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HOW DO WE GET THE WORD OUT ABOUT 

THE ELKS? 

 

 
That’s the million dollar question………and no you don’t have to spend a million dollars.  
 
Here are some tips that should help. 
 

What does the Media Want? 

-  A good story  
 
Good stories contain facts, not simply plain facts but interesting and important facts presented in 
a way that appeal to the reader – facts that answer a set of questions that automatically spring 
to the human mind when it is confronted with news. 
 

 
Five W’s and one H generally hold true: 

 
Where and when did it occur or is occurring? 

 
Who does it involve? 

 
What is it about? 

 
Why did it happen? 

 
How did it happen? 

 
No story is complete without them. 

 

 

 

What the heck is Publicity? 

 

Publicity means getting free editorial space or air time. 

 

It has an advantage over paid advertising because it has more 

credibility. An announcement that “sounds” like an 

advertisement is less credible and therefore less effective and it 

often does not get free space or time. 
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REACHING THE MEDIA 

 

 

Here are the best 2 ways to reach the media. 
 

#1 - PRESS RELEASE  

 
A concise announcement of your event or issue and answers to the five W’s and one H. The 
primary purpose of the press release is to capture the attention of the news director and initiate 
some action on their part – such as printing the release in the paper or airing it on radio or 
television. See further information on Press Releases under the “Tools of the Trade” section 
(page 13). 
 

#2 - PUBLIC SERVICE ANNOUNCEMENTS (PSA’S) 

 
PSA’s are “short” print, radio or television announcements that provide information that would 
be of interest to the general public. Like a press release but shorter and more to the point. See 
further information on PSA’s under the “Tools of the Trade” section (page 13). 
 

 
 
 

 

A “Newsworthy Story” contains the following key elements: 

 

Relevance – The story or event has to have an impact or be of 

importance to readers, viewers or listeners. 

 

Timeliness - The story has to be timely and has to relate to an 

event of the day. 

 

Human Interest - The story has to touch an emotion or an 

experience shared by most people. 

 

Entertainment Value – The story has to be funny or at least make 

the reader curious. 
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TYPES OF MEDIA 

 

 

 

Newspapers Radio Television 

Outdoor Advertising Specialty Publications Direct Mail 

Brochures, Flyers, 
Posters 

Trade Shows Mall Displays 
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NEWSPAPERS 

 

 
 
Nearly all communities have one type of newspaper – either a daily or weekly edition. Other 
communities are included within the reach of a regional paper that serves a number of small 
communities within a selected area.  
 

Daily 

 
Usually have fairly significant budgets and a number of reporters on staff to cover and write 
about news events. Competition for available space is considerable however and you must 
persevere with respect to getting your story in print. 
 
 

Weekly 

 
Typically have a smaller budget and fewer reporters on staff to cover and report news stories. 
Competition for available space is not as great and typically they are quite receptive to printing 
community driven stories 
 

 

Remember: 

 

 Newspapers are in the business to make money. 

 There is often not room for everything. 

 They will leave out your story before they will leave 

out a paid advertisement. 

 They are busy and there is always a deadline. 

 They are interested in the welfare of the people in the 

community and are willing to devote a lot of space to 

information that benefits people – if the information is 

legitimate and straight forward news. 
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REMEMBER 

 
Be Timely 

 
Get your information in as soon as possible after it happens. If your Lodge decided last night to 
launch a major fund raising project for the new community hospital, get the story to the paper 
immediately after the meeting. That same night if possible. 
 
 

Follow-up 

 
Editors and reporters are busy people. Be sure to follow–up on any information/press releases 
you send them. They can easily be misplaced.  
 
 

Letters to the Editor 

 
Most publications print letters from their readers – and this is a great method of calling the 
publics’ attention to a subject or issue. Always sign them with your name and the name of your 
Lodge. 
 
 
 
 
 
 
 
 
 
 

 

 See Appendix 1 

 

 for a list of Common Print Terminology 
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RADIO 

 

 
 
Everything which was reinforced about interacting with newspaper staff also applies to radio 
stations. Here are the people at the station. 
 

Station Manager 

 
This individual may or may not own the station. In small stations, this manager may double as 
the chief announcer or director of sales. 
 

News Director 

 
Nearly every station devotes a considerable amount of air time to the news. The news director 
runs this portion of the broadcast day and he/she is the person to check with if you plan to 
supply the station with news and/or feature stories. 
 

Promotions Director 

 
Some stations – particularly larger ones – will have a public service or promotions director. This 
individual plans and may host or voice the stations’ public service announcements and 
programming.  
 

Program Director 

 
The person with this title ultimately decides what does and doesn’t go on the air. 
 

 

Purchasing air time is of course an option in radio, but 

radio stations are very often the most receptive of all 

media channels in terms of donating time for your 

message.  
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TELEVISION 

 

 
 

News Department 

 
Key contacts to develop here are the news director, who oversees the news staff and 
broadcasts, and the assignment editor, who assigns reporters to stories. 
 
 

Public Affairs or Promotions Department 

 
Most stations have public affairs or community programming that is available to local not-for-
profit organizations and service groups. Air time is limited and time donated by the station very 
often falls into the never-never-land of the 12:00 a.m. to 4:00 a.m. time slot. 
 

Even a relatively small investment - allocated to producing a PSA and running it 
for a limited time period – will lift the organization from the ranks of hundreds of 
other not-for-profits who are unable or unwilling to invest any dollars. The 
station will likely “match” the air time you have purchased or give the Lodge a 
sizeable percentage discount. You are now a “customer” and will be viewed 
from a different perspective when approaching the station with other requests 

for coverage in the future. 
 
 

The first step 

 
Develop a list of the television stations serving your area and contacts for the news director, 
station director, public service (often called promotions) director and assignment editor (in a 
small station this position is often assumed by the news director). 
 

 

If, for any reason, you are unsure about news deadlines – or 

how far in advance the station would like the information – 

send it to them at least ten days prior to the event. A press 

release should be directed to the news director, the assignment 

editor and the reporter who you plan on approaching 
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                OUTDOOR ADVERTISING 

 

 
 
Outdoor Advertising is usually sold by two methods. 1st – cost per unit (e.g.: the cost of 6 
billboards). 2nd – how many people you want to see your message. A package will be 
developed to meet your needs. “Traffic counting” is used to determine how many people view a 
certain location so you can know how many residents travel by any given outdoor location 
during the course of a particular period. 
 
Outdoor companies are fairly open to donating their space to not-for-profit organizations. 
However the costs of producing the material (posters for transit shelters or large billboards) are 
extremely high and they may ask you to sustain these costs – while they donate the space only.  
 
Consider using transit shelters and/or poster boards as you may be able to produce a poster by 
photocopying and enlarging your artwork, perhaps developed by a volunteer on the computer, 
then piecing it together so that it is visually effective. It is likely that you can produce a transit 
shelter size poster for under $150.00.  
 

Here are some of the more familiar types of Outdoor 

Advertising 

 
Billboards and Superboards – Available in most communities. Just check the bottom of the 
billboard for contact numbers.  

Street Level Outdoor (Pillar advertising) – Illuminated displays normally positioned adjacent 
to high traffic streets in downtown core of a city. 2 or 4 sided and positioned roughly four feet off 
the ground. 

Transit Shelters & Benches – Mediacom Inc. manages the majority of the transit shelters in 
Canada. Contact your local municipality to determine who operates this advertising. 

Transit Advertising (Bus) – In Canada, a number of different companies sell both interior and 
exterior advertising on the transit buses of a community. Contact your local transit company to 
determine whom to contact in your area.  

Mall Advertising – Mall posters are available in most shopping centres. 

Wall Banners and Murals – Banners are large size vinyl sheets that are framed and mounted 
on the outside wall of a building. They can be moved and reused. Murals are hand painted 
directly onto walls of buildings 

Electronic Message Boards – These “pixelboards” are sold by various companies across the 
country. If you spot one in your community, contact the venue and determine how to get in 
touch with the advertising company. 

 
 
 
 
 

 

“Visual” is key in all outdoor advertising 

 

Eye-catching artwork - along with a fairly simple message (no 

more than 10 words) is the order of the day.  
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        SPECIALTY PUBLICATIONS 

 

 
 
TIME and Macleans are well known examples. Large circulation magazines – they may not 
cater to specific local or regional markets – and it may be difficult to insert editorial content on 
Lodge projects in your area. Paid advertising may be the only option here. 
 
 

 

                  DIRECT MAIL 

 

 
 
Direct Mail is familiar to most of us – because we are deluged by it daily!  
 
It includes the flyers, coupons, and brochures which we receive in our mailbox on an ongoing 
basis. Direct mail is one of the most cost-effective marketing tools because it can be directed to 
the public so specifically. Mailing lists are available – for a price – which can zero in on age, 
marital status, spending habits and recreational pursuits. 
 

 

          BROCHURES, FLYERS,  

                   & POSTERS 

 

 
Brochures and flyers can be a useful promotional tool for special events and specific 
campaigns. The brochure or flyer is intended to be an introduction to your Lodge and your 
mandate and should be anchored with at least one or two lines of basic information. 
 
A good poster can get a lot of attention. Posters should not look cluttered. They should catch 
the viewer’s eye and instantly relate a message. A good “visual” illustration accompanied by a 
bold headline and brief message telling who, what, when, where and why is sufficient. 

 

Opt for brightly coloured paper – preferably card stock. You 

will likely want to limit yourself to one or two colours of ink 

due to cost. Most posters are read from a distance so legibility 

is important – try to ensure that it can be read from 10 feet 

away. 
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TRADE SHOWS 

 

 
 
People like to window shop. 
 
Trade Shows are unique in that you can meet potential members - face 
to face - in an environment where programming and service 
opportunities can be discussed or demonstrated. Expositions and mall 
displays can provide an ideal opportunity to contact people who are not 
normally accessible to your regular methods of reaching out to the 
community – this applies to both member recruitment and fund raising. 
 
An exhibit should have a headline, a message and “visual content”. 
 

Visual Content 

 
Plan the Visual Content first. Is there a photograph(s) which can be enlarged and attached to 
the display to illustrate your primary area of service – or benefit of membership? 
 

Message 

 
The message should be developed to underscore, explain or clarify the visual content. If people 
can read the message while walking slowly past an exhibit, you have done a good job. Restrict 
the message “reading time” to ten seconds – twenty-five to fifty words, no more. 
 

Headline 

 
The headline has two functions – to catch the attention of the viewer and to identify the exhibit 
subject. Use fewer than ten words in your headline – the fewer the better. 
 
 

 

Use three-dimensional visuals if possible. Real objects (or models) 

add depth and realism to your exhibit. Take along some equipment 

that is associated with projects that you are supporting or 

equipment which you intend to provide.  

 

Design your exhibit so that the visual flow is from left to right and 

from top to bottom. The Headline should be at the top of the 

display, left of centre. The major Visual Content should be off 

centre to the upper or lower left - under the headline. The 

supporting Message can be located at the right of the centre 

 

The most common unit of space in a trade or consumer exposition 

is an 8ft x 10ft or 10ft x 10ft booth.  
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MALL DISPLAYS 

 

 
 

Set Up 

 
Using the mall display concept can be an effective and cost efficient 
way to fund raise, promote an event or program and to increase 
membership. Traditionally high numbers of people go past a display – 
particularly on a Saturday. Because the environment is very busy and 
fast moving, people are generally not inclined to spend a great deal of 
time talking. 
 
In larger urban centres, there may be a variety of malls worth considering, and time should be 
spent evaluating the best location for your Lodge. If at all possible, locate your booth near the 
food court or concession area of the mall. Avoid food stores. Most people leaving grocery stores 
are not in a mood to stop and talk or buy.  
 
If your Lodge is selling as part of a fund raising effort, most malls require evidence of a special 
permit retail sales tax license. Of course, if it is a raffle, an appropriate gaming license is also 
required. 
 
In a shopping centre “give aways” are often a good means of attracting people to your display. 
eg: helium filled balloons. Audio visuals like the Elks DVD are also very good.  
 

Prepare Your Volunteers for the Show 

 
A common situation faced by not-for-profit organizations is the last minute, frantic telephone 
calls to members – seeking anyone with a few hours to show up and help out at the show. While 
you cannot dispute this wonderful donation of time, it is still imperative that your people are 
equipped and have a minimal working knowledge of the Elks. See Appendix 2 for Do’s and 
Don’ts of Boothmanship. 

 

Liability Insurance 

 

This is pretty much a mandatory component in every mall or 

public building. Your Lodge will likely have to produce 

evidence of adequate liability insurance. Check with the Elks 

National office as they have special event/mall liability 

coverage they can offer. Call 1-888-843-3557. 



 
12  Publicity Manual 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

TOOLS OF 

 

THE TRADE 
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PRESS RELEASES 

 

 
 
A press release is essentially a news story that you write about an 
event or issue you wish to publicize.  
 
You release the story to the news media and hope they broadcast or 
print it.  
 
A press release works if the media picks up your message and uses it 
on television, radio or in the newspaper. 
 
 
 
News hooks that can be used to lead off a press release: 

 
Write:  Free trees to first 500 callers in the community. 
Instead of: Local Elks/Royal Purple Lodge donates 500 trees to the community 
 
Write: Local volunteers provide new hope for the disabled in……. 
Instead of: Canvassers to solicit community for funds to support new facility. 
 
Write:  Manitoba Seniors fiddle their way to a new Auditory Rehabilitation Centre. 
Instead of:  30th Annual fundraiser to support children with hearing disabilities. 

 

Ensure you describe the 5W’s – What, Who, When, Where and 

Why. Use “quotes” to add credibility and life to the release.   

 

Keep the release as short and clear as possible – sometimes 

this is difficult. 
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REMEMBER 

 
 
 
 
 Avoid excessive use of background material in the main body of the press release. 

 
 Attach background material to the release as a separate document(s) labelled 

BACKGROUNDER at the top of the page.  
 

 “Background” documents support the story – eg: statistics on children impacted, history of 
your Lodge. 
 

 Include any photographs which are relevant to the issue and that can be inserted by print 
media channels.  
 

 When you combine a press release, a backgrounder and supporting material in the same 
package - you have created a Press Kit.  
 

 Pay attention to format – insert a dateline, release time, make sure the release is typewritten 
(double space please) and do a follow-up phone call.  
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TYPES OF PRESS RELEASES 

 

 
 
(Refer to Appendix 3 for sample) 
 
 

Advance Press Releases 

 
As the name suggests they are sent in “advance” on an event and endeavour to 
persuade people to support something – before the fact – or to encourage their 
involvement in some way, shape or form. It is important to generate more than an 
“announcement” – try to generate interest and urgency as well.  
 
 

Subject Matter Press Releases 

 
This is not a current happening or event. The Elks/Royal Purple would utilize this type of 
release when trying to promote general awareness for the organization – stimulating the 
development of a human-interest story on their contribution to the community. Could 
also be a release issued to try to stimulate a story pick-up on a child who had been sent 
out of province for an operation and who – two years later, has a new lease on life.  
 

Follow-up Press Releases 

 
When the event or news story is over, organizations often forget to inform the public 
about what happened (if newsworthy). What were the results? The Elks/Royal Purple 
might utilize this form of release to report on the success of a particular fund raising 
campaign or to announce the return home of a recipient of financial support who was 
sent away for surgery or treatment. 
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PUBLIC SERVICE ANNOUNCEMENTS 

(PSA) 

 

 
 

The public service announcement is essentially a short, news release 
written for radio or television. 
 
PSA’s should be kept to a minimum – 30 seconds or less. Fifteen 
second notices are inclined to be used more frequently. Needless to 
say – they should be short and to the point.  
 
Have a single, clear purpose – select only one – repeat – ONLY ONE – 
main idea to support the purpose. 
 

Use the “you approach” if at all possible. “You need to…”  “You must.”  “You should…”. 
 
Repeat directions or instructions if the listener must have them to take action. 
 
Examples of Radio PSA’s: 
 

 
You must take advantage of the earlybird registration in the 25th Elks Drug Awareness Poker 
Derby. Only five days left. 
 
Only $30.00 per snowmobiler – that’s $10.00 off the regular registration fee. Call Bob at 555-
5555 and get signed up today. All proceeds to the Lintlaw Elks Drug Awareness program. Call 
555-5555 today and register. Sponsored by Lintlaw Elks, the RCMP and the Hudson Bay 
Snowmobile Club. 
 

 

 
It is not often you get something for nothing. 
 
But now you can. The Elks Lodge 14 is providing 500 shade trees to help make the city a better 
place to live. You can have one FREE for your yard. To reserve your tree just call 555-5555 and 
tell them you would like to have a tree. You only have to pick the spot and do the planting! Call 
555-5555 and tell the Elks you want a tree. 
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If you are uncomfortable with writing a PSA, use a “spot release” or “fact sheet” instead. A fact 
sheet simply lists each fact in point form, and allows the journalist to compose the story for you. 
Facts can be arranged by the five W’s and one H. 
 

Example of a FACT SHEET: 

Who: Elks Lodge 123 

What:  Public Meeting 

Where:  Elks Hall at 102 Massey St.,  Sault Ste. Marie 

When: Monday, October 5 at 7:30 p.m. 

Why:  Volunteers urgently needed to assist with annual fund raising drive for Camp 
Weldon. Coffee will be served. 

How: Contact Rob Peele at 416-555-5555 

 
 

 

Don’t agonize over the writing of a Press Release or PSA. 

The radio, TV or newspaper staff will take your FACTS and 

turn them into a compatible announcement.  
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PRESS CONFERENCES 

 

 
 
On occasion, a Press Conference can be called – instead of sending out press releases. This 
should only occur when the announcement is of MAJOR significance to the community. 
 
Call a press conference when a major personality is involved or when you are unveiling a new 
rehabilitation centre – or presenting a SIZEABLE cheque to a local community group for a 
project that fits the parameters of a “newsworthy story”.  
 
Choose a location that is convenient to the press. Set up the conference room with the head 
table or speakers podium, chairs for the press and a side table serving complementary coffee 
and donuts. Have any displays or other items that you want to illustrate prepared in advance. 
 
Mail or drop off written invitations to the people on your media contact list. Time these to 
arrive a week in advance of the scheduled conference and follow up with a telephone call to 
confirm their attendance.  
 
Staff the conference with two or three people and have them wear nametags if possible. 
Welcome each reporter with coffee and a press release or press kit as they enter the room. 
Keep a list of who is there. Begin the conference by having your spokesperson welcome the 
reporters and describe the agenda. When the conference is over, immediately deliver releases 
to any of the media outlets which were unable to attend. 
 

 

Set a time for your press conference that accommodates the 

greatest possible number of news deadlines (eg: 10:00 a.m. is an 

optimal time of day for radio, television and newspaper). 
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“ON AIR” – TELEVISION INTERVIEWS 

 

 
Try to avoid unusual or extreme styles that may encourage the viewer to pay 
more attention to your clothing – than to you or your message. Wear clothes 
that make you feel comfortable. 
 
Be sure to review the proposed taping session with your contact at the station – 
reporter or show host. Contact him/her by phone in advance and determine 

what types of questions will be asked and what the ‘focus” or “slant” of the interview will be.  
 
Forget About the Camera. Look at your host – not the camera and the potential audience at 
home. Maintain eye contact with the interviewer.  
 
 

“ON AIR” – RADIO INTERVIEWS 

 

 
Interviews are either conducted “live” at the station – where you will be required to 
speak into a microphone – or taped in advance – often over the telephone. Many 
stations will agree to tape it over the phone, if this is more convenient for you.  

 
Try to maintain a conversational tone throughout the interview. Call the interviewer 
by his/her first name. Be enthusiastic. You are speaking for a purpose and you want 

listeners to understand and believe you. Be as enthusiastic about your message as you want 
your listener to be. 
 
Many effective radio speakers use the same facial and body gestures that they would normally 
use when speaking face to face. The gestures and body involvement are reflected in the voice 
and they help convey interest and enthusiasm. 
 
 
Use variety. If possible, use pauses in between points or sentences to help pace your delivery. 
They also give you time to breathe. Emphasize key words and phrases in the same way that 
you would underline such words and phrases in your writing. 
 
Talk about what you know and don’t use jargon. Try not to ramble – when you’re finished your 
point stop. The reporter will fill in – that’s his job.  
 
If you misspeak, stop and say so. Ask if you can restate your thoughts. If you must give details 
or instructions, speak slowly at this point so that the listener can commit them to memory or jot 
them down. 
 

That’s it! You are now ready to “Get the Word 

Out” about the Elks and your Lodge. 
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Common Print Terminology 

 

The following terminology has been included primarily for the benefit 
of those Elks/Royal Purple members who may on occasion be in the 
position of “purchasing space” in newspapers, newsletters or 
magazines. These frequently used print terms can be used as a 
reference when confronted with salespeople or staff who may not be 
speaking in laymen’s terms. 
 
Agate Line – Non–standardized unit of space measurement, equal to one column wide and 

1/14” deep. 

Bleed – printing beyond the edge of a page so that there is no margin. 

Broadsheet – Full size newspaper – approximately 13” wide by 22” deep, about 1800 modular 
agate lines. 

Canadian Newspaper Units (CNU’s) – Standardized newspaper format which divides a 13” 
wide broadsheet into 6 columns and a 10” tabloid into 5 columns. Each unit is measured 1 
column wide by 30 modular agate lines deep (2 1/8”). A full page broadsheet consists of 60 
CNU’s while a full page tabloid consists of 30 CNU’s. 

Circulation – Average number of copies per issue of a publication that is sold or distributed. 

Colour Separations - Photographic process by which final art is broken down into the 4 prime 
colours (black, magenta, cyan and yellow). 

Column Inch – Space in a newspaper equal to an area one column wide and one inch, or 14 
agate lines deep. 

Controlled Circulation – Publications distributed free, or mainly free, to individuals within a 
specific demographic segment, geographic area or job function. 

Coverage – Percentage of individuals in a specific target group/geographic that are reached by 
a publication or a combination of publications. 

Display Advertising – Advertisement that appears in any part of a publication other than the 
classified section. 

Earlug – Space on either side of the masthead or the top corners of the front page of a section, 
that is sold for advertising. 

Flat rate – Advertising rate not subject to any discounts. 

Flexform – Advertisement not conforming to a normal geometric shape. 

Gatefold – Print advertisement that consists of a continuous piece of paper folded to conform to 
publications page size. Often use as an extension of a magazine cover. 

Guaranteed Position – Where a newspaper guarantees to place an advertisement in a specific 
position. There is usually a premium charged. 

Gutter (truck) – Blank space on the inside page margins where a publication is bound. In 
double page spread advertising, the printing runs through the gutter. 

Halftone – Reproduction made from an original photograph by transforming the different tones 
into a series of dots. 

NEWSPAPERS 
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Hooker (tag) – In a newspaper advertising, local dealers names appended to national 
advertising. 

Incumbency position – Special or premium positions (e.g.: covers or inserts) within a specific 
issue will earn first right of refusal for same issue in the following year. 

Insert – Pre-printed advertisement that is bound or inserted into a newspaper or magazine. Can 
be in several papers. 

Island – Positioning of an advertisement in the centre of the page surrounded by editorial. 

Junior Page – Usually a 7” x 10” full page advertisement in a tabloid broadsheet format. 

Letterpress – Only process which uses type directly. Printing is done from cast metal type or 
plates on which the image or printing area are raised. 

Line Rate – Advertising rate charged by print media for one agate line. 

Mechanical Requirements – Information and instructions regarding the physical aspects of 
preparing advertising material. 

Modular Agate Line (MAL) – Standardized unit of space equal to one column wide and 1/14” 
deep. Standard column widths are 2 1/16” for broadsheets and 1 15/16” for tabloids. A 
modular agate line is wider than an agate line. 

Offset Printing – Process that prints by transferring ink from a cylinder to a rubber blanket, 
which in turn deposits ink to the surface being printed. 

Primary Reader – Person who initially receives the publication at home or in the office. 

Readers Per Copy – Average number of persons who read a single copy of a publication. 
Calculated by dividing the total audience by the circulation. 

Retail Trading Zone (RTZ) – Area beyond and including the City Zone in which the residents 
regularly trade with the merchant located within the City Zone. Boundaries are defined by 
A,B,C. 

ROP (Run of Paper) – Advertisements placed anywhere within the regular printed pages of a 
newspaper. 

ROP Colour – Process colour that is printed in a newspaper during the regular press run for the 
edition. 

Satellite Paper – Refers to a publication whose typesetting signal is sent to distant printing 
facilities via satellite for regional or national distribution. 

Secondary or Pass Along Readers – People who read a publication but are not resident 
(working) in the household (office) in which the publication was originally received. 

Special Colour – A specific colour or tone not possible through regular 4-colour process (eg: 
fluorescent or metallic). 

Split Run – Where an advertiser uses the full circulation of a publication, but has different 
material appearing in two or more regions. 

Tabloid – Newspaper format usually approximately 13” by 10”. 

Target Audience – The percentage of a magazines total readership that is within a specific 
target definition. Shows how well a magazine is “targeted” to a defined audience.  

Tearsheet – Page torn out of a publication by the publisher, supplied for checking purposes.  

     NEWSPAPERS 
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APPENDIX 2 

 

 

Boothmanship – Some Do’s and Don’ts 

 

 Never sit in a booth even when traffic by the booth appears slow. 
 
 Never smoke in your booth. 
 
 Never ignore attendees who simply pause in the aisle in front of your booth – try to 

interest them in stopping. 
 
 Never have only one booth staff person on duty at a given time. Line-ups for 

questions cause lost contacts. 
 
 Unless absolutely imperative, never eat a meal in the booth. 
 
 Do not get into extremely long discussion with one customer at the expense of many 

others. If a topic needs considerable time, invite them back at a ‘slow’ time. To avoid 
losing the potential other visitors smile or gesture to them that you will be available 
momentarily. 

 
 Always ensure that promises to send additional facts or information are processed 

immediately. 
 
 Always have your booth staff wear a personal name tag. People like to know who 

they are talking to. 
 
 Always have an adequate supply of information on hand. 
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APPENDIX 3 

 

An Example of Press Release Elements that answer the 
five W’s and one H: 

 

 

Manitoba Elks Fiddle for Special Needs Children 

 
What? The 30th Annual Manitoba Old Time Fiddlers Championship attracts fiddlers from all over 
the province to test their talents against other participants and raise money for children in need. 
 
Who? “Over 50 fiddlers are expected to participate in our 30th year, and of course they attract a 
loyal audience of friends, families and fiddle lovers” says Matt Martin, Chair of the Elks 
committee which is organizing the championship. “Over 300 individuals are expected for 
opening night - they start rolling in with their motor homes late Thursday” Matt indicates. 
 
This year, children – who are the recipients of all monies raised – are also participating in a 
mini-carnival and baseball-soccer tournament that is being held in conjunction with the Fiddle 
Championship. Over 200 children have already signed up for the baseball tournament! 
 
When? This annual event will take place on May 30 and 31 and will be “kicked off” by an Old 
Tyme Dance at 8:00 p.m. Competition begins on the 31st with registration starting at noon. 
Admission is $15.00 per person for the dance and fiddle competition and prices for the mini-
carnival are $2.00 per child. Tickets can be purchased early at any 7-11 store in McGillivray or 
by calling Matt at 204-555-1111. Registration for the baseball-soccer tournament is $5.00 per 
child and can be made by calling 204-555-1000 and asking for Peter Morin.  
 
Where? Fiddle lovers are encouraged to come out and enjoy the high calibre of entertainment 
and support this fund raising prospect of the Manitoba Elks. The Oak Bluff Community Centre – 
located at McGillivray and Perimeter Highway – is the place to be.  
 
Why? Aside from treating Manitobans to a weekend of great fiddlin’ – our main objective is to 
raise money for kids. The primary mission of the Elks of Manitoba is to raise money for needy 
children under the age of 18. In the past, money raised has been allocated to buying hearing 
aids for children, wheelchairs, special equipment for kids with disabilities and many other 
necessary medical items. “The demand always exceeds the supply” says event organizer and 
Elks member, Bill Todd. “We quite often receive requests from families who are faced with 
taking their children out of the province for surgery and we want to be able to support this need 
as well”. 
 
How? Local Lodge 123 of the Elks of Manitoba is a volunteer based organization that has been 
working for over 80 years to support community needs in this area. The Fiddle Championship is 
one of our primary means of fund raising to ensure that we meet the needs of families and 
children throughout the year. Our members are concerned and active members of this region 
who are committed to “making a difference”. We are always welcoming new members and all 
meetings are open to the public.  
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SAMPLE PRESS RELEASES 

 

   Promoting an Event 
 
 
 

      FOR IMMEDIATE RELEASE:  Tuesday, August 5, 20__ 
 
 
 

Fiddle Music for Children With Hearing Disabilities 
 

Brandon – Fiddlers from across the province come together on September 12, 20__ 

to raise money for the proposed Auditory Rehabilitation Centre here in town. A 

high calibre of entertainment is expected at this – the 1st Annual Fundraiser of the 

Elks of Canada Lodge 14. “Fifty fiddlers are expected to compete in this Western 

Canadian Championship and of course they attract a loyal audience of friends, 

family and fiddle lovers” says Matt Martin, Chair of the Elks committee that is 

organizing the event. “Over 300 individuals are expected for opening night – they 

start rolling in with their motor homes late Thursday” Matt indicates. 

 

Aside from treating Manitobans to a wonderful weekend of fiddlin’, the main 

objective is to raise money for kids. One in every ten children has a hearing 

disability and it is imperative that this critical function be identified and treated before 

they are five years of age. “The demand always exceeds the supply” says event 

organizer Bill Todd, “we quite often receive requests from families who are forced to 

take their children out of the province for special treatment – and our goal is to build 

a rehabilitation centre right here in western Manitoba that can provide services to 

children in the province as well as to those in eastern Saskatchewan”. 

Town/city release 
is originating 

from. Called the 
‘placeline’ 

Always include the 
‘dateline’ which indicates 
it can go out immediately 

plus the actual date 

Use 
statistic 

Informative 
Headline 
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Whether you are a lover of fiddle music or you just love children – come out and 

support this fund raising project of the Manitoba Elks. Together, we can ensure that 

we assist as many children as possible – so that they may experience the heritage 

of our Manitoba music sometime in the future. Tickets are $10.00 for adults and can 

be purchased at any 7-11 store in town or by calling Matt at 204-555-5555. The 

event kicks off at the Sheridan Hall at 8:00 p.m. September 12. 

 

Local Elks Lodge 14 is a volunteer based organization that has been working for 

over 80 years to support community needs in this area. Our primary mandate is to 

help children in need. Our members are concerned and active residents of this 

region who are committed to making a difference. We are always welcoming new 

members and our meetings are open to the public. 
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For further information contact: 
 
Matt Martin at 204-555-5555 

 
 
 
 
 
 
 
 
 

NOTE:  The release answers the What, Who, When, Where, Why and How of  
an Advance Press Release 

 
 
 
 

           

Always include 
contact information 

Journalist’s shorthand 
for The END 
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Promoting a Meeting 
 
 

      FOR IMMEDIATE RELEASE:  Tuesday, September 17, 20__ 
 
 

Local Service Group Appeals for Help 
 
Sault Ste Marie – A local organization - well known for its support of the community 

for over 80 years – is now asking the community for assistance. In a public meeting 

to be held on Monday, October 5, 20__ the Elks Lodge 341 will be speaking to 

potential volunteers to assist in their annual Fund Raising Drive for Camp Weldon – 

a summer camp for children with learning disabilities. 

 

This camp provides recreational programs for over 500 children each year – some 

from as far away as Ottawa taking advantage of the only opportunity available for 

this type of outdoor activity and interaction with other children.  

 

Volunteers are needed to assist in our fund raising activities over the next ten 

months so that we can maintain the same level of operation as in past years. 

 

Please join us in our appeal for Camp Weldon. We invite both men and women to 

attend the public meeting on Monday, October 5, 20__ at 7:30 p.m. Coffee will be 

served. Location is the Elks Hall at 102 Massey St. 

 

The Elks and Royal Purple are a charitable, not-for-profit organization that focuses 

on service to the community. Our mission is to help any child in need. We have a 

concerned and active membership base that is committed to making a difference. 
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For more information contact: 

Rob Peele at 416-555-5555 

                          
      
 

NOTE 
A poster or advertisement 
is also recommended for 

promoting a meeting 
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Follow-up to a Special Event 
 
 

FOR IMMEDIATE RELEASE:    Monday, September 12, 20__ 
 
 

Fiddlers Raise Roof and $25,000 
 
Brandon - The walls of Sherdian Hall are still reverberating from the extraordinary 

talent of over 60 fiddlers, who participated in Saturday’s Western Canadian 

Championship. This event – the 1st Annual Fundraiser of the Manitoba Elks Lodge 

14 was a great success with $25,000 being raised for the building of a regional 

Auditory Rehabilitation Centre. 

 

The centre, when built, will treat children from across the province and eastern 

Saskatchewan. One in every ten children has a hearing disability and it is essential 

that this disability be evaluated and treated before they are five years of age. “This 

gives those children some hope for rehabilitating at least part of their hearing” says 

Matt Martin, event organizer. “We still have a little way to go – another $80,000 is 

needed before construction can start” Martin indicates “so we will just have to do this 

again next year!” 

 

Over 400 people jammed the Hall on Saturday night and danced the night away in 

this event for children. Look forward to participating in the 2nd Annual Fiddle Off in 

the year 2000 – get your tickets early – this inaugural event sold out in its first year. 

 

Local Elks Lodge 14 is a volunteer based organization that has been working for 

over 80 years to support community needs in this area. Our primary mandate is to 

help children in need. Our members are concerned and active residents of this 

region who are committed to making a difference. We are always welcoming new 

members and our meetings are open to the public. 
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For more information contact:  Matt Martin at 204-555-5555 

               

    “Hook” 

“Body”of 
release 

Summarize 

Always use “key 
positioning statements” 

to reinforce profile of 
the Elks/Royal Purple 
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General Public Awareness 
 

 
FOR IMMEDIATE RELEASE:    Monday, September 12, 20__ 
 
 

Local Youth Wins Provincial Public Speaking Award 
 
Penticton – Identified with a severe speech disorder seven years ago, Ashley White 

was not physically able to converse at length with family or friends – and was afraid 

to speak in front of others in a classroom setting. She now has no trouble talking for 

hours on the phone – and just recently took first place in the Arthur Scott Public 

Speaking Contest in Vancouver.   

 

Ashley’s family credits this turnaround to the financial and emotional support 

provided by the Penticton Royal Purple Lodge 17. “At the urging of Ashley’s 

teachers we sought medical advice and were able to obtain financial assistance 

from the Royal Purple to send Ashley for ongoing treatment in Vancouver” says 

mother Sandra. “Within three years she was able to regain some of the confidence 

and social skills that were slow in coming to her before this treatment was available”. 

 

Ashley – who is now twelve – will travel to Ottawa next month to compete in the 

National Public Speaking Championships. According to mother Sandra, “she is 

thrilled with the progress she has made over the past seven years and the 

opportunities now open to her”. Like most average preteens ‘social pursuits’ are a 

vital part of her life – and communication skills play a big part each day. 

 

The mission of the Royal Purple is to help any child in need – and they have a 

special focus on those children with speech and auditory disabilities. Each year, 

Royal Purple Lodges across Canada donate over ten million dollars to community 

service and special projects. They are a volunteer driven organization that offers 

fellowship and good will to women. All meetings are open to the public and 

members are supported with internal educational and social programming. 
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For more information contact:  Erin Mang at 604-555-5555 

 

Example of a 
“Subject Matter” 

Release 

“Body”of 
release 


