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Working the Media
Working the media is a vital component in producing the Trading Graces Online Auction Event.  We use the media to make others aware of important events, and it is through the media that we are able to reach a wide variety of  stakeholders.  For the purposes of Trading Graces, we include the following outlets in a list of media resources:

· Bulletin Boards

· Telephones
· Email

· Business Letters

· Organizational Newsletters
· Church Bulletins

· Trade Journals

· Newspapers

· Radio Stations

· Television Stations

Each of the forums listed above can be used to help publish information about Trading Graces.  This toolkit is designed to provide you with information and links to materials you can use to build momentum for the 2007 online event.

Our first-annual Trading Graces Online Auction (February 2006) offered LSA and its member organizations unprecedented opportunities for making use of the media to enhance community awareness of Lutheran social ministries.  Trading Graces heightened recognition among the populace for the great array of Lutheran social ministry organizations.  We gained interest and support through print, voice and TV media with nearly three million impressions stimulated by local SMOs and over 25 million gained by LSA’s media campaign.  At the height of the event (February 2006), LSA recorded over two million hits to its website.  Trading Graces accounted for a great share of the increased website activity.  
As we gear up for Cycle Two, we will engage in another collaborative effort to share with the public the grace, good will, and compassionate values that Lutheran social ministry organizations make ready nationwide.  Telling our story will help us engage and connect with potential donors, supporters and eBay purchasers.   Telling our story will help “personalize” interest for specific Lutheran social ministry organizations as well as help broaden the public’s understanding of our collective presence.  We’re still developing Trading Graces as a recognized ‘brand’ and we are exploring the efficacy of awareness and fund raising on the internet.  This toolkit is designed to help make Trading Graces a success.
Telling Our Story
Story telling is an effective mechanism used to connect with the public.  Story telling provides valuable information about how the work we do positively impacts lives in our immediate communities.  Because the public wants to know how we use our funds to achieve positive outcomes, it is important that we consider promoting good news about Lutheran health and human services organizations by describing specific acts of care, kindness, and love.
The Trading Graces Media Plan (see document posted on the LSA website at the link: Trading Graces/Media Exposure Reports) outlines the thrust of efforts to be undertaken nationally to build momentum for the event.  In the pre-Christmas phase, we are interested in getting the story out about our individual participating organizations to garner awareness, interest and support for the auction event.  The pre-Christmas phase message will encourage awareness for local Lutheran health and human services organizations, and ask for contributions of in-kind gifts to sell on eBay.  The post-Christmas phase will emphasize items being sold at the live event to help stimulate supporters to buy at auction.  
Stories from participating organizations can be effective tools to communicate awareness and interest, and to garner support.  Making use of stories can effectively attract media interest through angles and hooks that are timely, entertaining, and which strike an emotional cord.  Building momentum for the event requires good stories. The following components should be included when crafting an appealing communication describing a success from last year’s event that communicate how the monies realized were put to good use:

        Describe an in-kind donation/donor (what was given, by whom, why?)

        How much did the item sell for on eBay?

        Describe how the money was used to provide a specific service

        Who received the service(s)? 
        What outcomes/results were achieved?  (include a client quote, if possible)

        Provide a release and photograph to allow LSA to re-tell the story in its    

          publications/press releases/promotions.  
In addition to telling us how the proceeds from Trading Graces made a difference in someone's life, other success stories can provide angles and hooks that the media may have an interest in.  For example, did you discover new audiences in your community where new people learned about your services? Were you able to deepen relationships with existing supporters/donors? Did a media outlet or company partner with you? Was there an unusual story behind one of the gifts donated?

Grace Gifting
Last year, Trading Graces was able to make use of media opportunities in the week following Christmas.  The concept of “re-gifting” was carefully described to help the public understand how re-using, re-circulating, or recycling  a gift could be done in such a positive way that it resulted in helping someone else.  As we plan for Cycle Two and anticipate new opportunities to engage the media around the concept of re-gifting and strengthening the Trading Graces brand, we hope to cast re-gifting in a different, unique, and more positive manner.  Trading Graces will promote the concept of “grace gifting” with the hopes of:

· Strengthening the public’s image and connectivity with the brand: Trading Graces

· Effecting a positive desire among people seeking a special and thoughtful way to donate gifts and services
· Connecting the act of giving with Christian (Lutheran) values and faith

· Appealing to donors with a personal way to demonstrate that sharing benefits others

· Identifying ‘grace gifting’ as freely giving to benefit someone else
Building a Media List

In lieu of purchasing media contact lists or databases, there are free internet resources that can be used to create a media list. Once the list is created make sure to update it regularly as reporters and editors often change beats or are re-assigned. 

Free internet database media resources include:

http://www.congress.org/congressorg/dbq/media
http://www.usnpl.com/
http://www.fair.org/index.php?page=111#wires
Suppliers of media contact information:

Bacon’s Media Directory, www.bacons.com
Burrelle’s Media Directory, www.burrelles.com
Gebbie Press, www.beggieinc.com
News Media Yellow Book, Leadership Directories, www.leadershipdirectories.com 
Working with the Media

Start building relationships with the media by becoming a media consumer - watch TV news, listen to the news radio stations, browse the internet, and magazines. Try and figure out what reporters cover what issues. Most media outlets have a report dedicated to a certain topic or “beat.” Use the internet search engines like Google to search for relevant information via the News section.

Helpful Tips

· Introduce yourself before you pitch a story. 

· Always tailor your pitch to the specific reporter or publication. 

· Always follow up your pitch with a phone call, but don’t call when they are close to deadline.

· Never contact more than one reporter or editor in the same news organization about the same story unless you let them know. 

· Never have more than one person from your organization pitch to the same media outlet.

· Use e-mail for print publications and websites. Summarize pitch in subject headings to ensure that your e-mail doesn’t look like spam.

· Use fax for TV newsrooms which are too busy to short through e-mail.

· Reserve snail mail for press kit mailings or if you are trying to build a long-term relationship with an editor. Call the editor prior to sending the material to make sure it is okay to send.

· Make it easy for the media to reach you.

· Return phones calls in a timely manner. Most reporters work on tight deadlines.

· Avoid jargon.

· Ask for clarification if you don’t understand a question 

· If you don’t know the answer, say so. Tell them you will get an answer and then make sure to call them back. Follow up is essential. 

· Be as helpful as you can, even if you have to defer to someone else. Reporters appreciate your assistance, even if you don’t have the answers. 

· Don’t ask to speak off the record.

· Don’t ask to review or approve the story before it is published.

· Most importantly, establishing a good working relationship is essential.

Tracking Your Coverage

Keep a record of your success. Track all of your media coverage. Remember that internet and broadcast pieces can disappear quickly, so you need to make it a priority. If you don’t have the staff there are a variety of “clipping services” that can help to this for you.

Clipping services include:

· www.clippingservice.com
· www.burrellesluce.com
· www.lexisnexis.com/currentawareness/trackers
· www.webclipping.com 

Participating SMOs are asked to help LSA keep a record of media placements.  Reporting on in-house articles (SMO produced newsletters), local press print coverage, radio, or television exposures will allow us to compare our 2007 awareness to the inaugural 2006 event outcomes.  A sample spreadsheet for recording information about your media placements is attached in the appendix to this document.  Periodically update the list and fax or email it to 410-230-2710 (fax) or jcarter@lutheranservices.org.

Communicating Outside of the Box

Formal means of communications are great, but it is also necessary to take a “grassroots” approach. To help you get started on thinking outside of the box, we have created a short list to spark your brainstorming.

· Include key messages on your voice-mail systems and on-hold programming on your phones.  Recommended email Trading Graces signature tag lines are available for downloading at: http://www.lutheranservices.org/mediakits.asp.  See the file entitled: Outlook Signature Page Tag Lines.

· Increase visibility by speaking at community meetings, at other gatherings such as conferences, or door-to-door throughout the community.

· Use flyers, buttons, t-shirts, employee uniforms, posters, you name it to get the word out. 

· Display materials at trade shows, via door hangers (left at people’s home in your target area) and in all your facilities (through “take one” boxes or periodical displays).

· Ask local colleges, doctor’s offices and other community organizations to display your material.

· Turn your vehicles into moveable billboards with hand-painted messages.

Press Release Guidelines

Your release should look like a news release, with a bold headline, proper formatting, complete information, and most importantly newsworthy content that tells your story. Most news media use the Associated Press Stylebook; your release will be viewed more favorably if you follow its copy-editing rules. 

Formatting

· Use 8 ½ x 11 inch paper with at least one inch margins.

· Use only one side of each sheet of paper.

· Start the page with FOR IMMEDIATE RELEASE and the date. 

· Include complete contact information.

· List the city, state and date at the beginning of the first line, followed by two dashes.

· Include all critical information, especially the “who, what, when, where, why and how.”

· Don’t break a paragraph at the end of a page. 

· Center the word “more” surrounded by two dashes at the bottom of the page to indicate the release continues.

· At the tope of the next page, include a shorten version of the headline and the page number.

· At the end of the release, include a short paragraph or boiler plate about the organization and Trading Graces.

· Indicate the end of the release by centering  -- ### --at the bottom of the page. 

Content

The release should be written like a news story, following an inverted pyramid structure, with the most important information at the top. Adding a pertinent quote is helpful. Most editors scan the headline and lead paragraph; if the release doesn’t grab them, they toss it. Some publications may run the release verbatim but have to shorten it to fit the available space. They usually cut from the bottom. 
Rules of the Road

Your messages and communications vehicles should all work together harmoniously to convey a consistent message about your organization and Trading Graces. Make sure everyone knows exactly how to use the logos, colors and other components of the visual identity.

The following are some Rules of the Road:

· Colors of Trading Graces Logo 

Color is a vital component of the Trading Graces identity. When consistently applied, it will serve to strengthen the communicative impact. Only these colors are approved for use on the logo.


· The pantone colors are PMS 2945 uncoated and PMS 382 uncoated in various screens. Please see the attached sample. 
· If color is not an option, use the Trading Graces logo by reversing it. Simply reverse to a solid white out of solid color backgrounds only. Do not screen or alter in any way.

· Please see the attached sample.

· Trading Graces Logo Size

· The size of the logo needs to be appropriate. If at all possible include the entire logo at a large enough size so that everything is readable. 

· If you do not have enough space for the entire logo, then please crop it to include the text LSA Trading Graces. 


· Please see the attached sample.

· Trading Graces Logo Placement

· Lock up your organization’s logo with the Trading Graces logo (next to your organization’s logo) on all print and electronic media.
· Unacceptable Logo Usage

· Never break apart the logomark from the logotype.

· Never break the components of the logomark away from each other or logotype.

· Never change the position of the logomark or logotype.

· Never change the typeface or type size used in the logotype.

· Never change the size of the logomark or logotype. 

Note:  LSA communications director, Jeanean Merkel, can review and assist you with review of communications pieces.  Contact Jeanean at 410-230-3540.

Media Kit

Trading Graces media materials are posted in the Media Kit on the LSA website.  Materials are available to be downloaded and edited for adaptation for use in your community.  See the complete library at: http://www.lutheranservices.org/mediakits.asp.

Appendices

SMO Mentions
The following table contains information on Trading Graces Cycle Two mentions as reported by member SMOs:

	Date
	Organization
	Abstract/Content
	Circulation

	9/12/06
	LFSVA (C Todd)
	Wendy’s Recommendations
	LFSVA staff??

	10/2/06
	Lutheran Settlement House (Journal) vol 6 issue 2 f/w 06
	Exchanging Common Goods for the Common Good
	

	
	
	
	

	
	
	
	

	
	
	
	

	
	
	
	

	
	
	
	

	
	
	
	

	
	
	
	

	
	
	
	

	
	
	
	

	
	
	
	


LSA Fact Sheet…
Lutheran Services in America is comprised of nearly 300 independent Lutheran health and human service organizations that serve in over 3,000 communities across the US and Caribbean. Together they served more than one in 50 Americans last year.

For more than a century and a half, Lutherans have worked together to meet the needs of their neighbors. New ministries and new organizations develop continually as new needs are identified.

Building on the strengths of people and communities, Lutheran organizations address a wide range of needs, including those of the elderly, children and families, people with special needs, communities, prisoners, and people with disabilities. 

The two largest Lutheran denominations work together in health and human services through Lutheran Services in America.

Lutheran Services in America members serve in all 50 states and the Caribbean.

Services are available to all regardless of religious affiliation. In fact, the vast majority of people served by Lutheran organizations are not Lutheran – rather, Lutherans serve the neighbors in their communities.

Lutheran organizations invite a wide variety of people to share in the work as employees – most not Lutheran. One Lutheran organization recently counted 28 primary languages spoken among its employees!

Lutheran organizations vary greatly in size and scope of work. For example, the Evangelical Lutheran Good Samaritan Society is one of the ten largest providers of nursing home care in the country, and Lutheran Community Services in Delaware has only a half dozen staff members and counts on a squadron of volunteers.

Collectively, Lutheran Services in America member organizations have budgets totaling more than $8 billion, making LSA one of the largest not-for-profit organizations in the country.

Not only do Lutherans provide service through the work of the nearly 300 health and human service organizations, but local congregations are actively engaged in providing food, shelter, education, mentoring, and a wide range of other services in their local communities as well.
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