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A.  Overview of Toolkit

This communications toolkit offers practical “how to” advice to assist you in increasing public awareness of your key issues and projects. Included are tips on positioning, document templates and marketing and communications checklists. These tools will help you effectively communicate who you are, what you do and why you are doing this. Better communication supports efforts to change behaviour in many ways to address the issues and challenges of our watersheds and salmon populations. 

The toolkit is organized around a range of communication tasks that organizations may want to consider. The main tasks are listed in the table of contents, along with their components and related tools and resources. The table of contents should make it easy to jump right to the information of interest. In addition, you may want to browse through the toolkit for ideas on what your organization could do to communicate more effectively. 
You may find that some of the components included in this toolkit are very useful, while some may not be relevant for your project. Some of the tools included here may need to be further customized by you to better fit your specific project. We understand that “one-size does not fit all” and have developed this document to offer a foundation for you to build on and add to in relation to your needs.

Please view this toolkit as a resource document that you can turn to when you are planning an event, reaching out to the media, looking to engage stakeholders or hoping to raise awareness of a success or specific initiative. 
A complementary toolkit, available from Cause Communication, focuses on higher level planning and strategy for communications. You can access this toolkit and other resources on the Cause Communication website at http://www.hersheycause.com/clients-cause.php.

B. Develop the Messages
Whether you deal with the public, media, government or other stakeholders, it is important to develop the positioning of your project and to understand what your key messages are. Your positioning and key messages allow you to effectively communicate the value of your initiative and to explain it in a concise, memorable, and impactful way. Being able to effectively describe what you are doing, why you are doing it, what your objective or end goal is for this project and what difference that will make to our watersheds, to salmon or to the environment in general is of value to your organization.

1) What is Positioning

In order to move people to change their behaviours, to engage with them and encourage participation, you need to be able to clearly describe your project, your goal and its value. This is especially important when dealing with media, government and the public. 

One of the biggest challenges that you will face in getting your key messages out is effectively positioning what you do and why. This is often called “the curse of knowledge.” You have an in-depth understanding of the area in which you work. The average person that you will speak with will not have anywhere close to your expertise and, in order to connect with this person, you need to be able to clearly state your positioning and key messages. In order to engage this person, to share knowledge and information with them and to create an opportunity to change behaviour, you need to be able to briefly explain what you do, why you do it, and its value. 

2) Develop Positioning Statements

Positioning is long-term and strategic. It builds the foundation for your reputation. Positioning can support you in attracting the attention of funders and supporters, in engaging with your stakeholders and to better advocate for your organization and your initiative. Establishing and living up to your positioning is one of the keys to success.

A positioning statement is not a mission statement. A mission statement defines your organization’s purpose, its reason for being. It provides the basis for accountability. A positioning statement explains your uniqueness; it describes the basis of your reputation. Positioning is a tool that helps you to deliver on your mission.

Positioning is the process of differentiating a product, service or organization in the mind of a stakeholder or customer, in order to obtain a strategic competitive advantage.
In order to develop your positioning, it may help to answer the following questions:

· Who is my target audience/stakeholders?

· Describe them in detail. Who they are, what are their characteristics, preferences, attitudes, values, etc.

· What area do I work in (governance, engagement, habitat, fisheries) and who do I compete against for the attention of stakeholders or the public for funding etc?

· Describe what value/benefits my stakeholder group derives/receives from my service/project?

· Why does/should my stakeholder group believe in what I am doing and what are the unique benefits that they will receive from what I am doing?
Here are two possible examples of positioning for the Fraser Salmon and Watershed Program:
· Jointly managed by Pacific Salmon Foundation (PSF) and Fraser Basin Council (FBC), the Fraser Salmon & Watersheds Program funds a range of projects to protect and restore the salmon habitat and water quality, integrate planning and governance, improve information and approaches for sustainable integrated fisheries management, and educate and engage the public.

The above positioning statement communicates information that FSWP wants their stakeholders to know: they are jointly managed, they fund a range of projects to protect and restore salmon habitat and water quality, and what the areas that they fund include.
· Fraser Salmon & Watersheds Program enables groups to recognize the human behaviours that threaten their local watersheds and to work with individuals, organizations and institutions to change these behaviours. You can find more information at www.thinksalmon.com.

The above positioning statement showcases what sets FSWP apart, makes them stand out, and provides access to more information.

3) Define Your Key Messages
Before a presentation, important meeting or event, or when developing a news release or preparing for an interview with a journalist or blogger, it is important to know and understand the messages that you are trying to communicate. If you don’t, you may not be communicating effectively which means missing opportunities. Although you should always be true to your own personal style in expressing the message, it is important for anyone speaking on behalf of your organization or project to know and be able to deliver defined key points. 

Let’s look at examples of FSWP key messages:

· “Fraser Salmon and Watersheds Program identifies, scopes, implements, and funds priority activities in engagement, governance, habitat and fisheries.”

· “Fraser Salmon and Watersheds Program supports a range of innovative projects that focus on saving our watersheds and our salmon population. We help good people to do great things.”

While there isn’t anything wrong with the first statement, the second explains the benefit of what FWSWP does. To engage most people, the first step is creating excitement and interest. Providing them with the specifics and details isn’t as important at first.
While accurate, the first statement uses words that are not common to the average person. It does not easily describe – in everyday terms – what FSWP does. It appears to be written for someone who already understands what FSWP does. It is written in “bureaucratic speak.” Think of it this way, if you repeated the first statement to an acquaintance you meet in the line up at a coffee shop – would they understand what you do? Probably not. The second statement would provide them with a better description, using words that they are more comfortable hearing.

It is important to keep your audience/stakeholders in mind when developing key messages or any content. Using acronyms, getting into too much detail and/or over-explaining, can confuse people. Clear, concise and direct is the best approach.
Develop Key Messages 

To begin, we recommend that you develop two or three succinct key messages about your organization and project that are important to communicate to your stakeholders. These should be easy to deliver and simple to understand. They should be developed in the third person and delivered as if you were reading it in a newspaper or hearing it on the evening news.  

(Your key messages will be important to help develop your anchor paragraph (also called the boilerplate) for your upcoming news releases. (This information is in the news release area.)

Step 1: Go to the Setting Publicity Goals Checklist. You may want to run through the checklist before developing key messages.

Step 2: Answer the following questions. Don’t worry about being too wordy, get all your points down and then edit them to one or two sentences for each answer.

1. What does your organization or project do that you want your stakeholders to know?

2. What sets you apart/makes you unique?

3. What is the benefit you bring to stakeholders?

4. What will help build credibility in the eyes of your stakeholders?

Step 3: Ask yourself if there is anything else about your organization or project that you are leaving out. Perhaps there is an upcoming event that you could raise awareness of as well.

Step 4: Go back and polish the key messages, shortening the information where possible. These should be in simple, easy to understand English – without jargon.

Keep the key messages in mind when preparing for presentations, meetings and interviews with the media. Use these messages effectively and you will find that the success of your communication efforts will increase. Think of your key messages as “reminders” of the ultimate message that you are trying to impart. Before you present to politicians, funders and other groups or are interviewed by media, review your key messages. It always helps to remind yourself of these messages and to practice incorporating them into frequently asked questions and information that you share on a regular basis. The key messages don’t always have to be in the exact same words, but their meaning must remain consistent.
Keep key messages simple in order to provide your audience with the ability to remember what you are saying. Short, to the point, straightforward sentences that are easy to absorb and remember provide the most impact.
When To Review/Revise Key Messages

It is important that you review your key messages on a regular basis. Depending on your project, you may have overall key messages and also develop campaign or milestone specific key messages. For your overall key messages, each time you book a presentation, set a time to be interviewed by a journalist, or set a meeting with a stakeholder, review your key messages to ensure they are still relevant and effectively reflect the points you want to get across.

Ask yourself these questions:

· Has anything changed that should be reflected in a message? 

· Are we going after a different target audience?

· Does the target audience need to hear something different?
C.  Get Started with Public Relations & Publicity

1) Public Relations (PR) 

Public relations or PR can mean different things to different people. For the purposes of this document, we define PR as reactive or proactive communication or outreach with stakeholders in order to influence attitudes and opinions in the interest of informing, engaging and providing specific news and/or information and driving people to action (which includes behaviour change). Public relations includes publicity, which is defined below, but is not limited to publicity. PR includes stakeholder relations and engagement, community relations and engagement and much more. It also includes social media, a new and valuable tool for some projects.

2) Publicity

Publicity is a message containing information that concerns a person, group, organization, event, or product that is disseminated through various media to attract public notice. While publicity can be a useful public relations tool, it is often used on its own, outside of public relations, to simply attract the attention of the media and the general public. Working long-term with the media and building relationships is a strategic approach. 
3) Working with the Media

The media is an important part of how you communicate to your stakeholders about your project. Used effectively, media relations can raise awareness of your message, your project and organization. Being profiled in the media can raise the profile of the current situation of our watersheds, the challenges being faced by the salmon population and what your organization is doing to provide a part of the solution.

Building a relationship with the media is an important component of outreach and informing the public and other stakeholders, including politicians and potential funders, about what you are focused on achieving with your project. 

It is important that you establish an awareness of your work with the media. Working with the media is a two-way street. An organization with a story to tell or expertise to share, that makes their senior staff available to the media as a resource, or can provide background information for a larger story, is an asset to a journalist. Building this relationship is a valuable investment. 

Having a strong relationship with the media will not guarantee that your organization or project won’t face an issue in the media, but it does create a more positive environment in which to respond to a crisis. It is all about credibility, if you are viewed with respect in the eyes of your audience, community, stakeholders, as well as with the media, you will usually be given the opportunity to present your side of the story in a fair and unbiased interview.

Develop the attitude that you want to work with the media on a long-term basis. Building a relationship with journalists isn’t an instant process; it takes time and effort. Don’t get discouraged if your progress doesn’t move as quickly as you would like. Remember, getting media attention takes involvement, thought and perseverance. If it was easy, everyone would have media coverage all the time. 

How do you “work” with the media and develop a relationship? When you have newsworthy information to share with them, develop news releases or pitches to help them do their jobs in reporting the news. (News releases and pitches are discussed in detail later in this document.) Even if they don’t write about you each time, you are offering information to them and building your relationship with them, showcasing your credibility and providing them with knowledge. When they need to know something about a specific topic, they will now know to turn to you for that information. This almost always leads to coverage somewhere down the road

If you want to be included in a print article, be interviewed on the news, or be a guest on a television or radio talk show, you need to provide the media with information that they believe will interest their audience or readership. 

Times have changed. Like everyone in the workforce, reporters and editors have all assumed greater workloads. This is an opportunity for you to generate media attention about your organization or project by providing interesting, informative, and educational information to editors and reporters that they can use for their newspapers, magazines, television and radio broadcasts. But remember, the information has to be beneficial to the newspaper, magazine, radio or television station. You are competing with many other organizations and story ideas. In order to generate coverage, you want to provide journalists with information that is interesting for their readers or audience and isn’t too self-serving. It has to be newsworthy. 

*Many of the documents that you prepare for distribution to the media can also be used to communicate with politicians. Further in this document, you will find a section focused on reaching out to your MP/MLA. Please review this component as well, as it will provide some advice and input on how to use your media materials to keep local government informed and engaged regarding your project.

4) What is Newsworthy?

Your information must be newsworthy to be considered for publication or broadcast. News must be timely and of interest to the media’s audience. 

News must meet at least some of the criteria for a news story. The more you can meet, the more newsworthy it is. 
· Tragedy, Danger, Safety – Tragic accidents and disasters are important components in news and tend to get extensive coverage. 

· Timely – If it’s not now, it’s not news.

· Conflict/Controversy – Media love it when there are opposite sides to a story. Often people will shy away from controversy, but providing another perspective or approach can be a positive action. It opens up people’s minds to see an event, action, issue or trend in a different way and it may help to change their opinion or move them to action.

· Human-Interest – Something that touches your heart, makes you sigh, laugh or cry – something about the real lives of real people is of interest. 
· Novelty – Unique, new, never been done before, creative; media love things that are out of the norm.

· Trend – Is there a bigger picture or vision? Is something happening across the province or the country that you are a part of, or that you contribute to?

· Proximity – It is more newsworthy the closer to home it is.

· Impact – The more people the story affects, the better.

· Prominence – It’s more interesting when things happen to celebrities or people of importance.

When you are preparing to approach media about an event, initiative or with information about your project, think about how it might fit into the criteria listed above. 

Listed below are some key elements of the criteria to help you to decide if your story idea will interest a reporter.

· Timely – If you have a report, a specific milestone or an event coming up in the next three to four weeks, then it is timely. Calling a reporter to tell them about something that has already happened will generally not interest them. Your story idea or "pitch” must be relevant to the present or very near future.

· Conflict/Controversy – Conflict and controversy is not necessarily a negative. Two differing opinions can make a strong article or news piece. Having the opportunity to strategically deliver your opinion and expertise can be of great value and may get people talking about the topic. That is the first step in moving individuals towards behaviour change.

· Human-Interest – You have a great opportunity to use human-interest angles to engage the media in your project. At the core of every media outlet there needs to be a compelling story about people. Who are the people involved, what are they doing that matters, what challenges have they overcome to find success? Media love to hear about people that are overcoming odds to do good things in the world.

· Novelty – Is there something new, fun or a little out of the ordinary about your initiative or event? Anything that is different is good.  

· Proximity – Your community matters to your local media. Look for the opportunity to showcase why what you are doing is relevant to the people in a specific area (town, city, region, province, country).

· Impact – How many people are involved? How many people are touched by your project? How many people are being impacted by the risk to our watersheds and the salmon population? How many people will your project help? 

· Prominence – Is there a local celebrity, such as the Mayor, a sports figure, actor or musician that publicly supports or participates in events or other opportunities with your organization?  

When you are developing the key points you want to use to interest media, look through the criteria list and review how many of the criteria points you have in your potential story. If you don’t have a minimum of three, you need to revisit whether this is a relevant story for the media or not. 

Keep in mind that it is easy to lose perspective about what makes a good story. The work you do is very important, but it may not be of interest to anyone who is not involved in it. Remember that reporters have a job to do.  They are paid to find stories that will be of interest to the majority of their audience/readership/viewers. Don’t take it personally if the reporter is not interested in your story pitch or news release. You can ask them if they could give you some feedback on why they are not interested or offer advice on what elements are missing so that you might rework it in order to increase their interest in the topic. 

Other tips:

· Media love numbers, surveys, stats and facts. The more information you can provide to the media, the better.

· They also like visuals. When you are outlining the story you want the media to cover, think about what the visuals could be. Outdoors, action shots, dramatic photos that include people and nature, can help to “sell” a story. 
*See Appendix C for the Get Started Checklists.
D.  Create Media Materials

A media kit is used when you have a specific announcement to make and want to provide the information on the “news,” as well as background materials for the reporters. Quite often, a media kit is kept as resource by journalists. They may file it away and refer to it at a later date when researching a story on your field. A media kit may include:

1. Biography

2. Backgrounder

3. Fact sheet

4. Images
5. News Release

When distributing media kits to journalists, please consider the environment and wherever possible, create a media kit that can be delivered electronically. 

1) Biography

A biography is an important tool to have when dealing with the media. Media often ask for this document before an interview or when they decide to write about your organization or project.

A bio gives immediate information to the media that you are a credible resource and that your news release or pitch is coming from an expert in the field.

You should have bios for anyone in your organization that will potentially be interviewed by the media or quoted by your organization as a source in research documents and reports. 

Develop a Biography

A good biography concisely tells the reader about the professional history, experience and a little bit about the person’s community involvement. 

Below are points to help you develop a biography:

· Use your organization’s logo.

· This document should be in the third person.

· The first time you use the person’s name in the bio, you use their full name. Then, depending on the formality of the person being written about, you must make a style choice of whether to call the person by their first or last name.

· Keep it relatively short. (Try to not go over one page.)

· Stay away from industry jargon.

· Use the person’s official title.

· Add educational background. (Mention degrees, diplomas and awards where possible.)

· Mention professional associations, if relevant.

· Briefly mention how this person got started in this career.

· Briefly discuss what this person did before this position. (Don’t go on and on about all the past positions. A good rule is to mention the previous position and how it ties into the current one.)

· Include skills that are relevant to the current position. 

· It is common to write a sentence about the person’s personal life at the bottom of the bio. Community involvement and charities are good to add here as well.

· Try not to discuss too much about the organization or project in this document. (This will come into play in the backgrounder).

Below is an example of a bio of Michelle Tung at FSWP.

Michelle Tung, Manager, Pacific Salmon Foundation
Michelle manages FSWP for Pacific Salmon Foundation and is the contact for the fisheries program area.  Before joining the FSWP team, Michelle spent several years working overseas on natural resource management and community development projects, primarily in Vietnam and the Galapagos Islands. She has enjoyed working directly with local fishing and rural communities, the mining sector, NGOs and government agencies. She is pleased to now have the opportunity to work with communities and organizations throughout the Fraser watershed.

604-664-7664- ext 118; mtung@psf.ca; Program Area: Sustainable Integrated Fisheries Management

2) Backgrounder

The backgrounder is an important document for the media. It provides reporters with additional information about your organization and your project and is a supplement to your news release (which we will discuss later). This document is key to showing the media the credibility of your organization. If you have a backgrounder ready when the media asks for it, you have a better chance of being included in a story than an organization that is not prepared.

Develop a Backgrounder

Here are some key points to developing a backgrounder:

· Use the organization’s logo.

· This document should be in the third person.

· Stay away from industry jargon.

· Keep it relatively short. (Try to never go over one page.)

· Talk about the organization and the hard facts. 

· Add locations of offices, if relevant.

· Mention the number of staff employed, volunteers, organization awards, special events.

· Outline support and/or endorsement by any prominent people or organizations.

· Mention when the organization was founded and by whom.

· Discuss the kind of services the organization provides.

· Include your URL.

The next page is an example of a backgrounder, from FSWP.
MEDIA BACKGROUNDER example
See www.ThinkSalmon.com for most recent version of this document.
British Columbia watersheds face critical challenges brought about by climate change and development pressure, including rising water temperatures, water shortages and declining salmon stocks. The Fraser Salmon & Watersheds Program (FSWP) is devoted to realizing healthy salmon populations in functioning watersheds co-existing with thriving communities throughout the Fraser Basin. Co-managed by Pacific Salmon Foundation and Fraser Basin Council, FSWP distributes funds from the provincial Living Rivers Trust Fund and a federal initiative of Fisheries and Oceans Canada to address four strategic areas:

· Collaborative watershed governance and water management

· Improved approaches and information for fisheries management

· Habitat work, and related information and coordination

· Action-oriented public engagement

FSWP takes a unique approach of enabling communities, and especially First Nations, to identify and address the issues for their water and watersheds. The approach has been a powerful catalyst for money and participation throughout the Fraser Basin, delivering projects with less bureaucracy and expense than would otherwise be possible. Based on data for 2007 through 2009, every project dollar from Living Rivers has been matched by $3.30 from the federal contribution together with other sources estimated by project leaders. 

By fostering collaboration, we are creating a legacy of coordinated effort among First Nations, government agencies, community groups, and scientists for the direct benefit of water and watersheds in British Columbia. This collaborative, community-based approach offers an economical way to connect government plans such as Living Water Smart and Climate Change Adaptation Strategy with community concerns and local knowledge. 

	Year
	#
	$

	2006
	30
	$.8 million

	2007
	60
	$2.8 million

	2008
	85
	$3.5 million

	2009
	64
	$3.2 million

	2010
	38
	$1.9 million

	TOTAL
	277
	$12.2 million

	Summary of FSWP funds distributed


As detailed in the project section of ThinkSalmon.com, FSWP projects have resulted in:

· more effective water resources management,

· improved information and methods for fisheries management,

· increased engagement of First Nations in watershed and fisheries stewardship,

· increased stewardship of agricultural land,

· restored critical salmon habitat and

· behaviour change for the benefit of watersheds. 

The provincial Living Rivers fund, which initiated FSWP and other programs, will expire in 2011. The Living Rivers group has begun to work towards a stable provincial-federal funding mechanism. While the new mechanism is developed, we are seeking a renewal of Living Rivers funds to continue the momentum of FSWP. 

Pacific Salmon Foundation  (www.psf.ca) is an independent, non-governmental, charitable organization and a national leader in the conservation and recovery of Pacific salmon. 

Fraser Basin Council (www.fraserbasin.bc.ca) is a charitable non-profit society that advances sustainability in British Columbia with a geographic focus on the Fraser Basin. 

Living Rivers Trust Fund (www.livingrivers.ca) was established by the British Columbia government "to create a legacy for the province based on healthy watersheds, sustainable ecosystems and thriving communities."

Fisheries and Oceans Canada (www.dfo-mpo.gc.ca) was motivated by the Living Rivers funding to create the federal Fraser Basin Initiative, providing funding and services to FSWP. 
Template for Creating a Backgrounder

(Name of Organization) Backgrounder

Introductory paragraph. Mission statement and other high-level overview information are appropriate here.

Second paragraph. List founders and when founded. List services organization provides. Add additional secondary information that is important about your organization. 

Third paragraph. Give high-level overview of project.

Fourth paragraphs. List funders, sponsors, etc. List awards, special events, etc. Give URL. 

- - - -
3) Fact Sheet

Depending on your initiative, you may want to provide media or other stakeholders with a fact sheet. 

A fact sheet provides specific, relevant information and acknowledges the source(s) of this information so that the media are confident the facts are accurate (and they may double-check the facts, so make sure your facts are accurate).

For example, a fact sheet on Pacific salmon might include facts and stats on:

· Estimates on how many salmon there are.

· Facts on spawning.

· Facts on watersheds.

· Specific facts on your project.

Here are some hints to help you write a fact sheet:

· A good fact sheet is relatively short. (Try not to go over one page.) 

· Don’t use industry jargon.

· Develop compelling facts that a reporter would be interested in that tie into your initiative. (See the information on being newsworthy.)

· Always ensure your facts are 100% accurate. (The reporter may use your information word for word.)

· List the sources you received the information from. Be specific so the reporter can easily find the information, in case they need to fact check or add additional information to their article. 
4) Images

Images are important to help get your messages heard. When someone is skimming the newspaper, they are more prone to read the articles that have a picture associated. It is recommended that you work to have high-quality digital images available for the media that help explain your project. It is also important to have digital images taken at events, in case media cannot send a photographer.

Whenever possible, take images that: 

· Showcase the work that you are doing. 

· Portray a wide variety of real people. 

· Include both genders and spans a range of ages, ethnicities, and physical abilities, when appropriate.

· Represent community diversity.

Below are hints, tips and guidelines for sending images along to media with a news release.

General image info:

· Make sure the image reflects your message.

· Ensure the people in the photo are centered.

· Get the people to relax and smile; help to make them comfortable.

· Try to take vertical and horizontal shots so the media can choose the photo that best fits their layout.

· If possible, it is of value to have your project’s logo (on t-shirts, banners, posters, etc.) in the shot.

· Be sure that you have consent to take and use the photos captured and that you obtain the relevant information for the photo caption (see photo release form).

Print media are generally looking for:

· Images in jpg format

· At least 300 dpi (dots per inch)

· 4” x 6” sizing

· High-resolution

· Images should be over 200K and under 1MB in file size
5) News Release – Format Examples & Templates

*To meet the FSWP acknowledgement request, the release must mention FSWP and attach the FSWP backgrounder – see acknowledgement guidelines in Appendix A.
A news release is often also called a press release. It is a very important component to PR and to obtaining publicity. A news release can announce information about your organization or project such as reaching milestones, successes, new partnerships, events or provide other pieces of news to the media.

The first thing that you must do before developing a news release is to ask yourself:

· What is the news? (Is this newsworthy?)

· Who is the target audience?

· What are the key messages I want to communicate?

· What are the objectives of sending out the news release?

Once you have answered those questions, the next step is to decide which type of release you need to develop. Here are your choices:

a. Standard news release 

b. Media advisory

c. Photo opportunity notice

d. Photo release

e. Public Service Announcement

a. Standard News Release

A standard news release is written when you have information that is relevant, timely, and of interest to the public. It will be seen as information that should be shared by the media to their readers/audience. 

Use the standard news release format as a basis for all the various releases (media advisories, photo opportunities, photo releases). 

Some media are very specific about what is in a news release. Keep in mind that a news release is about providing the media with relevant, informative, interesting information in an easy to read, straightforward format. 

· Decide what organizational and project key messages you would like to communicate to the media.

· Talk about the organization or any person(s) mentioned in the third person.

· A news release should never be more than two pages long and if you can keep it to one page, that is even better. 

· Use a standard Arial or Times New Roman font and keep the font size of the body copy to 11 or 12 points. 

· Always double-check your spelling and grammar. Many editors won’t read something that has errors in it. Some immediately delete it.

Below is the standard news release format. (It may also help to review the news release template or example.)

Release Date Line: Your release should read, “For Immediate Release.” This sits on the upper left-hand side of the page in bold 11 or 12-point type. This tells the editor that this news is timely and should be considered and printed within a limited time frame. The date the release is sent to the media should be at the end of this line. If you have information you need to distribute prior to the news actually happening, but don’t want the media to talk about it until a specific time write “Embargo – please do not print or broadcast until TIME HERE, DATE HERE.” Most media will respect this, but not everyone. If you send the news release out, keep in mind that you have given the media the information and it is their choice when to air or print it (or whether to do so at all).

Headline: A creative line designed to catch the editor’s attention. The headline should be bold, 14, 16, 18, or 20-point type can be used, and should not be more than two lines long. It sits at the top of the page and is centered.

City Line: This sits right before the lead paragraph and states the city and province that the organization is from. For example: Vancouver, B.C. –

Lead (first paragraph): It is created to grab the media’s attention. Often the media will not read past this paragraph, so you need to list all the relevant information here. The typical lead tells the who, what, when, where, why and how information. It is interesting and brief. 

Body Copy: The body copy expands on the who, what, when, where, why and how. It can include quotes, stats and further information. It should be broken into paragraphs that are no more than four or five lines long. Ensure you get out all your key messages effectively.

Adding a quote from the organization’s spokesperson is a great way to expand on your key messages to ensure the messages are effectively communicated. The quote may be picked up by media rushing to a deadline or by geographically remote or smaller media who don’t have the resources to do an interview. 

Boilerplate (sometimes called the anchor paragraph): This is the last paragraph of the release. It can include the contact information that may be included in the story. This contact information may be printed, so make sure it is the number you want in the newspaper or on television and that the number is correct. It is also an area to summarize what your organization does. 

To develop a boilerplate, an organization will generally make a paragraph out of their two or three organizational key messages. It’s standard practice to add your website address to this paragraph.

End: To show the editor that the dividing line of what is for publication and what is not to be published, type “-END-” or “-30-” (either are acceptable) and centre it. 

Further Information Contact: Under “-END-” or “-30-” put the contact information for you or your spokesperson. (This is your name if you are the one to coordinate the setting up of interviews.) This is for the editor or reporter’s information only and will not be printed. Put a number where you can be reached immediately. Double-check to make sure this number is accurate.

Helpful Hints:

· Keep your words simple and short. Make it easy to understand.  

· Avoid using jargon. Ensure that you translate industry terms into common language, so that the average reader will understand them.

· The first time you use an acronym, use the full name with the acronym in brackets behind the name. For example, “Fraser Salmon and Watersheds Program (FSWP)”, then you can simply use “FSWP” thereafter.

· Try to keep your sentences to 15 words or less. 

· Go through the release carefully, looking for words that are repeated. 

· It is acceptable to add your logo to the document.

· Have at least one other person review the release (two others, if possible).

· Reread the release the next day. Fresh eyes on the document will be extremely helpful.

*Note: We have used the 2009 FSWP Salmon Hero release as a template for many of the different formatted releases below. When reviewing variations, notice the differences in uses and why the information is slightly different.

Below is an example of a standard news release
For Immediate Release






         June 17, 2009

Salmon Hero Honoured by Fraser Salmon & Watersheds Program
Vancouver, B.C. – The Pacific Salmon Foundation and Fraser Basin Council announced the winner of their annual Fraser Salmon Hero Award on June 9 as part of their joint Fraser Salmon and Watersheds Program (FSWP). The award honours a person who has made a tangible contribution to the preservation, enhancement and improvement of the Fraser River watershed and its populations of Pacific salmon over the past year. This year’s winner is Mark Johnson, Community Advisor in the Fraser Valley with Fisheries and Oceans Canada. 

A grant of $4,000 will be divided among ten organizations in Mr. Johnson’s name:  Abbotsford Ravine Park Salmon Enhancement Society, Chilliwack River Action Committee, Chilliwack Senior High School Environmental Club, Cultus Lake Aquatic Stewardship Strategy, Fraser Valley Bald Eagle Festival Society, Fraser Valley Conservancy, Fraser Valley Regional Watersheds Coalition, Rivershed Society of BC, Skowkale Hatchery Revitalization and Education Project, and the Stave Valley Salmonid Enhancement Society. 

The award, which is sponsored by Rocky Mountaineer Vacations, was announced at the Fraser Assembly. This annual meeting was established to promote information sharing and coordinated delivery of the FSWP among those working to enhance salmon and watershed health in the Fraser Basin. This year’s Fraser Assembly focused on collaboration, and the Salmon Hero was selected with special consideration for his outstanding ability to foster effective collaboration.

“It is an honour to recognize Mark Johnson as this year’s hero for his tireless efforts and dedication to restoring salmon in the Fraser Basin,” said Dr. Brian Riddell, CEO and President of Pacific Salmon Foundation. “Mr. Johnson is a partnership catalyst for a number of projects and initiatives in the Fraser Valley.  He has supported and played integral roles in the Chilliwack River Action Committee, the Cultus Lake Aquatic Stewardship Strategy, the Fraser Valley Regional Watersheds Coalition, and many others. He is a great ambassador for what FSWP stands for.”   

“We applaud Mark Johnson for his contributions to restoring ecosystems in the Fraser Basin,” said David Marshall, Executive Director of the Fraser Basin Council. “Champions such as Mark are an inspiration to everyone who cares about the health of local watersheds and wants to find a way to lend a hand.”

Interested citizens can visit ThinkSalmon.com to share their salmon stories and to learn more about watershed and salmon issues, projects and actions.  To find out about local groups that work to preserve your watershed, contact Pacific Streamkeepers Federation at pskf@direct.ca. 

“We have been a proud sponsor of the Salmon Hero Award for the last two years and it is an honour to recognize dedicated stewards such as Mark Johnson,” said Ian Robertson, Executive Director, Corporate Communications & Public Affairs of Rocky Mountaineer. “At Rocky Mountaineer, we are dedicated to preserving the national environment along our rail routes and encourage our guests to appreciate the beauty of the Fraser Basin ecosystems.” 

Rocky Mountaineer Vacations (RMV) is a family owned British Columbia based business and the owners and operators of the internationally acclaimed Rocky Mountaineer train in Western Canada. As part of the company’s commitment to preserving the regions through which it operates, RMV sponsors PSF programs such as Fraser Salmon Heroes Awards, the Fraser River recovery efforts and a children’s book on the Fraser bear. 

The Fraser Salmon & Watersheds Program (www.ThinkSalmon.com) is jointly managed by Pacific Salmon Foundation and the Fraser Basin Council and is funded by the provincial Living Rivers and the federal Fisheries and Oceans Canada. The FSWP mission is to inspire changes in human behaviour for the benefit of salmon and the watersheds on which we all depend. The program funds a range of projects to protect and restore the salmon habitat and water quality, integrate planning and governance, improve information and approaches for sustainable integrated fisheries management, and educate and engage the public. 

-END-

To set up interviews, please contact Ruth Atherley of AHA Creative Strategies Inc. at ruth@ahacreative.com or 604-303-1052. 

Standard News Release Template
For Immediate Release





              DATE HERE, 2009
Insert Headline Here

(Your headline should capture the essence of your news to give media 

an idea of the information to follow in the news release.)

City, B.C. – Opening paragraph: should contain who, what, when, where, why to briefly summarize the key elements of your news.

Remainder of release body text: should include any relevant information to your community initiative and your specific event. Make sure you include your three key messages for the initiative. Include benefits and why your event is unique. Also include quotes from stakeholders (staff members, volunteers, members of the public who are benefiting). The person(s) quoted should be a leader or expert on the topic and a spokesperson. (Often the media will request an interview with this person.)

The following paragraphs should provide important supporting information. Your news release should be one to two pages; no longer. Sometimes a second quote can be used to convey additional key messages or to incorporate a second person’s perspective.
Boilerplate information on organization goes here.

- 30 -

(-30- or -END- signals to the reader the end of the release.)
Media Contact

(Name)

(Position)

(Organization)

(Phone number)

(Email Address)

- - - -

b. Media Advisory

Develop a media advisory when you are hosting a significant event and you want to encourage media to come out and report on the event. 

An event to celebrate a new initiative, an important milestone for your project or the launch of a program are examples of when this type of release could be used. (If you are holding an event that is not celebrating anything, it will be challenging to get media attention. There needs to be a newsworthy reason for the event.)

Here are a few tips to make your media advisory effective:

· Decide what key messages you would like to communicate through the media to your target audience.

· Keep the format the same as the standard news release.

· Keep it short. (The media advisory should not go over one page.) 

· It is a good idea to summarize the event in bold after the first paragraph.

· Explain the details of the event. The who, what, when, and where of the event is crucial. (The newsroom receives hundreds of releases in a day, making it easy on them will help.)

· This release must be in the third person. 

· Feel free to add your logo to the document.

· If there is a high profile individual presenting at the event, make sure this is clearly communicated and let the media know if this person will be available for interviews.

The media advisory can also be sent to event listing sections of newspapers, simply change the title to EVENT NOTICE.

Below is an example of a media advisory
For Immediate Release






           June 1, 2009

Salmon Hero to be Honoured by

Fraser Salmon & Watersheds Program
Vancouver, B.C. – The Pacific Salmon Foundation and Fraser Basin Council will announce the winner of their annual Fraser Salmon Hero Award on June 9 as part of their joint Fraser Salmon and Watersheds Program (FSWP). The award honours a person who has made a tangible contribution to the preservation, enhancement and improvement of the Fraser River watershed and its populations of Pacific salmon over the past year. A $4,000 grant from FSWP will be given to the winner’s choice of environmental organization in his/her name.

WHO: Fraser Salmon and Watersheds Program

WHAT: Announcing the Winner of the Fraser Salmon Hero Award
WHEN: 7 p.m. on June 9, 2009

WHERE: Inn at New Westminster Quay

ON LOCATION CONTACT: Megan Moser may be contacted at 604-555-5555.
The Fraser Salmon & Watersheds Program (www.ThinkSalmon.com) is jointly managed by Pacific Salmon Foundation and the Fraser Basin Council and is funded by the provincial Living Rivers and the federal Fisheries and Oceans Canada. The FSWP mission is to inspire changes in human behaviour for the benefit of salmon and the watersheds on which we all depend. The program funds a range of projects to protect and restore the salmon habitat and water quality, integrate planning and governance, improve information and approaches for sustainable integrated fisheries management, and educate and engage the public. 

-END-

To set up interviews, please contact Ruth Atherley of AHA Creative Strategies Inc. at ruth@ahacreative.com or 604-303-1052. 

Media Advisory Template

MEDIA ADVISORY  






              DATE HERE, 2009

(Headline Outlining Event or Activity)
(Subheading could go here about expected number of participants or other

media attraction)

City, B.C. – Opening paragraph: brief and informative, highlighting appropriate event information. 

(It is often helpful for media to have next “paragraph” listed like below.)
WHO: (participants)

WHAT: (explain what is of interest in one line)
WHEN: (date and time)

WHERE: (address of location)

ON LOCATION CONTACT: (name and cell number of primary contact for event)
Potentially add more information or quotes here to help get your key messages across.

Boilerplate information on organization goes here.

- 30 -

(-30- or -END- signals to the reader the end of the release.)
Media Contact (may be different from event contact)

(Name)

(Position)

(Organization)

(Phone number)

(Email Address)

- - - -

c. Photo Opportunity Notices

There may be times when you will have a photo opportunity (or “photo op”) that could interest the media. (A celebrity endorsing your initiative or a large community participating in an event are a few examples.) 

Here are a few key points to keep in mind when developing a photo op notice:

· Ask yourself if you have a realistic opportunity to attract media with your photo idea. (Is your photo op event and idea newsworthy, is it highly visual, does it make a statement?)

· Decide on the best location (as central as possible to make it convenient for media) and the best way to do the photo op to generate the most publicity possible.

· Decide what organizational and event key messages you would like to distribute to the media.

· Keep the format for the photo op the same as the standard news release.

· Keep it short. (This should not go over one page. If you can’t explain a photo op in one page, media most likely won’t be interested.) 

· It is a good idea to summarize the photo op in bold after the first paragraph. (The newsroom receives hundreds of releases in a day, making it easy on them will help.)

· Explain the photo op. The who, what, when, and where of the photo op is crucial. 

· This release must be in the third person. 

· Feel free to add your logo to the document.

Below is an example of a photo opportunity notice
Photo Opportunity Notice






           June 7, 2009

Salmon Hero to be Honoured by

Fraser Salmon & Watersheds Program
Vancouver, B.C. – The Pacific Salmon Foundation and Fraser Basin Council will announce the winner of their annual Fraser Salmon Hero Award on June 9 as part of their joint Fraser Salmon and Watersheds Program (FSWP). The award honours a person who has made a tangible contribution to the preservation, enhancement and improvement of the Fraser River watershed and its populations of Pacific salmon over the past year. A $4,000 grant from FSWP will be given to the winner’s choice of environmental organization in his/her name.

WHO: Fraser Salmon and Watersheds Program

VISUAL: Fraser Salmon Hero with award and over-sized cheque to present to environmental organization

WHEN: 7 p.m. on June 9, 2009

WHERE: Inn at New Westminster Quay

ON LOCATION CONTACT: Megan Moser may be contacted at 604-555-5555.
The Fraser Salmon & Watersheds Program (www.ThinkSalmon.com) is jointly managed by Pacific Salmon Foundation and the Fraser Basin Council and is funded by the provincial Living Rivers and the federal Fisheries and Oceans Canada. The FSWP mission is to inspire changes in human behaviour for the benefit of salmon and the watersheds on which we all depend. The program funds a range of projects to protect and restore the salmon habitat and water quality, integrate planning and governance, improve information and approaches for sustainable integrated fisheries management, and educate and engage the public. 

-END-

To set up interviews, please contact Ruth Atherley of AHA Creative Strategies Inc. at ruth@ahacreative.com or 604-303-1052. 

Photo Opportunity Template

Photo Opportunity Notice  





      Month XX, 2009

[Headline Outlining Photo Opportunity]
Introduction paragraph: brief and informative, highlighting the photo opportunity and its significance. 

WHO: [participants]
VISUAL: [explain what is worthy of a photo by the media in one line]

WHEN: [date and time]

WHERE: [address of location]

ON LOCATION CONTACT: [name and phone number of primary contact for photo op]
Add more information or quotes here to help get your key messages across.

Boilerplate information on organization goes here.

- 30 -

(-30- or -END- signals to the reader the end of the release.)
Media Contact (may be different from event contact)

[Name]

[Position]

[Organization]

[Phone number]

[Email Address]

- - - -

d. Photo Release

A photo release is developed when you have captured an image that tells a newsworthy story. The photo release and image are sent to media that did not come to the photo op or event, to provide them with a professionally shot photo and brief information that they may still publish. A photo release is distributed with an image and the heart of the story is told through the image, not through the news release.

Here are a few hints for developing a photo release:

· Decide what organizational and event key messages you would like to distribute to the media.

· Keep the format for the photo release the same as the standard news release, but much shorter. 

· A photo release should never be more than one paragraph long.

· Offer a photo caption to help save time for the media. Ensure you have the key messages you want publicized in this caption. Include names and titles of anyone in the photo. The media may use this caption word for word or write their own.

· Offer a photo credit. (List the person who took the photograph and the organization they are from.) 

· This release must be in the third person. 

· Feel free to add your logo to the document.

Below is an example of a photo release
Photo Release







           June 9, 2009

Salmon Hero Honoured by

Fraser Salmon & Watersheds Program
Vancouver, B.C. – Today the Pacific Salmon Foundation and Fraser Basin Council announced the winner of their annual Fraser Salmon Hero Award as part of their joint Fraser Salmon and Watersheds Program (FSWP). This year’s winner is Mark Johnson, Community Advisor in the Fraser Valley with Fisheries and Oceans Canada. The award honours a person who has made a tangible contribution to the preservation, enhancement and improvement of the Fraser River watershed and its populations of Pacific salmon over the past year. A grant of $4,000 will be divided among ten environmental organizations in Mr. Johnson’s name. 

PHOTO CAPTION: Mark Johnson received the Fraser Salmon Hero Award from the Fraser Salmon and Watersheds Program for his contribution to the preservation, enhancement and improvement of the Fraser River watershed and its populations of Pacific salmon over the past year. A grant of $4,000 will be divided among ten environmental organizations in Mr. Johnson’s name. 

PHOTO CREDIT: Fraser Salmon and Watersheds Program
The Fraser Salmon & Watersheds Program (www.ThinkSalmon.com) is jointly managed by Pacific Salmon Foundation and the Fraser Basin Council and is funded by the provincial Living Rivers and the federal Fisheries and Oceans Canada. The FSWP mission is to inspire changes in human behaviour for the benefit of salmon and the watersheds on which we all depend. The program funds a range of projects to protect and restore the salmon habitat and water quality, integrate planning and governance, improve information and approaches for sustainable integrated fisheries management, and educate and engage the public. 

-END-

To set up interviews, please contact Ruth Atherley of AHA Creative Strategies Inc. at ruth@ahacreative.com or 604-303-1052.

Photo Release Template

Photo Release
   





              DATE HERE, 2009

(Headline Outlining Photo)
City, B.C. – Opening paragraph: brief and informative, highlighting the photo and its significance. 

PHOTO CAPTION: Use key messages here. List people in the photograph, their titles, what they are doing and how it’s significant.

PHOTO CREDIT: List the person who took the photo or your organization.
Boilerplate information on organization goes here.

- 30 -

(-30- or -END- signals to the reader the end of the release.)
Media Contact (may be different from event contact)

(Name)

(Position)

(Organization)

(Phone number)

(Email Address)

- - - -

e. Public Service Announcement

A public service announcement (PSA) runs on television or radio and can be offered at no charge, although changes in the media industry recently have seen media outlets charging for this service or providing it to organizations that spend advertising dollars with them. For some broadcasters, providing PSAs is a part of their licensing agreement with the Canadian Radio-television Telecommunications Commission (CRTC). Sometimes media will work with not-for-profit or charitable organizations to help promote a free event or initiative that is being produced or developed for the good of the community. 

Some media will take the information directly from a public service announcement, while others may write their own content. It is always a good idea to call your local media to ask about PSA opportunities for your initiatives.

Here are a few points to help you write an effective PSA:

· Write short and compelling content. These are usually 15 second spots, make each word count.

· Repeat the name of the event or organization two or three times, if possible.

· Add a call to action. Ask for help, get people to contact you, ask them to come to your event, etc.

· Provide contact information. Make sure the viewer or listener has a website to visit and/or a number to call for more information.

Below is a fictitious example of a PSA 

Salmon Tasting Festival

The Salmon Society is hosting a Salmon Tasting Festival at the Vancouver Convention Centre on October 3rd from 1 p.m. – 3 p.m. This is a free event—open to the public—that will feature barbeque samplings of all seven types of Pacific salmon species. The Salmon Society will offer discount coupons to purchase salmon at your local supermarket. The Salmon Society will also draw for five pairs of tickets to an upcoming Vancouver Canucks game. To register for the Salmon Tasting Festival, please visit SalmonSociety.com or call 604-555-1234.
E. Work with Your Media
With journalists receiving so many news releases and pitches a day, it’s very important to get your information to the right person. Most media don’t open half of the emails that they receive. If your email went to the wrong person, it will most likely be ignored.

1) Find Media Contacts

If you’re looking in newspapers or magazines, the contact information you need is usually found in the publication. If you cannot find it, use the Internet or call the general number and ask the receptionist. You want to obtain an email address, phone number, and the physical address for your contact list. It seems contradictory, but some media outlets make it difficult for you to contact their journalists. Media gets pitched hundreds, sometimes thousands of stories a day. Having a direct contact for a specific reporter is extremely valuable.

For newscasts of TV or radio shows, you can often check the credits at the end of the program to at least get the names of the producer. Go to their website or contact the receptionist for more contact info.

If you cannot find an email address, find a person in that organization that does have an email address listed (you can often find this in the ad sales area of the website). Use the same format for the person you want to reach out to. Chances are you now have the email address.

Let’s look at the types of media you potentially want to be covered by:

· Community newspapers
· Local daily newspapers
· National daily newspapers
· Industry trade publications 
· Talk radio

· Television shows 

· Television station newscasts

· Internet media

· Blogs

Community newspapers are very important to reaching local stakeholders. Your news can be relevant to the community where your organization is located, doing work and potentially the communities where people working on your project live. It’s all about finding that local connection. If you are holding events, conferences or speaking presentations in a specific community, the community newspapers located there may be interested in your story. They want to know about the things that affect their readers. You are generally looking for the editor of the community newspaper.

Local daily newspapers are a perfect place to look for contacts. (It is helpful to read the local daily papers everyday to keep abreast of what’s going on in your field.) The media often offer their contact information along with the article. Look for the specific editor and reporters that cover your field and/or the area of environmental/sustainability. Take note of the types of styles they use. Become familiar with what they write about, their opinion on the subject, their expertise and even their perspective (positive, negative, and neutral). Many daily newspaper reporters now also blog. Check the newspaper’s website to see their blog and to see what other articles that were not included in the print edition may be published online.

National daily newspapers generally cover things of a national interest (although they are sometimes accused of only covering topics that are of interest to people in the largest populated cities). But don’t discount this medium; they also do local stories that fit within a national or geographically relevant trend or stories that stand out as unique and interesting. Focus on targeting one or two specific journalists that cover your field and/or the area of environmental/sustainability.

Industry trade publications include trade magazines, newsletters, daily emails, etc. What do you read from the industry? What do your colleagues and peers read? Getting coverage in trade publications is of value in creating outreach opportunities within your field of expertise and potentially obtaining partners and/or sponsors.

Talk radio can be a very effective way to get your message heard. Check out the various stations and their formatting. Is there a talk show that suits your organization, service or products better than others? Look for the contact information of the show’s producers on the website or call the station and request it.

Television shows are a great place to showcase your organization. Watch the breakfast shows and cable interview shows. With the right story angle, you could be one of their guests. Look for the producer’s contact information on the website of the broadcaster.

Television station newscasts need content. You may think that everything is “hard news,” but look again. Much of the news is generated by people pitching two sides of a story. There are also usually one or two positive stories in a telecast mixed in just before the commercials. Watch the noon, evening and late night news if you can (or tape them) to become familiar with them. Look for the producer’s contact information.

Internet media are also important. More and more, media are turning to the Internet to provide additional stories to their audience. Traditional media, such as newspapers, often have their own online editor. Find out who that is so you can pitch them directly. The contact information should be on the website. For media that only publish on the Internet, check in the contact us section of their site to find the right person to approach regarding your story idea.

Blogs are an important component of publicity and PR. Citizen journalism, industry bloggers and even hobby bloggers can be a huge asset in getting your message out. Do a Google Blog Search to see who is covering your industry and read their blogs to get familiar with them. Comment on their blog posts and send them pitches and information. 

Bloggers are not journalists, although some journalists blog. Make sure you read their blog and that they write about your area of expertise. For most bloggers, there is no editor standing by to help tone down an opinionated piece, so approach bloggers with respect and caution. They are valuable contributors to the changing media landscape, but they are not journalists and they don’t write like journalists. They may not check their facts, they may have strong opinions and they may be quick to criticize.

2) Build and Maintain the Media Database

A basic database* of media in British Columbia, as well as national media contacts can be found in the appendices section of this toolkit. You can use this database to begin creating your own, customized media database.  

*Please note – the starter media database may not have all the up-to-date contact information. Media change and update their contacts constantly. Please use this as a base to work from.
Tips to keeping an up-to-date media database:

· Add contacts to the database as you find/research them. 

· It’s a good idea to keep notes on each campaign’s outreach. This way you will remember this media person’s likes and dislikes the next time you reach out to them.

· Keep this database as up-to-date as possible. Every time you find a contact, add them right away. (When you have a news release to distribute ASAP, this is not the time to be fumbling around trying to determine which media to add and trying to find their contact information. Your news may not be newsworthy tomorrow.)
· When you send out a news release or pitch – update the database if you get an email returned to you. Journalists don’t stay in the same place forever; even the most up-to-date database needs constant attention.

*See Appendix C for the Select the Right Media Outlets for the Campaign Checklist.

3) Respond to Media

It’s important to know that media are under strict deadlines and need to be spoken to ASAP. When distributing news releases or pitches, ensure that you have included a phone number where media can reach you immediately. If you are not available, they may go to another source for a quote. If they do leave a message, call them back immediately. 

It is important to make sure that all staff/colleagues know where to reach you in case the media calls. They should be giving you/the spokesperson the message as soon as possible. It is also important that the person that answers the telephone be aware that you have reached out to the media. A reporter may ask the person that answers the phone questions about the news release or pitch. That person needs to be given the tools to make sure the reporter gets to the right person: the spokesperson.

4) Distribute News Releases

When distributing a news release, it is important to remember that the media are pressed for time. Depending on the media outlet, they may receive hundreds or even thousands of news releases everyday from people just like you, people who are trying to pitch their story to generate coverage. You must do your absolute best on the writing of the release to effectively get your message out to the media and to cut through all of the other news releases they receive.

Distributing a news release sounds simple, and it is, but you need to get it read. Here are a few pointers to help your release stand out from the crowd and be reviewed:

Timing

When you send out your release depends on what type of information you are distributing. 

· A news release is best distributed in the morning and early on in the week.

· A media advisory and photo opportunity notice should go out three to five days before the event (or for community newspapers one week ahead of the event). You can also redistribute the advisory the day of the event to remind media to attend.

· A photo release is distributed right after the event, preferably within a couple of hours of the event.

· Public service announcements are distributed four – six weeks prior to the event. (And often several times during that period.)

Distribute via Email

· Copy and paste the news release into the body of an email. Many journalists won’t open attachments due to viruses and some organizations won’t let an email with an attachment in past their firewall.

· Have a catchy subject line in the email. Reporters will only open about 20% of their emails, so you need to make the subject line count. Be careful not to make it look like spam.

· Read through the email carefully. Sometimes when you cut and paste information, things change and there could be errors as a result. (Examples: spaces are sometimes removed, an additional website will be added, bullets disappear, etc.)

· Send yourself a copy of the email to ensure the entire email looks correct. Can you see the entire subject line? If it’s too long, shorten it.

· Send the email as early in the morning as possible. Try to send releases out before the media arrives at work to ensure they have the opportunity to open your release before they have too many to choose from.

· If you are sending the email to multiple people at DIFFERENT locations at the same time, ensure you BLIND COPY everyone. The media will not want to see that you have sent the release to their competition.

· CC those at the same media outlet that you’re sending the release to, don’t blind copy them. This way, the media knows who within the organization has possibly seen the release.

· When emails bounce back, spend the time to research the correct email address and resend it. Then update your database. Don’t be discouraged when emails bounce back, journalists often change positions and it is challenging to keep your database 100% up-to-date.

Distribute Releases with a Photo Image

It is not advisable to send images with the release. As mentioned above, media generally won’t open emails with attachments – especially if they don’t know you. 

· If you have to send an image, ensure it is more than 200k but less than 1MB.

· Add “With Image” to the subject line to help the email get opened.

· If you don’t have a relationship with the reporter, tell them in the email that you have images available upon request (instead of sending an attachment) or create a link to Flickr or your website in the email where the reporter can download the images.

Distribute via Fax

· Try to keep the release to one page if possible, two pages at the most. 

· If the release is two pages, ensure that the document has a title and page number in the header.

· Add a coversheet and address it to the appropriate media person. 

5) Follow-Up with Media

Following-up with the media is often as important as the distribution of the release. When you follow-up, you may find that no one has even seen the release! If it turns out that the journalist you call does not remember your release or says they haven’t seen it, see this as an opportunity to connect. Ask for their specific email address (and add it to your database if it is different than the one you have) and tell them you will send it to them right away and will call back the next day. You might also take this opportunity to give the reporter a brief highlight of what is in the news release and perhaps engage him/her in a conversation.

Below are some follow-up hints:

· Follow up via email or phone 48 hours after sending the release. (Give the reporter two days to review your news release, be patient.)

· Try to call the media in the morning – before 10 a.m. If you call much later they are on deadline.

· Tell the journalist who you are and ask them if they have a moment to chat with you. Never assume that they have time to talk.

· Ask if the journalist has received your release; don’t assume they have seen it. If they haven’t seen it, don’t get upset; just ask politely if you can send it to them again.

· Don’t expect that the reporter will be happy to take your call. They most likely won’t be. Don’t take this personally; it’s not you. They are under a lot of pressure and deadlines.

· Ensure you can effectively “pitch” your story in under 15 seconds. You will be lucky to get even this amount of time with the reporter.

· If you get voicemail leave a short message, 15 seconds at most. Leave your phone number, but don’t expect to receive a return call. They will only call you back if you caught their attention and they want to know more.

· If the reporter is searching for the release or email when you are speaking to them, offer to resend it to them. Make it easy on them; it may go a long way.

· Remember, the reporter is most likely on a deadline, be appreciative of their time if you get to speak to them. Don’t go on and on. Be succinct and to the point.

· If you have distributed the release and have followed up via email and phone and no one is interested, it’s probably time to re-evaluate what was done and how to do it more effectively the next time.

How to Ask Media for Feedback

There may be times when you are not getting anywhere with your news release and follow-ups. Constructive criticism can be highly valuable; asking for feedback could be the answer to putting you on the right track. (If you can’t take criticism well, you shouldn’t attempt this. If you get upset or get angry at the reporter, it can create a challenge in building your relationship with this journalist. It is important to actively listen and not try to defend your current pitch/outreach.) 

Here are some tips to help you request feedback:

· Ask the reporters you have a rapport with for feedback. Preferably you have established some kind of connection (met them at an event, went back and forth via email or chatted over the phone) or they have written about you. 

· Ask the reporter if they have a couple of minutes to assist you in understanding why your story isn’t of interest to them, so that you can refine your pitch.

· Ask them if they see anything in your story that is relevant or that might be in the future.

· Ask them what they are currently looking for in this area and listen. Don’t try to twist what they say to suit your needs. If you have the opportunity to provide them with a source for the story they are currently working on, do it. Even if it has nothing to do with you and you don’t generate coverage for yourself, you will have started to build a relationship.
6) Hold a News Conference

News conferences (also called press conferences) are generally reserved for announcements of particular interest to large numbers of people. The following are examples of when to hold a news conference:

· Launch of a major new initiative.

· Announcement of something of local importance. 

· New information relating to a big story being followed by the media. 

· A statement on a controversial issue. 

*See Appendix C for the Plan a News Conference Checklist

7) Partner with Media on a Community Event
There are opportunities to “partner” with the media for specific events or campaigns.  Mainstream media support many different organizations through media partnerships. Sometimes this involves buying “some” advertising, but not always. Purchasing ad space can be expensive and media is supportive of groups and organizations that contribute the communities where their readership/audience lives. However, it is important to keep in mind that media outlets are often asked to provide ad space for free as a part of a partnership. And in order to stand out from all the other requests, you need to showcase the value of the event or campaign to the community and tell the media what they will get out of it.

Usually, the person to contact at the media outlet is the promotions manager. It is helpful to first write a one-page letter to this person outlining your event or campaign and showcasing the value to the community. Send this to the promotions manager via email and let them know you will follow up with them within one week of sending the email.

Some benefits to media might be:

· Placing their logo on any/all printed materials.

· Placing their logo on your website.

· Providing an opportunity for the media to participate in the event.

· Providing interview opportunities to the media with high profile participants.

It is also important to understand that, depending on the event/campaign, if it is supported by one media outlet through a partnership, other media may not cover the event. They are competitive and don’t want to carry the same news that other media has. It is a judgment call on your part on which would be more beneficial for your campaign/event.

8) Become a Media Resource
Journalists are always looking for credible, reliable sources. If a reporter is working on a story and they know that they can turn to you for information, for recommendations on who to interview or other details that they might not be aware of, you will become a valuable resource to them.

If there are reporters that regularly cover your field, send them an email outlining your expertise and experience and let them know that you are interested in providing them with information on specific areas, if they need it. Make it clear what areas you can provide up-to-date, relevant, accurate information about and provide your contact information (both work and cell phone numbers). 

If you become a media resource, don’t assume that calls will happen between 9 a.m. and 5 p.m. It is important that you are able to help the reporter when they call – on their deadline. If you can’t, tell them straight away so that they don’t waste precious time waiting for you to get back to them. 

It is important to always try to get the information for them or to put them onto someone else that can help as soon as possible. You want to develop a reputation for being credible and reliable! 

If a reporter calls about a story that may not directly benefit you, you still must follow through. Even if you are never mentioned in the story, you will have provided the reporter with value. In building positive relationships, helping out when there is no benefit to you is a great thing to do. 

Every six months or so, send an email to the reporter(s), just to remind them that you are out there, if they need you. It might take a year or two before they call, but reminding them keeps you top of mind should something come up.
F.  Prepare a Story to Pitch to Media
Pitching the media is a little different from sending out a news release. A news release may go to several media outlets, but pitches are developed for a specific media outlet. In many ways, it is like taking on the role of a reporter and putting together the information necessary to get an editor to approve a story idea. 

Pitching can be an effective way to help get media coverage about your organization, but it takes work. You have to effectively “sell” your story in a short, concise and interesting email or phone call. Don’t think of the idea of selling your story in a negative way – it’s about showcasing why your story has value to the media outlet’s audience/readership. It’s about highlighting the key points that would be of interest. You are providing a service to the reporter, to help them to share this information with their readers/viewers.

Poorly pitched story ideas may hurt your credibility with the media, so make sure that you review your pitch idea using criteria outlined earlier in the toolkit. Don’t be afraid or intimidated by the media, but be respectful and provide them with value. View your approach to the media as mutually beneficial.

1) Develop Ideas

Keep in mind that you want to keep your pitch straightforward and simple, don’t get lost in the details and lose sight of the big picture.

Here’s how to start the pitching process:

· What medium is right for this pitch? What magazine, newspaper, radio or TV show speaks to your audience? Visit your database and find the right media to pitch.

· Play the role of the journalist of the media outlet you have selected. If the reporter that you are pitching were to outline a story about your project, what would they think is of interest? What are the trends happening in this area? Is there controversy attached? Who would be the top five people to interview for the story? Would they include your competition, critics and/or supporters? 

· What would stop the reporter from doing this story? (Have they covered it recently, is the news too old, is it relevant to people outside of your organization?) List the barriers that might stop the reporter from being interested in this story.

· What are your ideas for the perfect story about your organization? Think blue sky. What if you could get two minutes of TV time or have an entire page written about you, what does the story look like? Remember this isn’t an advertisement, this has to be newsworthy. Write down all your ideas. How do they fit with the key points you have outlined from the perspective of the journalist?

· Can you see in your mind how the story could come out in the newspaper, magazine or on TV? How did your key messages come across? Revisit your key messages to ensure they have been incorporated into your ideas.

· How are you going to reach out to the media? Email is generally best, as you can provide more information than you can in a very short telephone call. But if you are a “people” person by nature, a phone call may be your best tool. 

2) Develop a Newsworthy Angle

Here are some ideas to help craft your pitch to be newsworthy:

· Develop a pitch that follows a trend, something that is larger than your organization or project (incorporating others in your industry). Sharing the spotlight will not hurt you, especially when you incorporate the pitch with larger, better known organizations in your industry. 
· In the pitch, ensure that you focus on something that sets you apart from the other organizations. (It can’t be all about you, but it needs to emphasize why you should be one of the feature interviews.)
· Tie the pitch to a season, holiday or event. 

· Connect yourself to a larger news story that is happening today. (If you are going to do this, it has to be immediately! Don’t wait a week. Do the pitch as soon as you hear the news and send it out.)

· Have facts, stats and other potential interviewees included in bullet points.

· Can you add a human interest element to your pitch? Could you add something about children participating with your project? Has someone overcome great odds? Has someone’s life been positively affected by your project? Think about what would reach out and touch the reader, viewer or listener. How can you humanize the story and make it relevant to your audience? How can you engage them emotionally?

· Can you add an angle that is different or unique to the pitch? A dramatic or fun image may help get media interested. Just balance this with what you are trying to achieve. A lively photo or some fun facts are great, but not if your story is about a serious topic.

3) Craft the Pitch

Remember, the media are getting pitched all day long. Your pitch has to stand out. Here are some ideas to help you develop an effective pitch. 

· Keep it brief! The media don’t have time for long-winded stories. The shorter the better.

· You need to develop the who, what, when, where, why and how of your story.

· The pitch must be succinct and well written. Reread the pitch many times and have at least one other person read it. Ensure there are no errors. 

· Understand what the reporter does, what they cover and what the focus of the media outlet is. Ensure you are sending the pitch to the right person.

· Take the time to find out about the media person you are reaching out to. Google the reporter and read, listen or watch their work. Many reporters now have blogs; read their blog. Spend some time on this. Find out what they like, what they dislike. Make notes on your media database constantly so you will remember their likes and dislikes a year from now.

· Be careful how you position the pitch. Explain to the reporter that you have a story pitch that you hope they will feel will be of interest to their readers or audience. Then explain why. Be respectful. (Reporters don’t want you to tell them how to do their job; they want to receive good ideas that are well thought out and relevant to their audience/readers/viewers.)

4) Distribute the Pitch

Here are some helpful hints on distributing and following up on a pitch.

· When distributing information to the media, be prepared for an interview at a moment’s notice.

· A pitch is one-on-one. Don’t send the same pitch to more than one reporter. If you only have one idea, send it out one reporter at a time. If they pass on the idea, then take it to the next media outlet. Don’t tell the reporter that he/she is second in line and that someone else has turned down the idea.

· Make it easy for the reporter to read, understand and to reach you. Let them know that you have included your cell phone number below and can be reached at anytime. When you’re working with the media, you don’t get to punch out at 5 p.m. You should be accessible by cell phone anytime. If you want to be successful in media relations, make sure you’re working on their time, whenever it’s convenient for them.

· Ensure you have a catchy subject line or it won’t be read. Be careful that your subject line doesn’t sound like a spam email.

· Send your pitch early in the day on a Monday or Tuesday. Don’t send it on a Wednesday, Thursday or Friday.

5) Follow-Up on the Pitch

With hundreds of ideas coming at them every day, the media may not have seen your email, let alone read it. Follow up is extremely important to help get your messages heard by the media. Follow up a couple of days after you sent the pitch. 

Many journalists will tell you that they don’t want you to follow up with them. While it can feel like you are being a nuisance, follow up is important and you have to develop a thick skin when picking up the telephone to contact a journalist about a pitch.

· When phoning to follow up, understand that the reporters are always on deadline. Remember that the media have specific deadlines in their jobs every day. (Don’t call a breakfast show at 8:30 a.m., as they’re on the air. Don’t call the noon newscast at 11 a.m., as they are scrambling to get the news done to go on the air. Don’t call a daily newspaper reporter after 1 p.m., as they are working to get their articles done for the next day’s paper.) Find out what the deadlines are for the reporters you are pitching if you are planning to phone them. It will go a long way in getting them to talk to you.

· Follow up, and follow up again. Follow up a minimum of 3 times and a maximum of 5. If they don’t respond after this, assume they are not interested and send it to another media outlet.

· When sending the pitch to a different media outlet, customize your pitch. Each publication’s audience is different. The exact same pitch most likely won’t work for everyone. 
G.  Prepare for an Interview
The campaign worked. Your message has been heard by the media and they are calling you. If you have never gone through the process, here is a list of the things you should know.

· This is one of the reasons you have a media kit that includes biography, backgrounder, etc. When the reporter calls, even if you have already sent them your information, ask them if they would like you to send your media kit to them again via email (they may not have seen it). If you can provide the reporter with additional information, you will be helping them tremendously. (If the article is about you and other organizations and these organizations don’t have any material to provide, the reporter may focus more of the piece on you.)

· Ask the reporter what their deadline is. Ensure you work within it. Do not miss a deadline in providing information to a journalist. 

· Ask if the reporter is interested in interviewing you (or the spokesperson). If you get a chance to give more information, there’s a better chance that there will be a larger piece about your organization and project.

· Set a time and date that works for both of you for an interview. You could speak to them right then if they are ready, but this doesn’t give you time to prepare. 

· If the reporter calls you and wants to speak to you immediately, politely ask them if you can call them back in 10 minutes. This buys you a few minutes to prepare for the interview. 

· If you have the option to choose the day/time, choose a time early in the day so you are fresh and your mind is clear. This also gets you finished before other news has a chance to happen that day. (The reporter might get pulled into other news stories and not have the same amount of time to interview you.)

· It is fine to ask the reporter for the angle of the story. Most reporters will give you some insight as to what they are writing about. But do not ask for the questions that will be asked in the interview. The media will not send this information to you. Once you know the angle, you should have a good idea what questions will be asked.

· If the reporter needs to interview other people, offer your funders and partners (if they are interested). Let the reporter know that you have several sources with relevant expertise.
· Always offer images to the reporter. This is why you have images available. If they send a photographer, ensure you have a few good ideas of where to shoot the photo. Think about the visual that will represent your project. The background in a photo can strongly position you in the minds of the viewer/readers.
1) Interview Preparation

Here are some tips to preparing for an interview:

· Return to your key messages and review them.  A reporter may interview you for an hour but only quote you once, and briefly at that. If you know your key messages, and use them as a foundation for your responses where appropriate, your quote will more likely reflect your core message. Practice interviewing with someone else in advance. Saying something aloud, succinctly and articulately is always more challenging and will help much more than just trying to be “mentally” prepared.

· Once you know who the reporter is, check out their work. Read their articles, or watch or listen to the show that this person is on. It will give you an idea of their interview style. 

· When preparing for interviews, write out the questions you think the reporter will ask and also write down your answers. Writing down your answers will help you formulate your thoughts into solid answers. It will also raise any red flags, reminding you not to speak in jargon and to explain any technical terms. 

· Do any research necessary in advance to have supporting evidence that may be required for third party credible sources.

2) Interview Tips

What if I am nervous? If you are nervous, it’s okay to let the reporter know that you haven’t done this before (if this is TV or radio, do this before you’re on the air). They are professionals and will do their best to put you at ease. They want to get the best out of you. And it’s okay to be nervous, it shows that you are concerned with the outcome. Work to change your nerves into positive energy. 

Be positive. You’re in the enviable spot to showcase your organization, your project and the positive things that are being accomplished through your work. The reporter has asked to speak directly to someone who is an expert – and that’s you. Out of the hundreds of other pitches and releases the reporter received that day, the reporter took notice of what your organization is doing. You have an opportunity to showcase the work you are doing – focus on the successes, the journey, and the learnings. If there are internal challenges or issues, this is not the time to air them.

Learn the reporter’s name. Using the first name of the interviewer is considerate, warm and courteous. It creates energy between you and the reporter that will make you feel more comfortable. If you are on-air, it will come across positively to the audience.

Be conversational. Keep your manner and tone conversational and informal. Use short words and simple sentences. Avoid jargon. This keeps the interview interesting and comes across much better in both print and broadcast.

Be thorough, but brief. Give facts that back up or prove what you are saying, but don’t overwhelm the reporter or audience with information. Be clear and concise. 

Remember, you are the expert. You know your industry as well, or usually better, than the interviewer. Not all reporters cover the same beat all the time. With staffing shortages and budget cuts, often reporters are shared and transferred from section to section when the need arises. Don’t expect them to know the subtle nuances that you know about your organization, project or the field. If they ask what seems to be a naïve or basic question, welcome the opportunity to explain it to them. 

Have credible sources. With limited time and resources, reporters and editors don’t always have time to verify facts; they are relying on you as the expert. If they go to print or on air with incorrect information, chances are a viewer or reader will quickly let them know that they were wrong. Reporters won’t use unreliable sources a second time.

Don’t ever lie to a reporter. Be open and honest. If there is an issue that you are not comfortable discussing, you can explain to the reporter that you don’t feel that you have enough information to properly answer their question at this time. If there is a legal issue or investigation, be honest with the reporter and say that you are in the middle of the process at the moment and cannot comment. 

Don’t be defensive. News is often about conflict and controversy. Assume the reporter is going to ask you tough questions and be prepared to answer them with without being defensive. Go through the toughest questions you can think of prior to the interview and familiarize yourself with which questions might touch hot buttons with you. We’re all human and it is normal to feel defensive if there are issues that you are working through. Dealing with your emotions before an interview is much more valuable than appearing defensive or losing your temper in an interview.

There is no such thing as an “off the record” comment. Don’t say anything to a reporter that you don’t want to see in print or on the air. Reporters will not always honour an “off the record” comment. If you say it, it’s on the record. This includes every moment you are talking to the reporter, whether their tape recorder is off or the camera is off. They can still use your statements. 

Most reporters aren’t out to attack you and don’t want to trick you, but they have a job to do. If you give them something juicy, controversial or gossip-focused, they may use it. Do yourself a favour and decide that you will never say anything to a reporter that you would be upset about seeing in the newspaper the next day or on the news that night.

Never say “no comment” to a reporter. If you can’t answer a question, explain why. You can say that, “As an organization, we have decided not to release that information at this time.” (If it is about a contentious issue, you can state that you are not prepared to discuss this issue at this time as your organization is still working through a process to resolve the issue with the other party.) If you say “no comment” you will appear to be guilty or hiding something. If you are dealing with an issue, explain to the reporter that you don’t have information for him/her at this time, but let them know that you are doing whatever you can to fairly, responsibly and transparently deal with the issue at hand and will contact them immediately when there is information to share.  

Answer the question you think you heard. If a reporter asks a question that seems vague or you aren’t sure what they are looking for, answer the question that you want to answer. If the reporter was actually asking another question, they will clarify it.

Do not let a reporter put words in your mouth if they are negative. If a question contains offensive language or words you do not like, do NOT repeat them – even to deny them. Quite often, only the response of the person being interviewed is broadcast, not the question itself. As long as you don’t repeat offensive language or inaccurate statements, they won’t be printed or broadcast.

When you’re done – stop. The interviewer will appreciate it, and you’ll avoid the most common pitfall of all, saying more than you should to keep a good conversation going. It’s common practice for an interviewer to stare at you in silence (Barbara Walters is the master of it). It is common to want to fill an uncomfortable silence – don’t.  You might blurt out something you didn’t mean to. It’s the reporter’s job to keep the conversation going, not yours.

If you are asked to answer a tough or negative question that you are not prepared for, think before you answer. The pause will give you time to decide whether you want your answer to become public. And if you do decide to put this information “out there,” it will give you the time to think it through. Avoid the quick answer to something that makes you uncomfortable, it could come back to haunt you. You can also respond with “that’s an interesting question,” which gives you a couple of seconds to think through your response. 

Don’t ask the interviewer if you can see (or approve) the piece and/or photographs. Reporters and photographers won’t let you go over the piece or look at a photograph they’ve chosen before it goes to print or air. 

Verbal Language – Your Voice

When speaking to the media over the phone, they can’t see your body language; they can’t look into your eyes. You need to communicate with your voice. 
· Stand up when you are doing a phone interview, the energy will flow better. 

· Pay attention to how quickly you speak. Not too fast, not too slow. Take your time and breathe.

· Don’t use a speakerphone. While it is great for meetings, with a reporter it can make you sound distant, remote, disinterested, and can be perceived as arrogance.
· Don’t lose energy, even if the interview is late in the day, you are tired and it’s been a rough week. Make yourself a green or herbal tea or have a cold glass of water. You can also splash some water on your face; energize yourself for the call. 
Radio and Television Reminders

Answer each question as if it is a stand-alone question. When a reporter asks you a question that you feel you have already answered, don’t say, “As I said before...” This makes you sound impatient with the reporter. It may be that the reporter didn’t get what they needed for their sound bite the first time and is asking it again or in a different way.

For broadcast interviews, they might only air one clip or quote. If you refer back to a previous statement, it would confuse the audience (which means that clip probably won’t air). View each question as though it will be the one answer that people hear. 

Keep Breathing. As silly as it sounds, it is easy to forget to breathe. Breathe deeply from your diaphragm to give your voice power, and it will help you speak clearly. Be careful to speak at the right pace.  A deeper, relaxed voice is more trustworthy.

Participate in the discussion. If more than one person is being interviewed, get involved with the group and express yourself. If you speak only when called upon, you may get lost or ignored on the program.

Don’t look at the camera during TV interviews. The reporter or the producer will give directions to you before the interview. As a rule, you should concentrate on the interviewer not the camera.

Don’t jump to your feet at the end of taping. Wait for the interviewer or producer to tell you that the program has ended. Especially with live TV such as breakfast shows, you might still be on the air. Don’t say anything or move from your spot until the producer tells you it is ok to move.

Don’t be upset if something is edited out. Remember, it is the role of the media to tell the story, not yours. The power of editing belongs to the media.

Avoid weak words. Certain words convey weakness, uncertainty and detract from your key messages. Examples: 

· Do not end sentences with a question, “don’t you think?” “eh?”

· Avoid feeble words: “sort of”, “I guess”, “kind of.”

· Avoid hesitation language: “uh”, “umm”, “well”, “you know.”

Dress and Appearance for Television

On Camera

· Wear something that is comfortable for you. As much as you want to “dress up” for the occasion, make sure you are comfortable. It will show if you aren’t. 

· Physical habits are accentuated. Know your nervous quirks and avoid them.

· Relax. If you can’t relax at least sit still.

· Avoid wearing white, black, plaids, stripes or overpowering prints for technical reasons.

· Wear grays, browns or navy blue if possible.

· Pastel colors are preferable for shirts and blouses.

· If you are going into a studio, wear lightweight clothing. (The lights give off a great deal of heat.) 

· Avoid shiny jewelry that glitters, dangles or clatters.

· Check your appearance in the mirror before any interview, including your teeth.

Body Language

Your body language speaks volumes about you. In fact, negative body language can easily overpower your positive verbal language on television.

· Maintain eye contact with the reporter. Be attentive. Sit straight.

· Avoid the very natural and common tendency to nod affirmatively to questions. (If you disagree, you might be nodding, thinking “I understand the question,” but your body language is saying, that you agree with the statement.)

· Avoid smiling nervously during tough questions, it conveys weakness and uncertainty.

· Keep your arms on the table in front of you or, if there is no table, fold your hands and place them in your lap. Try not to sit with your arms crossed across your chest.

· Don’t touch your face while you are speaking.

· Cross your legs at the ankle if possible, this is grounding.
General Points

· Keep your throat moist with water or use lozenges before the interview. 

· Don’t chew gum. 

· Never drink alcoholic beverages before an interview or with the reporter afterward. (We’re not saying you shouldn’t be friendly, but if you go for a drink with the reporter—remember—you are still on the record.)

3) Post Interview

It is acceptable to send a thank you note or email to the reporter after an interview. It is appropriate to say thank you for taking the time to speak with me today and express appreciation for their interest in your work. You can also add that if they ever need background information, that they can consider you as a source, even if the article isn’t about you or your project. The objective of this is that you would like to be included in their source file; this is where your relationship starts to build.

Fact Checkers

Some magazines have fact checkers that call you after an interview and verify information, but they usually don’t verify your quotes with you (people always want to change them). If you get to speak with one, pay attention to the fact checker. This is your opportunity to make sure the facts are right and to expand on something that you thought of after the interview. Writers and editors listen to input from fact checkers. But keep in mind, that most newspapers, on-air television and radio shows do not have fact checkers. 

Media Errors

Reporters can misinterpret, misunderstand or just plain get it wrong. The reporter might not quite understand what you were trying to communicate or someone else at the magazine or newspaper might write the headline or caption, and make a mistake. 

If the media coverage is wrong, you need to decide how much it matters. If there is information that is factually erroneous and it will negatively affect your organization, you can speak directly to the reporter and make sure that they realize the mistake and write a correction. You can also send an email or letter to the editor and to the reporter correcting the information. 

Depending on the severity of the error, you should make a decision on whether to call the reporter’s attention to it. If it is a small error, it may be in your best interest to let it go. Calling attention to a reporter’s error may create an issue for the reporter. If the error is small and doesn’t affect the messaging in the article, we highly recommend ignoring it.
H. Track Media Coverage

Media coverage is great, but you may not always be aware that it has happened. Unless you were interviewed, the media generally won’t tell you when or if you are going to be mentioned.

If you discover that you have received coverage in a newspaper or magazine and you didn’t pick up a copy of it while it was on the newsstands, try calling their back issues desk. Have a look in their contact area for their phone number. If they are not listed, call the receptionist and ask to be transferred.

You can’t read every newspaper and magazine. The online world has developed tools to help you monitor this area. They are very useful and, for the most part, are free.

1) Set Up Google Alerts
Google Alerts advise you, via email, that your organization, project or a specific person has been mentioned in a blog or on a website. As the majority of print media now also put their articles online, this is a good way to monitor coverage.

Below are instructions on how to set up a Google Alert.

1. Go to Google Alerts: http://www.google.com/alerts
2. Enter your search terms. This could be your organization’s name, Fraser salmon, etc. (Hint: if you add quotes around your search terms, it will only pull up those results that have the words in that order. Search Term: “Fraser salmon” will only bring up mentions on Fraser salmon. Search Term: Fraser salmon will bring up all articles that have the word “Fraser” and the word “salmon” in them.

3. Enter the type of search you want.

4. Enter how often you would like to receive the emails.

5. Enter the email address you want to receive the emails at.

2) Set Up ProQuest Alerts
ProQuest is a media coverage database that the Vancouver Public Library has access to from their website. You can access newspaper and community paper news coverage from across Canada. Articles are generally uploaded two – five days after they appear in print. From our experience, approximately 85% - 90% of the articles printed can be found through this search.

Below are instructions on how to set up a ProQuest Alert.

1. Create a login: http://ipac3.vpl.ca/ipac20/ipac.jsp#focus
a. If you have or obtain a library card, you will always have the same library ID and password. If you don’t, you will have to get a new library ID every month to continue to use the system.

2. Do a search of the database for media coverage in daily and community newspapers in Canada. http://www.vpl.ca/electronic_databases/cat/C734
3. Go down to Canadian Newsstand.
4. Click Continue to your selected electronic resource.
5. Add info to Advanced Search

a. Search for: “FSWP” and/or “Fraser salmon” and/or “Pacific salmon”, etc.

b. Click to search Citation and document text
c. Choose Database: News – Canadian Newsstand
d. Chose Date range: Last 7 days (or another range)

e. Hit Search above Database: News – Canadian Newsstand

6. Once you have a list of at least one newspaper coverage or more, you can Set Up Alert to let you know that there is coverage.

3) Cision Media Monitoring
Television and radio media won’t provide the coverage for you. If you didn’t see it or record it, Cision Media Monitoring can often provide you with the coverage for a fee. Their phone number is 604-669-0338. Using this service can be costly, make sure you ask the cost of the monitoring before you order it.

4) Repurpose Media Coverage
Let People Know

When you receive media coverage, upload it to your website, email it to stakeholders, funders and partners with a brief note letting them know about the coverage. It may also be beneficial to reach out to volunteers and potential volunteers to help keep/get them engaged. It also never hurts to let your MLA, MP and potential partners and potential funders know about the coverage as well. 

Build a Portfolio

It is a good idea to develop a portfolio of all your editorial coverage. This may be of value in the future when filling out funding applications or when showcasing your successes to potential partners.
I.  Hold an Event

Special events are an effective way to connect and engage with the public and stakeholders. It creates an opportunity for them to speak with representatives from your organization, to interact with other participants and creates a ‘buzz” about your project. 

*See the Event Planning Checklist in Appendix C.
FSWP offers small grants to support events that include outreach to public officials and/or media to either highlight projects or promote behaviour changes to benefit salmon and watersheds. 

· *Learn about these small grants in Appendix B.   

· *Find the guidelines for acknowledging FSWP funding, including how to use FSWP logos and backgrounder, in Appendix A.

Photo Permission/Release Form Template

It is important to get a signed release form from those outside of your organization when taking photos that they may appear in. There are people out there that do not want their photo taken and used for publicity purposes. Many people do not want their children’s photo to appear in the media.

Below is an example of a photo release form. Develop one similar to this for your organization, and it’s a good idea to have your lawyer look at it.

Photo Permission/Release Form Template

I
(Please Print) hereby grant permission to ORGANIZATION HERE and media to take photographs/images of me and to allow those photographs/images to be published in, or used by, any of the media of mass communications (including print, radio, television, electronic), or to be used in any other way without any liability on the part of ORGANIZATION HERE, its agents and employees, and without any liability on the part of the photographer, and without any liability on the part of mass communications in or on which the photographs/images may appear or be used at any time in the future. By signing this form, I am also giving consent for these photographs/images to be used for ORGANIZATION HERE’s promotions.  
Signature ____________________________________________    

Date _______________________________

*Signature of parent or guardian if under 18 years of age______________________
- - - -
J.  Provide Speakers for Others’ Events
An important component of public relations for your organization could involve speaking engagements. Offering to talk about your issues at another group’s events may be more effective in raising awareness than holding your own event. Having a spokesperson who is well versed on your initiatives and the community speak at events such as Chamber of Commerce luncheons, local business events, events where potential volunteers would be meeting, etc. will positively raise awareness of your organization and project.  

Develop a speaker’s package to assist you in obtaining speaking opportunities. This package may include the following:

· Bio of the speaker. 

· Backgrounder on your organization and project. 

· Speaking experience document (a short outline of the speaker’s experience).

· Topic outline (two or three potential speaking topics) that the specific audience will be interested in.

· What the audience will get from attending the speaker’s session (e.g. information, inspiration, etc.).

Once you have created a speaker’s package, develop a database of potential speaking engagements. Look for events (where your target audience will be) and event organizers in charge of booking speakers and panel members for specific industry events. Depending on your project/campaign focus, you may want to contact your local Chamber of Commerce, Board of Trade, Rotary Club, associations and community groups. Send them your speaker’s package and offer to speak at breakfast meetings, lunches and other networking events. 

One last tip: Ensure the presentation is ready and the speaker is well versed in the presentation before reaching out to event organizers; you may get a “yes” back quicker than you expect. 
K.  Connect and Engage with MPs & MLAs

Connecting with your MP and MLA is an important component of your communication’s outreach and can contribute to the success of your project. Politicians have an important role to play and in order to engage or interest them in your project, it helps to develop an approach that meets their needs as well as your own. Here are some tips to working with MPs and MLAs.

· Keep politicians up-to-date on issues that affect their constituents. Provide politicians with key information on the specifics of your project, as well as the larger issue.

· When sending news releases, event notices and other media materials to journalists, remember to also send them to MPs and MLAs in your area. This is a great way to connect with your local elected officials and to keep them informed of what you are doing.

· When inviting a politician to an event or meeting, make sure that you contact them as soon as possible to set the date. Their schedules are very busy and the more lead-time you can provide, the larger the potential that they might be able to attend your event or meeting.

· Watch the timing of your event. Check the schedule of the legislature, House of Commons, etc. to make sure that they are not in recess, which makes it more challenging to have politicians come out to your event or meeting.

· When approaching a politician, clearly state why their participation is important and what the benefits would be to them. There needs to be value for both your organization and the politician in order to engage them. 

· When appropriate, make the politician one of the key drawing points for your event. Politicians are a strong draw for members of the community and the media. 

· Don’t surprise the politician at the event (or in public). Make sure their office is aware of everything planned for the event and if members of the other parties will also be attending.

· Don’t attack your MP or MLA publicly. If you have an issue with their platform, their vote or something they have said to the media, take this up with them in a one-on-one meeting. 

1) Tips for Writing to MPs & MLAs

· Keep it simple. Your letter should address a single topic or issue. Typed, one-page letters are best. (It is normal to want to include a great deal of information in your letter, but the fact is – longer letters get less attention.) Short and straight to the point are best.

· Introduce yourself and say why you are writing in the first paragraph. Also list your credentials here. If you want a response, be sure to include your name and address (even in an email). It sounds basic, but it is amazing how many letters go unanswered because there was no contact information included. 

· In the second paragraph provide detail. Be factual not emotional. Provide specific (rather than general) information about how the topic affects you and others in the region/province. If a certain bill or legislation is involved, cite the correct title or name of the bill whenever possible.

In the third paragraph request the action you want take: the MP or MLA to attend the event and why, a vote for or against a bill, a change in general policy or a meeting with the politician.

· Close by thanking the politician for their time and ask that they respond to you by a certain date, if possible.

· The best letters are courteous, to the point, and include specific supporting examples.
2) Engage MPs & MLAs

Connecting with your MPs and MLAs is valuable for your project. Providing politicians with the information of your project or initiative can result in their support. Keep in mind that your MP and MLA have busy schedules and in order to develop an ongoing relationship with them, you need to consistently reach out and provide them with timely, accurate and relevant information (much like the media).

When distributing news releases, it is of value to include your MP and MLA on your distribution list and to send over the release with a short note to the specific person, letting them know that you wanted to keep them informed. 

If there is something specific you would like to discuss with your MP or MLA, it is always good to follow up with a phone call. Make sure that you have something relevant to discuss with them in this call. Don’t call just to see if they received the release.

If you have an upcoming event, it can be of value to include your MP or MLA in the planning of this event. Involving MPs and MLAs can help to increase the interest of media in your event and potentially your project. Before you plan the event, call your MP or MLA and set up a meeting to discuss the event, if possible. Their input could be invaluable and assist you in attracting media and participants if this is an area of interest to them. 

3) Who to Contact

Below is a list of links that can provide the names and contact information of politicians that may be important to your project. 

Legislative Assembly of British Columbia

http://www.leg.bc.ca/mla/3-1-1.htm
Parliament of Canada (Cabinet, Senate, House of Commons)

http://www.parl.gc.ca/common/SenatorsMembers.asp?Language=E&Parl=37&Ses=1
4) Titles & Salutations

Prime Minister – It is proper to address the Prime Minister as "The Rt. Honourable" and start the letter with "Dear Prime Minister."

Premier – Premiers should be addressed as “The Honourable” and start the letter with “Dear Honourable Premier” or “Dear Premiere LAST NAME.”

Cabinet Ministers – Cabinet Ministers should be addressed as “The Honourable” and start the letter with “Dear Minister LAST NAME.”

MPs & MLAs – MPS/MLAs should be addressed as Mr./Mrs./Ms LAST NAME, MP or MLA.

L. Use Signs to Deliver the Message
Effective signage is a critical component of visibility and of communicating your message – whether that is about your project, your organization or behaviour change. A sign can help to develop brand equity, to create goodwill for your project and to keep what you are doing top of mind. It can help reinforce a memory and extend recall of other outreach efforts. 

A sign engages individuals by informing them of your project (often something they may not have known about it) or by providing them with an action that they can take in order to make positive change.

A sign that informs the public about your project or organization can also showcase your credibility. Adding partner logos showcases that your project or organization has earned the support of others. This sends a strong message.

FSWP offers small grants to support signs that either highlight works or promote behaviour changes to benefit salmon and watersheds. You may want to consider partnering with another organization that can provide a strategic sign location and may welcome your assistance in alerting people to these issues.

· *Learn about these small grants in Appendix B.   

· *Guidelines for acknowledging FSWP funding, including small grants, are in Appendix A. 

M.  Understand the Basics of Social Media
1) Introduction to Social Media/Web 2.0 

Web 2.0 is a phrase that was coined in 2004 that refers to the second-generation of Internet-based services such as social networking sites, wikis and other communication tools that let people collaborate and share information in previously unavailable ways. 

The technology advances have provided a platform for communication, and on a global level, people have embraced this opportunity to reach out, to collaborate, to speak and to listen. Web 2.0 has changed the way the world works, as more and more people have the technology that allows them to connect with others around the world. 

We have provided an overview of social media definitions and terms below. Social media is rapidly gaining popularity and its use is becoming more widespread. It is important to begin to understand the opportunities online and the first step in doing so is to learn the basics.

2) Definitions

Blog – The term "blog" is a contraction of "web log." Blog can also be used as a verb, meaning to maintain or add content to a blog. A blog is a website (or a component of a website) where entries are made in journal style and displayed in reverse chronological order. 

Blogs often provide commentary or news within a community of interest such as food, politics, or local news. Some blogs function as more personal online diaries. They are most often written by individuals, but attract others to post their thoughts in response to the blogger’s ideas and opinions, creating interaction and discussion. Blogs may have few readers or they may have hundreds, thousands or—for the “A” list blogs—millions of readers. An effective blog encourages dialog with other bloggers and readers. They combine text, images, and links to other blogs, web pages, and other media related to its topic. Blogs are normally used as an external communication tool, allowing the general public to access and respond to your blog.

Example of Usage: Individuals are the driving force behind blogs. However, that doesn’t mean that organizations can’t use blogs as a part of their communications toolkit. Blogs are being used to effectively put forward new ideas and ask for community response, to discuss changes and trends related to their initiatives and to connect with their community in an open and honest manner. Blogs are a two-way street and can help provide information, as well as receive straightforward and honest feedback. Blogs open conversations. 

Forums – An Internet forum is a facility on the Web for holding discussions. Internet forums are also commonly referred to as web message boards, discussion boards, discussion forums, discussion groups and bulletin boards. Forums can be used both internally and externally.

A sense of virtual community often develops around forums that have regular users. Technology, computer games, and politics are popular areas for forum themes, but there are forums for a large number of different topics. Forums have been around for a long time. A blog can actually be viewed as a class of forum with a single moderator and topic author. 

Example of Usage: Forums are often used to facilitate communications between members of an online community. The independent music scene jumped on this bandwagon early and created opportunities for like-minded music fans to chat, discuss and debate, as a part of a loosely created group. Often forums are the first step in connecting both local and geographically diverse individuals with similar interests. The second step is bringing them together in-person at an event or activity that involves their interest.

Podcasts (audio) – The name podcast is misleading; it has nothing to do with Apple’s iPod. A podcast is an audio file distributed over the Internet using similar syndication feeds as blogs. They are available for download, comment and review. A great podcast is informational, educational and interesting. It is not a commercial. 

A podcast is distinguished from other digital audio formats by its ability to be downloaded automatically using software capable of reading feeds like RSS. The term podcast, like the word radio, can mean both the content and the method of delivery. Unlike radio, a podcast is on demand or time-shifted. The listener does not need to tune in at a specific time and they may listen to the content off-line via an MP3. 

Example of Usage: Podcasts have recently gained widespread popularity in the educational realm, as well as in business. Students often record lectures and provide them for friends who missed that class or use the podcast to study. 

Using a podcast allows for one-on-one communication at the listener’s convenience, while providing the podcaster with the ability to reach a large group of people. Other opportunities to use podcasts include lectures, “how to” information and interviews. 

Vodcasts (video) – Vodcasts are similar to podcasts, except that they supply video rather than audio alone. The term is a natural evolution moving from the audio-based podcast. Vodcasts provide the opportunity to use audio and video to communicate to a large audience in a time-shifted manner. Vodcasts are a positive opportunity to create a connection with an audience using visuals.

Example of Usage: Many companies have been creating corporate videos for years. Vodcasts provide the opportunity to share this information via the Internet or on DVDs. Vodcasts could include training sessions, lectures, presentations or—depending on the objective—events, activities and other initiatives. 

Vlogs (video logs) – Vlogs are a casual video diary. A vlog can provide a personal visual glimpse into the life of a person working for a business or organization, or it can provide a daily update of a project that feels like face-to-face communication. Like a blog, a vlog also asks for feedback and input and creates a collaborative environment.

Example of Usage: Vlogs have become more and more popular as the online population grows and demands more visuals. If it is a positive, fun focused vlog, it can be a great promotional opportunity; an online testimonial of sorts.

SMS (handheld text messaging) – Short message service is a highly popular communications vehicle available through hand held devices such as cell phones and PDAs. SMS allows text messages of up to 160 characters to be sent and received via the network operator's message center to a mobile phone, or from the Internet, using a SMS gateway website. If the phone is powered off or out of range, messages are stored in the network and are delivered at the next opportunity.

SMS is often used as a quick communications tool to send brief information such as directions, updates and other information. It is also used to communicate in situations where a telephone call would be inappropriate or not allowed. 

Example of usage: SMS provides an incredible opportunity to reach out and remind small or large groups of people about an event, a presentation, an opportunity or to say thank you to each and all. An event that needs RSVPs can have a reminder sent out by SMS, rather than having someone call and remind each person; a company hosting an off-site retreat can provide directions and other information via SMS. Encouragement, congratulations and quick check-ins can be accomplished by SMS, providing an ongoing connection between an organization and people. 

IM (instant messaging) – The Internet has made instant messaging possible. At the heart of this is spontaneous communication with friends or business partners who are also online. AOL, Yahoo, MSN, and ICQ are among the well-known instant messengers. 

An instant messenger's functionality will normally include a buddy list with which friends and colleagues can be invited and then displayed in the list. Status information is also displayed, showing which members of the buddy list are logged on to the Internet. Other status information can include "absent", "in a meeting", or "in a good mood." Communications can be sent to one or more members of the buddy list. This makes it possible to chat with several people at once.

Example of usage: Instant messaging provides the opportunity for quick chats with associates who are also online. It also provides a copy of the information in a saved document, providing a reference of the topics discussed. Many companies use instant messaging for communication between staff and with clients. As more than two parties can be engaged on IM, impromptu or planned online meetings can happen and allow for members of a project team to work out challenges, discuss ideas and to come to agreement easily and conveniently.

RSS (really simple syndication) – RSS is a simple system that allows users to subscribe to their favourite websites, blogs, podcasts or vodcasts. Using RSS, webmasters can put their content into a standardized format, which can be viewed and organized through RSS-aware software. Information comes through to the person who has subscribed to a particular feed that provides a headline and two or three sentences of specific articles and information that is currently appearing on the Internet. This allows the subscriber to decide if this article may be of interest to them. If it is, they click on the link and get the whole article, or they can choose to bypass this information.

RSS feeds enable users to see what’s new on a website without having to visit the URL. New updates are immediately registered in the user’s RSS reader. 

Example of usage: RSS is widely used to keep up on articles and information being disseminated over the Internet on a variety of topics by both individuals and companies. RSS feeds can provide competitor information, media articles, news releases and blogs discussing certain topics – rather than search through thousands or even millions of web pages. It offers the individual the opportunity to receive relevant topics brought directly to their desktop or handheld device.  
3) Social Media Tools

Blogging

In order to be ready to join the blogosphere, it is important to understand the online culture specific to your field. Begin by “listening” to other bloggers. Identify the key bloggers that focus on subjects relevant to your organization and project. (A list of bloggers that you may want to review is in the Resource Links section.) You can also go to Google Blog Search or Technorati to search for blogs that are relevant to your organization or project.

Once you have a list of 5 – 10 blogs that will be discussing topics related to you, begin reading them everyday. By reading, watching and potentially participating in conversations—by commenting on the blog posts—you will begin to maximize the opportunity of communicating online. Nearly 70% of Canadians participate in social networks and this provides you with an opportunity to share your message with a larger audience, to build a network of support and to extend and expand your community.

If you have a blog or are planning on developing one, it is recommended to write a blog post at least three times per week. 

Facebook

With more than 250 million active users and great tools for brands, Facebook provides you with an opportunity to engage with your target audience in a relevant and meaningful way. 

Content should be provided as often as possible to your Facebook page (at least three times per week). Your tweets can be shared on Facebook and links to new blog posts can also be uploaded, as can press releases, new photos, etc. Facebook also allows for a link to any videos you upload to YouTube. 

Your fans will want to contribute to discussions, but sometimes they need some encouragement to participate. Being the first to comment isn’t easy for most people. Get them commenting by asking them questions or include a poll in your Facebook content. Asking for their opinion is always good.

Add new and interesting photos with captions regularly. 

Don’t set up the page and go away. If someone takes the time to comment—positively or negatively—it is important to acknowledge their comment. Social media is about conversations, not the one-way broadcast of information from you to them. 

Twitter

Twitter is a free social network and micro-blogging service that allows participants to send 140-character tweets (messages) to connect with other users (known as followers) who subscribe to them. Users can send and receive tweets via the Twitter website, text messaging, or other online external applications.

By its nature, Twitter is a viral mechanism in that it leverages the concept of word-of-mouth-marketing by enabling an immediate reach to followers, who then can reach their followers. Benefits of Twitter include:

· Speed – information can be disseminated very quickly.

· Broad reach potential – a network of networks can be quite vast.

· Targeted reach potential – there is a growing number of niche interest groups on Twitter, including environment and social responsibility.

· Collaboration – more and more professionals are using Twitter to network, build relationships, and look for mutually beneficial collaboration opportunities.

· Continued growth as a conversation medium – developers have open access to the Twitter program code and can create new applications to better access, measure, and use Twitter.

While it is often thought that Twitter is only for “kids” under 21, the fact is that for not-for-profits, Twitter is a strong vehicle that allows you to connect many in your target market. While Twitter does not boast the highest usage in social networks, it is a highly popular community and could provide you with additional outreach to the public.

To find your community on Twitter, here are a few suggestions. 

Connect with people you know already. It is important to locate people on Twitter that will be interested in what you have to say. Start with Twitter users you already know in real life. If you are using Gmail, Yahoo or an AOL email account to correspond with peers, colleagues, friends and family (and you feel comfortable sharing this information), Twitter will go through and find all of your contacts using the people you already have a relationship with and let them know you’ve found a new home on Twitter. 

Use Twitter Search (http://search.twitter.com/) when you want to search by keywords rather than name. You can find all the important conversations going on around your search terms and follow the people having them. 

Twellow (http://www.twellow.com/) prides itself as being “The Twitter Yellow Pages.” It’s a directory that allows you to search for other Twitter users based on interest, category or location. Twitter users are able to claim and fill out Twellow listings, which then become searchable. Twellow ranks users by the number of followers they have, so the person with the biggest network will rank at the top. To help people find you, you should also fill out your personal Twellow profile and add yourself to the appropriate categories.

YouTube

Set up a YouTube channel for your organization and upload videos that stakeholders and your target market would be interested in seeing. Link to the video from other social media tools like Twitter and your blog. You can also upload the videos to your Facebook page.
Appendix A: FSWP Public Acknowledgement Guidelines

Suggested Language: “This project is (supported by/partnered with) Fraser Salmon & Watersheds Program, a joint program of Pacific Salmon Foundation and Fraser Basin Council that strategically delivers funds from the provincial Living Rivers Trust Fund and a federal initiative of Fisheries and Oceans Canada.”

Logo and Backgrounder: For links to these tools, find “FSWP Communication Tools” in the FSWP Notices at the bottom of ThinkSalmon.com front page.

Associating FSWP with the projects it funds is critical to making FSWP visible and likely to continue. For this reason, FSWP requests public acknowledgement of its funding from proponents. In order to increase both public awareness of important issues and acknowledgement of the program, FSWP offers small grants for public relations activity to all proponents. Other groups are also eligible for these grants. 

Here are guidelines for acknowledging FSWP:

Sign or Travelling Display

· To receive a grant, the sign or display must include the FSWP logo.

· Content can range from simply naming the project, to detailed interpretive information, to suggesting a relevant behaviour change. Discuss ideas with your FSWP representative. 

· FSWP has made arrangements with a sign maker, Artcraft, to finalize designs, fabricate and then deliver signs directly to proponents, and invoice FSWP. See details above.

· Proponents may also work with another sign vendor, send the final design to Megan at mmoser@psf.ca for approval, and then submit the invoice to FSWP for payment.  

Event 

· To receive a sponsorship, the event must include outreach to public officials and/or media and mention FSWP in one or more of the ways listed below using language similar to above. 

· Include FSWP logo on event flyers, posters and other event promotion.

· Include FSWP logo on items being given away at the event, as appropriate.

· Acknowledge FSWP in event remarks. 

· Mention FSWP in printed materials and include FSWP backgrounder with printed materials, as appropriate.
Media Release

· The release should mention FSWP using language similar to above and attach the FSWP backgrounder.

· Advice and templates for a media release are included in the PR toolkit. 

Website

· We would appreciate logos and/or language similar to above on your website.

· FSWP proponents are requested to do a sign or display, an event or a media release in addition to website acknowledgement.

Appendix B: FSWP Small Grants and Promotional Items 

A powerful way to increase the public’s appreciation of watershed and salmon issues is for active groups to reach out to key audiences with thoughtful messages. This toolkit is one way for FSWP to assist those efforts. FSWP also offers small grants to groups for public relations activities that benefit Fraser salmon and watersheds, such as:

· Sign that highlights your project and perhaps gives interpretive information (grants around  $500, and possibly more if there is a good educational opportunity).

· Sign that promotes a behaviour change relevant to your project (also around $500).

· Travelling display about the project (also around $500).

· Event for the public or key audiences, that also includes public officials and/or media (also around $500).

· Any other public relations activity you devise for making Fraser salmon and watershed issues visible.

Further, FSWP can provide promotional items with the Think Salmon logo, such as t-shirts, hats and aprons. These can be used as prizes at an event, as a gift for volunteers, or in a publicity photo. 

Those receiving FSWP funds are guaranteed a small grant for public relations activity because we see a win-win opportunity to both enhance your project and acknowledge FSWP funding, as described in the acknowledgement guidelines.

Sign Fabrication

To simplify sign acquisition, FSWP has contracted with Artcraft (www.artcrft.com; note the 2nd “a” is missing) to fabricate durable, full colour signs that are digitally printed with vegetable dye inks and mounted on recycled plastic. A $500 grant will buy two 18 x 24 inch signs, or $300 will buy one 24 x 36 inch sign. 

Process

· Contact your FSWP representative with questions or to discuss sign ideas. 

· Draft sign copy and layout, and then work directly with Artcraft (contact Duane at 604-552-1055, dfast@artcrft.com). 

· As noted in the acknowledgement guidelines, include the FSWP logo package on the sign. Artcraft has the high-resolution version needed for fabrication.

· Supply high-resolution graphics to Artcraft, including photos and logos for the organization and any other partners.

· Artcraft produces sign image and sends to FSWP for final approval.

· Once approved, Artcraft fabricates signs, delivers directly to proponent and invoices FSWP.

Appendix C: Get Started Checklists

1) Checklist: Set PR and Publicity Goals

As with most things in the business world, you need to think about your publicity goals before you should attempt to obtain the coverage. Please answer the questions in this section as thoroughly as possible. The better your responses are, the better chance there is you will achieve your goals. It is advisable to review these goals from time to time, as your goals may change as project milestones are realized and completed.

Add as much information that comes to you during this brainstorming type exercise. It’s important to capture it now, as you may need it on a moment’s notice in the future.

Date: ________________

Our PR goal is to:

· Inform people about our project, our organization and/or issues/challenges surrounding our project.

________________________________________________________________________

________________________________________________________________________

________________________________________________________________________

________________________________________________________________________

· Persuade people to think a certain way about our project/organization.

________________________________________________________________________

________________________________________________________________________

________________________________________________________________________

________________________________________________________________________

· Overcome objections or misconceptions about our project/organization.

________________________________________________________________________

________________________________________________________________________

________________________________________________________________________

________________________________________________________________________

· Get people to vote for or against legislation that will benefit or harm our project/organization.

________________________________________________________________________

________________________________________________________________________

________________________________________________________________________

________________________________________________________________________

· Attract volunteers, partners, and/or sponsors.

________________________________________________________________________

________________________________________________________________________

________________________________________________________________________

________________________________________________________________________

· Attract people to an event.

________________________________________________________________________

________________________________________________________________________

________________________________________________________________________

________________________________________________________________________

· Change behaviours.

________________________________________________________________________

________________________________________________________________________

________________________________________________________________________

________________________________________________________________________

Once you have your PR and publicity goals outlined clearly, it is time to develop your key messages specific to what you would like to communicate through publicity.

2) Checklist: Set PR and Publicity Priorities

Once you have defined your publicity goals, you can then develop your PR and publicity priorities. Refer to your notes on the Setting PR and Publicity Goals Checklist to make sure you are giving each initiative the correct priority status.

Inform people about our project, our organization and/or issues/challenges surrounding our project.

· Urgent

· High priority

· Start working on 

· Low priority

· Not applicable

Persuade people to think a certain way about our project/organization.

· Urgent

· High priority

· Start working on 

· Low priority

· Not applicable

Overcome objections or misconceptions about our project/organization.

· Urgent

· High priority

· Start working on 

· Low priority

· Not applicable

Get people to vote for or against legislation that will benefit or harm our project/organization.

· Urgent

· High priority

· Start working on 

· Low priority
· Not applicable
Attract volunteers, partners, and/or sponsors.

· Urgent

· High priority

· Start working on 

· Low priority

· Not applicable

Attract people to an event.

· Urgent

· High priority

· Start working on 

· Low priority

· Not applicable

Checklist: Target Your Audience

It is important to define your audience to make sure you’re targeting the right media. 

Date: ________________

Initiative: __________________________

Product/service/issue: __________________________

Appeals to:

· Mass audience
· Specialized audience
· More than one audience (list here): 

Audience is:

· International (list countries):

________________________________________________________________

· Across Canada (list provinces):

________________________________________________________________

· In BC (list regions):

________________________________________________________________

· In cities (list cities):

________________________________________________________________

The audience we want to reach out to:

· Currently knows about our organization/product/service.

· Does not know about our organization/product/service.

· Agrees with our organization’s purpose/stand on the challenge/issue.

· Is undecided with our organization’s purpose/stand on the challenge/issue.

· Disagrees with our organization’s purpose/stand on the challenge/issue.

Age:

· Under 12

· 13 – 18

· 19 – 25

· 26 – 35

· 36 – 50

· 51 – 65

· 65 and over


Income:

· $20,000 or under

· $20,001 - $50,000

· $50,001 - $75,000

· $75,001 - $100,000

· $100,001 - $200,000

· $200,001 and over

Characteristics:

· Male


· Female

· Married

· Single

· Families

· Blue collar

· White collar

· Executives

List other Characteristics:

_________________________________________________________________

_________________________________________________________________

_________________________________________________________________

_________________________________________________________________

3) Checklist: Motivate Your Audience

The objective of communicating to your target audience is to get people to take action or change behaviours. This checklist will help you understand what it will take to get your audience motivated.

Date: ___________________

Initiative: ______________________________

Project: ______________________________

Audience: ______________________________

Check the benefits that apply:

· Saves time

· Saves money

· Easy to do

· More fun than alternatives

· Safer than alternatives

· Higher quality than alternatives

· Makes people healthier

· Makes people happier

· Protects people’s well-being

· Gives people a sense of status

· Good for the environment

· Other

List what people need to know about your initiative and what benefit they will receive.

Need to Know






Benefit

_________________________________  ____________________________________

_________________________________  ____________________________________

_________________________________  ____________________________________

_________________________________  ____________________________________

_________________________________  ____________________________________

_________________________________  ____________________________________

4) Checklist: Define Newsworthy Facts

This checklist was designed to help you develop facts that the media will be interested in and help you understand what type of a story you have.

Date: ___________________

Initiative: ____________________

Story Type:

· Hard news – something that needs to be told immediately or it will be old news tomorrow/next week.

· Soft news – something that is more of a human-interest story that can be told, but is not necessarily deadline driven.

Hard Facts on the Story:

Who__________________________________________________________________

What _________________________________________________________________

When_________________________________________________________________

Where ________________________________________________________________

Why__________________________________________________________________

What _________________________________________________________________

How __________________________________________________________________

Exciting Facts:

Why is the initiative exciting?

_________________________________________________________________

_________________________________________________________________

What will the initiative do for the public?

_________________________________________________________________

_________________________________________________________________

How was it discovered?

_________________________________________________________________

_________________________________________________________________

What is the human-interest story behind the initiative?

_________________________________________________________________

_________________________________________________________________

Are there statistics available to help back up the information?

_________________________________________________________________

_________________________________________________________________

What spokespeople could be quoted to help add credibility?

_________________________________________________________________

_________________________________________________________________

5) Checklist: Plan for Controversy

You don’t want to say “no comment” to media questions and you don’t want to appear defensive when asked controversial questions by media or other stakeholders. It may be valuable to spend some time now flushing out what you might potentially say, should you need to deal with an issue or crisis that is receiving the attention of the media. The time spent now will be extremely helpful, should an issue happen and you need to be thinking on your feet in a matter of minutes or seconds.

Date: ____________________

· Describe a potential issue:

________________________________________________________________________

________________________________________________________________________

________________________________________________________________________

________________________________________________________________________

· What are the various questions a reporter could ask surrounding this?

________________________________________________________________________

________________________________________________________________________

________________________________________________________________________

________________________________________________________________________

· Are there facts and figures you can use to respond?

________________________________________________________________________

________________________________________________________________________

________________________________________________________________________

________________________________________________________________________

· How would you respond to the media questions you came up with?

________________________________________________________________________

________________________________________________________________________

________________________________________________________________________

________________________________________________________________________

· Would other organizations be questioned as well? 

· Would these organizations defend your position?

· List the organizations and contacts

________________________________________________________________________

________________________________________________________________________

________________________________________________________________________

________________________________________________________________________

· Are there organizations or groups that might criticize you once they hear this information in the news?

________________________________________________________________________

________________________________________________________________________

________________________________________________________________________

________________________________________________________________________

· Do you need to respond, or will this issue go away on its own without causing damage to your project/organization?

· Without appearing negative or defensive, how would you respond to the media regarding their criticism?

________________________________________________________________________

________________________________________________________________________

________________________________________________________________________

________________________________________________________________________

· Does your lawyer need to review your responses?

6) Checklist: Budget for PR and Publicity Project

This checklist will help you determine if you can afford the PR or publicity initiative you are considering. 

Please note that this may not be an exhaustive list of items. 

Date: ________________________

Initiative: ________________________________________________________________

This initiative includes:

· Media kit

· News release

Potential related costs:

· Freelance writer fee __________________________________________

· Paper/envelope/ink cost _______________________________________

· Postage/courier cost __________________________________________

· Professional PR firm cost ______________________________________

- Would an intern or volunteer help bring the costs down?

- Is there anything that you could remove to help bring the costs down?

· Visuals

Potential related costs:

· Photographer fee _____________________________________________

· Printing fee __________________________________________________

· Videographer fee _____________________________________________

· Editing/retouching/cropping costs ________________________________

· Multiple copies cost ___________________________________________

· Courier cost _________________________________________________

· FTP/photo sharing site cost _____________________________________

- Would an intern or volunteer help bring the costs down?

- Is there anything that you could remove to help bring the costs down?

· Event

Potential related costs:

· Event location cost _____________________________________________

· Internet access cost ____________________________________________

· Audio-visual equipment costs ____________________________________

· Staging/podium costs ___________________________________________

· Tables/chairs/carpeting/drapes costs ______________________________

· Promotional giveaways cost _____________________________________

· Invitation cost _________________________________________________

· Food/drink/caterer cost _________________________________________

· Decoration costs ______________________________________________

· Entertainment cost _____________________________________________

· Speaker gifts cost _____________________________________________

· Staffing cost __________________________________________________

· Signage cost _________________________________________________

· Advertising cost _______________________________________________

· Florist cost ___________________________________________________

· Photographer cost _____________________________________________

· Parking attendant cost _________________________________________

· Security cost _________________________________________________

· Licensing costs _______________________________________________

· Clean up cost _________________________________________________

· Professional PR or event coordination firm cost _____________________

- Would an intern or volunteer help bring the costs down?

- Is there anything that you could remove to help bring the costs down?

7) Checklist: Select the Right Media Outlets for the Campaign

It is important to select the right media outlets to reach out to for your campaign. Not only will the wrong ones not promote your initiative, they may choose to ignore future news releases and pitches that may be appropriate for their outlet.

Date: ________________

Initiative: ________________________________

This initiative appeals to a:

· National audience

· Province wide audience

· Specific community

Our target audience can best be reached through:

· Television

· Interview type shows (Breakfast Television, Urban Rush, Studio 4, etc.)

· Newscasts

· Radio

· Interview type shows (BC Almanac, Bill Good, etc.)

· News radio

· Hourly news segments

· National newspapers

· Which section

· Magazines

· Trade

· Consumer

· Daily newspapers

· Which section

· Community newspapers

· Newswire

· Internet websites

· Social media
Notes:

________________________________________________________________________

________________________________________________________________________

Go to your media database and choose the appropriate people to send the information to.

8) Checklist: Plan a News Conference

News conferences can be challenging. Reporters are very busy and attending news conferences takes a great deal of time and effort on their part. In order to interest journalists in your news conference, it is imperative that you have a major announcement.

Below are tips on planning a news conference.

Location and Set-Up 

· Choose a central, well-known location that is convenient for journalists.

· Choose a room appropriate to the size of the event. 

· Rent audio-visual equipment, tables, chairs, backdrop, podium, etc.

· Have a long table at the front where the spokespeople will sit.

· Make sure you choose a quiet room. Avoid locations where problems may result from ringing telephones, loud speakers, highly reflective surfaces (mirrors, windows), or squeaky chairs.

· If you expect television media, be sure to have good lighting, plenty of electrical outlets for equipment, and an audio feed.

· Television cameras should be at the back of the room, possibly on a raised platform. 

· Reserve an additional room for speakers so they have space to prepare.

· You may require a quiet space for radio interviews after the conference. 

· Ensure audio-video is in working order. 

· Have your organization’s logo and project displayed on the backdrop. 

Timing 

· Work out a timetable to ensure that everything is ready when it is needed. 

· Hold the conference in the morning of a workday. (It can be hard to get a reporter out of the newsroom in the afternoon.) Try to have everything completed by 11 a.m. 

· Start the event on time; avoid keeping journalists waiting.

Possible Materials to Prepare

· News release and media kits (folder which may include news release, backgrounder, organizational information/brochures, etc.). 

· List of news conference participants (who is on the panel and their titles) and their bios.

· Copies of speeches. 

Inviting Journalists

· Find out which journalists report on the area relating to your event or topic. 

· Don’t give all your information away in the news release attracting media to the news conference. It’s important to give some information at the event to create an element of suspense and actually get media to attend.

· Distribute the news release two days to three days prior to the news conference: you can use an embargo to prevent journalists from publishing the information before the event.

· Make a follow-up call after the news release has gone out to check that the journalist received it. 

· Consider offering "exclusive" angles on the story to the most influential media. 

· If you already have a relationship with specific journalists, engage them early and offer them opportunities for exclusive coverage.

Preparing Speakers 

· Choose good speakers. (This seems obvious, but sometimes people are asked to speak because of a position of influence, not because they are a good speaker and know the topic well.) Select speakers who are articulate, authoritative, engaging, and clear. 

· Brief speakers on the key messages of the news conference. 

· Offer frequently asked questions and answers to speakers in advance to help them answer difficult questions. 

· Hold a meeting to go through the details of the news conference with all speakers before the event.

· Each speaker should present for only a few minutes and make different points.

· The speeches should avoid all jargon and be simple and to the point.

· Make sure that each speaker makes one or two important points in conjunction with their expertise. 

· If you are having a question and answer period with media after the presentation, select a moderator who will manage questions from the floor.

Post News Conference 

· As soon as possible after the news conference, distribute the remainder of the important information in a news release to media who didn’t attend. 

· If you are distributing a photo release to media, distribute it within one hour of the news conference.

9) Checklist: Plan an Event
Below is a checklist to help you plan, organize and promote your event and gain media interest in covering your event.

Date: ___________________ 

Event name: ___________________

6 – 12 Months in Advance
· Decide on event’s purpose. (Raise awareness, raise funds, etc.)

· Set your event budget. This should be a top priority. How much can you or are you willing to spend? Will the event produce revenue from registrations? Are you paying for the event by yourself or can you get partial funding from a partner or sponsor? Be sure to obtain quotes from several venues to provide you with a budget range for your event, especially if you decide you need to go bigger or smaller.

· Set the goals for your event. How many people do you expect? If this is a repeat event, are you trying to get a larger turnout than last year? Determine what you wish your attendees to gain from the event. What is your organization’s or project’s goal for the event?

· Set your date. (Midweek and early morning are best for the media.)

· Research locations. When you are considering a location, you may want to keep in mind the following: 

· Room capacity – Is it too large or too small? Remember that if you’re having a luncheon for 200 people you need to consider serving space, space for your honoured guests and whether you will need any audio-visual equipment. 

· Parking – Is there adequate parking for your guests’ needs? Will they have to pay for parking? How far will they have to walk from the parking area to the event? Is there a parking area for VIP’s, dignitaries and media?

· Electrical supply – If you are planning a large event, you need to consider what equipment will be in use that needs electricity. For example, if you have exhibits, you need to know what access your vendors will require for their displays and broadcast media may also require a power supply. If your venue is outdoors, you need to know what access to electricity will be available.

· Cell phone access – Are there any restrictions or limitations on wireless phone service in your event location? 

· Computer/Internet access – Is this important for your event? What is the fee for this?
· Convenience – How convenient and centrally located is the venue for both the attendees and the media? Is the venue easy to find and access? How close is public transportation?
· Competition – Are there other major events competing with you for your stakeholder’s attention during your proposed date and/or time?

· Setup and tear down – How much do you have to move in and set up? Will you require additional days at the venue to setup and tear down your event? Can you access the venue or the venue’s storage area before the event to store your materials or items?

· Signage – Will the venue allow you to hang or place banners?

· Catering – Does the venue offer catering services? Are you allowed to bring in your own caterer and if so, what is the fee? What are the policies on serving alcohol at the venue?
· Promotional giveaways – Does the venue have restrictions or policies for promotional giveaways?

· Obtain cost estimates (site, audio-visual, food, decorations, printing, etc.)

· Look at entertainers/entertainment

· Look at admission cost

· Decide what you will do in case of bad weather

· Sign contracts

· Invite VIPs

· Create logo for the event

· Determine other production needs such as tables, chairs, carpeting, drapes, staging, etc.
3 – 6 Months Before Event

· Determine if you need any special licenses or permits to host your event. (This could be anything from arranging fees and permission for using recorded music to arranging to have sections of a major street blocked off for traffic control. Do you need catering and liquor licensing?)

· Develop a PR/publicity plan. How do you plan to publicize your event? Will you send out an event notice to the media? Are you going to the local card shop to get pre-printed invitations? Do you need to develop a promotional brochure to be mailed to thousands of potential attendees? 

· Design artwork for posters, invitations, etc.

· Set the date with a photographer
· Determine audio-visual needs

· Develop invitations

· Develop tickets

· Draft a floor plan to layout the event logistics

· Create a plan to promote your event (include communicating the event to media, stakeholders, partners, staff/team, volunteers, and general attendees)

· Develop mailing list

· Look at advertising

· Set menu 

· Secure insurance

· Secure permits

· Get confirmation from VIPs, speakers, etc.
2 Months Before Event

· Distribute invitations

· Develop news release

· Order decorations
1 Month Before Event

· Follow up on invitations

· Estimate numbers with catering

· Estimate staffing/volunteer numbers

· Order security for event
1 Week Before Event

· Meet with committees

· Finalize numbers with catering

· Finalize staffing/volunteer numbers

· Confirm everything ordered has been received

· Distribute news release to media
· Prepare materials for event

· Prepare name badges

· Plan for tear down and clean up
· Prepare materials/collateral to be shipped to event location
1 Day Before Event

· Follow up with media
· Set up 
Day of Event

· Set up 

· Go over final details with everyone necessary

· Audio-visual check
· Distribute photo release to media (if relevant)
· Tear down
· Clean up
Post Event

· Event follow up and thank you notes to special guests, volunteers, etc.

· Debrief and evaluate event with team members

· Clip/save/distribute any news coverage you may receive
Appendix D: Resource Links

Blogs
BC Fishing Blog - http://bcfishing.wordpress.com/
B.C. Marine Environmental Policy - http://bcmarine.blogspot.com/
Chromer Sport Fishing - http://www.chromersportfishing.com/Blog.php
Environmental Assessment Office - http://www.eao.gov.bc.ca/
Fishing with Rod - http://www.fishingwithrod.com/blog/
Fishing Fever BC - http://www.fishingfeverbc.com/
Fraser RiverKeeper - http://www.fraserriverkeeper.ca/
Gulf of Georgia Cannery Society - http://gulfofgeorgiacannery.wordpress.com/
Lead The Way - http://leadthewaybc.wordpress.com/
Marine Harvest Canada WebBlog - http://marineharvestcanada.wordpress.com/
OceanicDefense.org - http://www.oceanicdefense.blogspot.com/
Osprey Steelhead News - http://ospreysteelheadnews.blogspot.com
Our Green Pacific - http://ourgreenpacific.com/
OutdoorVancouver.ca - http://www.outdoorvancouver.ca/
Riverside Fly & Tackle - http://rsfat.com/
TheGreenPages.ca - http://thegreenpages.ca/portal/bc/
Think Salmon - http://www.thinksalmon.com/
Twitterers

@PSF

@BentRodsWife

@Bonchovy
@fishingbc

@FraserRivKeeper
@SalmonCharter

Facebook Groups

Coho Salmon

Pacific Salmon Foundation

Save B.C. Wild Salmon

Save the BC Salmon

Saving BC’s Wild Salmon

Steelhead Salmon

MP & MLA Search
Legislative Assembly of British Columbia - http://www.leg.bc.ca/mla/3-1-1.htm
Parliament of Canada (Cabinet, Senate, House of Commons) - http://www.parl.gc.ca/common/SenatorsMembers.asp?Language=E&Parl=37&Ses=1
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