District 72 Club Resource Series


HANDOUT B 3 
PRESS RELEASES

This page looks at a club’s press releases and the opportunities for them.  Local papers are often looking for local news.  
Building a relationship with the local paper, radio station etc is strongly recommended.  

What works best is an ongoing promotional campaign, which keeps “Toastmasters” in the local media.   Many of the items below are reports of events, so it does not matter is they don’t all appear on time.  Even if an item didn’t get in when you sent it, because of no available space and then appears some weeks later, it is still promoting the club.  

A digital photo accompanying the press release is recommended.  If the Toastmasters logo on your banner isn’t covered in ribbons, try and have it in the background of the photo.

	Month
	Press Release Opportunity

	Anytime
	· Club Awards night (in which ever month you have it).

· Club Birthday party.

· A member receiving an Educational award.

· A member being elected as a District Officer.

· A member receiving a long service award.

	July
	· The new committee taking office.

	August
	· The winners of the Club Speaking Contests.

	September
	· The first week is International Adult Learners Week.  Get associated with any local activities for this.  Possible article in local paper “Toastmasters is the biggest single Adult learning Organisation in the world”.

	October
	· 27th October is Toastmasters Day.  Toastmasters was founded on 27 Oct 1924.  “86 and still making a difference!”

· Club members who received awards or did well in your Division Contests

	November
	· Club members who received awards, or did well at the District Convention.

	February
	· The winners of the Club Speaking Contests.

	March
	· Toastmasters Week

	April
	· Club members who received awards or did well in your Division Contests

	May
	· Club members who received awards or did well at the District Convention.
· Results of the club elections


The following is a slightly adapted article on writing a press release from the District 71 (UK & Ireland) website    What to say, how to say it and who to send it to
One of the most effective ways to communicate news and information is by sending out a well written, attention grabbing 'press release'.  However, a word of caution is due here. The number of releases issued to journalists has increased dramatically in recent years and not all the material is worthy of publication. Ask any journalist and they will tell you that the majority of press releases they receive end up in their waste bin, largely because the contributor does not stick to the basic rules.

How do you create a news release that will be more likely to guarantee positive media coverage and provide the relevant journalists with topical, interesting, attention grabbing information?

What are the principles of writing effective releases?   Make sure you have an interesting story in the first place;
· It’s important to grab the attention of the journalist in the first three lines, so give the key points at the beginning of the release;

· Be active and to the point;

· Engage and excite the reader;

· Stick to the facts; Don’t make over-inflated statements;

· Provide real usable information;

· Avoid hype and unsubstantiated claims. 

· Do not state that you are the market leader unless you have independent research;

· Be creative, but keep it factual;

· Engage and excite the reader with an interesting story, quality photograph...and no hype.

· Avoid hyperbole, saying ‘unique’ or ‘the best’ etc. Instead, stress the decisive benefits – it will save time, money, make their life easier etc;

· Try to keep your press release to no more than 600 words. If you can’t, you’re not getting to the point;

Always include contact information – a person the journalist can call for more information and make sure that person is available when the release hits the journalists’ desks.

The Importance of Style

REMEMBER that all publications have their own style. Newspapers, for example, use short sentences – often one idea per sentence to keep the piece easy to read and also to preserve the flow.  They also use short paragraphs to break up the look of the text. Also remember to use double quote marks for any quoted speech. The guide is, wherever possible, adopt the style of the publication for which you are writing.

A Picture Speaks a Thousand Words...

SO THE golden rule is, wherever possible, send your release with an impactful, high-quality photograph.   Try to be creative... a release with a great visual can, in most publications, have more chance of achieving coverage than one without.

Where and When to Send Releases 
ONCE your news release is written, quality-checked and approved, and you have a suitable photograph, you are ready to send it out. But ‘one size does not fit all’. You will have more success if you tailor your release to specific publications or media.  Take time to build a media distribution list of journalists who are most likely to be receptive. Yes, it takes time to do your research and write more than one release, but you will see the results in more well positioned coverage.  Find out the deadline and in which format journalists like to receive photographs. Sometimes it’s hard copies but, increasingly, it’s via email as high-resolution JPEG attachments.

Remember too that a journalist who receives relevant and usable news from you will be far more receptive in the future than if you adopt the scattergun approach.

They have far more material than there is space for. Make yours count.
This material has been compiled by Murray Coutts DTM, 2010-11 Lieutenant Governor Marketing, from a range of Toastmasters Sources in District 72 and other Toastmasters Districts for use by Toastmasters Clubs.  The names "Toastmasters International", "Toastmasters" and the Toastmasters International trademarks are protected in the United States, Canada and other countries where Toastmasters clubs exist. 


