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Background
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Most newly funded Healthy Start, family resource centers (FRC) and after school programs have enough on their agenda without worrying about a full-blown public relations program!  So, this user-friendly publicity guide is provided to help you create the publicity you need, when you need it.

Contained in the Marketing Guide are tools to help you generate awareness about your program, to announce new programs or initiatives, and to garner support from the school community, agencies and the public you serve.  What is different about this Guide is that we've included many samples and templates that you can pick up and use.  For example, instead of starting with a blank piece of paper and asking you to generate your mission statement, specific wording and outcomes are suggested.  The suggested wording is based on 

dozens of interviews and site visits with Superintendents and other district administrative personnel, principals, collaborative partners and sustained Healthy Start and after school program staff. In other words, what works!

This certainly doesn’t mean you can’t modify, customize or refine the information to fit your site. Since publicity and public relations are a different business than creating and operating excellent academic support programs, the suggested copy is meant to accelerate your success and relieve some of your stress in operating out of your comfort zone!  So, instead of tackling all of this information at once, consider using the information provided on a just-in-time basis.  This means that as you launch your new FRC or after school program, you might use just the part of the Guide that deals with “How To Write A Press Release”.  Or in considering how to furnish a new site, you might just review the “How to Plan and Effectively Solicit Donations”.  Experience has shown that “you can consume an entire elephant – if you just take one bite at a time!”

XX = Critical; X = Good to Use

	Tool (
Goal (
	Brochure
	Press (TV, radio, paper)
	Newsletter/Calendar
	Email
	Presentations to…

Visits to your site
	Mailing
	Events
	Community Assessment

	Planning - start-up, expansion, contraction
	
	XX
	X
	X
	XX
	
	X
	XX

	Launch/

Opening
	
	XX
	
	X
	XX
	X
	XX
	

	Increase clients
	XX
	X
	XX
	X

To referring agencies
	X
	X
	X
	X

	Increase resources - funding, volunteers, advocates
	XX
	XX
	X
	X
	XX
	X
	X
	X

	Routine

Marketing/ advocacy


	XX
	X
	X
	X
	X
	XX
	
	


Whether you read and use the entire booklet, or use part of the information on a just-in-time basis, be aware that there is also technical assistance available from your Healthy Start and After School regions in the form of on-site, in-person help; telephone or email consultation, or group presentations.  

Contact Regional Healthy Start and After School Partnerships network in your area. To find your regional network lead visit the CA Department of Education website at http://www.cde.ca.gov/ls/ba/as/ for After School programs and call the Healthy Start Field Office at 530-752-1277 for Healthy Start Regional leads.
I’m an Educator/Social Worker/Program Manager  

Why should I have to Do This?
[image: image7.wmf]
Programs funded time limited legislation have a “shelf-life” of approximately 4 years. During this time period, besides hiring staff, setting up a location, learning the program’s rules and regulations, it is also expected that your operation will “prove” itself to the school, agency and larger community in which you operate.  This will hopefully result in funding to continue or sustain your services.  In other words, it is not enough to run an excellent program.  You also need to actively garner the support of the entire school community (including the students, parents, teachers, site and district administrators, agencies, politicians, etc.) in order to sustain or grow your program.  

Rather than waiting for a crisis or free time to demonstrate results and support, the purpose of a low-key, strategically orchestrated public relations campaign is to provide you with on-going positive visibility that reflects credit on your operation, the school, district, partners and the community.  


If this sounds hard, it can be!  However, the purpose of this booklet and the technical assistance that is available to you is designed to help you make strategic choices concerning what type of publicity will do you the most good – and shortcuts in how to get it!

TIP:

[image: image8.wmf]Be sure you are in contact with your district's and other agency's staff person in charge of Public Relations.  You want to be sure that you are not competing with another district program for precious publicity time.  Some large districts have designated public relations staff who can be very helpful to you.

What is the difference between public relations 

and publicity?

Public relations involves communicating who you are, what you do, why you do it, and how you make a difference.” Public relations and publicity are not interchangeable.  Publicity is only one function of public relations.  It is media coverage – news stories, feature articles, talk show interviews, editorials and reviews.

The first two steps in designing any public relations campaign is identifying your audience and formulating your message.

Essential Questions

Who is your audience?

First you need to determine who you are trying to influence and what your goals are for each group/person. You will have two basic goals - getting folks to use your services and getting folks to support your services. Familiarize yourself with their ages, education level and interests, specifically how your work effects their interests. This information will determine style, language level, language(s) and the specific information you need to communicate. 

For example, parents will probably not be interested in the minutes from your collaborative meetings, or have time to read them each month, yet they will want to know about collaborative decisions and new services offered. Sometimes there will be some information that you will want all stakeholders to know - evaluation results, wish lists, fundraising events, etc.

Take time now to answer the following questions. Get input from a number of stakeholders. Check your most recent community assessment for clues.

· Who is your audience?

· What are their interests?

· How will you communicate to them?

Examples:

School staff

Interests: 
Increased academic performance



Improved student behavior



Increased support

Tools:

Monthly newsletter



Reports at staff meetings



Appreciation events

Local Politicians

Interests:
Increased academic performance



Recognition for support



Votes

Tools:

Monthly newsletter



Site visit w/media present

Formulating Your Message 

(Some Suggested Mission Statements)


In a wonderful book for beginning salespeople, The One Minute Salesperson, author Spencer Johnson, M.D. recommends that you find out “What Your Customers Know – and What They Want to Know” and speak directly to only those points.  In other words, rather than starting with the history of the program, its enabling legislation, or even some pithy program statistics – it is often more effective to answer the main question in the listener’s mind – What’s In It For Me?  This means that you will have a core message, which you can modify depending on your audience.

For Healthy Start, FRCs and After school programs, the core message is: We aim to improve the lives of children, youth and families by providing the supports and opportunities they need to help them to thrive.
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The major audiences that need to understand this core message are your immediate school community of administrators, teachers and staff, as well as parents.  Your community partners (collaborators) for whom you provide crucial access to the students and their families must understand your primary mission.  Often overlooked in communicating this important message are policy-making administrators, politicians and staff.  Since Healthy Start and after school programs are usually funded through "outside funding," it is crucial that these important stakeholders are also informed and persuaded that this is your function – and that it supports their primary function!


To assist your program in creating a mission statement, which can be the basis of communicating the “why” of your efforts, the following suggested mission statements are offered for you to modify for your specific needs.

Suggested Mission Statement for Healthy Start and other FRCs:

We provide a comprehensive, coordinated range of social, health and family strengthening services in order to remove barriers to student and family achievement.  Increased academic achievement, family wellness and good citizenship measure our success.
Suggested Mission Statement for After School Programs:

We provide a safe, academically and socially enriched program for (name of school or district) students. Increased academic achievement, improved attendance and good citizenship measure our success.

Having consensus from your collaborative partners and the school community on your mission statement is essential to your success in public relations.  Although it is often not referenced as a “Mission Statement” the same wording should appear in all of the publications and other communication avenues you pursue. 

NOTES:

Naming Your Program
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This might seem easy – but it isn’t.  In selling a product, we have something called the “sales cycle”.  This is the period of time from when a new product or service is introduced to when it shows up on the customer’s radar as something they might actually buy.  For many new Healthy Start and after school programs, it can take from one to one and a half entire school years before crucial school staff really feels comfortable about referring to and explaining the program. Unfortunately, in some schools it never happens!  


Why?  It has to do with the confusion caused by the name.  Let’s take “Healthy Start” as an example Some people assume that Healthy Start focused entirely on health issues. When you understand the true scope of the program, we see that the name can be somewhat of a liability.  Think about all the "start" programs: Healthy Start, Head Start, Even Start, Quick Start.  Then think about the "Healthy" Programs: Healthy Start, Healthy Babies, Healthy Moms and Healthy Kids.  No wonder there is confusion!


In naming your program, the following factors can be taken into consideration:

1. The name should be descriptive, understandable and attractive.  With California’s highly transient population, using a generic program name such as “(Name of School or Community) Family Resource Center” or (Name of School or Community) After School Program is a great idea. Newcomers needing assistance won’t face the daunting challenge of “interpreting” your clever program name before they can access your important services. 

2. It should translate well into other languages spoken in your community.  Be sure to check out the translation with a native speaker before you make your final selection.

3. Avoid acronyms, initials or only locally relevant names.  To the committed individuals who are deeply involved in “birthing” a new site, naming it with an education-lingo type of name, for example, or initials seems like it makes sense at the time.  However, think about future staff that might have to constantly interpret or explain the name.  This might present a barrier for future referrals and clients.  Remember that acronyms can mean something entirely different in another language.

4. In the spirit of collaboration, involve key partners in deciding your program name.  This will ensure that appropriate partner recognition is considered.  For example, in some programs, the school district may be the fiscal agent, but relies heavily on additional partners.  In this case using the district in the name may leave the other partners feeling unrecognized for their considerable contribution.  A mutually agreeable program name will ensure critical ownership.

5. If you plan to sustain your program past any one grant, it's probably a good idea not to use the grant name in the name of your program. But use it in the rest of your publicity.

To Logo Or Not To Logo


Another question is whether and what logo to use. Similar to the reasons for not using “Healthy Start” in your program’s name, you may not want to use the logo from any one funding stream. You can also use a funder's logo in a secondary position to clarify that this is one source of funding for your initiative.


Utilizing the district’s logo ties your program and its services to the district as an integral part of academic support.  The key to effectively marketing a program is consistency, so by adopting the district’s logo, you gain instant legitimacy and credibility within the school community. But again using a district logo may alienate other important partners. The best path may be to develop a unique logo - have a student design competition. Make sure to get commitment to the new logo from all partners.

Your Brochure


Paper brochures are best used to communicate information that doesn't often change such as, your purpose or mission statement, your location, contact information, your top three goals, collaborative partners, etc. Use inserts for information that changes regularly (class schedules, hours of operation, evaluation results, etc.) It is important to note here that the role of a brochure is to provide enough information to get the phone to ring – not enough to answer any and all questions about your program’s operations! Brochures have two main goals - getting folks to use your services and getting folks to support your services. Most community serving organizations will need two brochures - one for clients and one for donors.

Steps to Creating Your Brochure

· Who is your audience?

· What are your marketing goals for the brochure?

Your marketing goals, combined with the information about your audience, will determine the overall theme of the brochure, as well as help you choose between the standard brochure sizes (business letter fold-up; 5X8" pamphlet; 8.5X11" folder)

· Decide on the layout

Once you know your audience and your goals, you can begin laying out a mock-up of the paper brochure, based on the size of your paper.

· Design the Graphics

Your graphics are basically style decisions, influenced by your audience and your marketing goals. You also need to make a basic choice between how much color and what print resolution you will use in the final piece, since these both affect the graphics design.

· Write the copy

At this point you know your audience, you know your marketing goals, you know the shape and size of the space you need to fill.  Good copy writing should carry you through this stage. Utilize the skills of a very good writer, have members of your targeted audience review the copy and rewrite, rewrite, rewrite!

· Finalize the layout

Trim here, stretch there - put all the pieces together and make sure the total effect achieves the goals you're aiming for. You may decide on different header styles or move some graphics around. Eventually you get the look you like

(See the following section "What Goes Where" for more information.)

· Publish

Now you have some additional decisions to make: how many copies? What kind of paper? Do you do a full color version and another in black and white? Most of these decisions are based on cost factors.

· Distribution

The printer has just delivered 100, 500, or 5,000 paper brochures. How will you get them to your readers? Will they write to you? Will they be delivered? Will you do a targeted mailing? Are they available in public places? The brochure can't serve its purpose until it gets into your customer's hands, so you need a plan for getting it there.

From the experience of working with dozens of Healthy Start and After School sites, basic wording that helps sites answer the most commonly asked questions from the school community and parents has been developed.  Using a program in Microsoft Publisher that provides a ready-made brochure template, the copy has been adapted to individual sites.  


What follows are “copy” (or suggested wording) points for drafting your own customized brochure for either a Healthy Start or After School site. The format for the brochures is a tri-fold, 6-panel brochure on 8.5” by 11” sized paper.  The brochures each have numbered areas and here is an explanation of why that particular copy is suggested.

Healthy Start/Family Resource Center

Brochure Copy Points (refer to page 18 - 19)

Outside Left panel: 

In an attempt to avoid using words that might be unfamiliar to potential clients outside of the school community, the word “partners” is used instead of Collaborative partners.  Also highlighted are the benefits of the partnerships – which are, “We meet regularly to insure that services are coordinated, cost-effective and innovative.”
TIP:  If you are unsure whether to list a partner or not – list them!  It is human nature to check out any printed piece for one’s own name or organization.  Even if the partnership was weak in the past, listing them as a partner creates greater likelihood of gaining their support.

For this brochure, several programs were co-located with the Healthy Start program (which is called the Branciforte Family Center).  A frequently asked question was, “Where are the other family and academic support services?” This information was included on the brochure –so other programs can use the brochure too.

Outside Middle panel:

For school- and community-based programs, it is important to acknowledge your key stakeholders. This may be the Board of Education or Board of Trustees, the Superintendent, your City, County, parents, businesses, etc.  If you have room, it can be great to utilize the stakeholders' logos and a statement or two from their Mission Statements, if they have one. 

TIP: To effortlessly import a stakeholder's logo, go to their web site and right click your mouse on the logo.  Then save it to your pictures file and you can use it in any document.

Outside Right panel:

The statement, “We can help to increase your child’s success at school!” is the reason that many parents would pick up this brochure.  Regardless of how you word it, you need to put an arresting statement at the top of the front panel of any brochure, which is the reason for the potential user to pick it up.  Just listing the name of your organization is not enough!

The graphic represents the logo of the individual school where this family center is located.  The school community members were delighted that it was used.

At the bottom are the top three services offered by the Family Center.  A great deal of thought was given to the wording of the services, so that they not only are easily understandable, but also answer the key unanswered questions in the potential user’s mind.  In this case, the questions we answered were: “Are the services offered in English and Spanish?” “Where can I go to get help in being a better parent?” and “Do you work with the community agencies who are already helping my family?”

TIP:  It is important to adhere to the key writing convention known as the “Rule of Three’s”.  Don’t list your top 10 services!  Most potential users of your service can remember 3 items, especially if they are carefully thought out to reflect your most in-demand services. 

TIP: Check out the wording of your services with individuals outside the school and your agency partners. Ask parents, vendors and other non-school people what they think the services are. You might be amazed that many of the terms you have used for years are widely misunderstood outside of the world of education and human services!

Inside Left panel:

This important front inside panel also incorporates the “Rule of Threes” in attempting to clearly and simply list what services are available.  Note that the phone numbers are repeated at the top of the brochure to make them easy to find and use.  
Inside Middle Panel:

From the point of view of potential users of your service, knowing your site’s days and hours of operation is absolutely crucial!  If your site is hard to find on the school campus – or if the main office of the school is closed and your program is still open – use this space to put a map to your site from the front office.  

The wording in this box represents some of the most important wording on this brochure.  These are the 3 reasons why Healthy Start family centers are located in the school setting.  These “promises” are listed in lieu of a more formal Mission Statement.

Inside Right panel:

Listing the project staff makes it more comfortable for others in the school community to make referrals – and it gives greater credibility to all of the positions. But if you have high staff turnover this information may be more appropriate for an insert or a separate calendar or newsletter.

Listing the telephone numbers again – along with a call to action is a tried and true sales technique.

Tip:  A map to your office from the main school office or community gathering place is really important.  This can be a separate piece of paper.  The map should also have your days and hours of operation and a listing of staff with their telephone numbers.
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Other Healthy Start/FRC Brochure ideas:

· Use colors in your brochure that are meaningful to your community, e.g., school colors, cultural colors.
· If you use pictures of clients or kids, make sure you get releases!
· [image: image11..pict]Don’t wait for your content to be perfect – but it does need to be accurate!  In order for those in the community to refer to you and to use your services, they need to understand what you do!
· A dropped off brochure is a waste of time.  Consider making one-on-one visits – especially to new teachers, businesses or partners – to review your services and then leave the brochure as a reminder.  (Don’t forget a supply of referral forms)!
· Quality, Quality, Quality.  It is better to make 50 colorful brochures than 500 copies of a poorly produced piece.  
Tip: Take care in selecting your paper. Hewlett Packard Brochure paper (available at most office supply stores) or the heaviest paper you can safely use in your copier is recommended.  Since most brochures are two sided, it is important that they are rigid enough to stand up in a brochure stand (available at office supply stores) and to not bleed the copy from one side to the other side.
After School/"Out of Class" Brochure Copy Points

1. In this example, the brochure describes a new site, which hasn’t fully established who the Collaborative partners will be.  In this instance, we listed the funding sources, which appeared to be the number one unanswered question of potential users and the school community.

2. This program feature (an on-going relationship with a local, teen music format radio station) is so innovative and attractive that we decided to feature it in the brochure.  

3.& 4.  This entire panel is focused on the crucial role that the school district has in sponsoring and supporting the program.

5.
Based on interviews with parents, their most pressing concern in selecting an after school program was, “Does your child 

need a safe place to go after school?”  That was why this benefit question was selected for the front panel of the brochure.  In your community, parents might be looking for a more recreationally focused or academic type of program.  In that case, you would change the benefit statement to, “Looking for a fun place to continue learning after school?”  (This statement incorporates both recreation and academic support).  Be creative, but keep any statement you formulate appealing!

· This box highlights the affiliation of the after school program to the school site where it operates.  It also has the important contact number for parents to use to enroll in the program, or to report absences.

· The features of the program describe what is offered.  This listing incorporates the important writing convention of the “Rule of Three’s”.  Even if your program has more than 3 types of programs, select the top three most utilized and interesting ones for listing.  

Tip:  Instead of utilizing school-type of wording, we used “homework help.”  Our informal market research indicated that teachers found this less intrusive of their territory, and parents responded very positively.

· From the point of view of parents who utilize after school services, knowing the days and hours of operation is absolutely crucial.  Some programs resist listing the calendar, thinking that since parents already have the school schedule, they know what days they are open.  Based on interviews with parents, this isn’t always the case!  Also, several told us that they use these inside panels of the brochure to create a “Refrigerator brochure.”  In other words, they post these inside panels for a daily check of whether the program is operating or not.  Also, since the panels list the program staff and telephone numbers, it is easier for parents to report absences, or the need to have the child leave the program early, and to remember staff members’ names!  Note that the brochure "frame" includes key information.

· Having the hours of operation on the brochure can reinforce in the parent’s mind exactly what time their child can be released.

· Having the contact phone number prominently displayed makes reporting absences easier.

· Informal comments from after school staff have indicated that they feel really proud to have their names listed on the brochure.  Several mentioned that it seemed to them that the parents “took them more seriously” as professional caregivers after they saw them listed on the brochure.
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When and How To Write a Press Release


Are programs serving youth and their families newsworthy?  You bet they are!  Healthy Start’s innovative, cost-effective way of delivering comprehensive services to students, resulting in higher test scores and attendance, is a popular, hot topic.  The demonstrated ability of after school programs to foster student success and reduce vandalism is the kind of good news that the public often doesn’t hear about schools.  However, in order to get the word out, the “rules of the game” have to be followed.


Dr. Paul Hartunian, a media guru, gives specific “rules” that he recommends in sending out your release.  Dr. Hartunian reminds us that, “Media people want good stories.  They are very willing to help you in any way they can if you just help them!”  He cautions, “Your press release has one job and one job only.  It should get the attention of the editor (in the case of a newspaper or magazine) or the producer (when you are going for radio or television coverage).”  His most important rule is that, “Your press release should never tell your whole story!”  He maintains that with the press release, you are dangling 

tantalizing details that will alert the media to your event or activity.  If you spell out the entire story, they might just run the 

release as you have written it and not follow up and contact you for more in-depth coverage.


Other press release “rules”:

1. The press release should be only one page, one side of the paper.  Only use standard 8 l/2” X 11” paper only.  Keep refining your story until you have it down to one page.

2. Never single-space your release.  At the very least, use a space and a half between lines.  The best is to double space the release.

3. Don’t send too many!  Think through what is really newsworthy.

Newsworthy or Not – Some Tips


Being newsworthy means you meet one of the media’s three goals.  You inform, educate or entertain.  Your story must also be timely.  When you approach media professionals, their first concern is, “Why would our readers, viewers or listeners be interested in this now?”  Use the following newsworthy questions developed by Gina Cuclis at Cuclis Communications to be well prepared to meet the media’s expectations:

1. Is it timely?  Stories about a new after school program should be developed and ready to “pitch” prior to implementation.

2. Is it innovative?  You need to describe what is new, different or better about what you are offering.  In the case of Healthy Start and after school programs, the use of local community resources in a cooperative, non-duplicated format is innovative.

3. Is it different or distinctive?  What sets your program apart from the competition?  In the case of Healthy Start and after school programs, the fact that the programs are offered on the school grounds, with the focus being to support academic success is distinctive.  A "first time" program in a school or community is new and different.

4. Will it instigate a change that will affect people in the community?  Supporting academic success through close collaboration between the teachers and the Healthy Start and after school staff is a huge, innovative, positive change.

5. Could it impact the public’s health and safety?  Use your results from previous evaluations to document increased student attendance and the decrease in disciplinary and behavioral incidences.

6. Does it relate to a current item in the news?  If you have your information ready to go at the time when regular school stories appear (September, December, June and August), you have a better chance of your item being used.

7. Does it have emotional appeal?  If you use an individual student or family’s success story, make sure you get the necessary media releases.

Crucial Parts of Your Press Release


A press release is a mini-article that you prepare and send to the media for their use.  The press release must include the following parts:

· Contact Information: Name of your program, name of the individual the editor should contact for more information, and the phone number of that person.  Two contact persons are helpful if one is away from the phone most of the day.

· Release date: A specific date the information can be released.  If timing is not critical, just type the words “ For Immediate Release.”
· Headline:  Designed to get the editor’s attention and to entice him/her to read it!

· Body:  What you want the media to know about your program or service.

· Response Information: How the reader can get in touch with you for more information about your product or service.

Actually Writing Your Release

[image: image12..pict][image: image13.jpg]


Now that you have decided that your topic is newsworthy, utilize what journalism students are taught – the “inverted pyramid.”  This is an excellent structure for a news release since it tells your story in a logical, concise way.  To utilize the inverted pyramid, structure your information as follows:
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[image: image17..pict]Always remember that your release may be edited or cut for space reasons.  Be sure that all the crucial information is in the first paragraph.  Even though you hope that you will be contacted for more information, it may not happen!  So write your release so that it tells enough of the story – in the first paragraph!  Be sure to indicate the end of your release.  Usual formats are to center the word "end" or 3 # symbols (# # #) at the end of your release.  Press releases have very specific formats.  The following pages provide samples of press releases.  The first release for the opening of a new Healthy Start site.  The second release is an example of one often received from funding sources as a template for use. 



FOR IMMEDIATE RELEASE

   Publicity Contact:
Gina GoGetter




(888) 555-4444 or ggogetter@ourtown.k12.ca.us
JUNIPER MIDDLE SCHOOL TO OPEN

NEW FAMILY RESOURCE CENTER

ON SATURDAY, AUGUST 11, 2003


June 18, 2003, Juniper Middle School, part of the Our Town Unified High School District, will be holding a Grand Opening Ceremony on Saturday, August 11, 2001 from 10:00 A.M. until 2:00 P.M. to celebrate the opening of the new Juniper Middle School Family Resource Center.


The ceremony will begin at 10:00 A.M. with live music in the center courtyard of Juniper Middle School, located at 1561 Main Street, Our Town, California 93901 (888-555-7300).  From 10:30 A.M. until 11:00 A.M. Master of Ceremonies Carlos Ramos from KSMS-TV will introduce local dignitaries who will officially dedicate the Juniper Middle School Family Resource Center and make brief remarks.  Principal Vincente Fox will introduce the Family Resource Center staff.  From 11:30 A.M. until 2:00 P.M., a complimentary lunch will be served by Juniper Middle School staff, and parents, and local community agencies that partnered to open the Center.


According to Alonzo Villa Brown, Superintendent of the Our Town Unified High School District, “We are very excited about the terrific community and staff involvement that resulted in the opening of this very needed resource for the students and their families at Juniper Middle School.”  

For more information or to schedule an interview, call Vincente Fox, Principal at (888) 555-7300 or Gina GoGetter at (888) 555-4444. 

#  #  #

Researching and Updating Media Contacts

According to Charles Mallory, author of Publicity Power, “Some people maintain that the key to public relations success is ‘contacts – knowing the right people.’”  Mallory believes instead that a personal relationship is helpful, but not essential.  Approaching the media with a good story – helping them to do their job – is the real key.  It is important to do your homework and know who to approach and how.


Brown-Miller Communications gives some great, practical suggestions on compiling a list of local media contacts.  Besides the basics of looking in the yellow pages under “television stations, radio stations and newspapers” for basic address and telephone numbers, Brown-Miller suggests:

· Look on the masthead of your local newspaper or call the newspaper’s receptionist to find out the names of the appropriate contact persons and their address, phone, fax and e-mail information.  Be sure to find out who the education writer is, if the newspaper has one.

· For radio and television stations, you’ll want contact information for the news director, assignment editor and the public service or community affairs director.  If the station serving your area is large, they might have a designated reporter assigned to cover education issues.

· Follow the media!  Read the newspaper and magazine bylines and watch broadcast reports of good stores that cover education issues.  Add these reporters to your list. 

· Ask your collaborative partners to share their media lists with you.

· Check with your school district.  Larger districts may have a list already prepared.  Your collaborative partners, such as the county office of education, health department or others may have a media list.

· Create and make a commitment to update your media list on a computer file.

Tip: Consider contacting small community papers. They focus on where your families live and they may be a source of free advertising.

Brown-Miller’s suggestions for special contacts in the media include the following:

	Media
	Suggested Contact

	Television & Radio Stations


	· Assignment Desk

· Producer



	Newspapers








	· Editor

· News Editor

· Metro Editor (for community events)

· Lifestyle Editor (for quality of life-type of stories)

· Education Writer

· Graphics or Photography Editor (for photo opportunities)



	Magazines


	· Editor

· Features Editor

· Freelance Consulting Writers




How Should I Keep Track of this Information?

To compile your own list, use a computer database if possible.  Otherwise, use a flexible format (such as a three ring binder) and call each media outlet to get the basic information.  You should update your directory every six months.  In the interim, make personnel changes when you discover them. Following are suggested ways to format your media directory:

[image: image18..pict]Radio/TV Sample Listing

Radio/TV Station (call letters): _____________

Number on dial:  ____AM
____FM or _______Channel ________Network

Mailing Address:_____________________________________________________________

Street Address: ______________________________________________________________

News Director: ____________________ 
Assignment Editor: _______________________

Programs of Interest*: _________________________________________________________

Name of Program:_____________________________________

Producer: ________________________
Host: ___________________________________

Airing time and Length: ______

Lead time needed**:________

Live or Taped?: _____

Format***: __________________________________________________________________

*Listen to the station and find out which programs might be suitable for you.  Don’t include the news; if something is news; just mail the item to the News Director.

**”Lead time” refers to how far ahead the producer books guests for the show.  It might be as little as a week or as much as 2-3 months.  Don’t try to bend the lead-time rules.

***What is the format of the show?  Are there three guests at once, addressing a single topic?  Does one guest get a whole hour?  Are there call-ins?  These details will be important, should you get scheduled to appear!
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*The Managing Editor is usually the highest level of hands-on editor; don’t mail items to the Executive Editor, Editorial Editor or Editor-in-Chief.  If there is no Managing Editor, look for Editor.

**Some newspapers have an Assignment Editor who decides what’s worth writing about and what isn’t.

***Healthy Start and after school programs fall into the Education section.  If the newspaper doesn’t have an editor for this field, use the name of the other editors listed above.  Don’t try to send something to “Fun and Fitness Editor” and hope the staff will be amused.
Tips for Any Interview

When a reporter asks if a comment can be made "off the record," be wary.  Some reporters respect "off the record" comments, but others do not.  It is safest to assume that everything is in fact "on the record".

Radio Interview Tips

Adapted From: Publicity Power: A Practical Guide to Effective Promotion by Charles Mallory, Crisp Publications.

· Don't be fooled in thinking that how you dress isn't important, since no one can see you on the radio.  Dressing sharply can shape your attitude and give you a professional confidence.
· Use the minutes before the interview to stretch and warm up your voice.  A brief conversation and a few deep breaths will help prep your voice for radio.
· Most radio shows have breaks for commercials or announcements.  Use that time to relax and clear your throat.  (Your host may wish to do some prepping for the next segment by discussing briefly with you subjects that will be covered.)
· If you are on a show with call-ins, be careful never to become defensive.  A good host will defuse hostile harangues.  Do your best to answer questions in a positive and friendly manner.  If stuck, feel free to say, "I'm sorry, I'm not the best person to answer that question, "or simply" I don't know" when you are unsure.
Print Interview Tips

· If a reporter calls you for an interview you did not initiate, determine why he/she is calling.  Ask for the deadline and say that you will call back well before the deadline.
· If you feel unprepared and uncertain, do not let the reporter interview at that time.  Ask if you can schedule it at a later time.  Give yourself time to research the topic so you can answer the reporter's questions.
· Don't let a reporter tour your business or facility unless everything is in top shape and the staff is prepared.  It is very difficult to change a first impression.

· Interviewees who are unskilled in diplomacy or insecure will benefit from rehearsal.  Practice so that the kinks are ironed out before the real interview.

· Avoid jargon and acronyms.

· Remember the cutting room floor!  Try to answer questions and get your points across in 15 second "sound bytes".

TV Appearance Tips

Adapted From: Publicity Power: A Practical Guide to Effective Promotion by Charles Mallory, Crisp Publications.

If you have a television interview appearance, following are some tips.

· Men should wear a conservative tailored dark suit with a blue shirt.  Women have more flexibility but should not stray far from basic colors and styles.  Avoid wearing white or clothing with fine print/design.  White can reflect and a design will waver.

· Relax.  Avoid nervous gestures or mannerisms.  Take a few deep breaths before the camera is on.

· If you wear tinted glasses, remove them for the interview.  Viewers want to see your eyes.

· A minute before you're on air, use a small pocket mirror to check hair, face and overall appearance.

· Sit erect but not stiff.  If your chair is uncomfortable, find a good position before going on the air.  Relax, but don't slump.

· If the interview begins to get argumentative or negative, keep your voice calm and look relaxed.

· Following the interview, a director may want to shoot extra footage without sound (for intros or credits).  Keep your movements consistent with those of the interview.  Remember that you're still on camera and act accordingly. 

· Do not speak loudly.  The microphone will be adjusted to your voice level.  Speak in a natural, audible tone.

· If possible, rehearse the interview several times with an associate.

· Remember that TV moves at a quicker pace.  Keep your answers brief and to the point.  Don't try to override the host when he/she says it's time for commercial break or another guest.
What Is A Marketing Kit and When do You Use It?


Behind most successful marketing contacts is some real simplification of the message that you want to communicate.  When you are on camera, meeting a new partner or being interviewed is no time to go seeking the information that you will need at your fingertips.  A Press Kit is a folder that holds the basic information about your program that you can refer to over and over again.  It is an evolving folder that gives you a foundation to update and add to, when appropriate.  (In many instances, a good Press Kit has proven to be a gold mine for new staff members to find out what has been accomplished!)


A Marketing Kit folder is an item that you mail or provide to anyone you want to understand your goals.  It is used to give background information regarding you (professionally) and your program.  You can be as comprehensive in what you provide as you want, but the basic Marketing Kit needs to contain at least a cover letter, your brochure, a bio (or biography) of key staff members or program representatives and a fact sheet.  The fact sheet is a handy way to give basic information on your site or program.  It does not replace a press release in making an announcement, nor is it necessarily connected to a specific event.  Its purpose is to give important facts.  The length can vary, but not more than two, double-spaced, type-written pages is a good length.

What Goes Into the Marketing Kit?


Earlier in this Guide, tips regarding how to write a press release and brochure were detailed.  Here, I’ll discuss the bio, fact sheet and cover letter.


The bio needs to detail the basics of the key staff people operating your site or program.  Usually included is education, length of experience, credentials and any awards or honors you have earned.  With digital camera technology getting easier to use, it is also possible to easily incorporate a black and white head and torso photograph with the background information.


The fact sheet should contain the basic contact information, like the press release.  However, it can also contain information about the source of funding and the auspices under which your program is operating (e.g. the school district, a community non-profit).  A format for your fact sheet might include:

· Logo of School District (if school-based)

· Contact Information (Name of Operating Agency or School District)

· Mission Statement

· Name of Program
· Who Is Eligible?  What Is the Cost of the Services?

· Where are Services Offered?

· What are the Hours of Operation?

· How are the Services Funded?

· Wish List

· Name/Address/Telephone and E-mail of contact person
When you are transmitting your Marketing Kit, you are going to need a cover letter.  Here are some considerations to keep in mind in drafting your cover letter:

1. Step back and really decide on the most interesting aspect of what you are promoting. Start your letter with the most innovative and interesting details of your programs.  Cover the subject in two or three sentences.

2. Avoid the “hard sell.”  Don’t say, “You’ll want to give us money,” or “This would make an excellent piece for the evening news.”  Describe what you are promoting in an enthusiastic and professional way.

3. Follow your beginning paragraph with a reference to the information you’ve included in your marketing kit.

4. Less is more!  A short, punchy cover letter is more effective than repeating what you say in your Fact Sheet and brochure!
Newsletters
Newsletters can be tailored to target a specific audience such as kids and caregivers, the general community or school and other agency staff. No matter who the audience is the information needs to be clear, concise, accurate and eye-catching. People are bombarded by quantities of printed material each day. For yours to be read, it must catch your eye as well as peak the interest of the reader. This is not an easy task but there are some sure-fire methods.

· Have students design, write and produce your newsletter. This especially good for after school programs. Newsletter production can be used to teach many different skills. Very young children can draw pictures while older children can write stories or learn copy layout on the computer.

· It is critical to know your audience. Unless you are writing for a technical audience, aim your writing to a fifth to eighth grade level.

· Always write in positive language. Remove all negative language.

· Use "you" rather than "I" language. It's less preachy.

· Be consistent. A sporadic newsletter will have less impact and retention of information. It's better to have a quarterly newsletter than a sporadic newsletter.

· A short newsletter, received more often, is better. Limit your newsletter to no more than 4 pages.

· Do a thumbnail sketch (pencil drawing) of each page of your newsletter or use a standard newsletter software. 

See Additional Resources for a sample newsletter!

Layout Tips: 

1. Think shape, not content, 

2. Maintain design harmony, 

3. Anchor elements with formatting tools - e.g., boxes, 

4. Use the "1-2-3 Rule" - what does your eye see first and second (usually masthead then graphics) then third, 

5. Tie pieces together, 

6. Turn it upside down - if the page is still balanced, it’s a good design.


· It is best to use two to three columns.

· Non-technical audiences will respond better to an informal layout. Most newsletters are informal in design.

· The eyes move from top right to the bottom left when looking at printed material.

Meeting Minutes
To keep collaborative partners, policy makers and other stakeholders committed to your efforts it is important to keep them apprised of decisions and new directions. If you have collaborative meetings then brief minutes are essential. It is important that minutes include the following items:

· The group's name and the date of the meeting,

· Who attended the meeting,

· Main topics covered (keep this to a phrase or one sentence),

· Important discussion points,

· Any decisions made, 

· The date, time and location of the next meeting, and

· A contact person for questions and concerns.

Meeting minutes can be sent by email, fax and mail depending on which methods work best in your community. Collaborative decisions can also be publicized in other media including newsletters. 

Calendar

As mentioned in the brochure section for getting kids and clients to your programs calendars are essential. A calendar can be used as a stand alone, one page monthly calendar of classes or events and can also be used as an insert to other media, included in your newsletter or sent by email regularly to referring agencies. See the sample in the Additional Resources file.

Tip:  Your site needs a large, visible sign – maybe even two!  A directional sign should be visible from the street or the main parking lot.  Also consider purchasing a decorative flagpole that might be placed near your front door that could be used for decorative flags, signs, or banners.  Non-customized signs are readily available that have messages such as “Welcome” or “Open House”.  These flags can signal to potential users that you have special activities going on

How to Create Your Basic Business Stationary System


From day one, you need a basic business stationery system consisting of your letterhead, envelope and business card.   The key to effectively publicizing your program is to get your basic message simplified then create the professional, consistent avenues for communication.  Many Healthy Start and after school programs can utilize the printing services available from their district office or their local county office of education.  Utilizing these "in house" services insure that the district’s logo and preferred format for displaying contact information is utilized. 


When selecting your stationery style, keep in mind that the more colors you decide to use, the more expensive it is to duplicate your materials.  For instance, if you have a 3-color logo on your stationery, when you decide to order pencils for giveaways or staff t-shirts, it will be more expensive with every color you add.

Framing Your Informational Materials

Another suggestion to keep in mind is that many Healthy Start and after school programs distribute information that would not necessarily be appropriate for stationery.  Utilizing almost any word processing software, you can create a frame for your program, incorporating basic contact information, which you can then customize, depending on the situation for distribution.  (See an example of an informational frame in Addendum #2 at the back of this booklet).

You may choose to create a consistent "frame" for your program information.  This frame can include basic contact information that can be customized as needed.  Bear in mind that a frame may limit the amount of information that can be placed on one piece of paper – an important consideration if you always provide bi-lingual information. 

Tip: One favorite is a Post-It type of note with basic contact information imprinted on it, which can be attached to information that you are forwarding.

Getting the Most Out of Your Evaluation


In the business community, it is well known that the best form of advertising is customer word of mouth.  This is based on the fact that anything someone else says is good about you is worth a lot more than what you say about yourself.  So it follows that having your program carefully evaluated, and then using that evaluation to explain and promote your program, gives this information instant credibility.


When setting up your evaluation system, be sure to create systems that at a minimum will track the three central “promises” of Healthy Start and after school programs, namely:

1. The services are provided so that student academic performance improves.

2. Attendance is improved for the students served.

3. Disciplinary and behavioral problems are decreased.

Julie High, Director of Student and Family Learning at the North Monterey County Unified School District in Monterey County, has granted permission to utilize examples from her Healthy Start program’s cumulative evaluation.  Julie worked from the beginning of her program with her evaluator to track the results she needed to sustain the program.  What is particularly noteworthy is the extra step Julie took to carefully format and explain the program’s results. She utilized her knowledge of how different people process information differently.  In explaining her results, she used a combination of graphs and text to highlight her results

Example A focuses on the increase in grade point average among case managed students (students and their families which receive extensive services through Healthy Start) .  It utilizes both the graph and copy formats.

Example B provides 3 charts illustrating the decrease in absences over the 3 years of the program’s operation.  The comment section explains the results.

Example C highlights the important area of Discipline.  Again, the combination of graphs and explanatory copy pinpoints the results. To view the examples please see the "Evaluation Charts in the Additional Resources file.

Formatting and Reporting Your Results


A frequent comment about reporting results is, “We can’t possibly report the results like you suggest.  It will look like we think we are responsible for all of the outcomes!”  Consider this!  Healthy Start and After School programs operate as a collaborative of school and community resources to provide coordinated recreational, social and health services to a targeted population.  The collaborative members should automatically share the credit.  Many other school-based programs aren’t in the position of having to prove the value of their service.  Consider being bold in representing the good work and the great results you are getting.  If you “hide your light” – it might go out!

Community Assessment

A lack of clarity can and will make the work of a community assessment harder and may render the end result less than useful and even useless. A community assessment is a process of describing and understanding a small geographic area in useful detail.

Why are community assessments done? Imagine you have some resources, funding, the staff and facilities of a partnership agency. If you were to invest these resources in making changes in your community you would want to put those resources to changing those community characteristics that most need attention and/or that you can best affect. A community assessment is the means whereby you can best understand the unique characteristics of the community and, thereby, set priorities for the kinds of outcomes you and the community want to see. So: A community assessment is done in order to understand the community well enough so that appropriate outcomes can be chosen and appropriate programs can be designed and implemented. And a community assessment is different from a needs assessment because a community assessment includes and pays particular attention to a community’s assets.

Clarity and accuracy of goals are essential to good marketing. It is very hard to convince stakeholders of your effect when they don't care about your outcomes. Additionally the community assessment process itself is an opportunity to peak people's interest and build their commitment.

The community assessment manual from which this information is excerpted can be downloaded at no cost at http://hsfo.ucdavis.edu.

What You Should Know Before You Ask


In the business world, we have a term, “qualifying a prospect.”  What that means is that as a salesperson I have to know, in advance if possible, if the individual I am "pitching to" has the desire and the money to buy what I’m selling.  In terms of approaching businesses for donations, the same criterion applies.  Approaching a WalMart Store Manager for a donation of an overhead transparency machine – or some other item they don’t stock, is a waste of time and credibility.  You’ve got to know, in advance, whether the business you are approaching has the merchandise or funds and the desire to help your program.  How do you do this?  Well, by following one of the main sales principles, “People do business with people they know.” Many successful programs establish school-community relationships by having staff members join Rotary, Kiwanis or Chamber of Commerce-type organizations.  Do you join these organizations just for the chance to hustle the membership for donations?  No!  However, it is a lot easier to approach a business when you know the owner and his or her interests and priorities than it is to do a “cold call.”  A good way to begin to prospect for donations for your program is by discussing with staff members, your board members, or even your partners who they know (and hopefully do business with) in the business community.  The parents of program participants are also a rich source of volunteer help and donations.

Before you approach any potential donors – really think through your “Ask”.  A good “Ask” is specific. It has;  

· a dollar amount attached to it, 

· a reasonable deadline, and  

· specifics regarding what the donor can expect in terms of recognition.  (More on how to institutionalize gratitude later).  

So, if you need a new rug for your waiting room – and you have identified who in your local carpet store can actually authorize the donation, you might formulate your “Ask” as follows.  “John, your carpet store is well-recognized in the community for its numerous donations to local causes.  I enjoy seeing your store’s banner in the field where my son plays T-ball.  Our Healthy Start site, which serves the XXXX Elementary School, desperately needs a new rug for our 11’ X 14’ entry area.  The rug that is currently there suffered heavy use (and abuse) in the building’s previous life as a portable classroom.  The color can be anything multi-colored with blue or green tones.  The janitor tells me that the existing pad does not need replacing.  We have parent volunteers who can help us remove the old rug and all of the furniture if you could see your way clear to donate the rug and installation.”  Wait while John replies in the positive. 

"Great!  I’m delighted you can help us.  Through the school district foundation, we’ll be able to issue a receipt for the retail value of the rug and installation.  Additionally, we will list your business in the school newsletter in our Healthy Start column.  Of course, we’ll also let the principal, teachers and staff know of your support in a report of community support that we distribute school-wide during our Back to School presentation.”  

The National YMCA conducts very effective fundraising using well-trained community volunteers.  They have given permission to use their 7 step plan.

1. Plan each call.  (Use the telephone to make an appointment only. A face-to face meeting is more effective in soliciting donations.)

2. Use the prospect’s name often.  (Also, take any opportunity to mention what you know about the prospect’s affiliation with the community, school, and goals of your program).

3. Deliver your message in a relaxed, friendly manner.  (Forget hard sell.  Be yourself – unleash your enthusiasm for your program.)

4. Ask for a specific commitment.  (Don’t ask for “help”.  Not only is it too easy to say “No”, but many times the prospect thinks you are asking for a lot more than you really are and is saying “No” out of fear).

5. Pause after asking for the donation.  (Let silence work for you.  Give the prospect a chance to think.  Avoid the temptation to jump in!)

6. Build on what the prospect says.  Don’t introduce any new information.

7. Say thank you and repeat how you will document your gratitude.  However, soliciting or “selling” is a skill that can be learned and developed through practice.  Consider having a staff member who is inexperienced accompany your best solicitor on her next appointment and build some depth on your sales team.

Institutionalize Gratitude


Businesses give for a reason!  One of the main motivations for a business to donate is to garner good will from the huge school community.  Businesses see you as potential customers!  Another powerful motivator is that a donation also benefits the class or school of a family member or the employees of the business.  So, donors give for a variety of reasons.  What do they expect in return? Frankly, as much as they can get!  The average business (large or small) gets 5 to 7 calls for donations each week!  What you give back in gratitude can be key to your success in receiving future donations.


One of the “rules” of fundraising is that once you’ve obtained a donation from a business, you are much more likely to get another one.  However, this is based on institutionalizing your gratitude.  This means that you broadcast your appreciation continually, in multiple media.  Not only is this very gratifying to the donor, it also makes others want to get the same recognition.


Here are some ways to institutionalize your gratitude:

· Your basic, business-type thank you letter with the tax-deductible receipt.  The donor should receive this no later than 72 hours after the donation.

· A thank you letter or letters from the end recipients of the donation.  Handwritten letters from the students are very powerful!

· A recognition certificate from the school, school district, or collaborative. These are quite easy to create on a computer.  Always make sure you frame the certificate!  Framing gives the certificate additional credibility and it increases the likelihood that it will be put on public view.

4. For large donations (for instance furniture for a whole waiting room from a Rotary Club), a 3” X 4” inch laminated plaque might be indicated.  You can have these made up at any sign or copy shop.  The plaque might then be prominently displayed at the entrance to the room.

5. With permission from the donor, send out a press release describing a large donation. This might inspire other organizations to contact your donor, but if your connection is powerful enough, it won’t matter.

6. Place an article in the school newsletter describing the donation.  Use as many names of the people involved as possible. (In our earlier rug example, it would be appropriate to use the store manager’s name as well as the names of any installers, parent volunteers and the janitor who helped out).  When in doubt – recognize them!

7. If appropriate, have a ceremony to thank all donors.  Consider asking for time on the agenda of the Board of Trustees and have the donors recognized by the board.

8. Create a “Thank You” banner and hang it on the outside of your site.

You get the idea!  Be creative.  Encourage your staff to adopt an “Attitude of Gratitude”.  Make informing new staff members of donors a part of their orientation.  Encourage staff and the community to patronize your business donors as a means of showing gratitude.  It is a well-known fact of human nature that people crave recognition – and a proven fact that if they feel appreciated you can expect a steady stream of donations!


Lead (Your most important item)





Second most important item





Third most important item





Conclusion





Newspaper Sample Listing





Name: ______________________________________________


Frequency:  Daily ___		Weekly ___		Other: ____


Mailing Address:______________________________________


Street Address: ________________________________________


Managing Editor*: _____________________________________


Assignment Editor**: ___________________________________


Community Affairs Editor:________________________________


Education Editor or Writers:_______________________________


Photo Editor: ___________________________________________


Deadlines: _____________________________________________





� EMBED Unknown  ���





� EMBED Unknown  ���





� EMBED Unknown  ���
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