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THE POWER OF PUBLIC RELATIONS

All organizations — no matter what the product or servican benefit from public relations. Any organization or
individual with a message to deliver or a goal to achievebenefit from a PR effort. You don't need a creative or
unusual product or service to gain publicity. You just neaeative idea that meets two criteria: it's newsworthg &
communicates the marketing message. PR is perhaps thedzas of getting your message out on a continual basis.

Another perspective of PR has to do with resources. Meganizations find that a relatively modest investmentin P
greatly extends the reach of their total promotional progf2ost is one of the great appeals of PR to both smdllarge
organizations; PR can help level the playing field andlgesame or better promotional results for a lot less money

Differences Between PR and Advertising- Public relations is a marketing tool that often get$usmd with

advertising, two related but very distinct activities. iBR function of promotion in the marketing mix. Several

characteristics separate public relations from advertibmgone fundamental difference is that advertising is fmaid

while public relations is free. (Of course, PR is nobhlisly free because PR staff members usually need toidbéopa

their services — although in Zonta’s casés ftee because our members volunteer their time andgategreby saving

money).

« Advertising is paid for and clearly identified in the meda as a paid promotionwhile PR is relatively free and not
identified as such. (Even though a story about a produmganization may have resulted from a publicity campaign,
the article never acknowledges that fact.)

« Control — With advertising you have almost total control over confentat, timing, and size of the message. With
PR there’s almost no control over those items.

+ Repetition — Advertising is repeatable; PR is not. With PR, a meadligice iSs going to run a given press release or
cover a publicity event only once. To get covered again, youtbgwevide the media with a new story, or at least
come up with a different angle or new spin on the oltctop

« Credibility — Consumers are skeptical of advertising. Because RRan®opon in the guise of editorial, feature, or
news material, people don’t perceive it as a promotiorbaheve it. Media coverage of your event or story caeroft
appear to the public to be media endorsement of your orgamnizatproduct.

« Attractiveness— Public relations must have an angle, hook, or theme thagesign editor’s attention in order for it
to have a decent chance of being noticed, read, and uss@fdre, it must appeal to editors and program managers
as well as to consumers. An ad has to appeal onlyds geospects.

PR should be fully integrated into all other form<lofb marketing (fundraising, recruiting new members/retginin

current members, working with service organizations, faisthg and special event promotions, communications, web
site, collateral materials, etc.). It is vitally iompant that a PR committee member be present duringgita

brainstorming. PR should always be in the loop to aveabmming removed and remote from day-to-day club business. If
your PR people are not included, ironically then thos@asdithe task of communicating club messages and information
to various outside audiences (the media, the public, and thewaity) risk becoming the least informed. Half the job of

a PR person is disseminating information to the mediagttier half is understanding what the organization igyreal

doing.

Public relations can connect your club with anyone who is expodte media. Therefore, PR has the broadest reach of
perhaps any element of the marketing mix (which consideRkofdvertising, Internet marketing, direct marketing, and
sales promotion). The best publicity outlets for reachorgsumers are radio, television, newspapers, and consumer
magazines. If you want to appeal to a particular industprafession, target the trade publications they read. Ot of
best PR vehicles for club communication is the club web sdenawsletters.



Specific PR-Worthy Activities

« Provide news releases about club activities (i.e., fundsaispecial meetings, service projects, etc.).

« Encourage your club to publish newsletters about club and memideties along with information from Zonta
International — including@ heZontian District and Area news.

+ Use signs at entrances to the town and/or meeting place.

« Ensure that information about Zonta is sent to all speakma guests.

+ Represent Zonta at meetings where the mission and obgeatieémportant to Zonta.

« Encourage all Zontians to register on the Zonta Intemmaltweb site and use it as an up-to-date source of
information.

« Consider the feasibility of a club web site (see ZI wid section 60) and if established, ensure that itn§rmaeally
updated.

« In consultation with the club president, submit club succesigstio membership and service projects via the web
site and/or your club’s newsletter and, if newsworthyheopublic, with the media. Be sure to share the news with
your Area, District, and International contacts ad.wel

Define the Scope of PR Authority- The Zonta PR chair reports to the club Public Relation®rBunications
Committee Chair (depending upon your club’s size) and the Clull®nés- who have approval authority over all major
PR activities including copy for press releases, dmtssabout event planning or special promotions, and whay tim sa
the press. Because effective PR depends on being able thginedia a fast, accurate, and honest response when
reporters have questions, the PR chair cannot opédfetévely if everything said in PR — in print, in pers@md on the
phone — has to go to a half-dozen people to get approv#éiheBime the response is approved, the story has grodn col
and the media is alienated. To make PR efforts efiedine PR chair needs to be able to make decisions quidhilgh,
means a simplified chain of command. For final approwamnajor PR events, the PR chair should have to cteeatzpy

to no more than two or three people. For media carifeetappropriate spokespeople within the club, such as the
president, should be committed to giving priority to medgponse and to understanding that the press cannot wait.

PR Committee Duties— The PR chair in your club is responsible for PR, sgrais a liaison between your club and your
PR committee (assuming you have more than one person iglybis PR committee), as well as coordinating
communication between your club and the press. Whoever your éhalsses the PR chair, that person is in charge of PR
and is accountable for getting programs done on budget, gnathden synch with communications objectives.

Prepare for your PR program by putting together a teamidemeupon the size and level of activity of your Zonta
Club, the committee may simply consist of a one-persootit and/or a two- or three-person PR committeegtmg a
PR plan, reviewing your strategy, and implementing your PBrano.

Visit the Zonta District 5Www.zontadistrict05.orgor Zonta Internationaldww.zontza.oryjweb sites for more specific
details about Zonta Pubic Relations Committee duties.

Every PR chair and committee member should do the follotaikgep up-to-date with your Zonta club’s activities:

+ Read all Zonta and related service organization pulicstti

« Attend Zonta area, district, and international meetings

« Frequently review your club’s web site to make sure itisent.

«  Frequently visit competitors’ web sites to see whay'thaup to.

« Talk with other organizations to see what they're doing

« Talk to service organizations your Zonta club is affiiewath to see what they’re saying about your club.

» Read the daily newspaper to follow journalists who mayevabout your club or your competitors.

« Become a student of the media. Analyze your evening news fiperspective of the person being interviewed.
How well is she getting her message across? What coulzesti@ng better? How could she be clearer?



CREATING A PUBLIC RELATIONS PLAN

Before you start a flurry of PR activities, develop agbih that clearly defines the audiences, objectives, and key
messages you want to communicate.

Defining Goals and Objectives
+ Key messages you want to communicate usually revolve arduimtvenefits or advantages over competitors, special
events, or service projects. However, sometimes the meisssiggly that Zonta cares about women in the local
community.
» Marketing Objective — Identify the end result you want PReip you achieve.
« Define your target audience(s):
Consumers — picture the ideal audience in demographic terms
Organization or Business — identify industry and peopt#dyjinctions
Geography — local, regional, national, or global
- Desired Response — Be specific about what you want gogettprospect to do, say, think, or believe after exposure
to your PR message.
+ Media You Want to Reach — Target any media your prospdi&ely to read, see, or hear.

The PR Planning Process- Quality creative PR concepts come from a deliberatejslg process. Planning begins with

research, starting with conducting an assessmentlofitternal and external factors:

« Internal factors include your club’s environment, marketing objectives, andymto@our Zonta club) features and
benefits. Interview key club officers, members, and p@aknmtembers. Review all current and past PR and macketi
materials, including article clippings and tear shed®&sarehives, club brochures, and other promotional publications.

« External factors include the target audience, public, and competing sersgeezations. Determine where the club
and its services are positioned in the marketplace, pdaile (customers, prospects, and the press) think of them,
and what story your club wants to tell in order to chgmgsic perception and increase or preserve market share (i.
membership). Thoroughly search Internet and print sewsweeh as articles, case studies, literature, and relegant
publications.

Budgeting— PR costs a small fraction of other marketing methodst’'duiot 100 percent free. Factor in the time
involved in planning the campaign and writing the PR matempds the cost of printing and distributing those materials
and following up with the press. Certain public relations¢acirideos) can actually be pretty expensive. The main
expenses are out-of-pocket expenses such as printing andgastd fees paid to outside vendors such as graphis,artist
media lists, etc. Since Zonta members volunteer tieiskils and time, it saves your club that expense.

PR Plan Format - Most PR plans follow the same basic set-up once buddetasmined.
= Overview — An executive summary of existing marketing challengestiiesPR campaign is designed to meet.
= Goals— What you want the PR campaign to achieve
= Strategies— Methods by which to achieve your goals
= Target Audience— Types of people you want to reach
= Key Target Media — Specific publications and programs toward which to diyeat PR efforts
= Recommendations- Which PR tactics to use, other ideas, and anglestbrtactic
= Next Steps— Action plan for who does what and when

Hone Ideas to Form Creative Promotions- The first draft of any document is rarely the bésre(that’s why it's

called adraft). Now it's time to go back and define specific detailsialtbe recommendations of which PR tactics you

plan to use. The more complete and specific your plan igm®wasier your job will be later when it's time to iepknt

the plan. To make your tactics as creative, original,eagaging as possible:

» Understand that the media is looking for news- News, by definition, is anything that is new, differemig
creative. This holds true in catching the media’s interest

« Accept that often the most successful PR ideas arémotally unique — They may just be old ideas with a new
creative slant, so don’t worry if you're stumped fomgthing new.

- Don't lose sight of who you're creating publicity for— When writing a press release, be careful not to wrée an
advertisement because the media doesn’t run advertisemémsitvgetting paid to do so. If you want your publicity
to work, you must design your campaign from the public’s poirrtenf.



- Tie into hot news stories, seasons, or holidaysCreate a PR campaign that ties in with a holiday,isipeecent, or
other calendar date. Even it that’s not the central ¢heinyour campaign, try to work in an element of timedse
You can usually find coordinating support stories to use for gwn publicity.

« Tie into an emotion— Promotions usually work if you can make the media laughoc even feel anger.

+ Research your media- If you want to get into a certain column of the newspapen a specific TV program, read
it or watch it every day and pay attention to the tygfestories the journalists like to do. Then fit your néem into
that medium.

« Take stock of your assets when going after the mediaNever lose sight of how your message can be manipulated
to move the public and get the attention of the media.

« Use swaps to grab attentior- A campaign that involves some sort of exchange is a popfitective way to get
publicity. In order to capture the media’s attention, thepsmust be creative and innovative.

Evaluating PR Ideas— Here are some questions to help assess whether alpaitiea just sounds good on paper or
may actually work in real life:
« Does the campaign have emotional strengti2motion, a compelling sense of understanding and feeliRR's

primary influence because it secures media placemenfgstacision-making, generates awareness, builds interest,

increases response rates, and gets the target audidreleve the message is intended for them.

- Does it demonstrate the messag&®eating publicity initiatives, events, or promotions tthtonstrate rather than
state commercial messages is what makes them newsworthy.

« Can the intended audience relate to itA winning campaign focuses not just on what you do butaisehat your
product or service can do for the audience. This encoueagisnces to take notice of the message, change their
attitudes, opinions, beliefs, or behaviors, and hopefakg the desired action.

« Isit a step above the ordinary?PR should showcase your club’s natural strengths and aegétst you stand head
and shoulders above the competition.

« Does it answer the basic questions @fho, what, when, where, and why? A good PR campaign plan determines
what the exact message is, to whom that message hagdbesgrelevance, and in what aspect of the targetthé
message is best communicated. Know precisely why you haRepaoBram, what you expect from it, and when you
expect to see results.

+ What results do you want?Determine a budget based on what you want to achieve, am dew you will
measure your progress (amount of funds raised, inquiteg, e

Following Up: The Media Blitz — The two ingredients of PR success are creativityhand work. The hard work comes
in the media follow up. Call every media outlet to which yau $iee press. The more you follow up, the more pickups
you get. When you call an editor or producer, ask is ieheived the materials you sent. About half will say theytdo
have it, don't remember getting the release, or misplac&end it again via fax or e-mail (ask which method is
preferred) and then follow up later that day or the next da

Working Your ABC Lists — Break up the list of media prospects into segments - An& C — as follows:
A — The prime prospects— These are your most desirable targets. Include the mejia that would bring prestige
and credibility to your club if they used your piece.
B — The smaller publications— These are the small media that you don't view as éalsiEnyour PR campaign.
They are the least critical and desirable media outlksthie free weekly newspaper everyone seems to get).
C — The remaining names- This list includes everybody else.

Call the Bs first to practice your pitch. Use feedbactefme your script and improve response to your next list.

Then call the As. Do everything in your power to convinceastl one of these media outlets to run the story.

Lastly, call the Cs and let them know about the prestigiouspieps you have from the A list. The Cs are influenced
by big names and are more likely to run your campaign becatise endorsement of the A media.



MEDIA SELECTION

Choose the media outlets to which you want to send your messes and other PR materials. Because of the ingredibl
low cost per media contact of PR versus advertising, #thanselection process is somewhat different. Advertisang c
cost thousands of dollars per insertion. In PR, the costpdia contact is literally only the cost of distributingtuer

copy of your press release to different media outletautaddollar or less per publication or program. Physical
distribution is a minor cost component because the media cmarge you a fee to run your PR materials, so you don't
have to pay a pickup cost.

As you study media directories and scan the marketplaegetwisat’'s out there, add any media outlet to yourHast t
seems to reach your target market in some way, evieesétmedia are peripheral rather than central to yactolg. All

of those publications you want to advertise in but can'rdfétould be on the media distribution list to receive your PR
materials. PR is a great way of getting coverage in #iarthat you want to target but can’t afford to through
advertising. In PR media selection, when in doubt, sendt!it o

Targeting Your PR Efforts — Target your market in any (or a combination) of sevesgiswby industry, company size,
location, job function or title of prospect, applicatmmuse of your services, channels of distribution, affiniyugs
(prospects with similar interests), users of specéiwises, and consumer buying habits. After you select yogettar
market, you must then research, identify, and collectnmition on the media outlets reaching your market segments.

The Relationship Between PR and the Media While publicity is free advertising, it's also legitiraatews. By alerting
the media to newsworthy events, services, and peopleayoprompt an editor to cover just about anything. Use PR to
communicate your message, build your image, motivate destevior, and generate greater revenues and profits for
your fundraisers. PR practitioners persuade the media to pahlistiistribute stories, articles, news, and informatian th
promotes our goals. It's the media — not the publicist — whtteiginal judge of what appears in print or on the air. Rubli
relations is, at its best, a win-win partnership among pstgi¢Zzonta PR), the clients whose products they promote
(Zonta club projects/name awareness), and journalistscBtdbffer assistance by providing what journalistsinee

ideas, information, interviews, and even ready-madgesterin abundant supply and absolutely free. The media choose
from among the press releases, use them as is or rewarkkdiscard the rest — with no cost or obligatioreo t

publicists who supply the releases.

Separating Advertising and Editorial — The smaller the publication, the less of a separatioa théirbe between
advertising and editorial. The free local weekly shoppeispapers distributed in most neighborhoods is a good example.
Such newspapers are not reporting hard news per se; thesflsein the business of disseminating news about people and
organizations in the community. If you send them a presase| they usually publish it. If you place an ad, you may be
featured in editorial roundups highlighting local organizatiand services. Because many publications give editorial
favors in exchange for ad dollars, do not suggest suchramg@ment when communicating with staff writers andeslit
because you may run the risk of offending them (only discudswithiad salespeople). You'll quickly find out whether
and to what degree the advertising department can inudeceditor in favor of running the PR story of a particula
advertiser.

Turning the Press into a Client— Most journalists view PR people as resources wh@aande both story ideas and
access to sources for stories they’re working on. Ifrgoa good resource, your relationship with the media eilhlwin-
win situation. PR people should view their role as not belping Zonta, but also helping the media do their jobsatTre
the media as customers — consumers of your information -henddilor information that they actually want and caa us
When an editor says that he’s not interested in runningstouy, ask him what type of stories he’s interestezhd what
he’s looking for so that you can note his preferences ingengonal contact list and can then pitch your next idea in
terms that will be attractive to him.

When a publication writes a story about you (or your organizatsend a note to the writer saying how much you like
the article and what response you've received to the piégeers like hearing about responses because it tells ttem
people are reading their stuff.

Breaking Through the PR Clutter
Use the surround strategy- Target your PR campaign to cover all the publications centeamarket or audience, then
spread out to cover all the other media that your targetreza, hear, or see. By taking this approach, you waausnd
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the prospect with your story and message in multiple m&tdimmessage not only gets through, but it also reatshes i
audience through multiple exposures, thereby increaseatijodlity and making more impressions.

Having a Go-To Guy— Establish someone in your club as an expert on a partioplarelevant to Zonta. This person
then becomes the source the media goes to first for commenténat particular topic. This is a great way tcakre
through the PR clutter because if Zonta is the source td&mees to first, your member — and not that of your
competitors — is the one being quoted in stories on ymic.t

Offering an Exclusive— If you want to place your story in a specific publicatioprmgram, offer them aexclusive

That means this media contact has first the opporttmityn the story. If this media contact accepts, doelease that
story to any other media until the story runs firstrasxclusive with that publication or program. Offering éxelusive
increases the likelihood that your first choice media outliétrun the story because the media love exclusives. If ybu ge
into a prestigious print publication through an exclusive, makéss of the story and include it when sending the release
or media kit to other publications after it has run. Whenatiher media, especially broadcast, see the reprinindidye

more likely to run the story. Pickup in a big national pedtion serves as a media endorsement of the story tohire ot
media. Endorsements from the media help convince other mediayouurelease or cover your event.

Tie in to an Existing Story— This method is based on the fact that it's easiemgmypiack on a story or event that the
media are already covering in force than to entice th@nfor the sole purpose of covering your story. If camemas ar
already shooting and you walk in with something they can’t bedpotice, it’'s as simple as moving a few inches to the
left or right for those cameras to turn on you fora $econds. And those few seconds are really all you need.

Broadcast Versus Print

Some stories are better for broadcast and some far phia strength of television is visual, the strengthadfo is sound,
and the strength of print is the wealth of detail tlzat lse included. For TV news, think of colorful, dramatays to
demonstrate your story (for example, a colorful displBgy.radio, music provides an instant background. We lianin
age of electronic information with people reading less aaghing and listening more. Therefore, getting on radib\b
enables you to reach additional prospects who may not resgpapers or magazines. For print, a long list can be
impressive (but don’t get too detailed because that tufmearlers who have no patience for reading much beyond the
end of their nose!).

A key ingredient of attracting publicity in any medium, espily in broadcast, is to be accessible, flexibie] a
accommodating. Give the media first priority, and acdepfitst suggested time or date unless you absolutely @an’t

so. Although producers generally treat guests nicely, bedmifgroducers were customers of your business: you exist to
serve their needs — not the other way around. This attituseepeilts.

Public Service Announcements (PSAs)In the U.S., broadcast stations are required by ther&leéfimde Commission
(FTC) to run free brief announcements that serve the pulbéicesting order to renew its license. For radio, tiipes Ws
(who, what, when, where, and why) on a 3x5 index card andtrtaiéach station with a letter requesting they iiead
during the specified dates. For television, use a brisioe of your newspaper press release. Read it aloutiraed
yourself. It should be no longer than 30 seconds. Some Tigrstatin a community message board service, which is a
series of typewritten announcements flashed on the s&gam, just send the 5 Ws.

Radio

Many people live with radio — in their homes, in theirsg@and on the go. It goes places other media can’t. Marsider

it their primary method of gathering information becatl®y can multi-task while listening. In fact 82% of aslage 18
or older listen to the radio while they driv&his high percentage might also be attributed to ttietfat radio is a
medium built on habit. People’s radio habits tend to uéttg bay to day. The selective quality of radio pasduced

loyal listeners. This loyalty assures advertisers aresistent audience comprised of the type of listener the RR
campaign is designed to attract. Most large manufactuasesd¢o-op advertising programs for radio through which the
manufacturer reimburses the local advertiser.

AM radio reinvented itself when FM became the dominant flammusic. Now AM is thriving again thanks to talk iad
format. Opportunities to appear on radio talk shows argifale You don't have to be a celebrity to be a guesa eadio

YEric Yaverbaum, Bob Bly, and llise BenuPyblic Relations for Dummig&™ Ed., (Indianapolis: Wiley Publishing Inc., 2006),
p. 170.
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show. Radio talk shows are a great way to get your mes$sdge world because they are always looking for irtiages
guests with knowledge of a specialized subject of inteoestpiarticular audience and the ability to communicate this
knowledge in an interesting, enjoyable, and clear way tlo&td®s numerous PR opportunities. Personalize what you
know, reach out, and talk honestly and directly to yourriate as if you're having a conversation. Those listenast m
feel the force of your personality.

About a third of these shows are general interest; thesoteer specialized topics ranging from agriculture and bgsine
to sports, health, personal finance, and travel. Reahdoe a very important part of the strategic PR amig,that often

gets overlooked. However, it's a very effective and influéftian of communication and should definitely be part of
your media plan.

Satellite Radio— The advent of satellite radio networks enables ragtieners to have more and more control over what
they listen to, whether on their radio or over the InterAstsatellite technologies move into the radio spacgsait i
blessing for PR practitioners. You can actually single aatidience and focus on strong demographic profiles — you
can target specific interest listeners across thetgponaround the world.

One drawback of satellite radio, however, is becausesd reew it is nearly impossible to measure. Although nakion
satellite services promise listeners more choice, consisiehe programming, and less commercial distraction, many do
not offer local news, weather, and sports. The fututeaditional radio will focus on being live and local and on
interacting with listeners in a positive way.

Television

PR is the most inexpensive TV commercial of them all, @veing television advertising’s cost constraints. The same
public relations campaign that you design for newspapers, magaand radio can work in TV, too, provided that you
add a visual element to the campaign. The most appealumgjs/sre dynamic, showing lots of action. The more unusual
the visual, the more it will catch a producer’s eye and gmtjae viewer. Campaigns with an inherent visual elemerk wor
better on TV than those that don’'t have a visual component.

By watching TV, you'll quickly be able o figure out which grams are a good fit for your PR efforts, and which your
target audience is watching. After you've found a progyamthink you may want to be featured on, watch it a number
of times, paying attention to the format and the tygesegments it runs. Think of a way to fit your message the

show's format and — even better — one of its regular segmen

Print

Finding out where to send press releases involves some teskddcess press releases to the appropriate editgiay If
do not have names, address the New Products Editor, theeBsi&ditor, Education Editor, Features Editor, or th®e
of whatever column or section you hope to be published ymuf story warrants more attention, that editor wiilcily
pass it on.

For press releases of only local interest, the teleplirectory or Internet may contain all the addressesged. For

more extensive mailings, you will find useful lists througferences such &acon’s Media Directoriesr Gebbie’s All-
in-One Media Directorytrade and educational associations, and chambeosnoherce. Most public libraries, as well as
college and university libraries, have directories of newspagred magazines organized geographically and by subject.

If you are just beginning to write press releases, personeatamith an editor can help. Most editors are williagpend
some time talking about the problems of writing press reldasesspecific project or meeting. Such a discussion may
help get your story used when your press release lands onttirésetbsk. Don’t overstay your welcome and never carry
in your press release to ask about it being printed. Tlyeamslwer you are likely to get in such a situatiomas/be

because the editor most likely won't know at that pointéam be used.

Writing and Placing Feature Articles — Placing feature articles with appropriate trade, corsuon business
publications is one of the most powerful and effective of alketarg techniques. Unlike a news article, which gives a
straightforward report of recent events, a featurelars a longer piece that explores its subject in gretgeth. Feature
articles often present a detailed case study, exptanatitechnology, or guidance on how to do something.



Getting More Print Coverage— The Internet has changed the way business is done in théut. 8iany people view
print media such as newspapers and magazines differertte tllan 8,000 magazines and 6,900 daily and weekly
newspapers are published in the U.S., and nearly 60 milliospagers are sold every dayo promote your club’s
interests, you still want to reach print journalistsl get your business covered in their publications.

If you give journalists a good story idea, you automatidailyrove the odds of getting into print. If you give the story to
them written, packaged, and ready to go, your chancestfggerinted increase dramatically. The best way tivele
such a story is in the standard press release.

For more detailed information about press releasesnenorint media, refer to the Q1 2009 issu€@Comm
PROMOTING SPECIAL EVENTS

The decision to organize a special event must takeansideration club members’ commitment and ability to be
involved as well as the financial resources of the cliiie. &ntire club membership must vote to do the event. Tbe cl
president then appoints a chairman or assigns respagdibilithe event to an existing committee.

Any event can be used to distribute more information abouZénsplay boards, promotional products, brochures,
newsletters, press releases, and information pacleetsdl drelpful tools for promoting Zonta.

Here are some tips to draw visitors and gain publicity:

« Tie the event to current events or news.

- Tie the special event to a holiday, anniversary, or athservance.

+ Involve local celebrities.

+ Make your own news

« Feature an unusual, interesting, or creative event asfgie overall program.

Determine the Purpose of Your Special Event Here are some possible occasions to hold special events

« To celebrate or commemorate specific events which grertant to Zonta and to inform members and the public.
Examples include club anniversaries, member installatoasiniversaries, and special Zonta holidays (Amelia
Earhart Day/Month, United Nations Day, Zonta Rose,awg International Women'’s Day).

« Toraise funds by reaching beyond club members to increaselatice.

Set a Budget- The biggest drawback of holding special events is their @odtthe second biggest drawback is the sheer
amount of work they take to put on. When planning an etleatyest place to start is your budget because it wilitéict
the scope, size, and even the creative approach to your even

Jobs for the Committees

« Attendance and Registration— Printing and distribution of tickets.

« Finance— Creates budget, determines cost, handles receipt of flisloisrses expenses, and submits final financial
report.

« Venue- Selects location for event, handles theme and decqragigtts menu, and arranges audiovisual and lighting
needs.

« Program — Selects speaker and emcee (as appropriate); arrangesdident’'s welcome, invocation, national
anthem, entertainment, speaker honorarium or gift, concludregnoay; prepares script; and arranges for rehearsal
as needed. (Note: The Program Committee should refiee tdonta International Protocol Manual for details on
general protocol and order of precedence during introductions. Sadg®eremonies also appear in the manual.)

« Public Relations— Prints invitation, programs, and alerts media as g@pigte.

- Extras — Favors, door prizes, place cards, name tags or batiyes, roses

Back Time to Control Deadlines- Establish deadlines on your calendar for the Public Raktools you will want to
produce during the year. Consider each tool separately,ahmk how long each phase of producing it will take, create
mini-deadlines for each phase of the project, working backwantilsyou identify a start date when you need to begin the
project in order to have it in hand when it is needed. iBhialled back timing. Make a separate project calenstarg all

the mini deadlines.

2yaverbaum, Bly, and Benun, page 196.



Promote the Event— Special events are effective publicity vehicles becaugenttlp market your club or service to the
public, and they’re promotable which can get you press coverage.

Prepare News Content- For more detailed information on writing press releasee the Q1 2009 issueZainComm

«  Start with a list of the facts. Write down the 5 Ws: WWthat, When, Where and Why.

» You will need to write a press release. Try to work3h&'s into the first paragraph.

« Be clear about who your audience is. Write your press eeteasonvince the media that this is important news to
your audience.

« Always include a release date: the day you want the teemyspear. Always include your name and telephone number
so the press can contact you with questions.

+ Quotes add interest. Consider putting a key phrase intquotaarks and attributing it to your president (obtain her
permission prior to distribution).

+ Prepare a summary statement about your Zonta Club to beaacin every communication.

« Note the availability of photographs and include photo captions.

« Have at least two other people proofread your material.

Contact the Press Begin contacting the press several weeks before your legeatse only breaking news (i.e. crime
and emergency situations) is written the day before. &axail, or hand-deliver your press release a couple ofsveek
prior to the event. At metro newspapers, be specific wheasing the recipient of your press release. If it is fewthe
community, contact the community editor or reporter. Ong/the managing editor as a last resort. If possibl@vialip
with a phone call the same day you estimate your writtéarrabarrived to ask if they received the news relehdeegy
need any more information, and when they think it will feind out if your paper has an online community board where
you can post your news — regardless of whether it runs methspaper or not. Most TV and radio stations also haee f
online calendars of events on their web sites so take @dyahy posting your news there as well. Sometimes tdikx ra
hosts will agree to an on air interview the day of amgv®it this must be scheduled far in advance.

Paid Announcements- You can always place advertisements on radio, TV, jrimh. This might be an appropriate
strategy for a fundraiser when you want to control the obmetead of an editor. This can be very expensid®ton
television because of production costs that are not indlundine price of the airtime.

All media research their market share. Ask to seaésisarch to understand what percentage the station seauhen
what demographic groups. Airtime is priced based on audgpneeSpots (ads) can be 15, 30, or 60 seconds. Using an ad
agency is recommended for broadcast media.

An unfortunate result of our current economy is a lack oilae space for community events and announcements
because advertising is down. Paid advertising determines thetgudé content space available. So if you have an event
to promote, consider buying some ad space to promote it becangesdaften encourages publishers to look more
kindly at publishing your PR information for free.

Look over the following press release for an example of hqwamote a special event. Visit the Zonta International
Web site for more examples and templates.



'B‘ Zonta Club
of Cincinnati
Member of Zonta International PRESS RELEASE — FOR IMMEDIATE RELEASE
Thursday, November 20, 2008

CONTACT: Terri Purtee-Stein
(513) 697-8237; tps29@zoomtown.com

ZONTA CLUB OF CINCINNATI & JOSEPH-BETH BOOKSELLERS PARTNER FOR
COUPONS FOR CHANGE FUNDRAISER ON SUNDAY, NOVEMBER 30

Cincinnati, OH — The Zonta Club of Cincinnati will hold a Coupons for Change fundraiser in conjunction with
Joseph-Beth Booksellers at their Rookwood Pavilion store located at 2692 Madison Road in Hyde Park
(513/396-8960) on Sunday, November 30, 2008 from 9:00 a.m. to 8:00 p.m. For every customer who presents
a special Joseph-Beth/Zonta coupon along with their purchases at checkout, Joseph-Beth Booksellers will

donate 20% of the total sale to the Zonta Club of Cincinnati (go to www.zonta-cinti.org to print out the coupons

- please note that it is not a discount coupon). In return, Zonta Club members will staff the complimentary gift
wrap table available to all Joseph-Beth customers for their purchases that day. Zonta’s proceeds will benefit
the Zonta Service Fund, Inc., which is the club’s non-profit arm through which money is donated to various
charitable causes that align with Zonta International’s mission to advance the status of women worldwide.

Zonta Club of Cincinnati President Ellen Spaeth said, “We are pleased to be partnering once again with
Joseph-Beth Booksellers for Coupons for Change. Our first Joseph-Beth/Zonta Coupons for Change fundraiser
raised $1,200 and we were able to spread the word about Zonta’s mission to advance the status of women —
both locally and globally. We hope that the Greater Cincinnati community will turn out once again on November
30 to support both organizations in our efforts to help women in the Greater Cincinnati area because it's a win-
win deal for everyone.”

Past fundraising projects include the Zonta Club of Cincinnati Annual Garage Sale Scholarship
Fundraiser, which provides money for the Ann Rasche Scholarships, and the 2004 and 2006 Quilts for Change
juried quilt shows raised money for the Greater Cincinnati YWCA and Women'’s Shelter, the Rape Crisis &
Abuse Center of Hamilton County, and the Center for Peace Education to finance classes to teach non-violent

-MORE-

10



PAGE 2
ZONTA...JOSEPH-BETH FUNDRAISER SUNDAY, NOVEMBER 30

problem-solving skills to students, parents, and teachers at Chase School in Cincinnati. Proceeds from other
fundraisers benefit ongoing programs supporting the Visiting Nurse Association, Bethany House Women'’s
Shelter, and the Tom Geiger Guest House.

The Zonta Club of Cincinnati is a service organization comprised of business and professional women
dedicated to advancing the status of women worldwide through service projects, advocacy, education, and
program funding to build a stronger community. For more information about Zonta and how to become a
member, contact the Zonta Club of Cincinnati via the web site at zonta-cinti.org, call Dawn Trammell at

513/621-3685, or visit Zonta International at www.zonta.org.

-END-
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HANDLING THE MEDIA

The number one rule in dealing with the media is to lagable. A journalist on deadline for today’s broadcast or
tomorrow’s edition can’t wait for you and won’'t accommodgatar schedule. (General rule of thumb about deadlines: If
it's a daily print publication, don't call after 3:00 p.mitl§ a weekly or monthly magazine, don't call late in eek or
late in the month.) If you're immediately available, yavé a good chance of being quoted or covered in the story.
Whatever your storyif is not asimportant to the media asit isto you. Media people are under deadline and if you aren’t
available right now, they'll do the story without you — or dkip story and do another.

Become Savvy with Media Interviewers- The press represents a very unique audience that ndesl§éated in a

special way. Always remember: People in the presaargour friendsNeversay anything to a reporter that you

wouldn’t be comfortable seeing in print, hearing on the raigeeing on TV. Reporters will not always honootihe
recordrequest. If you say it — even if ysayit's off the record — it's on the record. The medials is to report and

gather news, not promote your product or organization. Thgrealists who are doing a job and the job is to do a story
in a fair, accurate, and balanced way. If you give themetfuny juicy, they'll use it whether you like it or not.

Bettering Your Broadcast Interview Skills — People who are cool and collected in almost any Situatay get anxious
when facing the prospect of a TV or radio interview.ngea little nervous is healthy and positive because it create
heightened sense of awareness. By following the basics ayocatm yourself and deliver a credible performance tha
interests viewers and gets them on your side. You know moug ytnar organization than the reporter who is
interviewing you or the audience. You're being interviewethlise you're the expert and your knowledge is your
strength. Speak from that strength and you will succeed elextive spokesperson.

Handling Media Interviews Like a Pro

» Start with a goal. Approach all media interviews with a game plan and kegsages in mind. Planning ahead and
being prepared is the key to a successful interview. [iesglop communications objectives — select one or two core
messages to convey during the interview. One way to medsueéfectiveness of your PR campaign is to count how
many of your message points make it into the articles avatibasts in which you receive coverage.

» Preview the media outlet.Educate yourself in advance about the print or broadcdst that will be conducting the
interview. Familiarize yourself with the show on which yeujoing to appear. Know the host’'s name and manner of
interviewing, the format of the show, and what is expeotgau.

* Know the audience.Ask the producer or the advertising sales departmentrfedéa kit. Media kits are designed for
potential advertisers and usually give details on the aud@@megraphics such as age, income, family, and
economic status.

» Bone Up on Your Topic.Read through your press releases, media kit, artiplging)s, brochures and reports, and
whatever source material is the basis for your topic. Tiakes on interesting highlights and jot these key faas an
figures on a few index cards or a sheet of paper to takeyol so that you can study it while you wait to go on the
air (for radio shows you can refer to it while on thevathout the audience knowing that you're using a crib sheet).

» Take control of the interview. Controlis a key word in planning for a successful interview. k@ur key message
points into the interview early. Answer questions, bwask steer the conversation back to what you want to get
across.

* Work on a definition of what you do and boil it down to a sigle brief sentenceRemind yourself of the two
or three key messages you want to communicate.

» Put Together a Tip SheetCreate a list of relevant questions — often callég sheetbecause it tips off the
interviewer about what he should discuss — you want to arewdegive this list to radio and TV producers in
advance of the broadcast or taping. Program directorshamdi®sts are busy and often don't have time to read your
material, study your press kit, do their homework, and pespaestions to ask you. So they appreciate it if you
prepare the questions for them and submit them before ytewiew. By creating the questions, you can shape the
interview, ensuring that the topics your want to covedaeussed during your appearance.

* Know in advance the major points you want to make and the mesges you want to get acrossCompile a list of
guestions that are likely to surface during the intenaed prepare the answers. Practice saying them in sliaggsh
that you can slip into the conversation in case the hosnd@sk questions whose answers help make your point.
Prior to the interview, ask the reporter what toics going to be covered.

» Be a credible spokespersorAlways stick to your area of expertise. Before therwiew, gather all relevant facts so
that you have them ready to use when appropriate. Be cléaoacise. How you handle questions that you don'’t
understand or can’t answer for lack of information alfects your believability. If you don’t understand, ask for
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clarification before responding. If you don’'t know the answéer to get information. Then do so at once and get
back to the person who asked. Admitting that you don’'t knowribeer is not a mistake, but failing to follow up is.

» Ifyou're on a call-in show, arrange for two or three friends to call in withprepared questions.These calls can
get things going, save you the embarrassment of a quiet phananthensure that you get to answer the two or three
guestions you most want to talk about.

* Have a free fact sheet, special report, booklet, or repit that you can offer callers or viewers as a giveaway.
This bait piece contains information that expands on oneoce of the topics you discuss on the show. Having such a
piece can make the difference between tremendous versus meach@eneration from a radio or TV appearance.

* Give away tickets to events on the aitConsider donating a pair of tickets to the station toalske promoting your
event.

* Handle surprises gracefully Being a guest on a radio talk show is not alwaysnaiwg situation. Getting on the
show, preparing, and doing the interview take a lot of effod time. So when you go to all this trouble and the
media appearance doesn’'t work out, you tend to get upsaioBiitlet it show. Never yell or complain, and always
leave people thinking well of you. This positive behavioreases your chances of getting more and better media
opportunities.

» Don't make product pitches on the air.Focus on what the listeners need or want, and whatditwlems and
concerns are. You come across as a credible respectpblé. @ he host promoting your organization or event is
more effective than you because it amounts to a thirg-padorsement.

* Be prepared.Bring any materials that you may need to refePtepare your props so that you don’t have to sort
through your materials during the interview. Have your ta@éfor local telephone number and mailing address
handy.

» Be conversational.Keep the tone informal, especially during a broadcastvirew. Use short words and simple
sentences to create an air of informality and avadd $try jargon. Use the names of the person intervieyongnd
the people calling into the show. By using the reporters$ fiame, you will be perceived as a warm, caring, and
courteous individual. Later in the show, refer by name tpleasho have called in.

* Make friends. You want the media to believe you and write favorably about globr Introduce yourself to the
producer, host, or other contact person. Review the agiemaformat and subject areas of the interview.

» Ask to see the studio for the set arrangement$it in the chair to check comfort and lighting levé&lsrform a full
microphone check. Ask for changes if needed.

» Take advantage of every opportunity to promote your appearancel.ell all your club members, service
organizations, business associates, friends, and faorigy them know about the interview.

* For in-studio shows, leave for the interview earlyThis is one interview for which you absolutely cannot be late!

Mastering Your Look for TV Interviews — How you sit is very important. Sit up straight, crgssr legs at the knee
(not the ankle), fold your hands one over the other (not claspsauoitap, and lean forward slightly in your chair. This
attackposition helps keep you alert and concentrated. Part ysuslightly when listening; your expression will be less
stern.

What you wear is important as well; your wardrobe cankspemmes about you. If you don’t dress appropriately, your
audience will focus on your clothes rather than your mesgagéd wearing very bright or flashy jewelry and don’t wear
large or dangling earrings — they don't televise well. Ca@msnfortable, non-constraining clothes so that you can focus
on your message and not have to worry about your garments.

Framing Your Story — An effective technique for communicating with any audiesade frame your story within the
listener’s experience. Framing helps organize your thoughtpr@esent them clearly, and also helps the audienceabsor
key messages quickly and easily. Frames help reportdrsditors structure the story — without having to anatyze
interpret the information provided. Depending upon your audiencgamdnessage you can use framing in several
ways.

* Frame of definition — helps introduce a new product, service, or concept by aingpwbkese four key questions:
What is it? How does it work? Who benefits? Why should adyltare? By addressing these four questions, you
give the reporter and the audience a concise, well-strdgmesentation. You also ensure that the story
communicates the key points you want to make.

» Frame of perspective -The answers to the following questions quickly communigate organization’s mission
and goals to those unfamiliar with you: Where wer& Wéhere are we? Where are we going? Why are we going
there?
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* Frame of scope- Appropriate when your organization deals with a causesd)remndition, or need. The media is
probably somewhat familiar with the problem but unawaresagabpe. In your press conference, you should ask the
following questions, whether they're asked or not: Wha#hesproblem? How bad is it? Who has been affected? What
measures are being taken to prevent reoccurrence?

» Frame of clarification — Used to correct misconceptions. State the misconcedemtify it as such, and then give
the correction.

Handling Hostile Interviewers — Some interviewers like to heighten the entertainmdoewaf their programs or
interviews by baiting their guests or trying to get thenoteonally involved. Hostile interviewers are the exception and
not the rule. Usually, interviewers are very accommodatinigaae interested in what their guests have to sayekfeny
being prepared for all types of interviewers is importamany media interview, total and complete concemtnas
essential. Total concentration becomes imperative wbeine dealing with antagonistic, hostile interviewers. So
maintain a polite, distant, and measured stance.

Phone Interviews— For call-in radio shows that interview you by phone from yaume or office, arrange for absolute
silence and no interruptions during the interview. Turn offryradio, too. Finally, be sure to have a glass of waeady

and that the air conditioner or heater if not turned up tg. iou want to be comfortable before you begin because you
won't be able to get up and change anything after the inteststs.

Press Conferences- Only hold a press conference if you have an imporaeaking news story that every media
company in town will insist on covering. The story should lagomnews; reporters and on-air personalities don'’t want
be dragged away for a trivial announcement. Use press eoné as tools only when you want a large number of
reporters who are eager to cover a story with equal aacéise most time-efficient manner.

If the Media Come to You— Sometimes you may be in the news because of or yourisgpasbut a topic in the news
or because of a current crisis, so the media will cailfpo an interview. While you may be interviewed for sale
minutes, only 15-20 seconds will appear on tape. This is caflednd bite This is extremely importanplan what you
want say in advance. Think of the main point you want to make. Write it dowrd adit it to 15-20 seconds. Rehearse it
until you can say it without reading. Without a plan, you feaget important points that you want the public to know
and/or sound unorganized as well as unprofessional.

Interview Tips — The segment length is defined by the producer, which $gliengs your interview time. Listeners
prefer crisp, concise answers, and lose attentigouire windy. Keeping all that in mind, here are some genig=for
making your radio or TV appearance a success;

+ When asked a question, restate it before giving your answer

« Be brief — after 20 to 30 seconds, you're probably over answéfiag.answer goes longer than that, summarize.

- Demonstrate that you're an authority by using facts tonenate your points.

+ Use dramatic statistics and findings to grab your audiemttention.

« Elaborate beyond yes or no responses. Make specific poidtsite examples to bring home each point.

- Don’t come off like a stiff — be relaxed and let your personahine through during the interview.

« Be positive and show enthusiasm and conviction.

- Don't repeat or paraphrase a damaging question. It’s tokisyerrupt a question based on a false fact or premise.

« End each segment with an upbeat, summarizing benefitloiiah your advice or using the product you're selling.

« Find something you can show or demonstrate. The most borindgsvisetalking heads- people being interviewed
on camera. You can only get away with straight video avipersonality who has strong charm, charisma, or appeal
on camera. If you're a great guest — photogenic, enthusiappealing, and maybe a bit unusual — you may be a
natural for television and able to get by just on your own dppegthat’s rare. For most people, improve the odds
with a clever campaign built around an engaging visual element

» Read newspapers and watch TV to catch late-breaking news.

« Stay focused and keep talking. Look the interviewer in thesega if she isn't looking at you. If you look your best
and maintain an alert, attractive presence, you’ll caoress as the kind of person who cares about yourself, your
organization, and your audience.

« When talking to the audience, look into the camera leifsyaa’re looking directly at the person asking the question
and talk directly into it.
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« If the subject is light, show your sense of humor but defi'jakes. Short anecdotes are effective. If it's seritets
your feelings show on your face. Generally, it's best to shgwityiand calmness instead of going displaying
feelings of anger.

- Even if you think you've said something inaccurate, keep talki@dyaps correcting yourself in the next few
sentences.

» Allow studio personnel to put makeup on you. It will make you loolehett

»  Drink water or warm tea with lemon to loosen up yourahrévoid milk products and powdered donuts.

« Take a few minutes to relax and gather your thoughts.

«  Remember posture, eye contact, and gesture rules.

« Stay positive. Remember that you're trying to reaclatiience — not the interviewer.

« Have fun! The interview will turn out best if you relax amjog yourself. Being enthusiastic about the subject will
make the interview a pleasure for the host and the viewers

FAQs

Q #1: Here's a draft of a press release promoting a spa@al eequesting input from a PR standpoint.

The Zonta club of will be honoring 12 outstanding young womemioday with a reception at

country club. The girls were originally picked by th&ghools as the outstanding girl in the senior class of her high
school Their resumes were sent to Zonta club of . ddumittee studied their resumes and selected 12 for their
outstanding contribution to their school and to their commuriityese 12 girls, their families and their schools will be
honored at the reception on May 8, 2009 - international wordag's Each girl was given a certificate naming hahas
outstanding young woman in her senior class. They wil il@seive a similar award at a special awards cere@iony
their school.

A: This sounds like a very newsworthy event, so hopefully your PR & Communications Chair or Committee will write a
press release about it. With the template | sent you, it should be easy to insert this information for the first paragraph and
then proceed with the rest of the press release, which of course can be edited if you don’t want to include that much
information or you can insert more information about your club instead of so much of the ZI information (see the example |
sent utilizing the template).

A few suggestions:

1) Instead of saying, “Our committee,” replace it Witlne Legislative & Awareness Committee” (or whateverriaene
of the committee is that you're referencing). Look at laoticles are written for the newspaper. Unless they'réimgio
someone, they do not use “our” or “I".

2) Insert the actual date of the reception insteadyoiga‘on this day” — if the publication does not print the press
release on the day of the reception, no one will know wheetiirred (or will occur). Also, if the press releaskasg
sent out prior to the reception perhaps the publication wik@do send out a reporter to cover the event (this woeld
really an ideal situation, but somewhat unlikely unlessatslow news day — but you never know so why not give them
all the information? It can’t hurt to include the date;ittea is to make all the information readily availablé®
publication to make it easy for them to publish your pressisel.)

3) If the press release will be distributed after thepteoe, if at all possible send a photograph and be sudenify
each person in the picture. Also, be sure to note that i@ photo included in the header by stating “FOR IMMAEIH
RELEASE — PHOTO INCLUDED”.

4) Should the May 8, 2009 date be March 8, 2009 (which isnatienal Women'’s Day)?

5) Be sure to include the contact information in case thegatioin needs more information.

6) Print the press release on your club’s letterhead totgwere official to the recipient media outlet.

I think this is an excellent way to promote Internation@men’s Day and | wish you the best of luck with your reoept
and press release! Please let me know if you have anyansestineed further explanations or examples

Q #2 We are updating our Zonta brochure for the club. Can you please send us copies of what you believe is a model
brochure? (do they exist? And, is there any required info that has to be included in the brochure other than what we have
now? A draft of their club brochure was attached
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A: | have looked over your brochure and think you've made a great start here. | know from personal experience in
creating our club’s brochure that it is not easy. Take a look at it on our web site as an example to consider (obviously each
club’s brochure should be unique). The challenge in creating our brochure was to differentiate it from ZI's brochure and
yet tie it together with a common message and mutual goals. We looked at a couple of Zonta club brochures that were
posted on the ZI web site and at the Zonta Club of brochure before deciding upon our final version. We are also
extremely lucky to have a professional graphic artist as a member, so if you've got someone familiar with graphics that’s
willing to help, you may ask for some layout assistance.

| made some revisions to your brochure using the Track Changes feature in Word, which is also described below, in
addition to a few other recommendations or considerations for you to think about.

1) Is Area part of the Zonta Club of name? If not, it sounds awkward to me (and also confusing because your
club is in District 5, Area 1) but that could just be my personal preference and the general public probably does
not know the difference anyway.

2) Delete the numbers under the What is Zonta? section — | cannot see that they serve any purpose since there are
only two.

3) Only use quotation marks when you are actually quoting a person (and be sure to identify the person being
guoted). Modern writing uses the italic font in place of quotation marks when not actually quoting someone. (FYI:
Quotation marks were originally used when printers and typewriters did not have italic fonts to set apart certain

words.)
4) Under The Zonta Club of Area section: (a) capitalize the C in Club, (b) delete the comma after 1961
5) Under Zonta (I added Club) of Area....: (a) do the two scholarships mentioned have names? If so, use

them so that the community can identify which scholarship may apply to them, (b) delete the quotation marks
around Treasure Boxes, (c) in bullet point #7, change fund to funded, (d) in bullet point # 8 about the Celestine T.
(Maschari) Braunstein Scholarship, spell out two (not 2 — numbers under 10 should be spelled out), and spell out
SHS - don’t make people guess what it stands for and should there be a period after the T in Celestine’s name?
(e) in bullet point #9 about Advocates for women'’s issues, hosting educational....delete the comma between
issues and hosting, add and and insert parentheses around i.e. eliminating....

6) Under the Programs are Funded via: section (a) either single space the description under Annual Fall Sale of
Gourmet Nuts or double space the other two fundraiser descriptions for continuity and it just looks more attractive,
(b) capitalize Uniquely and Pins to match the descriptions of the other fundraiser descriptions, (c) capitalize the F
in Funded, (d) Fund-raiser should be changed to Fundraiser (no hyphen), (e) Hand-crafted should be handcrafted
(no hyphen)

7) In the club information box: (a) add periods — should be P.O. — and a comma between and Ohio, (b) since
the e-mail address is too long to be written all on one line, put yahoo.com on the second line — people will figure it
out.

8) | would recommend re-wording your Vision description because it sounds like you just want your club to be well-
known rather than your work and I'm sure that’s not your intent. You could say something like: Increase visibility
and awareness of Zonta Club of programs to reach and improve the lives of women and families in the

community — or something similar that gets your idea across.

9) There are two blank pages at the end of the brochure and | cannot eliminate them for some reason. If you have
the brochure printed somewhere, this will cost extra for the unnecessary pages so I'd try to delete them if at all
possible.

Feel free to contact me either via e-mail or phone if you have any questions or would like more input. Good luck with your
new brochure. Please share your final version with us in the district — | know you'll turn out a great product.
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