When you do not have “hard news” such as the announcement of an upcoming 
event, award, etc., then send a copy of an article from your national organization 
magazine with a note “Thought you might be interested in the enclosed article 
from…”


You could spend two hours per month just doing this – it maintains contact!

2.
Call the radio and TV stations and make a list of all talk shows and their area of 
interest.  Then call the talk show host or program director and offer chapter 
members as guests.  Be sure to suggest a story line.

3.
Approach one of your newspaper contacts about writing a weekly Question & 
Answer column for the paper.

4.
Try your hand at writing a two- or three-page substantive article on an aspect of 
dispute resolution.

5.
Research your community’s charities and non-profit groups; likewise make a list 
of the public libraries and schools.  Then, choose a community project for your 
chapter.

6.
 Find out if there are local chapter of other national related organizations; e.g. 
ACR, FMCC, ABA, NAFCM, etc.  Make sure to obtain a schedule of their 
special events, meetings, etc.

PUBLIC/MEDIA RELATIONS TOOLS

In addition to the ideas or tools shown on the following chart, others include:

COALITIONS:
Join with another group in your community to do a project.  There 






is “strength in numbers” and a larger group may exert more 







influence, thus creating a greater opportunity for media coverage.

CHARITIES:

Volunteer as a chapter to do a public television telethon, help with 






the local Special Olympics, or any other charity (non-profit) 







activity.  If you can, have all chapter members wear the same T-






shirt, etc.  Identify yourself in a unique way.

LIBRARIES:

Start a free chapter library, open to the public, that contains a 







variety of publications on community associations.  It can be open 






only specified hours, with a “call ahead” policy.  Advertise it – via 






press release, public service announcement, etc. – in the local 







press.

PUBLIC

LIBRARIES:

Start a chapter program by donating a book or an amount of money 





for the purchase of books to your local public library.  A joint press 





release can be issued by the chapter and the library.

SCHOOLS:


Begin an “Adopt-A-School” program.  Send a speaker to local 







high schools and universities – “Career Days” – and disseminate 






brochures about school-based peer mediation, family mediation, 






and mediating community conflict.

SPEAKERS:

Contact related organizations or others you think might have an 






interest in community associations and volunteer chapter members 






as speakers for their meetings.  Again, this can assist in generating 






media coverage – the fact is, the media may not cover a single 







organization event but may cover a jointly sponsored event and 






you can reap the benefits.

RESEARCH

STUDIES:


Publicize and undertake research studies, the results of which are 






useful to chapter members and your various constituencies.

CABLE TV:

With the rapid expansion of cable television stations across the 







country, chapters are presented with a unique opportunity.  Take 






advantage of these community stations by offering your expertise 






as a resource in producing educational/informational programs of  






broad community interests.

OTHER:


Donated space on billboards







Announcements on grocery bags







Slides shown at local theatres

LOOK FOR OPPORTUNITIES IN YOUR LOCAL COMMUNITY – SEE WHAT PUBLICITY OTHER GROUPS ARE RECEIVING AND WHY!
A GUIDE TO PR TOOLS:  MEDIA TOOLS CHART

Tools









Advantages








Limitations



Photos/Artwork





Grabs reader’s attention




Can be costly and there is 























no guarantee paper will use











Good photos often more











effective than article











Smaller papers generally











enthusiastic



Press Releases





Wide circulation when





Not good for a limited/small











picked up









audience, use targeted effort











Free “publicity”







Effort is haphazard











Press coverage lends clout




PSAs








“Free” ads on air







Often aired at odd times











Good tool for public 






Production can compromise











education









effectiveness:  Live-read can























be fumbled; low-cost 























production may not meet























station standards


Posters, Banners






Attracts attention





Need people to post












Additional exposure





Location critical























Can be costly



Public Service Advertisement


Could be more attention-



Must run full week for












getting than article





effectiveness












Good as supplement to




Costly (although less than












article









regular advertising)



Press Package






Gives media background



Needs to be updated












information on group and










issues





































Could lead to in-depth story


Needs clear follow-up 





















or it’s wasted

Tools









Advantages








Limitations



Newsletters







Good for networking





Costly, time-consuming










Provides forum for your issues



Limited appeal to media



Calendar Listings





Good for reminding people




Good for event, not 










about events 








general PR














Only gives who, what, 













when--not why



Interview Shows






Free publicity








Limited audience, 
























especially for shows aired 






















at 5 a.m., so be sure it’s 























your target audience












Allows you to clarify issues in



Most interviews only














more in depth way






last five minutes, so 
























prepare carefully












Provides public forum for 




Most interviews only last 












your issues








minutes, so prepare 
























carefully












Allows you to speak for 























yourself rather than rely on 





















reporter’s interpretation



Brochures, Handouts,




Direct mail insures you reach



Can be costly

Mailers, etc.







target audience












Is tangible reminder






Often thrown away








                       Can be more eye 












appealing/attention-getting












than articles



Event or Action






Gets public attention






Much planning necessary












Brings issue to community




Time-consuming












Allows personal contact with



Can be costly 












public










Pre-publicity is key
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