Pilot International Media Guide

Introduction

As a Pilot member, you are very familiar with the worthwhile services your club provides to the community. You know the club’s service projects and fund-raisers help people in need, but what about the general public – the people outside your club? Do they know about Pilot?

You and your fellow Pilot members can enhance the club’s image by implementing an effective public relations plan. In addition to increasing your club’s credibility and strengthening its position in the community, an effective public relations plan will promote public understanding and support of your club’s projects.

This section contains suggestions for working with various types of media and sample publicity material to help you get started. Whether your Pilot Club is just getting started or has been around for many years, this guide will help put your club in the public eye.

Public Relations and Perception

Public Relations is defined as the dissemination of information for the purpose of influencing public opinion. Simply stated, public relations is a measurement of how your club is perceived by its members, potential members and others in the community.

Good public relations or “PR” as it is often called, begins with the club. Providing the public with accurate, consistent information about Pilot and its services is essential, but how you represent the club is equally important. A positive attitude, worthwhile projects and attractive publications portray a professional image, but often go unnoticed because they lack promotion.

According to David Yale, author of The Publicity Handbook, public relations is a broad task. It involves publicity, promotion, public affairs, advertising and opinion making, areas to focus on once your club has an established publicity plan.

Publicity Opportunities

Publicity is an important part of your club’s effort to create public awareness of Pilot and its services. It involves communicating factual, interesting and newsworthy information to the media in a timely manner.

The first step to organizing a successful publicity campaign, is to define specific goals. As David Yale writes in The Publicity Handbook, publicity goals should help your club accomplish one or more of the following:

· Inform people about how to choose, buy, and use your service or product.

· Get information to the public on issues your organization is concerned about.

· Bring people to an event or series of events.

· Increase attendance at your programs.

· Get people to volunteer (or join your organization).

· Get people to support an issue or cause.

Next, establish a plan of action and set a reasonable budget. Even if the club plans to handle all the work in‑house, you still need a budget to cover expenses such as copying or printing news releases, stamps and envelopes to mail them, film and developing costs for photos, and other office supplies. David Yale advises in The Publicity Handbook that it’s a good idea to make a list of every possible publicity expense and add 25 percent to cover unexpected events.

In addition, publicize the club’s activities on a regular basis. To be effective, publicity must be an ongoing process. Organizing one media “blitz” a year will not get the results you desire: public awareness and understanding of what Pilot is all about. Select projects or activities the club considers newsworthy, and promote them to all media, including newspapers, television, radio, magazines, and trade journals. If you have a difficult time deciding which activities are newsworthy, ask yourself the following questions:

· Is the project new?

· Is it important to a large number of people in the community?

· Does it address the future or relate to someone or something famous?

· The greater the impact your event has on the community, the greater the interest of the media.

If you still can’t decide if a specific event is newsworthy, consider the following examples:

· Fund‑raising events and special community projects

· Well‑recognized guest speakers

· Club officer elections and installations

· Focus projects (i.e. Brain Awareness Week, Pilot Walks, etc.)

· Projects that promote community safety

· Professional and community achievements of club members

· Club anniversaries

· Official visits

· Contests and award presentations

· Sponsorship of a new Pilot or Anchor Club

· Banquets, dinners or luncheons

· Any event or activity that provides a good photo opportunity for the media (ie. sporting events, art shows, auctions, fashion shows, exhibits, etc.)

· Bazaars and rummage sales

· Community fairs or cook‑off events

· Community clean‑up days

The Plan

Once the club determines its goals and establishes a publicity plan and budget, someone must by appointed to coordinate the activities outlined in the plan. The public relations chairperson or other appropriate officer will plan and evaluate the club’s public relations efforts, and serve as a liaison between the club, district and international.

The public relations plan is a month‑by‑month guide outlining the club’s activities for the entire year. It includes goals, action steps, persons responsible and a time frame for the various action steps. A specific plan for each event can be written separately to provide more details and direction for the event committee. (A sample PR plan including some of Pilot’s international projects is provided in the printed version of this publicity guide. Copy the plan and fill in the blanks with your club’s activities.)

The public relations chairperson should review and evaluate the plan throughout the year, making any necessary changes. For example, if the club receives good coverage in one area, such as the print media, focus even more attention on newspapers. However, stay in contact with other media outlets. If your first attempt to attract coverage from the local television and radio stations is unsuccessful, don’t give up. Reporters receive numerous news releases and leads every day, and with more lead-time, your next event may receive the coverage it deserves.

Getting to Know the Media

When trying to obtain publicity for club projects and activities, it is important to become familiar with your local media representatives. Start by developing a complete list of the media in your area, including weekly and monthly newspapers, magazines, business periodicals, wire services, public radio and local cable stations. Chambers of commerce often provide media lists at no charge; however, it is up to you to keep the list up‑to‑date. Check names, addresses, telephone and fax numbers periodically to be sure they are current.

Once you have a list of who’s who in your local media, contact them to find out who covers community service events and ask how much lead-time they prefer when covering a story. Newspaper contacts are usually the news editor, city editor, features editor and assignment editor. However, when dealing with radio and television stations, news directors, public service directors and promotion managers are the key people.

To ensure a good working relationship with the media in your area, follow these basic guidelines:

· Know and respect deadlines.

· Know the names of the key contacts, and update your media list regularly.

· Develop an ongoing professional relationship with your local media representatives.

· Know your demographic market: who you’re trying to reach. This helps determine which medium to contact.

· Provide timely, newsworthy information about the club and its events via press releases, media kits, brochures, etc. 

· Be prepared to give an interview at the event site or have a spokesperson available.

· Represent what Pilot stands for.

· Familiarize yourself with the different needs of print vs. electronic or broadcast media.

· Show gratitude.

· Be patient and persistent.

· Encourage media sponsorship and/or promotional tie‑ins.

· Ask a media representative to be a guest speaker at a club meeting or special event

· Be honest and don’t say no comment.

· News is not a 9 to 5 job so you need to be accessible. Give your home number to trusted reporters. They won’t abuse it.

· Remember that human-interest stories, unusual angles and big names make news.

· Produce what you say you will and follow up.

Working with Print and Broadcast Media

To select the right medium, familiarize yourself with the various publicity opportunities available in your area. If your club would like to communicate via the printed word, choices range from simple community calendar listings and full‑length feature articles to one‑page press releases and fact sheets. Letters to the editor are also a good print option.

Options for communicating through the broadcast media include news releases, short features, video news releases, public service announcements (PSAs), community calendar listings, and appearances on talk shows. News conferences are also an important avenue for publicity via print or broadcast.

Newspapers

Most communities, regardless of size, have at least one newspaper. Some are published daily, while others are on a weekly or even monthly publication schedule. Check with your local paper to find out how often it is published, and become familiar with the various sections and their publication deadlines. To submit information to your local newspaper, follow the guidelines suggested below:

News Releases

News releases are often the most effective means of providing information about your club and events. When writing a news release, stick to the facts and be sure to include all pertinent information, including dates, times, location, event description and purpose, in the lead paragraph. This information is often referred to as the five Ws and the H: 

· Who is doing What for whom?

· When, Where, and Why are they doing it?

· How is it being done?

· What are the results?

Your lead paragraph should resemble the following: “The Pilot Club of Anytown (who) was awarded a grant (what) to help purchase computer equipment (why) for the Anytown Community Center. The grant was presented to the club today (when) at their monthly meeting (where) at the Anytown Conference Center.”

Be sure the news release is well written and accurate. Poor grammar and bad punctuation do not present a professional image, and often weaken your chances of getting published. It is important to address the news release to the appropriate editor and provide sufficient lead-time (usually three to four weeks before the event). If you plan to fax a news release, call first to find out if this is acceptable. Though faxing saves time and money, many journalists prefer faxes for late breaking news.

Follow these basic format guidelines when writing a news release:

· Type and double‑space the entire release on 8 1/2‑by‑11‑inch plain white paper.

· Typed lines should not exceed 60 characters, including punctuation and spaces.

· Include the date, contact name, address, and telephone number at the top of the release, and indicate when it should be released: For Immediate Release or a future date.

· If you include photographs with your release, use the phrase “with art” at the top of the release and add a word or two to identify each shot. 

· Avoid using hyphens at the ends of lines.

· If the release is two pages, end the first page with a completed sentence and type “MORE” across the bottom of the first page. Start the second page with a brief heading that includes the name of your club, the date and topic.

· Indent graphs ten spaces.

· Mark the end of your release with the digits “‑30‑”, or three number signs, “###.”

Media Kits

A media kit should include a fact sheet about your club and event, a brochure, news release(s), event program (if available), and any other information that provides an overview of your Pilot Club and event. If available, include a camera‑ready logo and photo(s) or slides representing the event. It is a good idea to schedule an appointment with the editor to present the news kit and answer any questions. 

Photographs

You may want to submit a photo with your press release. Quality black and white photos are accepted by most newspapers. The preferred size is 5 x 7, but some newspapers prefer slides. Do not send Polaroid photos, snap shots or poorly exposed photos. It does not enhance your club’s image, and more than likely the photos will not be published. If your club cannot afford a professional photographer, ask a member to take the photos using a 35mm camera with black and white film. Avoid busy or distracting backgrounds, and focus on two or three people in one shot. Be sure to identify the people in the photograph by name from left to right. Try to avoid “staged” photographs, such as check presentations and other “grip and grin” photos. Instead, take “action” photos of people taking part in a club service project or fund‑raiser. According to David Yale, author of The Publicity Handbook, there are five pictures that most publications will not publish because they lack content: the check pass; the shovel dig; the handshake; the ribbon cutting; and the plaque pass. Yale suggests focusing on the benefit rather than the ceremony. (See photo checklist.)

Public Service Announcements (PSAs)

Public service announcements are complimentary advertisements or articles which promote activities that provide a beneficial “service” to the general public. PSAs are generally printed in newspapers and magazines free of charge to nonprofit-organizations. Contact the newspaper’s community affairs desk to find out what their specifications are regarding public service announcements. To get feedback on mailed PSAs (and news releases), include a business reply (or stamped) postcard with your material. Ask the recipient to check boxes to let you know if and when they used the material; if they want more like it; and if they want you to call them to provide more information. Be sure to leave space for comments.

Calendar Listings

Most daily and weekly newspapers list area events and meetings as a regular segment. Contact the community affairs desk to find out the deadline for submitting information for the calendar.

Letters to the Editor

The “letters” section of the newspaper is one of the most popular and well‑read segments. When writing a letter to the editor about a Pilot‑related event, keep it brief (three to five paragraphs) and to the point. Address only one topic per letter. Include your name, the name of your club, address and telephone number, and some brief background information. Readers should have a clear understanding of what it is you are asking them to support. Reserve letters to the editor for special events that affect the entire community. Organizations that submit letters too frequently lose their impact.

Magazines, Newsletters, and Shoppers

Community magazines are fairly common and provide excellent opportunities for publicity. Read some past issues to find out what topics the magazine covers, and contact the editor to discuss the possibility of an article about your club. Community magazines cover a wide range of topics from human interest and historic preservation to the arts and sports. It is simply a matter of finding the right niche.

In addition to magazines, many local chambers of commerce and businesses publish newsletters and shoppers. When you are out shopping or running errands, pick up copies of the publications you see in the “Take One” racks, and add these publications to your media list. Many utility companies (cable, water, electric, gas, telephone, etc.) also publish newsletters, usually distributed in their monthly billings. Trade or special publications often welcome news from community organizations, but be aware of longer lead times, usually 4 to 6 months.

Directories

Be sure your club is listed in the telephone directory; some include a community interest section, which lists nonprofit organizations and activities. In addition, many chambers of commerce list service organizations in their directories. Call to find out if this is an option in your area. Another excellent source of publicity is the local Welcome Wagon or similar community group. Be sure to supply such groups with brochures about Pilot.

Radio and Television

The broadcast media provides the timely news coverage, but due to time constraints, cost and the number of organizations competing for air time, it is often a challenge to get your message aired on radio and television. One of the best ways to go about it is to solicit media sponsorship for your club’s event. Prepare a proposal explaining the event’s purpose and how it will benefit the community, and outline how the event sponsors will be recognized (i.e. banners, programs, printed materials, etc.). Schedule a meeting with the station manager to present the proposal and to answer any questions concerning the event. Be sure to ask if your club can count on the station’s cooperation before the meeting ends.

To maximize exposure for your event on radio, consider ticket giveaways, on‑site remotes, disc jockey participation and other promotional tie‑ins. Other suggestions for publicizing your club’s event on radio and television include:

Public Service Announcements (PSAs)

Similar to public service announcements for the print media, PSAs for radio and television are noncommercial ads or spots which communicate information that benefits the general public. The station donates the air time and usually prefers to air 10, 15, 20, or 30 second spots; however, 60 second PSAs are acceptable. The least expensive kind of PSA is “live” copy, that is, copy which is written out and read on the air by the announcer. However, some public service directors and announcers will edit or change live copy. Pre‑recorded PSAs are scheduled to air several times, but paid advertisements take precedence and are usually run during prime time. The average lead-time is 6 to 8 weeks. Before hiring someone to produce your club’s PSA, contact public service directors in your area to find out their stations’ technical requirements. They may even be willing to help produce it.

Public Service Programs

Most stations air one or more talk shows which cover events taking place in the community. The best person to appear on the program is a member who is knowledgeable about the club and event, and feels comfortable appearing on television and radio. Some shows are taped live, but most are taped to air at a later date. To schedule an appearance on the program, be sure to contact either the host of the show or the public affairs director well in advance of your event (4 to 6 months prior to the event).

Community Calendars

Both radio and television stations make brief announcements about events coming up in the community. Call the station to find out to whom you should send your club’s announcement, and be sure to include the name of the event, date(s), time, location, sponsor’s name, and a phone number to call for more information. This is another excellent way to obtain publicity for your club at no cost.

News Releases

Many broadcast journalists write stories that are 60, 30 or 20 seconds long, so it is important to adapt your news releases to fit this format. Limit the release to a maximum of 90 seconds of reading time. The best way to do this is to read it aloud and time it. Similar to the release you send to newspaper, include the five Ws (who, what, when, where, why) and how. Use the present tense whenever possible, and spell out in phonetics any names that may be difficult to pronounce. Keep background material to a minimum, include a separate background sheet if necessary. Avoid repetition of words and the use of large words that are not easily understood, and do not include opinions. Simply state the main idea. Be sure the facts are accurate and that all names are spelled correctly. Keep the news release brief, usually one page, and include a contact name and phone number for more information. Radio stations usually prefer news briefs instead of lengthy releases; a condensed version of your original release should be acceptable. (See sample news releases under “Resources.”)

Media Kits

A media kit should include a fact sheet about your club and event, a brochure, news release(s), event program (if available), and any other information that provides an overview of your Pilot Club and event. Send the media kit to the station well in advance of your project (two months prior to the event for radio and four to six weeks in advance for television). Be sure to call and follow up closer to the event. Busy reporters like to be reminded a week or so in advance. 

News Conferences

Major events and important announcements are topics that generally warrant a news conference. To plan a news conference, send a press release specifying the date, time, location and reason for the conference to all media in your community. The release should be sent two to three weeks prior to the event. Follow up with a phone call a day or two before the news conference to remind the media and answer any questions they may have. The day of the conference, be sure to have a spokesperson present to make the presentation or announcement and to answer any questions. It is also a good idea to provide reporters with a press release about the topic being announced. Serving light refreshments (i.e. soft drinks, cookies, etc.) at the news conference is optional, but it goes a long way with busy reporters who have little time to stop and eat.

 Cable Television

If your area offers cable, call to find out if the station offers program time to community service organizations. Most cable companies are very receptive to service‑related programming ideas. Utilizing cable is an excellent way to publicize your club’s events at no charge, but if your community does not have a cable station, try to locate a public access station, another excellent source of free air-time.

Other Publicity Opportunities

Besides news releases and PSAs, there are a variety of methods to promote and publicize your club’s events. Consider implementing some of the suggestions listed below.

Proclamations and Public Officials

Because prominent people attract media attention, it is a good idea to introduce Pilot to some of the public officials in your community. A good place to start is the Mayor’s Office. Schedule a meeting to talk about some of the service projects your club sponsors and how they benefit the community (i.e. safety and security, brain awareness week, etc.). Ask the mayor to sign and present a proclamation endorsing your club’s activity, and follow‑up with a news release announcing the proclamation to the media. This lends prestige to your club’s event, and helps boost publicity.

Fact Sheets

A fact sheet is a brief summary of important facts about your Pilot Club and its accomplishments. It usually includes a statement about the club (i.e. date founded, mission, purpose, etc.) and a list of club service projects and activities. The fact sheet should be written well, with short sentences and paragraphs, and wide margins. Similar to the format for news releases, the name and telephone number of a contact person should always be at the top of the front page. If the fact sheet is more than one page, end each page with a complete paragraph and the word “MORE” typed across the bottom of the page. The last page should end with the numerals “30” or three number signs “###” typed across the bottom. Use the fact sheet in all aspects of your publicity efforts, and include a copy with your news releases.

Brochures and Posters

A simple brochure or poster outlining the highlights of Pilot and its activities is an excellent way to promote your club and recruit new members. You can produce brochures, posters and other promotional pieces using a computer and desktop publishing software. Another option is to hire a local printer to do the design work for you, but be sure to shop around. Graphic design can be very expensive. You can also order brochures from Pilot Headquarters, listed on page 13 in the Supply Catalog.

Club Bulletins

Your club bulletin is another excellent publicity tool. Include the media, prospective members, and any other organization you wish to target on your mailing list. When used as a promotional piece, the bulletin should portray a professional image of your club. Some things to consider are the quality of paper, design, information, and grammar and punctuation.

The Pilot Log

Be sure to submit information to The Pilot Log about club service projects, fund-raisers, and accomplishments of individual members. Include professional quality photos representing the event. (See guidelines for submitting information to The Pilot Log.)

Pilot International Video

The Pilot video is an excellent tool for Share Pilot meetings and public presentations. To order the video, contact the catalog sales department at Pilot Headquarters.

Club Banners

Whenever your club participates in an activity, display the Pilot Club banner in a prominent location. Signage helps increase public awareness of Pilot, and associates your club with the activity taking place. To order a custom banner for your club, call the catalog sales department at Pilot Headquarters.

Pilot Road Signs

Displaying a Pilot road sign at major roadways in your community is a great way to publicize Pilot to the general public. Contact the appropriate city department in your area for guidelines on placing signs in public locations. To order a Pilot road sign, call the catalog sales department at Pilot Headquarters.

Pilot Logos

Logos for Pilot International, Pilot International Foundation, Brain‑Related Disorders, and Anchor are available on PC and Macintosh‑based diskettes. Logos may be used to enhance your club’s publications, but be selective, too many logos can clutter the printed piece. To order the logo diskette, contact the catalog sales department at Pilot Headquarters. Pilot logo screen saver and mouse pad are also available.

Pilot Lapel Pins and Clothing

As a Pilot member, you have the distinct privilege of wearing the official Pilot lapel pin and clothing on a regular basis. Wearing the Pilot logo is an easy way to promote your club. Attractive hats, shirts, jackets, totes, and many other logo items are available from the catalog sales department at Pilot Headquarters.

Promoting Pilot Through the World Wide Web

There are millions of people wired into the internet and world wide web, and based on current growth rates, every person in the world could be on‑line by the year 2004. Individuals, businesses and organizations such as Pilot are climbing on board at a feverish pace.

An easy way to promote your club on the Internet is to put a link to your website and e-mail address on Pilot International’s web site. Contact Pilot Headquarters to find out how your club can be a part of this new program.

The primary focus of a web site is to provide information. If your club would like to develop its own web site, contact your local chamber of commerce for a list of technology‑based businesses, and be sure to shop around. Before making your selection, ask company representatives to make a presentation to your club. You want to be sure the company your club chooses can develop a quality site, which includes organization, good content and graphic design.

Another option is to have someone in the club design the site. Most communities offer seminars that teach the basics of web site design. Contact a technical school or college in your area to find out what’s available.

If your club does not have the resources to develop a web page on its own, there are other options for getting online. Many communities promote themselves on the internet through web pages for the chamber of commerce, community calendar, city, festivals and special events. If your club is listed on other organization’s web sites, ask them to list the club by its full name and to include a contact number.
