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A

Access Communications, Inc., 6, 274
Adoptive Parents Committee, 197
Advertiser’s kits: circulation and

readership information in,
178–180; ordering, 178; rate
card included in, 179–180

Advertising: calculating PR equiva-
lency to, 285–286; comparing
public relations and, 171; cost
per thousand (CPM), 173–175,
181, 187–188; crafting head-
lines, subheads, body copy, 177;
event journal, 262; print,
175–180; reach and frequency
concepts of, 180; ROP (run of
press) concept of, 179; ROS
(run of station) concept of, 181,
185; rule of AIDA on, 172;
staying on message with “big
idea,” 172–173; testing your
target market, 175; Wanamaker
quote on, 12. See also PSAs
(public service announce-
ments); Publicity; Radio adver-
tising; TV advertising

AE (advertising equivalency),
285–286

AFI (available for interview) notice,
33, 89–91, 110

AIDA rule of advertising, 172
Ajayi, D., 273
All-purpose news release, 77
AMD Update (newsletter), 249
American Academy of Ophthal-

mology, 249
American Airpower Museum, 60,

281
American Cancer Society, 28
American Heritage magazine, 164
American Jewish Public Relations

Society, 35
American ORT, 5, 37, 44, 51, 52,

151, 243, 247–248, 262
American Red Cross, 63, 291, 297
American Speakers Bureau, 54
American-Statesman, 22
“Anglo-Jewish press,” 35
Annan, K., 153
Annual reports: described,

145–146; elements of,
149–155; on fundraising efforts,
146–147; letters from

chair/professional head in-
cluded in, 149–150; media as
audience of, 148–149; recipi-
ents of, 148

Anti-Defamation League, 234
AP (Associated Press) Daybook,

210, 257
Apollo Theater, 23
Ardoin, M., 146–147
Art of Self Promotion, The, 245
Art of War, The (Sun Tzu), 15
Articles: annual report inclusion 

of, 151, 152; copyright 
issues of, 102–103, 298;
feature, 101–106, 257–258,
298; press kit, 113;
reprints of, 152

As Time Goes By (British TV series),
254

ASPCA (American Society for the
Prevention of Cruelty to 
Animals), 161

Association for Women in Commu-
nications, 40

Association of Junior League 
International, 14–15

Assumption College, 275
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Audience: brochure, 119–120;
knowing your, 26; media as 
annual report, 148–149; news
release, 77

Audio news actualities, 199–200
Aunt Mary’s Doghouse, 11

B

B-roll footage, 5, 225–226
Backgrounders, 111
Bacon’s Information, 75, 84, 291
Bacon’s New York Publicity Outlets, 41
BCAT (Brooklyn Community 

Access Television), 213–214
Benchmarks, 291–292
Benun, I., 245
Berman, L. U., 10–11, 59, 70, 88,

91, 222, 223–224, 292, 293, 295
Bess, C., 11
“The Best of Brooklyn” event, 264,

266–267
Beta SP tapes, 240
“Big Apple” award (Public Rela-

tions Society of America), 147
Bill, C., 212
Black Nurses Association, 277
Blue Plate Productions, 230
Boone, S., 156, 169
Botton, S., 85
Bozeman Daily Chronicle, 116
Braxton, B., 50
BRE (business reply envelope), 260
BRIC (Brooklyn Information and

Culture), 214
Bristol-Myers Squibb studios, 228
Brobst, B., 227
Brochure: audience of, 119–120;

benefits of using a, 119; design
considerations, 121–122;
elements of the, 122–130;
Gilda’s Club, 117–118; how to
use a, 120; press kit, 112; Yel-
lowstone National Art Trust,
116–117

Brochure design: overall appear-
ance, 121–122; size, 121;
typeface, 122

Brochure elements: biographies of
important people, 128–129;
contact information, 126–127;
copy, 123; graphics, 124; heads
or headlines, 123–124; lists of

304 Index

projects, services, and awards,
127; logo, 125; mailing panel,
123; mission statement, 126;
name of the organization,
124–125; organization history,
129; photos of leaders and
spokespersons, 128; photos of
projects/people served, 127;
quotes and testimonials in-
cluded in, 128; response card,
129–130; statement of goals,
126; statistics, 129; tag line,
125–126

Brooklyn College Foundation, 264
Brooklyn College Television Center,

226
Brown, K., 64
Budgets (video/DVD), 230
Bulletin boards (virtual), 246
BurrellesLuce Information Services,

84, 250, 272, 291, 292
Burstein, N. A., 102, 103
Business Wire, 75, 85

C

Calandruccio, S., 198
Calendar hooks, 59
Calendar listings, 89
Campaign promotion (annual 

report), 153
Campbell, L., 34
Cancer Division (National Institute

of Health), 281
Candy, F. J., 54
Canine Cotillion special event,

274–275, 276
Carbonell, A., 39, 213
Carter, J., 50
Cause-related marketing, 43
CD-ROM annual reports, 149
Celebrity Source, 54
Celebrity spokesperson: cost of, 56;

local TV, 51; professionalism of,
52–53; recruiting, 53–55. See
also Honorees

Chat rooms, 246
Cheat sheets, 111
Chianese, D., 224
Christian Children’s Fund, 49, 154
Chronicle, The, (HUC-JIR magazine),

249, 297
Chronicle-Herald, 12, 13, 15

CIT (Center for Innovative Tech-
nology) [Virginia], 227

City Harvest (New York), 95, 96
City Harvest’s Bid Against Hunger,

273
Clip books, 295–298
Clipping services, 272
Clips, 295–298
CNN B-roll, 226
Cody, M., 11
Combs, S. “P. Diddy,” 273
Confessions of an Advertising Man

(Ogilvy), 177
Contact information: annual report

inclusion of, 150; brochure in-
clusion of, 126–127

Contributors list: annual report in-
clusion of, 150; direct mail use
of, 167–169

Copyright Clearance Center, 113
Copyright issues, 102–103, 298
Couric, K., 50
CPM (cost per thousand): overview

of, 173–175; radio advertising,
181; TV advertising, 187–188

Creative Event Planning, 278
Credibility issues, 290

D

David Grupper Design, 121
D.E.I. Management Group (New

York), 105, 192
Demo reels, 222
Demographics, 19
Dench, Dame J., 254
Designing Websites for Every Audience

(Benun), 245
DeTorres, G., 69, 108, 225
Diamond, L., 58
Diaz, D., 278
Digital Beta format, 230
Dinners/special events: after the,

271–272; “The Best of Brook-
lyn” event, 264, 266–267; best
practices for, 269–271; different
types of, 281; do’s and don’ts,
265, 268; event journal on,
261–263; example of planning,
266–267; “hold the date” card
for, 255; invitation package for,
258–260; local appeal of,
278–279; news release on,
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255–257; nonprofit use of,
252–253; partnering organiza-
tions for, 277; planning before
the, 253–263; planning how to
deal with divas, 268; planning
tips for successful, 263–265;
printed programs/proclamation
of, 263; raffles and lotteries, 278;
success stories on, 273–277; VIP
visits and tours, 279–280

Dinners/special events best prac-
tices: banners, signs, and photos,
269; presenting an award/tak-
ing photos, 270–271; screening
a video, 269–270

Direct mail: the basics of, 156–157;
described, 156; elements of,
158–170; Johnson Box ap-
proach to, 164; nonprofits with
best results using, 157–158; suc-
cess as fundraising technique,
157; third-class nonprofit mail-
ing of, 163

Direct mail elements: the creative
package, 159, 161–167; the 
follow-up, 170; the list used,
167–169; mailing houses used,
169; the offer, 158–159;
testing/tracking direct mail 
results, 169–170

Direct Mail News, 170
Direct mail package: additional 

enclosures to, 167; Johnson Box
approach to, 164; the letter,
162–166; outside envelope, 159,
161; response vehicle, 166–167

Direct Mail World, 170
Direct Marketing Association, 170
Directory of Mailing List Houses, 168
Distribution services: for press re-

leases, 85–86; for written arti-
cles, 105

DMA (Direct Marketing Associa-
tion), 156, 157, 158, 159, 169

DVC Pro format, 230
DVCam format, 230
DVD production process: postpro-

duction, 239–240; preproduction,
230–237; production, 237–239

DVDs: determining objectives of,
229; follow-up to, 241–242;
premiere of, 240–241; produc-
tion process of, 230–240

E

E-mail: advantages of using,
249–250; etiquette for, 73–75;
graphics sent via, 75–76; news
releases by, 69–75; newsletters
by, 136, 144, 247–249; pitching
an article through, 104; sending
op-ed pieces by, 99–100; send-
ing photographs as JPEG files,
80. See also Internet; Technologi-
cal advances

E-mail overload, 71
E-newsletters (e-zine), 136, 144,

247–249
Echoes-Sentinel, 30
Edit master, 240
Editing (video/DVDs), 239–240
Electronic newsletters, 136, 144,

247–249
Elevator pitch, 29
Engineering News, 256
Episcopal Life, 22
EPKs (electronic press kits),

114–115, 247
Erickson, J. A., 95–96
ETSS (Episcopal Theological Semi-

nary of the Southwest), 21, 22,
42, 296

Evans, A., 11, 23, 34, 35, 40–41,
43, 50, 53, 59, 70, 89, 295

Evans, D., 136
Event journal, 261–263

F

Fact sheets, 110–111
Farin, J., 94
Faust, R., 33, 75–76, 86, 254
Faxes: news release sent by, 76–77;

TV publicity pitch through, 210
Feature articles: copyright issues,

102–103, 298; getting publicity
through, 101–102; obtaining
reprints, 105–106; pitching the
article, 103–104; saying thank-
you for, 106; on special
events/dinners, 257–258;
writing the article, 104–105

Federal Communications 
Commission, 196

Fenton, D., 36
Fenton Communications, 36, 37, 43

Financial issues: data included in
annual reports, 149;
video/DVD preproduction de-
cisions on, 230

Finkel, S., 30
First draft (video/DVD script), 233,

235
Firyal, Princess of Jordan, 153
Focus groups, 175
Fox, M. J., 55
Frequency (advertising), 180
Friedman, S., 80, 271, 272
Friends of the Library (New York),

277
Frishman, R., 29, 108, 217, 253, 300
Fundraising: annual reports cover-

ing, 146–147; dinners/special
events for, 252–280; direct mail
used for, 156–170

G

Gandy, M., 16
Gebbie Press, 75
GIA (Gemological Institute of

America), 9, 12, 24, 95, 294
Gilda’s Club brochure, 117–118
Gilman, K., 264, 265, 268
“Girl Pitch” event, 281
Girls Incorporated, 152
GLAAD (Gay and Lesbian Alliance

Against Defamation), 37, 50,
295, 297

Glenn, J., 17
Goals: brochure statement of, 126;

mission statement of, 24–25;
setting, 21–22

Golden, M., 188, 190
Goldfarb Abrandt Salzman &

Kutzin, 145
Goldman, L., 253
Gordon, L., 117
Gottlieb, L., 38, 39, 291, 297, 298
Gould, E., 51, 52–53
Graphic identifier, 117
Graphics: annual report use of, 152;

brochure, 124; e-mailing, 75–76
Greco, D., 27
Greene, L. J., 28, 101–102,

257–258
Grissom, G., 17
GRP (gross rating points), 187
Grupper, D., 121, 122
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Guerilla Marketing for Writers
(Frishman), 29

Guerilla Publicity (Frishman), 29
Guest speakers, 260–261, 264
Guiding Eyes for the Blind, 198,

199, 286

H

Hall-Phillips, O., 77, 213, 214, 273,
274

Hanks, T., 55
Harlem Times, 32
Harris Interactive, 27
Hartunian, P., 11
Headline hooks, 59
Headlines: brochure, 123–124; in 

e-mail news releases, 69–70;
news release, 66; print advertis-
ing, 177; TV interviews and
speaking in, 216

Headlines & Highlights (HIAS), 133
Hemming, S., 264
Here’s Life Inner City, 16–17
Herman, A., 250, 251
Hernandez, K., 222, 223–224
HIAS (Hebrew Immigrant Aid 

Society), 133, 146, 147
Highlights (annual report), 152–153
Hines, G., 50
Hip-Hop Summit Action Network

Gala, 273
Hirschfeld, A., 117
“Hold the date” card, 255
Honorees: dealing with divas, 268;

interviews with special event,
257; reminders to guest speak-
ers and, 260–261; “This Is Your
Life” video on, 242–243. See also
Celebrity spokesperson;
Spokesperson

Hook (news release): e-mail subject
lines as, 69–70; finding a, 58;
types of, 59–60

Hopkins, C., 164
Horizons National Student Enrich-

ment Program, Inc., 152
Horner, C., 32, 41, 76, 298
HTML (hypertext markup 

language), 74, 248
HUC-JIR (Hebrew Union College-

Jewish Institute of Religion), 42,
75, 249, 250, 296–297
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Huff, R., 70
Human Resources Association

(New York), 143
Human Rights Watch, 154

I

I Love Spinach, cookbook, 249
IABC (International Association of

Business Communicators), 133
IBM, 250
IM (instant messaging), 69
Inside HR/NY (Human Resources

Association of New York),
143–144

Insight (Web-based monitoring sys-
tem), 250

Intellectual property issues,
102–103

Internal target markets, 11–12
Internet: chat rooms and bulletin

boards, 246; EPKs (electronic
press kits), 114–115, 247; as
“new media,” 250–251; online
news conferences, 94; online
newsletters, 136, 144, 247–249;
online press conferences, 94; on-
line press releases, 75; tracking
and disseminating stories in the,
250; Virtual Press Room,
246–247; Webinars, 247. See also
E-mail; Media; Web sites

Internet Media Directory, 84
Internet Wire, 75
Interviews: annual report inclusion

of, 151; history/question list for,
111–112; radio, 201–204; with
special event honoree, 257; TV,
215–221; used in video/DVD
production, 234

J

Janowski, A., 244
“Jerry’s kids” telethons (1950s-

1960s), 49
Jewish Braille Institute, 154
Jewish Week, The, 35
JLM Public Relations, 273
Johnson, F., 164
Jonson Box, 164
Jungle Book, The, (Kipling), 57
Junior League, 14–15

K

Kathryn Zox Show, The, (radio pro-
gram), 193

Katz, D., 230
Ken Sunshine Consultants, 7, 45, 194
Kennedy, J. F., 17
Kimmel, K., 9–10, 12, 24, 38, 95,

294
Kinney, B., 22, 42, 296, 297
Kipling, R., 57
“Know yourself ” assessment, 19
Koch, E., 278
Koppelman, M., 264
Kriv, A. R., 41, 42, 298
Kutzin, M. S., 145

L

Lamoureaux, E., 224, 227
LDCENY (Local Development

Corporation of East New York),
76, 273–274

Lead, 57–58
Leaders: brochure use of biogra-

phies of, 128–129; brochure use
of photographs of, 128. See also
Stakeholders

Leading Ladies, Just for Teens, 50
League of American Communica-

tions Professionals, 40
League Treatment Center video,

231–237
Letters to the editor, 95–97
Leukemia Society of America, 69, 94
Levin, O., 3
Levy, J. M., 293
Lewi, G., 23, 24, 36, 38, 60
Lewis, J., 49
Lili Claire Foundation, 55
“Live on Our Stage” (LDCENY

event), 273–274
Local Development Corporation of

East New York, 213
Local hooks, 59–60
Logos: brochure use of, 125; in-

cluded in annual report, 149;
sent via e-mail, 75–76

“Look back” page (annual report),
152–153

Los Angeles Times, 42
Lotteries, 278
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M

M7M’s tag line, 172
Mailing houses, 169
Mailing list (direct mail), 167–169
Mailing panel: annual report, 154;

brochure, 123; newsletter, 141
Making Tracks (MTA Metro-North

Railroad), 136
Mandela, N., 153
Manus, M., 9
Maps (annual report), 151
Marketing: cause-related, 43; of

Here’s Life Inner City, 16–17; of
Junior League, 14–15; of Mont-
clair Historical Society, 13, 15;
of NASA and plans to put man
on the moon, 17; of New York
Cares, 18–19. See also Media;
Target markets

Mastheads: e-mailing, 75–76;
newsletter, 141–142

Media: as annual report audience,
148–149; choosing the appropri-
ate, 29–32; developing tools to
reach out to targeted, 33; estab-
lishing relationships with the,
38–42; increasing visibility
through, 22; knowing how to
meet needs of print, 13, 15;
maintaining credibility with,
290; networking, 40; as nonprofit
organization market, 12–13; PR
crisis and dealing with, 290–291.
See also Internet; Marketing;
News release; Newspapers

Media advisory (or alert): overview
of, 91; as press kit element, 110;
samples of, 92–93, 221; TV
publicity through, 209–210

Media Calendar Directory, 84
Media directories, 84–85, 86–87
Media kit. See Press kit
Media lists, 40–42, 84
Media logs, 291–292
Media Spotlight (GLAAD), 297
Media training, 216–217
Mediamark Research, 187
MEGO (my eyes glaze over), 51
Membership tallies (annual report),

153
Mental Health Association of Nas-

sau County, 279

Message: developing mission state-
ment, 26–29; differences be-
tween mission statement and,
29; TV interviews and staying
on the, 215–216; using the big
idea for staying on, 172–173

Metro California Media Directory, 84
Metropolitan Transit Authority’s

Metro-North Railroad, 132, 136
Meyers, J., 214
MI (media impressions), 286–287
Midler, B., 55
Mileposts (MTA Metro-North Rail-

road), 132, 134, 136
Miller, J., 273
Mini DV format, 230
Miss Shelley’s Upward Prep School

(Long Island), 34
Mission statement: annual report

inclusion of, 150; brochure use
of, 126; described, 22–23; devel-
oping clear message of, 26–29;
differences between message
and, 29; message and key mes-
sage points of, 23–24; statement
of goals as part of, 24–25

Montclair Historical Society, 13, 15
Montclair Times (weekly), 102, 258
Moore, M. T., 53, 55
Moran, T., 117
Mostly Murder (Assumption 

College), 275, 277
MTV B-roll, 226
Murder mysteries special events,

275, 277
“Mystery shopper” approach, 32

N

Nardone, P., 30–31
NASA (National Aeronautics and

Space Administration), 17, 49, 55
Nassau County Mental Health As-

sociation, 53
National Black Public Relations So-

ciety, 23, 35, 40–41, 277, 295
National Directory of Magazines, 101
National Hispanic Foundation for

the Arts, 264
National Jeweler, 58, 256
National Publicity Summit, 66
National Resource Center 

(Indianapolis), 152

National Wildlife Federation, 27
NCM Directory of Ethnic Media,

The, 84
NCOA (National Change of Ad-

dress Program), 169
Networking Magi (Frishman), 29
Networking media, 40
New Alternatives for Children,

Inc., 50
New Jersey Search and Rescue, 10
“New media” (Internet), 250–251
New York Cares, 18–19
New York City Rescue Mission,

159, 160
New York Construction News, 256
New York Daily News, 11, 66, 70
New York State Office of Mental

Retardation and Developmental
Disabilities, 28, 93

New York Times, The: challenge of
placing story with, 31; exclusiv-
ity demanded by, 96, 99; Fried-
man photographs appearing in,
271; gathering e-mails of jour-
nalists at, 69; HUC-JIR story in,
250; policy regarding news
source paying for meals, 40;
press release headlines used in,
66; reporting to stakeholders
when stories are placed in, 297;
understanding the needs of, 15;
used to reach target markets, 10;
YAI projects reported in the,
295. See also Newspapers

New York University’s School of
Continuing and Professional
Studies, 64

New York Urban League, 21, 36,
51, 213

News conferences: guidelines for,
93–94; online, 94

News release: deciding what is im-
portant, 58; on dinners/special
events, 255–257; distribution
services/media directories to
send out, 85–87; by e-mail,
69–75; e-mailing logos, mast-
heads, graphics with, 75–76; ex-
amples of, 62–63; exclusive
nature of, 60–61; by fax, 76–77;
finding a hook, 58–60; format
of, 61, 64–68; including photo
with, 80–82; lead (beginning of

28_974544 bindex.qxd  3/31/05  9:47 PM  Page 307



story) of, 57–58; media relation-
ships for facilitating, 39–40;
overcoming writer’s block, 61;
as PR tool, 33; as press kit ele-
ment, 110; sending the, 82–85;
“shotgun” or all-purpose, 77; on
survey report, 64; video,
226–228; writing the, 77–79. See
also Media

News release e-mail: anatomy of,
71, 73; e-mail overload and, 71;
follow-up e-mails to, 71; profes-
sional and e-mail etiquette,
73–75; sample of, 72–73; sub-
ject lines as headlines and
hooks, 69–70

News release format: contact per-
son, 65–66; ending the release,
68; first and subsequent pages,
67; gathering of pages, sentence
length, 67; headline and subti-
tle, 66; identification of organi-
zation, 65; length, 61, 64; paper,
64; paragraph size, spacing, and
structure, 67–68; release time
and date, 65

Newsday (daily), 277
Newsletter design: basic rules of de-

sign applied to, 141; decisions to
make about, 140–141; mailing
panel, 141; masthead, 141–142;
number of columns, 141

Newsletters: benefits of using,
131–132, 136; changing pro-
duction methods, 137; commu-
nicating through, 132, 136;
contents of, 142–143; design of,
140–142; e-mail versus print,
136, 144, 247–249; examples of,
133–135; frequency of, 136,
138; how many colors to use in,
139; how many pages to have
in, 138–139; press kit use of,
112; production schedules of,
143–144; writing style of, 140

Newsmaker Interviews, 205
Newspaper/Magazine Directory, 84
Newspapers: op-ed pieces in,

97–100; sending letters to the
editor for, 96–97; understanding
the needs of the editor, 12–15;
using columns to get out 
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message, 100–101; using 
feature articles to get out mes-
sage, 101–106. See also Media;
Print advertising; The New York
Times

Nielsen Media Research, 187
Nielsen Television Index, 187
Nivin, B., 294
NJSAR (New Jersey Search and

Rescue, Inc.), 3–5, 10
Nonprofit Federation of the Direct

Marketing Association (DMA),
156

Nonprofit organizations: annual re-
ports by, 145–155; with best 
direct-mail results, 157–158;
choosing a spokesperson,
49–56; competition for publicity
by, 26; history of, 129; leaders
of, 128–129; logos of, 75–76,
125; media as market of, 12–13;
PR for beating the competition,
8–9; PR facilitation of missions
by, 302; projects of, 127, 151,
153; reporting to stakeholders
of, 294–298; role of PR in, 7–8;
tag line of, 125–126; using web-
sites to generate publicity, 31

North General Hospital (Harlem),
32, 41

North Shore Child and Family
Guidance Center, 53

NY Publicity Outlets Directory, 84

O

Office Depot Corporation (Boca
Raton), 22

Offline edit, 240
Ogilvy, D., 177
Online newsletters, 136, 144,

247–249
Online press conferences, 94
Online Press Releases, 75
Op-ed pieces, 97–100
Oprah Winfrey Show, The (TV show),

50, 300
Organization history, 129
Ortho-McNeil, 277
Outposts (MTA Metro-North Rail-

road), 132, 135
Oxbridge Communications, 101

P

PADI (Professional Association of
Diving Instructors), 28

Painter, E., 22, 82
Palm Beach Daily News, 81
Paper: annual report, 154–155;

news release, 64
Papp, J., 9
Parker, D., 61
Partnering special events, 277
Perl, G., 44, 243, 247–248, 256, 262
Perry, M., 55
Photo essays, 152
Photographs: annual report inclu-

sion of, 152, 153; brochure in-
clusion of, 127–128; displayed
at dinners/special events, 269;
e-mailed as JPEG files, 80;
news release, 80–82; press kit,
112–113; taken at dinners/
special events, 270–271; used 
in advertising, 177; used in
video/DVD production, 234

Pierce, D. H., 55
Pitching: articles through e-mail,

104; elevator, 28; feature arti-
cles, 103–104; radio publicity,
191–205; television publicity,
206–228

Planned Television Arts, 29, 108,
217, 253, 300

Port Washington News, 277
“Poster child” strategy, 49
Postproduction (video/DVD): edit-

ing process, 239–240; revisions,
240

Powell, E., 292
PR agency, hiring a, 35–37
PR budget, 37–38
PR campaign: AI (advertising

equivalency) of, 285–286;
changing what didn’t work,
289–290; evaluating the,
287–288; getting results through
successful, 302; MI (media im-
pressions) of, 286–287; tracking
success of, 291–293

PR consultants: becoming a radio
station resource, 205; becoming
source of information, 43;
building a media list, 40–42, 84;
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credibility of, 290; establishing
relationships with the media,
38–43; hiring a, 35–37; net-
working with media by, 40; re-
porting to stakeholders,
294–298

PR crisis, 290–291
PR for nonprofits: beating the com-

petition through, 8–9; charac-
teristics of successful, 300;
comparing for-profit PR to, 7;
facilitating nonprofit organiza-
tion missions, 302; incorporat-
ing new technologies into,
300–302; nonprofit organiza-
tions and role of, 7–8; similari-
ties of lotteries and, 300; Sun
Tzu’s wisdom for, 15, 20. See also
PR (public relations)

PR Newswire, 69, 75, 85, 108, 292
PR plan: calculating results of,

285–287; creating the, 25–38;
for dealing with PR crisis,
290–291; evaluating the PR
campaign, 287–288; making
changes for what didn’t work,
289–290; mission statement,
22–26; “mystery shopper” ap-
proach used for, 32; setting
goals, 21–22; tracking success-
ful, 291–293

PR plan steps: choose appropriate
media, 29–32; develop tools to
reach out to targeted media/
individuals, 33; developing plan
for using your tools, 33–34; es-
tablishing PR budget, 37–38;
hiring a PR consultant or
agency, 35–37; know the results
you want, 28–29; know your au-
dience, 27–28; review, reevalu-
ate, and refine the process, 34;
summarizing, 25; target specific
individuals, 32–33

PR (public relations): characteristics
of successful, 300; comparing
advertising and, 171; comparing
PR for nonprofits to for-profit,
7; helping organizations to
achieve their goals, 5; incorpo-
rating new technologies into,
300–302; power of positive, 44;

similarities of lotteries and, 300.
See also PR for nonprofits

Premier HealthCare, 293, 295
Premiere (video/DVDs), 240–241
Preproduction (video/DVD): bud-

get decisions, 230; developing
the concept, 231–232; overview
of, 230; photos, documents, in-
terview decisions, 234; research-
ing the project, 231; surveying
the site/hiring the crew, 237;
writing the script, 232–233,
235–237

Press clips, 113
Press kit elements: additional items

making up, 113–114; back-
grounders, 111; brochure, 112;
cheat sheets, 111; cover letter,
110; envelope, 110; fact sheet,
110–111; folder, 109–110; inter-
view history and question list,
111–112; newsletter, 112; pho-
tos, 112–113; press clips and ar-
ticles, 113; press release, media
advisory, or AFI, 110

Press kits: described, 107; electronic
press kits (EPKs), 114–115, 247;
elements of the, 109–114; tips
on using, 107–109

Press release. See News release
Press tools: AFI (available for inter-

view) as, 33, 89–91, 110; calen-
dar listings as, 89; developing,
33; feature articles as, 101–106;
letters to the editor as, 95–97;
media advisory (or alert) as,
91–93, 110; news conferences
as, 93–94; newspaper columns
as, 100–101; op-ed pieces as,
97–100

Print advertising: determining copy
length, 177–178; evaluating op-
tions for placing, 178–180;
grabbing the reader’s attention,
175; guiding the reader through
the ad, 176; making an emo-
tional connection, 176; tracking
responses to, 178; using photos
to advantage, 177. See also
Newspapers

Production (video/DVD), 237–239
Profiles (annual report), 151

Projects: annual report on, 151,
153; brochure list of, 127; pho-
tographs of, 127

PRSA (Public Relations Society of
America), 11

PSAs (public service announce-
ments): advertising equivalency
of, 285–286; donated advertising
through, 188–190; examples of,
197, 198–199, 222–224; footage
used in, 4–5; by radio stations,
195–198; by TV stations,
222–224. See also Advertising

Psychographics, 168
Public Relations Society of

America, 35, 40, 147
Public Theater (New York), 9, 41, 298
Publicity: benefits of positive, 44;

increasing visibility through, 22;
nonprofit competition for, 27;
pitching radio, 191–205; pitch-
ing television, 206–228; public-
ity begets, 44–45; through
feature articles, 101–106; using
PR consultant or agency to gen-
erate, 35–37; using websites to
generate, 31. See also Advertising

Publicity Clubs, 40

Q

Query letter, 103–104
QuickView Video Monitoring Ser-

vice, 250, 292
Quotes (brochure), 128

R

Radio advertising: overview of,
180–181; producing the ad,
183–184; radio as storyteller in,
184; structure of, 182–183; tar-
get market of, 181–182. See also
Advertising

Radio Advertising Source, 181
Radio features, 200
Radio interviews: follow-up to, 204;

during the interview, 202–203;
rehearsal for, 201–202; at the
studio, 202; by telephone,
203–204; tips on securing/
organizing, 200–201
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Radio news actualities, 199–200
Radio stations: audio news actuali-

ties or releases by, 199–200;
becoming a resource for, 205;
choosing programs and,
191–192; pitching to, 192–195;
PSAs (public service 
announcements) by, 195–199

Radio tours, 204–205
Radio-TV Interview Report: The Maga-

zine Producers Read to Find Guests
(RTIR), 205

Radio/TV/Cable Directory, 84
Radner, G., 117
Raffles, 278
Randall, T., 53, 279, 280
Rangel, C. B., 41, 76
Rate cards, 179–180
Ratherview (ETSS), 297
Rausch, D. S., 28, 93
Reach (advertising), 180
“Reading fees,” 291
Real Estate Weekly, 256, 272
Reality in Advertising (Reeves), 172
Reeve, C., 55
Reeves, R., 172
Relay for Life of the Eastern 

Division of American Cancer
Society, 28, 257

Renna, C., 36–37, 43, 50–51,
69–70, 295

Response card: annual report,
153–154; brochure, 129–130;
direct mail, 166–167; special
events/dinners, 259

Restaurant Associates, 292
“Reverse engineering” method, 41
Revisions (video/DVDs), 240
Richard David Kann Melanoma

Foundation, 21, 22, 23, 38, 81,
212, 281

Right Stuff, The (film), 17
Ritter, B., 70
Riverkeeper, 36
Roberts, J., 50
ROP (run of press), 179
ROS (run of station), 181, 185
Rosensaft, J. B., 42, 75, 249, 250,

296, 297
Rough cut, 240
RTIR (Radio-TV Interview Report: The

Magazine Producers Read to Find
Guests), 205

310 Index

“Rubber chicken events.” See
Dinners/special events

Rubenstein, H. J., 7, 13, 45
Rubenstein Associates, Inc., 7, 23,

28, 31, 36, 38, 108
Ruder Finn, Inc., 29, 107, 253
Rule of AIDA, 172

S

St. Francis College (Brooklyn), 153
St. Hubert’s Animal Shelter, press

release, 62
St. Hubert’s Animal Welfare 

Center, 275
St. John, D., 50, 82, 250, 291–292,

295
St. Nicholas Preservation 

Corporation, 278
Sarandon, S., 50
Scarborough, J., 50
Schatteman, A., 13
Schiffman, S., 105, 192–194
Schulz, J. (Jeff), 275
Schulz, J. (Jennifer), 275
Scripts (video/DVD): first draft,

233, 235; sample page from,
236; second draft, 235; shooting
script, 235, 237; storyboard
used for, 232–233

Scudder, V., 217
Seattle Post-Intelligencer, 15
Second draft (video/DVD script),

235
Setting goals, 21–22
Shakespeare Workshop, 9
Shooting script (video/DVD), 235,

237
“Shotgun” news release, 77
Silverman, L., 278, 279
Simmons Market Research Bureau,

187
Simms, L., 116–117
Sinise, G., 50, 250
“Six Honest Serving Men”

(Kipling), 57
Smith, P., 28, 31, 44, 88, 104, 108
Smits, J., 273
Spears, B., 28
Special events. See Dinners/special

events
Spokesperson: brochure inclusion of

photograph of, 128; cost of a

celebrity, 56; evaluating effec-
tiveness of, 288; local TV
celebrities as, 51; national
celebrities as, 50–51; profession-
alism of, 52–53; recruiting a
celebrity, 53–55. See also
Honorees

SRDS, 181
SRDS TV & Cable Source, 187
Stakeholders: importance of report-

ing to, 294–295; legal issues 
involved in reports to, 298;
methods and means of report-
ing to, 295–298. See also Leaders

Standard Periodical Directory, 101
Steve Friedman Photography and

Video, 80
Storyboard, 232–233
Sun Tzu, 15, 20
Sunshine, K., 7, 45, 194
Survey report news release, 64

T

Tag lines: annual report inclusion
of, 149; M&M’s, 172; nonprofit
organization, 125–126

Target markets: advertising and
testing your, 175; internal,
11–12; radio advertising,
181–182; selecting your, 9–10;
variety of, 10–11. See also
Marketing

Tateel, R., 54–55
Taylor, M., 21, 36, 51, 81, 213
Teach For America ad, 188–190
Technological advances: incorpo-

rating into PR work, 300–302;
Internet resources as, 75, 94,
114–115, 144, 246–251; using
Web site resources, 101, 148,
178, 244–246. See also E-mail

Ted Bates & Co., 172
Telephone pitch, 104
Testimonials: brochure inclusion 

of, 128; used in reports to 
stakeholders, 295–298

“This Is Your Life,” honoree video,
242–243

Thorbourne, K., 102
Time Out, 66
Today in New York (TV feature), 213
Today Show, The (TV show), 292
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Index 311

Total Image Communications, 11,
23, 34, 50, 70, 89, 277, 295

Trent, N., 43, 108
Trent & Company, 43, 108
TV advertising: ad rates of, 185; ad-

vantages of, 185; choosing the
“right TV,” 186–188; producing
the TV ad, 185–186. See also
Advertising

TV interview: details and logistics
of, 218–219; dressing for suc-
cessful, 219; follow-up after the,
221; getting media training
prior to, 216–217; media guide-
lines for, 217; preparing for the,
215; speech and body language
during, 219–220; staying on
message, 215–216

TV stations: B-roll footage used by,
5, 225–226; connecting with
public access TV, 213–214;
demo reels sent to, 222; follow-
ing the pitch to, 210–214; inter-
views, 215–221; making a
connection, 206–210; media ad-
visory sent to, 209–210, 211;
PSAs (public service announce-
ments) by, 222–224; starting
local/going global with,
212–214; video news releases
used by, 226–228; virtual media
tour, 221–222

Tyler, V., 51, 213
Typeface issues, 122

U

United Cerebral Palsy, 151, 154
United Christian Children’s Fund,

186
United Nations Association of the

United States of America, 153
U.S. Postal Service: as direct mail

resource, 168, 170; third class
mailing of direct mail through,
163

Ushery, D., 34

USO (United Service Organizations),
50, 82, 86, 250, 291, 292, 295

USP (unique selling proposition), 172

V

Vanasse, K. G., 275
Vega, Y., 278, 279
Velázquez, N. M., Congresswoman,

77
VHS tapes, 241
Video Monitoring Service of Amer-

ica, 292
Video production houses, 237
Video production process: postpro-

duction, 239–240; preproduc-
tion, 230–237; production,
237–239

Videos: determining objectives of,
229; dinner/special event show-
ing of, 269–270; follow-up to,
241–242; premiere of, 240–241;
production process of, 230–240;
“This Is Your Life” honoree,
242–243

VIP visits/tours, 279–280
Virgil Scudder & Associates, 217
Virginia Center for Innovative

Technology (CIT), 227
Virtual bulletin boards, 246
Virtual media tour, 221–222
Virtual Press Room, 246–247
VNR (video news releases), 226–228

W

WABC (Channel 7), 70
Wallach, E., 232, 233
Wanamaker, S., 12
Washington, D., 55
Washington Post, The, 31, 95
“We Can!” seminar, 274
Web newsletters, 136, 144, 247–249
Web sites: advertiser’s package or 

kit available on, 178; annual 
reports posted on, 148; benefits
for nonprofits, 244–245;

gathering information on publi-
cations through, 101; indispens-
able elements of, 245–246; as PR
tool, 33; used for organization
publicity, 31. See also Internet

Webinars, 247
Weekly Reporter, 112
Wellsley Corporation, 244
WHSA (Watchung Hills Soccer As-

sociation), 30–31, 281
WHUD (radio station), 198
Winfrey, O., 53–54
WNBC (Channel 4), 39, 213
WNET (Channel 13), 39, 51, 213
WNJU (Telemundo 47), 39, 213
Wolfe, T., 17
Women Beyond Cancer, 43
Women’s Business Center (Local

Development Corporation of
East New York), 213

Women’s Wear Daily, 256
Works for hire, 102
WPIX-TV (Channel 11), 51, 213
Writer’s Market, 103
WSDE (radio 1190), 193

X

Xpress Press, 75

Y

YAI Central Park Challenge, 70,
222–224, 252–253, 285

YAI/National Institute for People
with Disabilities, 10, 59, 70,
88–89, 222–224, 252–253, 285,
292, 293, 294, 295

Yearbook of Experts, Authorities, and
Spokespersons, The, 205

Yellowstone National Art Trust
brochure, 116–117

Z

Z-100 (radio station), 198
Zaracki, K., 13, 15
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