Getting the Word Out

Marketing and PR Toolkit

Low-cost Effective Strategies to Promote Your Organization and Make a Difference in Your Community 

Connecting with your audience

Having your messages heard

Seeing results
By: Stacy Jones, Shoestring Creative Group

      Phone: (518) 365-2153
      email: smjoneslr@yahoo.com
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Common Marketing Mistakes

Many are guilty of some common marketing missteps that can cost in the long run. They are easy to fix with a little thought and commitment to change.  

Marketing Your Mission---Most market their internal mission only. Sure it’s the driving force internally but it’s not the message your customers need to have to understand the organization. Your audience needs to hear the message that will help them choose your business. Connect with what compels them to action. 

Messaging for your audience --- Reframing messages to target the audience will have a greater impact than promoting all the great things about your business.  Connect with customer’s values.  What drives them to action? Show them how they can to do that. 
No call to action—Nothing is worse for an audience than hearing the messages, getting excited and then not knowing how to connect. Make sure you drive your audience to a phone number and website for more information at the very minimum. That’s the call to action.  
Lack of consistency --- Organizations are notorious for having no consistency in key messages. If someone asks ten people from the organization what it does and the impact it has, the answers should be the same. 

No budget--- A budget takes planning and many feel that money for marketing is simply an afterthought. Without marketing, you will lose money and have few customers.  Marketing is a critical piece of the puzzle and needs to be treated as such with at least some marketing dollars reflected in the budget.  
Building a Marketing Budget

While there certainly are numerous no-low cost strategies to help organizations engage in effective communications, it’s important to recognize the need to spend some funding on marketing opportunities. The following are ways to build marketing into their budgets. 

Make marketing a priority—When top leadership recognizes the need and importance of effectively communicating the message of their organization, marketing takes on a significant importance in the organization.  Recognizing the need is the first hurdle for organizations and can go a long way in paving the way for funding for marketing opportunities. 

Think and speak of marketing as capacity building—Marketing is more than a brochure, a website, a newsletter – it’s engaging in strategic activities that increase the capacity of the organization to sustain itself over time. Strategic marketing can grow an organization, help revitalize stagnant programs and bring in more advocates and funding.  Helping potential funders to see the potential impact of marketing as capacity building allows for funding that might not otherwise be made available.   

Develop a marketing plan— Organizations, particularly ones seeking funding for marketing, need a marketing plan.  A strategic marketing plan shows thought and accountability for how marketing funding will be spent. A marketing plan also allows partners and potential funders to see an organization’s goals and milestones and provides a way for evaluation of marketing strategies.  

Always add communications to new funding opportunities – Make sure that some communication funding is added to the budget for new proposals. It’s important to remember that even when applying for funding for a new program or an increase for current services, the organization will need to utilize some communication strategies to tell the community or even current clients and constituents about the new program or expanded services. While often overlooked, this is an important budget addition in a program’s ultimate success. 

Look for corporate partners and sponsors—Marketing is something Corporate America can concretely understand. Many opportunities exist to partner with local businesses in coordinated marketing efforts. Choosing the right businesses that support the mission is a critical step in making these partnerships work. 
Getting to Know Your Audience

"Seniors don't look for services on the internet."  This statement made at a conference by a leader in the senior-services field is not unlike other comments made by organizational leaders about their intended audience. 

In fact, a 1999 report by Media Matrix focused on the fact that older users had become the fastest growing demographic on the Internet and baby boomers totaled 20 percent of all online users in the US.  Let's not forget that report is almost 10 years old and computers and internet access are more accessible than ever. 

No matter who the intended audience may be, the reality is that organizations are often faced with more questions about their audience than they have answers.  In response to uncertainty, leadership makes assumptions, guess about their audience's habits and find they struggle to get the word out about their organization. Conducting market research is the key to unlocking the answers and getting to know your audience better. Market research can be simple, informative and even affordable.  

When thinking about using market research strategies, think about what questions are important in getting to know how your audience receives information. 

Questions could include how your current and intended audience would like to hear from you (website, e-mail marketing, direct mail, newspaper, radio) and how often. Ask how your audience generally finds information on services, volunteer opportunities and donating. Answers to these questions can go a long way in helping to shape future marketing efforts. 

Track what's working. One of the easiest first steps is to track what marketing strategies are already working.  As new clients, donors or volunteers first come to the organization; always ask how they heard about you.  Track their responses and see what's working best and what's not. 

Survey your own constituency. Using a practical survey tool like Zoomerang or Survey Monkey, nonprofits can easily and affordably send a survey to current and intended audiences and ask important questions to help make their marketing efforts more strategic.  

Focus Groups. Bring your intended audience together in small focus groups to really get to the heart of the matter.  Focus groups allow you to ask targeted questions and get feedback from your audience in a way that allows discussion about the topic. Focus groups tend to have 6-10 participants and can last from 1 to 2 hours. 

Talking to others. Talk to other organizations or even local businesses that market themselves to your intended audience.  Find out what's working for them and what's not.  Share ideas, explore market research studies already completed about your audience and put practical changes in place. 

Audience for Senior Services:

Providers: Providers can be the single most important audience that can reach the most people.  Doctors, nurses, other medical professions and other providers of senior services can make multiple referrals and reach the largest and most diverse audience in the state. 

Families: Families need this critical information in order to seek services for their aging family members. 

Seniors: Seniors can engage and seek out services for their own needs.  It is important to find avenues where seniors are already connected to services (such as with the above providers) and other community resources in order to most effectively target seniors. 

Crafting Your Message

Message is different than Mission…

· Define yourself…

· simply, 

· in the “positive” 

· and, most importantly, through your IMPACT

HOPE - PROGRESS - ANSWERS
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Creating an impact statement is useful for nonprofits, government agencies and even small or large business alike.  

What’s your impact statement? 

Working with Graphic Designers

By: Lynn Hendrickson, Creative Services Shoestring Creative Group

Working with an in-house or freelance designer can either be a joy or a frustrating experience for all. By understanding the designer's perspective, and studying some simple terminology, your organization can save valuable time and money. 

Too much text. You can't fit your life story on a postage stamp. Keep your message simple and to the point. Less is more. If you want to provide more information, redirect your audience to your website or phone number by using a call-to-action. 

Say what? Everyone has an opinion, and input is important when making a group decision. However, your thoughts need to be organized and decisions should be made before the files are sent to the designer. Multiple edits to text or images waste time and money and delay production times. 

Yesterday would be nice. Think through the process completely and anticipate. To avoid last-minute edits and expensive overnight shipping charges, start pre-planning for events months in advance. If you have a quarterly newsletter, post reminders on the calendar or create a timeline for submissions and due dates. 

Terminology 101. RGB refers to Red Green Blue used in web or electronic-based applications. CMYK refers to Cyan Magenta Yellow Black that is used in all printed material. This is also referred to as four-color printing. 

To bleed or not to bleed? Put away the first-aid kid, no one is injured. A bleed or full-bleed are printing terms that describe an image or color that runs or bleeds off the edge of the page. A good example is a magazine cover. If a printed piece does not have a bleed, the image or color will end slightly before the edge of the page. Full bleed may slightly increase the cost of printing but can have a huge impact. 

Picture this. A picture isn't worth a thousand words. Low-resolution (or RGB) images are great for web and electronic applications, but won't work for printed pieces. You can't take a picture from your cell phone's camera to use for your company's newsletter or to create a poster. The result would be similar to taking "Silly Putty" to the Sunday comic strips and stretching it in four different directions. 

Looks easy enough. Most computers have some type of page layout or design program. Just because your software has a template for a newsletter doesn't mean it's going to work. Check with your printer or service provider to see what files they accept. Some software programs were only designed to be printed from your desktop computer. Since some organizations don't have the resources or available staff, I would suggest hiring a professional graphic designer to create a template for your company. Custom-designed templates are perfect for an organization that can't afford a graphic department. Templates provide a consistent look for an organization's materials and allows for some "do-it-yourself" design when needed. 

Everything but the kitchen sink. As with too much text, too many images can be distracting and disrupt the message your organization is trying to convey. Keep it simple. 

Surprise me. This is a mixed blessing. Giving a designer complete creative freedom can be exciting and a lot of fun. However, it is better to share your ideas and thoughts with the designer before starting a project in order to avoid wasted time or unwanted surprises. 

Is anybody there? It is important to design for your audience. Color, images and text all play a vital role in getting attention and getting messages across. But knowing who your audience is makes it easier to create effective marketing materials. It is worth contacting a consultant or agency that specializes in helping nonprofit organizations identify target audiences and create messages. A "cool" looking brochure is only that if it is not directed at the right audience with the right message. 

Getting the Word Out 

Brochures/Marketing Pieces – print pieces such as brochures, flyers, posters and even business card size pieces can be an effective way to promote senior services.  Providing such pieces to providers and other points of contacts in the community to reach seniors can be an effective means of marketing such services.  
Email and Print Newsletters – newsletters are effective to reinforce this single point of contact for services and to highlight informational and education articles to seniors, families and providers

Your Website– not only is a website important for sharing more in-depth information about services and how to connect to those services, but it serves to provide educational information to those seeking services.  Websites also reach out to those constituencies that look for services via the web, which is the fastest growing method of all age groups seeking services and information. 

Word-of-mouth – many people will ask friends, families, neighbors or providers they are already connected with where to look for services and programs. Never underestimate the power of networking opportunities through community meetings, networking groups in communities and through other organizations like the Chamber of Commerce.  

Paid Advertisements – depending on your budget, paid advertisements can be effective but not always recommended because of the numerous free marketing strategies for “getting the word out.”  What is most important about paid advertisement, whether through billboards, print, TV or radio is the return on the investment.  Will the audience be reached by the paid advertisement that is chosen?  Will the message be heard?  When new calls come in for services, it’s more important than ever to track how the potential client has heard of you.  Keeping track will help you determine if the paid advertisement is working or not.   
Public Relations Strategies

News Releases 

· Announcements

Brief press releases will be issued on such topics as promotions or hiring of new executives, happenings with local affiliates, and the addition of new products/services. These typically result in one- to two-paragraph stories in publications, and will keep the organization name or message in front of its audience. 

· Major Announcements

These typically result in 500- to 800-word stories in print publications and often merit radio and television coverage. Occasionally, a press conference or press briefing may be appropriate in conjunction with major announcements. 

· “Trend” Press Releases

These are usually the most valuable to the news media, and will help you establish a reputation as a source. These are about developing trends in your industry and contain information that would otherwise be difficult for the media to obtain. 

· Feature Story Releases

Although a feature story must be newsworthy, in the broad sense of the word, it is also timeless. It can run in today’s paper or tomorrow’s or next week’s. Unlike a news story, a feature can have a point of view, an "angle", and is often longer than a hard news story on the same subject.  

· “Op-ed” Articles

"Op-ed" articles, so named because they typically run opposite the editorial page, are an excellent opportunity to comment on issues of the day and to build name recognition as an expert in the field. They run under the by-lines of experts, and give you a chance to state your case in your own words, with minimal editing by a reporter. Once published, they can be effectively used as reprints.  

· Letters to the Editor

This is an effective venue for addressing a controversial issue, clarifying any misconceptions or inaccurate reporting about your business or commenting on reported news related to senior issues.  This should never be more than 3-5 paragraphs.

· Public Service Announcements (PSAs)

PSAs are among the most common types of publicity for non-profit/ government organizations. Since they are short, broadcasters run a lot of them and they are easier to get than specials, interviews, features, or news coverage. You can say a lot in 20, 30 or 60 seconds and since it is likely to be repeated several times, your message will have multiple impact. The least expensive kind of PSA is "live" copy, where the announcer reads your material live. You may also submit pre-recorded material, if you have a production budget. Live copy to TV stations should include visual material. And there are several different formats to be considered if shooting or producing your own PSA – you’ll need to find that out in advance.

· “Riding” a News Story

Keeping current with the news will provide many opportunities to have your message heard. When a topic you have expertise in is in the news, it is important to issue a release immediately that includes a brief comment and the statement that you are available for interviews.

· Specialized Fact Sheets

Fact sheets can help support your releases with additional details and facts and figures. It can be several pages long and include historical perspectives, anecdotes, and data. It should be well written with short sentences and paragraphs and wide margins. 

Web-based strategies 

· Organizational Website

Utilizing the organization website’s newsroom is the perfect place to highlight current media coverage and even releases that were written but may not have been run in the media. Placing your press kit online is also critical in supplying media with current and up-to-date information about the organization. 

· Signing up for Good2gether http://www.good2gether.com 

Create a profile with on going updated content for promotion of senior services and your organization. This material will be distributed to the “Do Good Channels” for promotion. 

· Utilizing Social Networking

There are a few social networking sites that could be applicable to the promotion of senior services. These could include but not be limited to: starting a blog; utilizing causes on Facebook and YouTube; and the professional networking site LinkedIn.  Many providers will utilize social networking to seek out new services as will families and even seniors. 

· Utilizing PR Web or another press release distribution 

service http://www.prweb.com   While this is not a free service, it is an excellent service for statewide and national releases. This could be used for major announcements.
Internal Capacity 

· Becoming a Source

One of the key strategies of a successful public relations plan should be to become a source when the news media is doing its own story. One achieves this by issuing regular, professionally written press releases to let reporters know you are here and by being available when they call. Calls must be returned within the hour — sooner if possible — seven days a week, 24 hours a day.

· Community Meetings

Community meetings can be used to promote programs and services that will directly or indirectly impact and promote senior services and connect families to needed resources.  

Press Release Do’s and Don’t

Following some basic rules will help when preparing and sending press releases.
Do’s 

•Follow a press release template. Get one if you do not have one

•Always include your organization’s “boiler plate” paragraph

•Put a name and contact information on every release and ALWAYS be available and return calls quickly after you send a release

•Write the release as though it is a story already in the newspaper

•Send the release to the most appropriate journalists only. Research ahead of time what journalists are most interested in your topic 

•Send first to journalists you already have a relationship with

•Keep it sweet and simple. The most important information should appear in a short 2-3 sentence-opening paragraph

Do NOTs (the most common mistakes)
•Do not write a press release in first person

•Do not ask the reporter if they are going to use the release (you can, however, call and make sure they received it)

•NEVER, EVER ask to review a story that a reporter is working on

•Do not send out a release about something not so important when you have something big around the corner that needs attention

•Do not send out a release without having it proofed, reviewed and approved by appropriate staff

•Do not send out multiple releases at the same time

•Do not put in contact names of people that will be unavailable
Developing a Press Kit

A press kit should provide the media with the necessary background information about the organization in a simple, concise and user-friendly way.  A press kit will educate journalist and provide the basics about the organization, its leadership, services and issues it supports. 

Press kits can be used in a variety of ways including supplying media ready contact and background information about the organization, highlighting the social issues and services and programs available at the organization and setting the organization’s leadership as experts in its field. There is no set standard of what to include in a press kit, but rather the kit should be tailored to the audience and venue for distribution.  The print press kit should also be made electronically and be made available on the organizational website. 

Elements of a press kit: 

Pocket Folder – Simple pocket folders can be utilized to hold all the information for the press kit. The organizational name should be on the cover and if placed carefully a label containing the organizational logo.  A business card can be placed in the business card slot in the folder. 

Intro Letter - The first page in the press kit should be on letterhead and will be an informative letter that briefly explains what is in the press kit and its purpose. 

Lead Release - If supporting a particular announcement or event the lead release can contain this information and should be the first information a journalist sees. This lead release should be placed at the front of the right side of the folder for easy, immediate viewing.  

Background - This section of the press kit is typically 2-3 pages in length and contains the background of the organization, its history and even future direction. This should be written in third person and be media ready. Remember to update this section often with recent accomplishments.  
Bios - To position staff leadership as experts in the field, include one-page bios of the executive director, top level management and subject area experts at the organization. Bios should be on letterhead and contain and their name, title, history with the organization and basic information. Bios could also contain relevant quotes and a photo.  

Fact Sheets - Fact sheets can provide more comprehensive, detailed information about the organization and its mission, programs and services.  Fact sheets are also useful for highlighting particular social issues and advocacy work relevant to the organization. 
Recent Newsletter/Brochure - Include the organization’s most recent newsletter and brochure if available. 
Recent Press Coverage Include in the press kit, the organization’s most recent positive press coverage.  Print press releases on letterhead and include them in the kit to highlight the great work of the organization. 

What Every Website Should Have

Organizations have very little time to catch the attention of their audience via their website but more and more professionals, families and even seniors are looking for services on the web. 

1. A guessable URL --- this is your www.yournamehere.org 


2. Your postal address--so you look legit and so people can send you a check if they want 


3. Your phone number--shows you're real, makes you accessible and lets them know where to call for services 


4. Easy to find navigation for services--- make it obvious don’t make them search---they will leave your page and head to another 

5. Email sign-up--so you can cultivate people after they visit

6. Keyword density--so people will find you via search--this is so important!


7. Donate Now buttons--on the main part of the page and in the navigation


8. A pathway for learning more about the organization


9. Images - strong, emotional ones that are clickable (people expect images to be clickable - send them to your case for giving or your donate form)

10. An online press room (so general visitors but also reporters can easily get background information and recent news. This link can be called press room, media center, news room, etc.)

11. A staff list with biographies and additional contact information 

12. A link to help (some folks may not be ready to give money but they may be willing to show up as a volunteer)

13. Don’t forget to create language that is about your reader and what they care about 

Developing an Elevator Speech

Whether at a formal networking event or having a chance encounter with a stranger, an organization’s staff should be armed with a short description of the organization and its impact.  

Remember, you only have a few moments to make a first impression. You should introduce yourself and the organization briefly in an engaging and conversational way. 

Often referred to as an elevator speech, this short well-crafted statement should be concise but detailed enough to inform a potential supporter about the organization in the amount of time it takes to ride in an elevator.  

Everyone in the organization, from volunteers to staff and other constituent members, should know and be able to use this statement to help others understand the organization and engage them in your work.  Your elevator speech should not be the organization's mission statement. Mission statements do not translate well and people often don't find a mission statement compelling. 

An elevator speech should be short; three to four short sentences, about 50-100 words and take less then 30 seconds to deliver. A good elevator speech will grab your listener's attention by saying a lot in few words and leave your audience wanting to know more. 

Keep in mind the following when writing your elevator speech: 

Practice makes perfect. You should write, edit and write again. Practice your speech out loud to see how sounds, how long it is and gage if it's understandable and interesting.  The speech should sound like its conversational and "off the cuff." 

Skip the alphabet soup. Keep it simple. Avoid using jargon, acronyms and terminology that others outside your organization or field wouldn't understand. 

What you do and why you do it. Briefly talk about what you do, how you do it and why it's important for your community.  Start with a simple impact statement answering each of the following questions with short one to two-word answers.  What do you do?  Why do you do it? How do you do it?  Build off your impact statement.    

Show the impact and tell a story. Don't just give a statistic of how many people you serve.  Bring a face to that number.  Talk about your work in a real way, letting your audience know the impact and the importance for the people you serve. 

Call to action. At the end, call your listeners to action.  Tell your listeners about an upcoming event, how to volunteer or where to donate. Send your listener to your website for more information.

Crisis Communications Planning

A Crisis Communications Plan provides guidelines, policies and procedures for the coordination of communications within an organization and outside with the media, donors, other stakeholders and the public in the event of localized crisis situations. Crisis events could include but not be limited to: inclement weather, fires, natural disasters, acts of terrorism, school or workplace violence, acts of financial fraud or embezzlement, employee violations of the Code of Ethical Conduct, other major crimes, voter and donor identified concerns.  

A plan should not only addresses media relations and communication issues, but also includes procedures for the rapid assessment of crisis situations and the methods for responding to these situations quickly, factually and effectively.

It is the goal of this crisis communications plan to establish guidelines for dealing with a variety of situations, and to ensure that staff, management and the Crisis Communications Team are familiar with those procedures and their roles in the event of a crisis. The plan is designed to be used in conjunction with the normal decision-making hierarchy of the organization and does not supplant that decision-making process. 

Crisis Communications Team 
The Crisis Communications Team should be created as the first point of contact and the decision making body during a time of crisis and to be the determining body that decides if the situation reaches crisis level. This team should be convened as soon as possible when notification of a pending crisis has been received or as soon as possible after a crisis has developed if there is no advanced warning of the crisis. The Crisis Communications Team will choose a Team Leader.  The Team Leader will be responsible for all actions and coordination of the Team.  Any member of the team can contact the Team Leader to call the team together to discuss strategy and plan appropriate responses. The team’s primary responsibility is to handle localized crisis situations that can affect the organization, donor relations and/or public perception.  

Reminders for the Crisis Communications Team 

· The key to minimizing the potential damage to your organization's reputation and integrity is to tell the truth and beat the media to the punch with the key facts. 

· Organizations need to be proactive. Rarely do organizations focus on planning for negative media attention.  

· Being proactive can save your reputation and save money in the long run. 

· Put your team in ACTION. 

· Draft a clear consistent message in response to the crisis 

· If your organization is responsible, it is better to be upfront, accept responsibility and detail an action plan to remedy the situation.  

· The staff, volunteers, donors and other key constituents should receive a message detailing the potential negative media coverage, the organization's response and any remedies the organization will take to fix the situation if that is warranted. 

· Never lie or ignore the situation because it will only be worse. 

· And never tell the media "no comment" in response to potential negative media attention.  Your designated spokesperson should respond to media inquires from the start and throughout the crisis.  

· Your spokesperson should be confident in their ability to communicate with the media, should practice the answers to potential "tough questions" prior to interviews, and must stay strong and consistent in their message.

Sample Elevator Speech

Port Resources “Elevator Speech” 

Port Resources creates life-enhancing opportunities for children and adults with developmental disabilities through residential and in-home supportive services. Services are consumer centered and are carried out with respect and dignity while promoting independence. We believe persons with disabilities have the right to enjoy a full quality life and to make their own decisions with the help of their guardians. Port Resources’ staff empowers people with disabilities to lead the most self-determined and independent lifestyle possible within, not separated from, their communities.  Learning to read, playing a sport, finding a job and living independently are dreams for people with disabilities. Port Resources helps to make these dreams a reality. 
NY Connects

NY Connects provides a direct point of contact for choice in long term care. Across New York State there is a wide range of services available to those in need of long term care that allow New Yorkers to continue to participate in family and community life. NY Connects is a free statewide resource that provides easy access to information and assistance for people who are exploring long term care options or who are already receiving a long term care service but would like more information. For information on local NY Connects, call the New York State Office for the Aging Helpline at 1-800-342-9871 or log onto the NY Connects website www.nyconnects.org
Sample Press Release

(YOUR LOGO/ AGENCY NAME HERE)

Single Point of Contact for Long Term Care Options: NY Connects
“Having a single point of contact where families and seniors and even providers can connect with information and assistance on long term care options is very important for easy access to services and programs,” Sue Smith, Executive Director, Senior Services 
CONTACT:   

e-mail   

phone
FOR IMMEDIATE RELEASE: March 10, 2009 

Albany, NY –   Releases should start off strong with the who, what, when, where and why right up front. 

Followed by additional information and quotes from leaders in the field and even persons that have used the services successfully  

The impact or elevator speech can be used in print and don’t forget to include the organizational boiler plate information—NOT THE MISSION STATEMENT. 

Close with the call to action---where readers can go to find out more information.  

Releases can be anywhere from 350-850 words and should be written in third person as if it were already in print. 

                           ###################

Sample Press Alert

A press alert is used to invite the media to an event or forum for community engagement 

This should be placed on your letterhead and sent via e-mail to targeted journalists 

(YOUR LOGO/ AGENCY NAME HERE)

NEWS ADVISORY

and

PHOTO OPPORTUNITY

For Immediate Release 



Media Contact here

Date Here 





Organizational Name 

Phone Number Here

Community Meeting Announcing NY Connects 

XYZ to hold community meeting to announce the single point of contact for long term care services: NY Connects 

WHO:  Your spokesperson’s info that will address the press

WHAT:  What the events about and what will happen at event—just the basics 

WHEN: Date of event 

WHERE: (Address where press conference to be held.) 

WHY: Why the event is being held---why it’s important for the media to be there. 

“Boilerplate paragraph to provide background on organization hosting the event 

***

Resource Links
http://www.charitychannel.com/
http://www.help4nonprofits.com/NP_Mktg_3EffectiveT

 HYPERLINK "http://www.help4nonprofits.com/NP_Mktg_3EffectiveTools_Article.htm" \t "_parent" ools_Article.htm
http://www.causecommunications.org
http://www.constantcontact.com 

http://www.grantstation.com  (Foundations)

http://www.foundationcenter.org  (Foundations)

http://www.philanthropy.com 

http://www.forimpact.org  (Change the Way You Think!)

http://www.chardonpress.com/
http://www.philanthropyjournal.org/
http://www.missionresearch.com  

http://www.njnonprofits.org
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