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Publications
Developing a Promotional Plan
The success of a public relations campaign lies in the completeness of its planning.  A written and carefully constructed blueprint for promotional action:

· Provides step-by-step guidelines for promoting vocational education and the successes of students and programs; specifies tangible communication-awareness goals;

· Helps prevent duplicating unnecessary activities and wasting limited funds; and

· Will force you to consider details and alternatives that can eliminate nasty surprises once you have begun your campaign.

A good overall plan can be created by answering questions to develop these five steps.

I.  Goals:  What do we want to accomplish?
· Promote an upcoming activity
· Promote a successfully completed activity
· Promote our students
· Promote our program
· Increase enrollment
II.  Audiences:  Whom are we trying to reach?
· Students
· Educators
· Administrators
· Community
· Business and industry
· Parents
III.  Activities:  How should we reach these people to obtain our goals?

· Press releases
· Public service announcements
· Speakers
· Advertisements
IV.  Action:  How will we execute the activities?

· Who is going to do the writing/typing?

· When should we do it?

· What message should the press releases convey?

V.  Evaluation:  Did our plan work?

· How much feedback did we receive?

· What are the alternate plans for the future?

After generally considering the plan, outline activities for each goal on a form like the one on this page.

Remember that the key to good organizational publicity is to get as much recognition through public relations efforts without having to pay for it.  When planning your promotional plan, think of creative ways to maximize your dollars.  The use of press releases and public service announcements are probably the most popular.


Activity


Date


Time


Location


Chairperson


Goal


Audience/Public


Publicity
Radio/TV


Newspapers


Other 



Bulletin Boards


Newsletters


Billboards


Flyers



Details (Deadline date, chairperson, specific activities)

Media Relations

The media are the channels through which any organization conveys their message and information about themselves to the public.  Knowing how to develop a good working relationship with members of the media makes all the difference between a successful public relations campaign and a poorly coordinated one.

“Media” people are those involved with print communications, such as daily and weekly newspapers and magazines, and broadcast communications, such as radio, television, and cable networks.  Each of them is as busy as you, plus they face the pressures of daily or weekly deadlines.  Therefore, treating them professionally and honestly and providing accurate information will yield the best results.

Begin your relationship with the media by calling local newspapers, radio stations and television stations and establish contacts with key people on their staffs.

When calling newspapers, introduce yourself, explain your role promoting vocational education and ask for the names of the city editor, education editor, business editor, and features editor.  Each of these people has a different interest in a vocational story; for example, contact the:

City Editor

· General interest information

· Students who won regional, state or national competitions

Education Editor

· General information about vocational education

· Outstanding student and program successes

Business Editor

· Business-oriented education news

· Information about your vocational advisory council

· Apprentice ships with local business

Features Editor

· General interest information

· Student projects involving the school and  community

When you are calling broadcasters, ask for the program director or the person responsible for public service announcements.

REMEMBER:  Mail addressed to “Editor, XYZ Newspaper” is most likely to end up in the garbage.  Establish a contact person.

In addition to establishing your contacts, verify other information helpful when sending publicity material to the media.  Confirm the organization’s address, telephone number and deadlines for receiving information for publication.  Include that information on a Contact Record for each medium that you will utilize.  In addition, keep a record of the dates and topics of photographs, press releases and public service announcements sent to the stations and papers and whether the material was used.  Be sure to attach copies of all material sent on the Contact Record.  All of this information is part of your media file and helps begin your public relations network. 

Press Releases
The press release is perhaps the most important tool in good public relations.  It is simply a brief news announcement about any newsworthy event which can be submitted to the media for publication or broadcast.

When written properly, it is frequently used verbatim by newspapers.  Editors are most likely to run a well-written press release because they will not have to do anything to it before publication. Conversely, a poorly written release is more likely to end up in the garbage.  Therefore, it is important to follow some very simple guidelines in preparing all releases.
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A press release is a concise news story and follows a specific journalism format.  To begin preparing your release, answer these six basic questions:

WHO . . . is involved?

WHAT. . . is happening?

WHEN. . . is the event taking place?

WHERE. . . is the event occurring?

WHY. . . is the event important?

HOW. . . does this event affect vocational education?

The answers to these six questions form the basis of your story.  Because they are the most important facts, they should all go in the first paragraph of the story called the “lead.”  And all other facts are added to the story, beginning with the most important and ending with the least important.  The easiest way to remember this format is to think of it as an inverted pyramid.

Should the press call for clarification on one of your releases, you may wish to develop a reference numbering system to keep track of many releases.  For example 1999-001 on the bottom of your release means January 1999—Press Release #1.

There are many, many other things to remember when preparing your releases:

· Be brief and use simple sentences.  Also limit your paragraph to no more than five typed lines, if possible.

· Keep you lead sentence to no more than 30 words.

· Always type and double-space your release on stationery or white typing paper.  Jump down one third of the paper before beginning the body of the text.

· At the top of the release, be sure to type:

For Immediate Release                          Contact:  (name) (telephone)

or

For Release (date you want information released)

· Always use the first and last names of every person mentioned and verify the spelling of the names before submitting the release.

· Keep your release to a maximum of two pages.  If your release is only one page, type “-30-” on the bottom of the page.  If it is more than one page, type “-more-” on the bottom of the first page and “-30-” or “-XXX-” on the bottom of the second page.

Building a good relationship with an editor is dependent on using good news format as described above.  But it is also dependent on ACCURACY and HONESTY.  A good relationship with the newspapers and well-written releases can often lead to editors sending reporters out to develop a good feature story from your release.



For Immediate Release

Date:

Contact: (Name)

Phone:

NEW FBLA-PBL CHAPTER ESTABLISHED
______________________________________ School has become one of the Future Business Leaders of America-Phi Beta Lambda’s newest chapters.


Members of this organization gain the competitive edge through involvement in business stimulation projects, community service projects, and application of business skills to real-world situations.  FBLA-PBL’s emphasis is on getting our students connected with the school, the community, and the business world.  For more than 65 years, FBLA-PBL, Inc. has helped high school, middle level, and post-secondary students successfully make the school-to-work transition.  FBLA-PBL produces results:  Character and leadership, good citizenship, financial management skills, global marketing knowledge.  Each year, more than 250,000 students are gaining ability and skills today for their personal and professional development.


FBLA-PBL is headquartered in Reston, Virginia and is organized on the local, state, and national levels.  This organization provides learning experiences, informational workshops, motivating speakers, and a chance to interact with other members at various leadership conferences at the State and National levels throughout the year.


Chapter Officers include:


Charter Members include:

Public Service Announcements
The broadcast medium is an extremely important tool in your public relations campaign because it is so pervasive.  Everyone listens to the radio at some time during the day.

Just as the press release is the vital tool for reaching the print media, the public service announcement (PSA) is the method for getting publicity on the radio.  PSAs are free time that stations are required by law to provide to non-profit organizations.  But, you must remember that there is no guarantee that your organization’s PSA will be chosen to be aired.  Again, the success of the PSA lies in how well it is written.

The best PSAs are those that grab your attention and carry a specific message which continues to hold your attention.  To accomplish this, some announcements begin with questions or thought-provoking statements.  Then introduce your topic and challenge the listener to get involved with vocational education.  Getting the listener involved and motivated to learn more about vocational education is really the most important part of the announcement.

When preparing your PSA, remember to:

· Keep the PSAs to approximately 30 seconds in length.  This is a standard length and should be sufficient to help you get a brief, crisp message to the listeners.


· Type the PSA triple spaced on one side of standard paper.


· Use the same contact information as on the press releases but include the time it will take to read the release.  You should also include the words per second—25 words = 10 seconds; 65 words = 30 seconds; 120 words = 60 seconds.


· Specify dates for airing.


· Keep the copy informational but conversational.  The main purpose of the release is to gain interest.


· Contact the right person at the station.  This may be the program director, general manager, Director of public service announcements, director of community affairs or marketing director.

Radio stations receive hundreds of PSAs each week.  Make sure yours will be the one that is broadcast by following good PSA format and keeping the message light and interesting.

Photography
A picture really is worth a thousand words when it comes to the success of your public relations campaign.  Sometimes a newspaper will send a photographer to take pictures, but you are more likely to have photographs published if you take quality photos yourself.

Follow a few simple guidelines when taking pictures to be submitted for publication:

· Always use black and white film in a 35 mm camera.  Color pictures are great for scrapbooks and displays, but they don’t reproduce very well in newspapers and magazines.


· Appoint a photographer to be responsible for taking pictures.


· Take action pictures.  Pictures of students doing things and expressing their excitement for the programs are much more exciting that passive or inexpressive pictures.


· Take lots and lots of pictures.  Don’t be stingy with your film.  A good opportunity for an action photo that communicates the event doesn’t come twice.  If you have a good shot in view, take at least two pictures just in case one is not as good as you had hoped.


· Keep the content simple.  The best photos are those of a few people doing something interesting rather than crowd shots.


· Avoid clutter.  Avoid complex backgrounds that are too dark and too crowded.


· Always submit caption information.  Pictures of unidentified people will not be published.  Be sure to include the names of the people (from left to right), what is happening, where it is taking place and when it is taking place.  Type the information on a sheet of paper, and tape it to the back of the photo.  Never write on the photo itself.  Be sure your information is accurate and names are spelled correctly.


· Include the name and phone number of a contact person from your organization in case the editor should have a question about the picture before publication.

Take time to study photographs in newspapers in your area to help you determine what the best pictures are for publication.  And, don’t be disappointed if your first few pictures submitted are not published.  Other photos certainly will be.

Get written permission from persons who are photographed for publicity purposes.  Here is a sample release:

Permission to use my name and/or photograph for publicity purposes is hereby given.

Signature

Date

Newsletters
A regularly published newsletter containing interesting information about students and programs can be an attractive and effective method of communication.  It may be just a page or several pages containing artwork, stories, pictures and other general information.

Planning:
· Determine who the newsletter public will be (students, parents, the media, educators, and administrators).


· Decide what the basic content of the newsletter will be (student and program success stories, vocational student organization accomplishments, general vocational education information).


· Create a general format for the newsletter (one page with two columns of type, four pages with two columns of type and photographs, etc.).


· Determine a publication schedule (once per month, once per quarter, once per semester).


· Determine whether you have the budget to have your publication typeset and professionally printed or whether you must type it and print it within your school.


· Set up a schedule of deadlines for articles, photographs, editing and layout.  Be sure to budget enough time for typesetting or typing and printing or photocopying.

Writing and Photography:
· Write your stories in basically the same style as you write your press releases.  However, in your newsletter articles you may add more detail than in press releases.


· Be sure to verify all details for accuracy.


· Include action photos if you can.  Caption each photo as you would if they were being sent to the media.


· Write simple and clear headlines for each story.


Layout:
· Design a “flag” with the name of your newsletter to be put on the top of the first page.  Underneath the flag, be sure to include the date of the issue.


· Prepare a rough sketch of each page of the newsletter.  Decide where each photo and story will go.  Be sure to allow enough space for each story when it is typed in columns.


· Be creative in your design.  Ask about clip art and rub-off letters at your local art supplies store.  Also, be sure to consult people on your staff or in your community who have produced newsletters before.  They will have many suggestions for good style.


· Look at other samples of newsletters.  Collect as many as you can from different organizations and adopt their good ideas to fit your newsletter.

Production:
If you are having your newsletter typeset and printed professionally:

· Be sure to get estimates from printers before sending them the material.  Typesetting and printing can be expensive.


· Send your penciled layouts, double spaced stories with headlines, clip art and/or photographs to the printer.  He will format the newsletter


· Select colors and paper with your printer before publication.

If you are typing the newsletter but having it professionally printed:

· Format the newsletter completely.  Type your stories in columns and cut and paste them on the pages.


· Indicate the sizes of photos and where they should be put on the pages, but attach them to the end of the newsletter.  Your printer must make “halftones” from them and can alter their sizes to your specification before putting them on the pages himself.


· Be sure to make the newsletter “camera ready.”  That means do all the typing and layout (except for pictures).  Be sure you type is dark and clear.


· On an extra photocopy, be sure to indicate what you want printed in a different color.

SAMPLE NEWS RELEASE

(Use this sample as a guide in preparing news releases about chapter events.

Always send releases out on your chapter letterhead.)



RELEASE DATE

FOR RELEASE:
September 1, 2009
CONTACT PERSON


AND PHONE

CONTACT:                            Jane Doe, (123) 456-7890

   INFORMATIVE
DONALD TRUMP TO SPEAK AT FBLA

  HEADLINE

CENTRAL HIGH SCHOOL CHAPTER

YOUR TOWN, U.S.A., September 1, 2009 – Donald Trump, America’s richest man, will be the guest speaker at the FBLA chapter meeting to be held on Tuesday, September 5, at 7 pm in the Central High School Auditorium.
TIME AND PLACE OF EVENT


Trump will speak on “Entrepreneurship and the Next Generation”.  His address kicks off a year-long series of monthly lectures to be given by guest speakers.  The FBLA Central High School Chapter designed this series to explore various aspects of entrepreneurship in America today.


The meeting is open to the public and free of charge.  For more information, contact FBLA chapter adviser Jane Doe at (123) 456-7890.

-- END – 


INFORMATION OF  SPECIAL INTEREST TO THE PRESS

NOTE TO EDITORS:  Mr. Trump will be available to meet with the press at 6:30 pm in the Central High School Teacher’s Lounge on the second floor.  To make an appointment, contact Jane Doe at (123) 456-7890.

FBLA-PBL National Publications

All advisers of active chapters received the FBLA-PBL National Chapter Management Handbook in August.  As chapters, chartered or reactivated, they are mailed copies of this publication.

One copy of the Chapter Planning Booklet will be sent to local chapters by the FBLA-PBL National Office as part of the Chapter Planning Packet in August.  This packet is an excellent resource for planning with a calendar, a poster, and helpful ideas for chapter activities.

The number of copies of Tomorrow’s Business Leader or PBL Business Leader issued to a chapter is determined by the number of members reported.  Chapters are encouraged to submit articles to these and other national publications.  Send articles to:

FBLA-PBL, Inc. 

1912 Association Drive

Reston, VA 20191-1591

1-800-325-2946

1-703-758-0749 (FAX)

Deadlines for Tomorrow's Business Leader, The Professional Edge, PBL Business Leader,

Middle Level Advisers' Hotline and FBLA Advisers Hotline are:

Submission Deadlines for Chapter News and Feature Articles


"Tomorrow’s Business Leader"
"The Professional Edge"

Fall 2009
September 7
Fall 2009
October 13


Winter 2009
November 16
Winter 2009
November 6

Spring 2010
February 23
Spring 2010
April 1


Summer 2010
July 25


PBL Business Leader"
"Middle Level Advisers' Hotline"


Fall 2009
September 14
Fall 2009
September 15


Winter 2009
December 1
Winter 2009
December 8


Spring 2010
February 26
Spring 2010
March 15


Summer 2010
June 25


"FBLA Advisers’ Hotline"


Fall 2009
September 15


Winter 2009
December 8


Spring 2010
March 15

FBLA-PBL Bi-Monthly Activities Reports and State Newsletters

Local chapters must submit the bi-monthly activities reports to the state office by the dates listed on the forms four times during 2009-2010 covering the following time periods:


October:
May-October


December
November-December


February:
January-February


April:
March-April

Two points per report will be awarded toward the FBLA Outstanding Chapter and FBLA Rookie Chapter of the Year events at the State Leadership Conference.  Two copies of each report must be submitted.  The information received in the reports will be used for the FBLA and PBL state newsletters and the State Chapter Annual Business Reports.  Attach newspaper articles to the reports.  Five copies of the form follow.

Also included is a chapter news coupon to highlight in detail one activity from the report.  Completed coupons will be sent to the national publications Tomorrow’s Business Leader and PBL Business Leader.  Submit photographs (black and white) to supplement highlighted activities.  For the past several years, New Jersey FBLA-PBL has had good coverage in TBL using this system of reporting.

Deadlines for submission of additional information to the state newsletters FBLA Spotlight and PBLicizer are October 15, 2009 and March 1, 2010 for both FBLA and PBL of the current year.

Bi-Monthly Activities Report

New Jersey Future Business Leaders of America-Phi Beta Lambda
Bi-Monthly Report for ____________________________
FBLA/Region 
 PBL 



(Months and Year)

Local Chapter/School Name 
 City  


Report Submitted by 
 Office 


Explain activities fully.  Attach any articles or new items to this sheet.  This information will be used in the New Jersey State Chapter Annual Business Report and State Newsletter.  Highlight one activity in detail on the next page.

Highlights of Local Chapter Activities:

1.  Involvement with Business/Leadership Activities
2.  Community Service/Civic Activities
3.  Membership/Fundraising Activities
Mail Original and One Copy to:

Ms. Ellen A. Benowitz, FBLA-PBL State Chairman

Mercer County Community College

P.O. Box B

Trenton, NJ 08690

Or e-mail to:   fbla@mccc.edu
*Two points per report will be awarded toward Outstanding Chapter and Rookie Chapter of the Year events for FBLA. 

Postmark by:
October 20
December 8
February 16
April 6

We Want to Hear What You Have Been Up To!

Take a minute to tell us what you’ve been doing.  We know you’re busy, but we want to share some of your chapter activity success stories with other FBLA and PBL members.

Make some copies of this form and use it throughout the year to keep us up to date on your happenings—recognizing special events, special people or whatever.

Check the appropriate box on the form and complete all the information.  Please be specific!  If you would like, you can attach an additional sheet for more information.  Don’t forget to list the full name of a contact person, with a daytime phone number so we can check details.  

Send us your photos, as well.

Chapter News Form

Contact Person  
 Chapter Number  
 FBLA 
 PBL 
 

School  


Address  


City  
 State 

ZIP 


Daytime Phone 


Activity:  
(
Membership
( 
Fundraising
( 
Entrepreneurism
( 
Community Service

(Check only one)

Name of Activity: 


Date Held:  (month, day, year) 


Location: (room, building, city, state) 


Percentage of Chapter Members Involved: 


Others Involved:  (full names and titles of special guests) 


Classifying Information:  (Include specific information such as amount of money raised, number of people in attendance, reason for holding the event, and results.)

Who What When


Where Why





Important


Details





Misc.


Info








SAMPLE PRESS RELEASE





NEW/REACTIVATED CHAPTER






























































