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Dear Valued Partner:

Following is a set of materials designed to help you create press in your community. There are three components included in this set.

I. Sample Release: This is a model or ideal story that we have created which reflects your current partnership with JCPenney Afterschool.

II. Tutorial: This outlines the important points in the Sample Release. It will help you create future releases on your own, to highlight your partnerships with JCPenney Afterschool and other local corporate sponsors.

III. Pro Tips: This information comes from experienced journalists and provides the tips you can use to create relationships with your local media.

We’re sure if you follow the information in this package, you will get the news coverage your organization deserves. Good luck with your efforts. 

Your Partners,

The JCPenney Afterschool Team

PART I

SAMPLE RELEASE 
Contact: John Smith





FOR IMMEDIATE RELEASE

Tel: 555.555.5555

Cell Phone: 555.555.5555

Email: JohnSmith@email.com

KIDS LEARN BY DOING AFTER SCHOOL

(YOUR TOWN & STATE) Many of the country’s smallest community members are making big community contributions. Thanks to an innovative partnership between the JCPenney Afterschool Fund and the 4-H organization, children in local after school programs are now making their hometown a better place to live. The initiative is called 4-H Afterschool.

The JCPenney Afterschool Fund makes the unique “learn-by-doing” curriculum possible with grants to the 4-H organization. Through programs designed specifically for each community, young people are learning valuable skills such as leadership, collaboration, decision-making, civic responsibility and critical thinking. At the same time, the community itself benefits from the individualized attention.

“We’ve given 4-H the resources to help train staff, implement sound youth development practices, create new after-school programs, and strengthen existing programs,” said Ed Solczak, Vice President of the JCPenney Afterschool Fund. “In turn, our resources support our most valuable resource –– the children of this country. I know of no better investment we can make in our future.”

The JCPenney Afterschool Fund is a 501c3 sponsor of after school programs. Its support of 4-H has lead to the integration of over 360 4-H clubs in local after school programs around the country.  The JCPenney Afterschool Fund has negotiated partnerships between 4-H and other major providers of afterschool programs, giving more children and their families access to affordable and educational after school programs nationwide. Those partnerships include Boys & Girls Clubs of America, Junior Achievement, and the Afterschool Alliance.

“We are grateful for the partnership we have with the JCPenney Afterschool Fund,” said (name and title). “Their generous funding has enabled 4-H to create and launch 4-H Afterschool as a focused nationwide initiative and develop 4-H Afterschool's core resource materials.” 

4-H is one of the largest youth organizations in the United States with more than 6.8 million participants and more than 610,595 youth and adult volunteers working directly and indirectly with youth. Universally recognized by its four-leaf clover emblem, 4-H serves youngsters through a variety of methods including organized clubs, school-enrichment groups, special interest groups, individual study programs, camps, school-age child care programs, and instructional television programs. More than 45 million people have participated in 4-H programs.

4-H Afterschool provides opportunities to participate in fun, exciting programs while developing valuable skills with lifelong benefits. To find a 4-H Afterschool program in your area, go to www.4hafterschool.org or call 1-800-(number).
###
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TUTORIAL
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Contact:  John Smith





FOR IMMEDIATE RELEASE

Tel: 555.555.5555

Cell Phone: 555.555.5555            


Email: john smith @email.com



KIDS LEARN BY DOING AFTER SCHOOL



(YOUR TOWN & STATE): Many of the country’s smallest community members are making big community contributions. Thanks to an innovative partnership between the JCPenney Afterschool Fund and the 4-H organization, children in local after school programs are now making their hometown a better place to live. The initiative is called 4-H Afterschool.

.


The JCPenney Afterschool Fund makes the unique “learn-by-doing” curriculum possible with grants to the 4-H organization. Through programs designed specifically for each community, young people are learning valuable skills such as leadership, collaboration, decision-making, civic responsibility and critical thinking. At the same time, the community itself benefits from the individualized attention.




“We’ve given 4-H the resources to help train staff, implement sound youth development practices, create new after-school programs, and strengthen existing programs,” said Ed Solczak, Vice President of the JCPenney Afterschool Fund. “In turn, our resources support our most valuable resource –– the children of this country. I know of no better investment we can make in our future.”

The JCPenney Afterschool Fund is a 501c3 sponsor of after school programs. Its support of 4-H has lead to the integration of over 360 4-H clubs in local after school programs around the country.  The JCPenney Afterschool Fund has negotiated partnerships between 4-H and other major providers of afterschool programs, giving more children and their families access to affordable and educational after school programs nationwide. Those partnerships include Boys & Girls Clubs of America, Junior Achievement, and the Afterschool Alliance.




“We are grateful for the partnership we have with the JCPenney Afterschool Fund,” said (name and title). “Their generous funding has enabled 4-H to create and launch 4-H Afterschool as a focused nationwide initiative and develop 4-H Afterschool's core resource materials.” 


4-H is one of the largest youth organizations in the United States with more than 

6.8 million participants and more than 610,595 youth and adult volunteers working

directly and indirectly with youth. Universally recognized by its four-leaf clover 

emblem, 4-H serves youngsters through a variety of methods including organized 

clubs, school-enrichment groups, special interest groups, individual study 

programs, camps, school-age childcare programs, and instructional television 

programs. More than 45 million people have participated in 4-H programs.



4-H Afterschool provides opportunities to participate in fun, exciting programs while developing valuable skills with lifelong benefits. To find a 4-H Afterschool program in your area, go to www.4hafterschool.org or call 1-800-(number).
###

PART III
PRO TIPS

The key to successful press releases – and ultimately gaining attention for your organization – is to gain the attention of 

the reporter first.
Reporters receive hundreds of news releases each day.  What reporters are seeking when they read a release is news.  The best news release is one that tells an interesting story and makes the reporter think, “wow, I didn’t know that!”  Most news releases, however, are self-promotional fluff and never get used.

Writing a good news release starts with the most important information at the beginning of the story and the least important at the end. Ask yourself, what is happening? What’s the strong point of your news? And start from there.

Here are some other key points:
Organized your thoughts. Layout the points you want to make in the release on a separate sheet of paper. List them in order of importance. And then write the release in that order.

Create a catchy headline.  Check out “USA Today” or your local paper.  Find a headline that captures your interest and simply copy that style.  The headline is the first thing the reporter reads. It should create interest and make the reporter want to read more. Think of the gist of your message and try to summarize the information in a creative, catchy way.  Be brief. 

Get the picture. Nothing grabs attention like a picture. Have a photo idea ready to submit with every release. It should work with your headline so that if the reporter were to read just the headline and look at the picture, it would make sense. It’s a great way to make your story more interesting and the reporter will appreciate the extra support. 

Be brief. Get to the point and keep to the point. A reporter will look at the first few paragraphs of your release and decide whether to use it or toss it. A good press release is about one page in length.  The whole intent is to capture their attention so they will want to know more. 

Make it new. Make things sound new even if they’re not. Reporters don’t to want to deal with old stuff. 

Write about what they care about. Local news is about what people and what organizations within a readership area are doing. Reporters want to use stories that are of interest to readers in their area. A press release can also entice the reporter to actually cover an event they might have otherwise missed.

Create public awareness and a local angle. Make the public aware of all good things going on in your organization. Has an instructor earned a prestigious award? Is there an event coming up? Are you in need of volunteers or donations? These are just three examples, but there are hundreds of other issues that can be used to promote your organization.

Let others read your release. Once you’ve written a press release, let others in your organization read it for accuracy. Go through the release looking for spelling errors, typos and for incorrect information. 

Use your letterhead stationary. Use plain white letterhead stationary for news releases. Pink paper may stand out in the pile, but it sends an unprofessional signal. Do it like the pros do it –– and you’ll get noticed. 

Learn the deadlines of your local news outlets. For a weekly paper, the deadline is often Wednesday for a paper that hits the stands on Friday. Likewise, send out information highlighting events far enough ahead so that it hits the papers near the event, but not so far ahead that the information is published and out of memory for when your news happens.

Send releases only when you have news. Reporters get enough releases so it adds to your credibility to only send a news release when there is legitimate news.


Know your contacts. Become familiar with the local news outlets and learn which reporters cover what areas. For example, who covers education? Learn about magazines covering the local area and don’t forget local cable news networks that might be interested in your news.  One place to get this information is on the Internet at www.congress.org. By simply entering in your zip code on this website, you will be provided with all your local media information. 

Pick up the telephone.  Many people are afraid to call reporters and that’s a primary reason they often don’t get the media coverage they want.  Call the local feature editor, introduce yourself, say your think you might have a story and engage the journalist in a conversation.  It could be the beginning of a good relationship.  After all, most good stories result from personal contact with a reporter than from news releases.

Develop relationships. Reporters are people just like you. Go ahead and call your local reporter and ask him or her to coffee.  The best time is before they go to work. The better the relationship … well, the better the relationship. Reporters are more receptive to talking with people they know than those they don’t.

Off the record? There’s no such thing.  It compromises integrity – for both you and the journalist. So get together with your local reporter and build trust. Stick to the story you want told. 
Do follow up. Don’t be a pest. Yes, it’s okay to follow up on your news release with a phone call. Ask the reporter if there’s any additional information you can provide? But leave it at that. Whatever you do, never ask when a story will run. Respect the reporter’s right to decide when and if your story is newsworthy.

Then what? Sit back and watch for the fruits of your labor. There’s no greater joy then seeing a news release generate news stories or be printed in the newspaper. That means you’re work has paid off.

###
Use your organization letterhead.





This line is standard and should always be included in your release





Always include your complete contact information





The headline should be fun and catchy. Use as few words as possible to summarize your story. It should also relate to the photo included with your press release.








Always include your town and state:





This first paragraph answers the basic questions in your story: who, what, when, where and why. 





This paragraph states how the program is possible and what it specifically provides.  It’s a good lead for the following paragraph, which will talk about your sponsor. 








Who is responsible from outside your organization for your success? Who’s making it all happen? It’s your “sponsor” and it’s very important that you acknowledge this person or organization. Here we use a quote from the sponsor saying why it made the contribution.  





This paragraph provides more detail about your sponsor. 








This information is referred to as the “boilerplate,” which is an old newspaper term meaning a block of standard text. This same information should be repeated in every press release you write.








Include info about the benefits of 


your 


organization.





Use three number signs below your “boilerplate” to signal the end of your story.





This is where your organization thanks or recognizes the importance of your sponsor. Here we use a quote from someone in your organization acknowledging the impact the sponsor is making.





Try to include a photo that ties into your headline. 
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