
“We know what we are, but know not what we may be.”
— William Shakespeare
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Professional DeveloPment

Make the Most of Your Professional Association

Q. Which professional association have you found to be of greatest value in your 
work, particularly as it relates to communication management issues, and why?

“Being a member, and now the president of my local Public Relations Society of 
America (PRSA) chapter has provided me with many skills. First and foremost, it 
has kept me in constant contact with likeminded professionals who are just as 
driven by results as I am, which in turn fuels my desire to constantly do better and 
dream bigger. Seeing their successes and networking with them several times a 
month motivates me to keep the pedal to the metal and to always question whether 
I’m doing things efficiently and to the best of my ability.

“As a member, I am consistently presented with networking opportunities, 
in which I always try to participate. This has proved beneficial, as relationships 
are the lifeblood of  the nonprofit world (or any professional vertical, for that 
matter). Still, cultivating these relationships within my PRSA chapter, district 
and national venues have netted direct, concrete results. It’s paved a pathway to 
sponsor dollars for the nonprofit as folks learn more about our mission through 
our conversations. Because this is a network of  communications professionals, 
networking means I have strong relationships with these individuals. This often 
provides a path to their clientele if  I’m working on a project wherein their 
clients’ visions might align. From there, it’s a quick conversation to see whether 
the client might be open to the idea and whether the communication 
professional wants to propose the conversation. Through networking, I’ve also 
grown more comfortable in my position and have gained confidence in my 
ability to speak with the press, a critical audience for any nonprofit. PRSA has 
absolutely helped me build relationships with the media and has assisted me in 
securing earned media for our nonprofit.

“Finally, by offering to work on committees, I’ve been forced to wander outside 
of my comfort zone. I’ve jumped in to help wrangle multiple facets in PRSA’s 
operations that I wouldn’t necessarily encounter in my daily duties with Ronald 
McDonald House Charities® Northern Nevada (Reno, NV). And, of course, the 
continued education opportunities are huge. The Sierra Nevada Chapter of PRSA 
provides members with a diverse offering of public relations opportunities, from 
luncheons to mixers to webinars, and even leadership building. We try to elevate our 
members to a high level of practice so we in turn elevate the caliber of the public 
relations profession in general.

“Truly, it matters how much time you invest in your own professional 
development organization — if  you don’t, you aren’t likely to net much benefit. But 
when you throw yourself  into the opportunities, you will begin to see it reflected in 
the success of your career. I’m constantly learning new perspectives, angles and 
approaches from this membership. From troubleshooting to managing committees, 
it’s been immensely helpful.”

Source: Rachel Gattuso, Marketing and Communications Manager, Ronald McDonald House 
Charities® Northern Nevada, Reno, NV. Phone (775) 322-4663. E-mail: rachel@rmhc-reno.org. 
Website: www.rmhc-reno.org

Help the Community Realize 
Your Cause Is Their Cause

Through your eyes, it may be a forgone 
conclusion that local citizens feel a part 
of and take ownership in your 
organization. In reality, though, they 
may not even know what your 
organization is or what it does.

Knowing it’s in your best interest to 
involve as many residents as possible with 
your organization, build awareness and 
ownership with these strategies:

1. Pyramid Strategy — Charge veteran 
volunteers with greater 
responsibility for enlisting at-large 
community members in meaningful 
volunteer projects.

2. Selective Recruitment Strategy — Set 
your sights on the community’s movers 
and shakers. If you can involve enough 
of them, they will attract others.

3. Blitzkrieg Strategy — Conduct an 
all-out awareness week or month to 
overwhelm the public with your 
mission, programs and theme of 
community-wide responsibility.

4. Outreach Strategy — Evaluate your 
programs to be sure they are 
reaching out to and serving the 
needs of the public. Encourage and 
reward employee involvement in 
community affairs.

5. Try-Us-On Strategy — Create a 
yearlong plan to invite community 
groups to your premises to learn 
about your programs and services.
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Post-event follow-UP

Conclude Your Event With a Wrap-up Press Release

You’ve done it all, from pre-planning to hosting to cleanup for your event. Don’t 
forget one important detail: the wrap-up press release.

Although you may feel like kicking back and enjoying the accolades of a job 
well done, the event is not complete without sending a press release to the media, 
senior  management, sponsors, volunteers and major participants that contains:

• Official name, date and number of attendees at the event.
• A heartfelt quote from your president or director about the event’s importance.
• Information on presentations made or awards given, as well as speakers or 

recipients.
• Details on how funds were raised, how much was raised and what for, if applicable.
• Acknowledgment of major donors and sponsors of the event.
• Staff  recognition and volunteer participation with a note of gratitude.
• Details about next year’s event. If not all details are finalized, share information you 

have plus contact information on whom to contact to become involved next year.

PUblic relations

Tips for Teaching PR to the Next Generation

An art student struggled to understand how a Public Relations 101 class would 
serve her in her lifelong goal of opening a gallery. Only after her teacher asked how 
she planned to build relationships with neighboring businesses, raise funds and earn 
media coverage for the opening did the light bulb seem to go on above her head.

Now in his 10th year as an adjunct professor at Loyola University Maryland 
(Baltimore, MD), Dan Collins has taught public relations classes to hundreds of 
students. Since few of them will pursue PR as their chosen career path, he faces the 
challenge of convincing his pupils that the skills they learn in the classroom can be 
applied in everyday life. Because an emphasis on how to build emotional 
connections is the main takeaway of any public-relations-focused curriculum, 
Collins uses humor, authenticity and real-life applications to engage his audience.

“Instead of lecturing to my students, I try to build connections based on what I 
know is important to them,” Collins says. “Regardless of whether you want to be a 
lawyer or build bicycles, it’s critical that you develop the communication skills 
necessary to convey how you are bringing something new and exciting to the world.” 

Collins uses the following scenarios to engage younger generations in his PR classes:

1. PR can improve your love life. “In my presentations, I talk about how public 
relations skills can lead to better dates,” Collins says. “A knowledge of PR helps 
people navigate their own relationships, because researching a person and 
learning who they are at their core will reveal whether they mesh with your own 
goals and interests. You can only discover a match when you know how to 
communicate effectively!”

2. PR can help you obtain employment. “I tell students that in order to find jobs, 
they need to make themselves seem more interesting to employers,” Collins says. 
“Employers know how they can benefit the prospective intern, but it’s up to the 
student to develop strong writing, problem solving and research skills to prove 
what they can do for their future boss.”

3. PR can help you solve problems. “As part of my coursework, I have my students 
participate in mock news conferences, where they are expected to address 
difficult questions from various perspectives,” Collins says. “When they see how 
certain issues can be perceived from numerous angles, it shows them just how 
challenging it can be to stand their ground if  they don’t have the research and 
communications skills to convey their position.”

Source: Dan Collins, Senior Director of Media Relations, Mercy Medical Center and Adjunct 
Faculty, Loyola University Maryland, Baltimore, MD. Phone (410) 332-9714. E-mail: 
dcollins@mdmercy.com. Website: www.mdmercy.com

Attract Donors’ Attention 
With Timely Editorial

Consider having your CEO submit a 
positive editorial to your local 
newspaper relating to some aspect of 
philanthropy — national or regional 
trends, the community’s response to a 
local campaign, etc. Doing so brings 
valuable attention to giving and 
highlights your organization as a 
deserving charity.

Match Visuals to Audience Size

 ■ Know in advance the size of 
group you will address to 
determine what visuals to use and 
if  you need a microphone or 
stage. A small group allows for 
more intimacy, eye contact and 
freedom to roam, while a larger 
crowd calls for a more formal 
presentation.
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Speak to Engage Your Audience

Lisa Braithwaite, a public speaking coach and trainer, knows all about stage fright. Her 
past experiences as an actor and high school speech team member have helped her 
develop a keen talent for public speaking, an art she now shares with clients nationwide.

“I’ve been a performer for as long as I can remember, and I always wanted to tie 
performance to teaching,” Braithwaite says. She explains how preparation and the 
integration of interactive content can lead to engaging presentations.

What is the first step in creating an engaging public speaking presentation?

“Develop a mindset of service. Your first priority should be determining how you will 
serve the audience, create value for them and provide a great experience overall.”

How can inexperienced public speakers overcome stage fright and other public-
speaking-related obstacles?

“Most obstacles are mindset-related. The speaker has a negative belief  or a story 
they tell themselves repeatedly: ‘I’m not good at this,’ ‘I’m boring,’ ‘I don’t know my 
topic well enough,’ or ‘Who would listen to me?’ 

“Speakers can benefit from several mindset shifts: 

1. Understand that ‘crashes are part of the race.’ Mistakes will happen, and 
bouncing back and handling mishaps with grace is what really counts.

2. Focus on your strengths and the unique qualities you bring to the stage rather 
than weaknesses. 

3. Say positive statements like ‘get to’ instead of ‘have to.’ Recognize that every 
speaking gig is an opportunity to grow, learn and improve.”

How can speakers prepare themselves prior to delivering a presentation?

“To feel prepared, you have to be prepared. This means not waiting until the last 
minute to start laying out your ideas and structuring your talk. Check out the 
speaking venue and test your equipment beforehand. Make slides that enhance the 
presentation rather than bore your audience with hundreds of bullets. Never forget 
to research your audience in advance!”

What are the contents of a successful presentation?

“Include: A clear objective for your presentation, an opening that intrigues the audience 
or activates an emotional response, a clear navigational structure that leads them down 
a path to your (and their) desired result, a closing that engages and ties into your call to 
action, and most importantly, a desire to connect on a human level with the audience! 

“Omit: Thank-yous (at the beginning), long lists of credentials and your life/work his-
tory, apologies about not being good at speaking or not being prepared, fake or contrived 
‘call and response’ (‘How’s everyone today? I can’t hear you! How’s everyone today?!’).”

What steps should speakers take to engage their audience?

“Realize that nobody pays attention for an hour straight. Avoid talking for too long 
without asking a question or providing an engagement activity — about every 10 
minutes. Take advantage of your audience’s lifetime of knowledge and experience 
by asking them to share their experiences and stories related to your topic. Use 
stories and images to illustrate your points. Use analogies and examples to associate 
your points with concepts that are already familiar to your audience.”

Is there a secret to improving one’s public speaking skills?

“Be okay with uncertainty and unpredictability. Every presentation and every 
audience is different, and it’s okay! The uncertainty will fade as you acquire more 
practice and experience. You’ll eventually roll with the punches, cultivate resilience 
and learn something new every time you get in front of an audience. Finally, if  you 
have a good time, they’ll have a good time.”

Source: Lisa Braithwaite, Public Speaking Coach and Trainer. Phone (805) 207-7647. E-mail: 
lisa@coachlisab.com. Website: www.coachlisab.com, and free e-book: www.coachlisab.com/
presentyourbest.html 

PUblic sPeaking Clarify Parameters for Using a 
Volunteer’s Letterhead

If  you have the good fortune of using a 
reputable volunteer’s business or per-
sonal letterhead for announcing some-
thing on behalf  of your organization or 
requesting support, be sure to clarify its 
use and the procedure up front.

To be sure you and the person who 
is loaning you use of his/her letterhead 
both understand the parameters of the 
letterhead’s use, discuss these questions:

• Who is responsible for drafting the 
letter?

• Will your office have the opportu-
nity to review the letter and make 
changes before it is sent?

• Who will be responsible for produc-
ing/sending the letter — the volun-
teer or your office?

• Will the volunteer personally sign 
the letters, or will others be respon-
sible for this?

• Will the volunteer be encouraged to 
add a personal post script to each 
letter?

• Who is responsible for determining 
the appropriate salutation for each 
letter (e.g., first name, whether to 
include the spouse’s name)?

Plan Ahead for Presentations

For large crowds, use handouts in 
conjunction with visuals (overhead or 
Microsoft PowerPoint) so anyone who 
can’t see the screen or image can still 
follow along. Duplicating material in 
handouts also reduces note taking for 
audience members, allowing them to 
better focus on the message.
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Alignment Is Key  
To Increasing Partnerships

By Yvette Boysen

Whether your organization is looking 
for volunteers for an event, financial 
support for a new program or even 
another entity to adopt and help execute 
your mission, a corporate partnership 
may be the answer. 

“Those partnerships allow us to work 
more effectively and more efficiently,” 
explains Callie Majors, vice president of 
marketing for Junior Achievement of 
Georgia (Atlanta, GA). “They are the 
ones who truly have the resources and the 
networks. We develop the models and 
create solutions for problems, and then 
our business partners are the ones who 
allow us to actually get out in the 
community and create effective change.”

To increase the likelihood of 
success, Majors stresses the importance 
of alignment. Finding a business that is 
aligned with your organization’s mission 
boosts the level of impact possible. 
Taking it one step farther, Majors says 
that alignment should come from a 
company’s senior leadership. 

But how do you find these businesses? 
Majors says her organization, which 

has approximately 200 corporate 
partnerships, relies heavily on its board 
members to identify potential partners 
and open the door for communication. 
Monthly outreach luncheons or in-
person presentations are the next step to 
selling the idea of a partnership. She 
says these conversations must be open 
and honest and need to include what is 
actually happening in the community 
and how together, a change can be 
made. But that’s not all — organizations 
must show how the proposed plan works 
and the impact it has and can continue 
to have with that business’s support. 
Additionally, the company needs to 
know the opportunity is turnkey. 

“Our companies have so many 
organizations reaching out to them that 
you’ve got to find a way to show your 
differentiation, but also show you have a 
well-thought-out model and execution 
plan that is simplistic for the company 
to get involved with.”

Source: Callie Majors, Vice President of 
Marketing, Junior Achievement of Georgia, 
Atlanta, GA. Phone (404) 257-1932. E-mail: 
cmajors@georgia.ja.org. Website: www.
georgia.ja.org

Professional DeveloPment

Take Advantage of Opportunities That Will Bolster Your Career

Q. Which professional association has provided the greatest value to you in your 
work, and why?

“In 2007, I left the advertising agency world after 17 years to rebrand a regional 
not-for-profit conservation agency. To quickly acclimate myself  to the industry, I 
joined the National Recreation and Park Association (NRPA). I found the 
organization to be a sharp contrast to the competitive world of ad agencies. 
Members were quick to connect, incredibly generous with their knowledge and 
cognizant of the reality that we’re all pursuing the same goal: to make the world 
better. The parks and recreation field is low on ego and high on curiosity. They are 
careful with what they protect (at times slowing them down), but they seldom take 
their gaze from their overall vision — their ‘why.’

“That assuredness of invisible outstretched hands of support is part of what 
gave me the courage to leave my advocacy marketing comfort zone, pursue my 
advanced degree and, in 2016, take the leap and start Wagtown™ — my own  
501(c)(3) to change the culture of American communities to be safer, healthier, 
more economically vibrant, more welcoming, more humane, and more responsible 
… one wag at a time, through metric-driven, dog-friendly initiatives.

“While I am still a fierce competitor, I always have that big-hearted NRPA voice 
in my ear encouraging me to collaborate, share and celebrate the collective wins. For 
that reminder, I will always regard NRPA as a valuable professional association for 
their contributions to their field and my own personal growth as an advocate.”

— Beth A. Miller, President and CEO, 
Wagtown™, Dayton, OH. 

Phone (937) 477-2403. E-mail: info@wagtown.org. Website: www.facebook.com/wagtown.org

“Membership to the American Marketing Association (AMA) has been invaluable 
to my work as vice president of marketing and communications at the Mount Sinai 
Health System in New York City. As a former network television producer, I led the 
public relations departments of both NYU Langone Medical Center and 
Montefiore Medical Center where telling a compelling story was ‘the bread and 
butter’ of my work. The same is true at Mount Sinai where I lead a marketing and 
communications team.

“However, without the traditional marketing background, I needed somewhere to 
go to fill in the gaps and the AMA website is just that place. For example, when we are 
working on geo-targeting or assessing the customer journey, I can delve into articles 
or webinars to provide real-time knowledge (lingo and framework) necessary for my 
work. My actions in marketing have always been intuitive, so the AMA website 
content helps put a framework around my work to help me create a sound plan of 
action. For example, I participated in a recent webinar that explored ‘quick start 
approaches to building smart customer experiences.’ This came at a perfect time as we 
at Mount Sinai — with seven hospitals and a growing ambulatory care network — are 
working hard to help patients get the care they need seamlessly and efficiently.”

— Dorie Klissas, Vice President of Marketing and Communications, 
Mount Sinai Health System, New York, NY. 

Phone (646) 398-2969. E-mail: Dorie.Klissas@mssm.edu. Website: www.mountsinai.org

corresPonDence tiPs

Make Your Thank-yous Stand Out by Using Regular Mail

Although e-mail is increasingly becoming the go-to method of communication, it 
should not be substituted for traditional methods of expressing appreciation.

Because of its ease and limited investment of time, an e-mailed thank-you can be 
considered by the recipient as lacking the genuineness of sincere gratitude expressed 
by handwritten card or letter, personal phone call or face-to-face interaction.

If  you do choose to use e-mail as one method of saying thanks, be sure it’s just 
one of two or more methods you use to express this important sentiment.
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emPloyee relations

Take Positive Steps to Enhance Employee Morale

A little friendly competition or teamwork can go a long way toward adding some 
fun to a routine work environment. Contests with rewards for employees or teams 
of colleagues may become regular events that everyone enjoys. Here are some ideas 
to help you start planning.

 ❏ Friend-raiser volunteer recruitment. Challenge employees to bring friends or 
family to a volunteer fair. Reward the top five who sponsor the most volunteers 
signing up for activities and showing up for at least two shifts or jobs.

 ❏ Build-a-Web-page contest. Ask each department to produce a Web page with 
photos and/or videos telling the public how their behind-the-scenes work 
contributes to better services at your organization. You can even the playing 
field by classifying departments in groups of more or fewer than five, 10 or 20 
employees and award first prizes in each category. 

 ❏ Best-new-idea contest. Those who work for your organization may be the best 
sources for ideas that will improve efficiency, save money or improve client 
services. Few things improve morale more than being asked for input to make 
across-the-board improvements and being recognized for a creative solution.

 ❏ Art and craft show. Open this competition to a wide range of creative hobbies, 
like painting, ceramics, photography or woodcarving that can involve most of 
your employees. Not only will those who are talented be recognized, but a 
gallery opening is an opportunity to treat all employees to a festive event.

 ❏ Build-a-cookbook contest. Employees who don’t cook still have time-tested 
family recipes. Those who are amateur chefs will have even more fun 
contributing to this effort. Ask local culinary experts or restaurant owners to 
test the recipes and choose winners. Encourage participants to share any 
memories associated with their contributions. Publish the best in a cookbook 
that you can give to all employees, perhaps as a holiday gift.

Diverse Team Leads Strategic 
Planning, Rebranding

After 100 years, the Greater 
Portsmouth Chamber of  Commerce 
(Portsmouth, NH) is undergoing a 
rebranding. It’s just one part of  the 
strategic planning process shifting how 
the Chamber operates and supports its 
community.

“Through the rebranding, we hope 
to distance ourselves from a name 
perceived as outdated to adopt a new 
philosophy through a more relevant and 
current name that identifies our new 
brand promise,” explains Ben VanCamp, 
vice president of membership and 
development. 

While many organizations choose to 
hire an outside source for strategic 
planning and/or rebranding, VanCamp 
says the Greater Portsmouth Chamber 
did everything in-house. 

“We preferred this as we were 
intimately involved and heard directly 
from the membership rather than 
getting information secondhand in 
report form,” he says. “There were times 
we needed tough skin because we might 
not have liked what we heard, regardless, 
it was impactful to us.”

The process was led by a 12-member 
steering team composed of Chamber 
members and nonmembers, as well as 
two staff  members. These individuals 
represented each of the Chamber’s 
major membership segments and came 
from a variety of geographic areas, ages 
and backgrounds. 

“We made a conscious decision to 
bring people into the process who were 
outside of our normal core group of 
volunteers,” VanCamp says. “We 
purposefully wanted new ideas and 
opinions around the table.”

Source: Ben VanCamp, Vice President of 
Membership and Development, Greater 
Portsmouth Chamber of Commerce, 
Portsmouth, NH. Phone (603) 610-5516. 
E-mail: ben@portsmouthchamber.org. 
Website: www.portsmouthchamber.org

E-Mail Etiquette

 ■ When replying to an e-mail message, 
restate some of the original 
message, especially if  you have not 
replied immediately to the message 
in question.

Share Your Mission Statement to Boost Awareness of Goals

Your mission statement tells the community what your organization does and why 
you do it. It need not be confined to the back of every brochure or corner of your 
monthly newsletter. Use these techniques to make your mission statement more 
visible and meaningful:

 ❏ Promote key words in advertising, apparel or billboards. Single out the action 
words (dream, achieve, fulfill, create) to highlight in bold script above a 
sentence that includes that word. “ACHIEVE: We help every student achieve his 
or her full potential.” 

 ❏ Turn it into music. Even if  your mission statement isn’t particularly lyrical, it 
could make a catchy tune. Hold a contest for young musicians in your area and 
involve the media.

 ❏ Include the statement on all possible materials. Direct mail pieces, event invitations, 
promotional pieces, your website, letterhead, e-mail signatures and print advertising 
are only a few of the avenues for increasing awareness of your mission.

 ❏ Be sure it is up-to-date. Effective promotion of your mission statement may require 
that it be revised from time to time — the shorter the better. Periodically review it to 
ensure that it accurately reflects what you do today and not 50 years ago. 

 ❏ Promote key differences. Use your mission statement to back up the qualities 
that make your organization unique in the community. Integrate it into media 
interviews and press releases when announcing new programs, services and 
developments. “The new gymnasium will help us to continue to fulfill our 
mission to improve community health and fitness.”

 ❏ List it in search engines and Wikipedia (www.wikipedia.com). Creating a 
Wikipedia page on your organization helps your search engine exposure, as 
does including your mission statement in blogs and other online forums.

mission statements
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meDia relations

Six Ways to Boost Effectiveness of Media Advisories

While there are numerous differences between nonprofit organizations and for-
profit companies, the guidelines for handling media advisories remain the same. 

“If you are hosting a panel discussion, releasing a report or cutting the ribbon at a 
new facility, these are the kinds of things you’d use a media advisory to promote,” explains 
Jon Shure, senior director at Taft Communications (Lawrenceville, NJ). “In that sense, it’s 
no different from how people in the private sector or government would use an advisory. 
You should use it as often as you have events or activities you want to try to get covered.”

Unlike a press release, which details something that has already occurred, a 
media advisory is used to inform the press about an upcoming opportunity. 

To increase your organization’s chances for coverage, Shure offers six tips:

1. Include the right information. Of course, the date, time and location are crucial 
for all media advisories. But don’t forget a brief  summary of your organization 
and its mission, as well as the name and contact information for someone who 
is able to answer questions prior to the event. “The answers could determine 
whether they cover you or not, so make sure the person whose name and 
contact info you put on the advisory is able to be responsive,” Shure says. 

2. Limit information. While you certainly need enough information for the media 
to determine newsworthiness, don’t give all the details away. For instance, Shure 
says it’s okay to say you are releasing a report showing that homelessness is on 
the rise in your city. However, do not include the actual data. 

3. Add an eye-catching headline. Shure says a “newsworthy” headline can boost an 
advisory’s effectiveness. He recommends, “New Report Shows Homelessness on 
the Rise” or “New Hospital Wing Brings Health Care to More People.” 

4. Forgo RSVPs. The media is not likely to respond, especially since their plans 
change so quickly. 

5. Be timely. Shure suggests sending media advisories one week prior to an event 
followed by a reminder two days beforehand. 

6. Send it to the proper person. He says, “Do your best to figure out who is the best 
person to receive your advisory. For example, with newspapers the reporter who 
covers your issue is a better bet than the managing editor. But for TV, the 
assignment editor makes more sense than a reporter.”

Source: Jon Shure, Senior Director, Taft Communications, Lawrenceville, NJ. Phone (609) 683-
0700. E-mail: jon@taftcommunications.com. Website: www.taftcommunications.com

Boost Your Speech’s Impact 
With Three Simple Steps

It takes more than an impressive set of 
slides to create an effective speech. 

“For a speech to be effective, the 
speaker has to understand and connect 
with his or her audience,” explains 
Stephanie Silverman, owner and 
principal of Silverman Speech 
Consulting (New York, NY). “There 
must be a compelling reason why they 
are providing the information and 
what the audience will be able to do with 
it once they hear it. The speaker must 
prepare the information for what the 
audience needs rather than what the 
speaker wants.”

To do so, Silverman says the first 
step is identifying a goal that is clear 
and observable. It also needs to 
answer why you are sharing the 
information and what your listeners 
can do with it. Setting a goal that 
meets these criteria allows you to 
focus your speech and omit anything 
that is unnecessary.  

Once your goal is determined, 
Silverman recommends creating an 
outline instead of immediately jumping 
into the creation of slides — a mistake 
she says many make.

“Outlines may easily be rearranged, 
edited and adjusted,” she explains. 
“With clear, purposeful talking points, it 
is much easier to see what needs 
reinforcing visually. The speech flows 
much better this way, and the material is 
easier to remember and follow.”

Next is “strategic practicing.” You 
won’t experience significant 
improvement if  you continually practice 
your speech using the same techniques. 
Rather, Silverman recommends that you 
determine a specific objective for each 
time you go through it. Continue 
practicing until you’ve met that 
objective. At that point, move on to the 
next one.

And one final note about practicing: 
Not all parts of a speech are created 
equally. Silverman says the first three 
and last three minutes of your speech 
deserve the most practice time. 

Source: Stephanie Silverman, Owner and 
Principal, Silverman Speech Consulting, New 
York, NY. Phone (718) 701-5858. E-mail: 
info@silvermanspeechcoach.com. Website: 
www.silvermanspeechcoach.com

Produce Newsletters That People Can’t Wait to Read

Frankly speaking, far too many nonprofits’ newsletters to external audiences — 
donors, volunteers, board members, current and former customers — don’t get read 
because they are just plain boring and include long articles that go on and on, poor-
quality photos and more.

To make your newsletter more readable and inviting:

• Include more bite-sized articles, 100 words or less, in addition to feature articles.
• Find out what your readers want to know. Conduct reader surveys. Visit with 

readers one-on-one to get their honest feedback.
• Use only quality, action photos. No photo is better than a poor photo. Eliminate 

head shots or posed shots. Use photos that tell a story.
• Add more variety to your newsletter’s content, something for everyone: issues 

your organization is tackling, accomplishments, profiles of people and events, 
calendar of upcoming events, news of new or improved services/programs, 
recent gifts and stories about those being served by your organization.

• Evaluate your newsletter’s design and layout. If  you don’t have a graphic designer 
on staff, enlist the help of an experienced professional who can volunteer to 
help create a more professional-looking template you can use for future issues.

writing, Design basics

http://wileyonlinelibrary.com
mailto:jon@taftcommunications.com
http://www.taftcommunications.com
mailto:info@silvermanspeechcoach.com
http://www.silvermanspeechcoach.com
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Get In Touch With Local Clubs 
And Service Groups

What’s your plan to connect your 
organization with local and regional 
clubs and service groups? By selling 
them on the merits of your cause, you 
will reap multiple benefits. Use these 
methods to contact clubs and service 
groups in your community:

 ❏ Develop a contact within each club 
to help you gain entrance.

 ❏ Each time you make a presentation, 
bring a volunteer to discuss benefits 
of volunteering.

 ❏ Send a semi-annual mailing to clubs 
followed by phone calls.

 ❏ Tailor interesting presentations to 
the interests of club members.

UsefUl resoUrces

Make a Model Release Form Available 

By Megan Venzin

High-quality photography of real people adds a personal touch to marketing 
materials. Stock photography can convey ideas conceptually, but featuring real 
individuals in an authentic environment is the best way to showcase the ways your 
nonprofit has an impact on your community. 

Indiana State University (Terre Haute, IN) utilizes images of their students, faculty 
and staff in brochures, on their website and in social media posts. The university 
requires a signed “model release form” for any individuals appearing in these images. 

“The model release form provides the signee with a detailed explanation of how 
the image may be used and manipulated, while providing permission in writing for 
our institution to use the image,” says Multimedia Services Manager Tony Campbell. 
“We try to get model releases for any shoots that have the potential to be used for 
marketing, however we’ve found it can be useful to get these forms whenever possible 
— especially in the event that we are dealing with sensitive subject matter.” 

Campbell says that model release forms should require the following 
information from the signee:

• Full legal name.
• Home address and relevant contact information.
• Signature of the featured person (and 

accompanying guardian signature for 
minors).

• Short description of the scene. 

“Releases are sometimes required for 
buildings, works of art and other prominently 
featured objects, however for our purposes on 
campus, we only collect model release forms for 
the people who appear in marketing images,” 
Campbell says. “I think it is advantageous for the 
person who will appear in the image to have an 
opportunity to know and understand how their 
image may be used.”

In addition to providing legal protection, 
model release forms serve as an informative tool 
for disclosing how a subject’s image and likeness 
may be used in the future. In addition to making 
these forms readily available in hard copy and 
digital formats, it is also critical for nonprofits to 
have a seamless filing system for signed forms to 
ensure convenient review and retrieval when 
necessary.

“We generally bring hard copies to our 
shoots and have them signed on the spot, but we 
also offer a digital download for departments on 
campus,” Campbell says. “I suggest always 
carrying model release forms on your person, 
and making it a priority to get them signed 
before the shoot begins.” This ensures that 
everyone is on the same page at the top of the 
shoot and alleviates the inevitable stress that 
comes as a result of hunting down signatures.

Source: Tony Campbell, Multimedia Services Manager, 
Office of Marketing and Communications, Indiana 
State University, Terre Haute, IN. Phone (812) 237-
2689. E-mail: Tony.Campbell@indstate.edu. Website: 
www.indstate.edu

http://wileyonlinelibrary.com
mailto:Tony.Campbell@indstate.edu
http://www.indstate.edu
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marketing ProceDUres

Could You Benefit From a Marketing Audit?

A marketing audit can inform your organization’s outreach during critical phases. 
Onboarding of new leadership, a shift in mission or an evolving competitive 
landscape are all factors that can lead a nonprofit to revisit their marketing tactics 
and determine whether the focus is still clear and relevant, or if  it’s time for an 
overhaul. A marketing audit can also serve as an opportunity to breathe new life 
into marketing efforts with a fresh perspective. 

“At Red Rooster Group, we see marketing reviews as a more holistic 
evaluation of  all the things that a nonprofit does to reach its audiences,” says 
Principal Howard Levy. “We look at the organization’s brand, its message and its 
marketing tactics, as well as the organization’s marketing infrastructure and 
support for their outreach efforts.” 

In order to get the most out of this audit, organizations should first gather their 
materials including strategic documents, brand guidelines, print collateral, websites 
and any other items used to broadcast their mission. In order to gain a 
comprehensive and honest view of the organization’s brand and strengths, a 
marketing audit should cover the following areas:

1. Brand. Is it relevant and on point to what the organization is all about? 
Are the mission and vision statements clear and compelling? A strong 
brand should possess a clear tagline or theme that speaks to your goals 
and these items should be used consistently in marketing materials and 
outreach.

2. Message. Is it still relevant, meaningful, clear, emotional and inclusive of a call 
to action? If  your audience has evolved, your messaging will need to be tailored 
to fit, and remember, segmentation is key. 

3. Design. Is it fresh and professional? Your layouts should be clean, easy to read 
and targeted to inform your audience about what matters most about your 
organization.

4. Marketing tactics. “A review of marketing tactics is the core of any marketing 
audit. Make a list of all your outreach over the course of the last year (or 
whatever time frame you are examining), and for each item, list the audience 
that was intended for each, the purpose you aimed to achieve, a description of 
the item, its production details, its message, its costs and its result,” Levy says. 
“From this chart, you can start to see patterns of whom you are targeting, the 
materials you are using to do so, and where you are spending the most money 
to achieve organizational goals.” Divide your costs by your results to calculate 
how effective each of your outreach tactics are and use that to determine the 
best approach for your organization.

5. Social media and e-mail review. Examine content and design, as well as 
performance analytics like open rates and click-throughs to gain a better 
understanding of how your audience prefers to receive and digest the 
information you provide.

6. Marketing infrastructure. “While not always included in a typical 
marketing audit, examining infrastructure can reveal how well-suited your 
organization is to support your marketing efforts,” Levy says. “Appointing 
a brand champion within the organization to oversee and make decisions 
about marketing and messaging can lend guidance to your marketing 
strategy.”

Source: Howard Levy, Principal, Red Rooster Group, New York, NY. Phone (212) 673-9353. 
E-mail: howard@redroostergroup.com. Website: www.redroostergroup.com

Publicize Board Connections

When your slate of  board members is 
particularly impressive, promote their 
connection to your organization. 
Tailor these strategies to fit the 
circumstances, depending on whether 
individual board members are low-key 
personalities or they enjoy the 
spotlight your organization shines on 
them:

1. Write board profiles in your 
publications. Ask each member to 
complete a short list of  questions, 
such as, “How did you become 
involved with us?” or “What goals 
would you most like us to achieve 
during your term?” While the 
questions are the same, responses 
will be as unique as their authors, 
and will help your supporters 
develop a better connection to 
them as people who share their 
interests in the future of  your 
institution.

2. Display their photos in a high-traffic 
area. Build a permanent installation 
in your lobby where you can insert 
photos, names and titles of current 
board members. For consistent 
appearance, have your own 
photographer take portraits with 
the same background. 

3. Promote board members as experts 
in their fields for media. For 
example, if  you hold a press 
conference to announce 
construction of a new building, ask 
the head of your building 
committee to preside or be available 
for questions. Involve these 
professionals in media events 
whenever you see an appropriate 
opportunity for them to speak on 
your behalf.

4. Include board members in speakers 
bureaus. Most sought-after board 
members belong to other boards 
or service clubs that use speakers. 
Ask them to tell audiences why 
they chose to become involved in 
your mission when they address 
Kiwanis luncheons or chamber of 
commerce sessions. Those who 
don’t enjoy talking about their 
own successes may be willing to 
share their reasons for community 
service involvement to encourage 
others.

If you have questions about your subscription,  
please contact cs-journals@wiley.com.
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