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Honing Your SkillS

Tips for Mastering the Nuances of Negotiation

By Megan Venzin

Kit Welchlin has given presentations on mastering the nuances of negotiation at 
more than 3,000 events over the past 23 years. When it comes to negotiation, he says 
the biggest barrier lies in individuals thinking they need a special technique or 
strategy for manipulating people, when in reality it’s just good, old-fashioned 
communication skills. “If  we have similar desires, it should just make good business 
sense that we work together,” Welchlin says.

When entering negotiations for an upcoming nonprofit event, Welchlin 
recommends the following:

1. Be prepared. Welchlin refers to everything that happens before the initial 
conversation as “pre-play”. During pre-play, think about the potential 
objections your subject might have and come up with creative ways to overcome 
these obstacles and add value to the relationship. “Be on top of your game at 
the beginning of the interaction by giving a straight-faced offer of the most 
you’re willing to pay,” Welchlin says. “From there, keep flexibility in mind.”

2. Remember, telephone negotiations may be more effective. “About 80 percent of 
negotiations include a phone call,” Welchlin says. “You can be a little bit more 
resolute than you would be if  talking to your contact face-to-face, and it takes 
some pressure off.” Welchlin recommends having a checklist of all the elements 
you wish to negotiate, as well as a calculator to confirm bottom-line dollars 
rather than percentages.

3. Mind the three Q’s: Quickness, Quantity and Quality. Know how quickly you 
need the items, location or service; the number of people who will be in 
attendance at your event; and the level of quality you’re looking to achieve by 
obtaining said items/location/service. Having solid answers for these will help 
you communicate with your counterpart and demonstrate value in their 
involvement.

4. Use content and relationship messages to overcome deadlock. Welchlin says it’s 
common to hit an impasse during the negotiation process, meaning the 
transaction comes to a halt for any number of reasons. Use content messaging 
to indicate you misunderstood something during the conversation that led to 
the obstacle. Relationship messaging leans on the existing connection between 
the negotiator and the other party. Welchlin says initially asking for more than 
you need is a good way to moderate deadlock because you create space to 
negotiate.

5. Use language sensitivity and nonverbal cues. “Negotiation is complex because of 
perception,” Welchlin says. “Remember, you are communicating with what you 
do as well as what you don’t say.” Be very thoughtful about the words you use 
during negotiations. Welchlin also recommends using vocal cues during 
telephone interactions to let the other party know you are listening and 
engaged.

Source: Kit Welchlin, Owner and Founder, Welchlin Communication Strategies, Edina, MN. 
Phone (952) 939-8998. E-mail: kit@welchlin.com. Website: www.welchlin.com

Who Merits Following?

Q. How does your organization 
determine whom to follow on 

Pinterest and Instagram?

A: “In determining what individuals to fol-
low, we look at a number of things. For 
instance, if we find ourselves always liking/
favoriting posts a certain student shares, 
we’ll follow that person and other top con-
tributors who can add to our NAU (North-
ern Arizona University) story. We’ll look at 
the frequency of their postings, whether 
they are incorporating our hashtags into 
their posts and the general quality/content 
of their posts. We’ve found by following 
our top contributors, we’re able to show the 
various aspects of campus and community 
life through our ‘NAU ambassadors.’ It 
also helps provide a genuine and authentic 
social media voice as we’re sharing stories 
about our university from those with the 
best perspective. These are often our NAU 
student tour guides, orientation leaders, 
student-athletes, professors and alumni. At 
the same time, we don’t exclusively limit 
ourselves to university life. Our university is 
part of the greater community, and we 
want to ensure we’re making connections 
there as well as sharing relevant informa-
tion. As a result, we will also follow our 
community partners, sister universities and 
other organizations/institutions that have a 
similar mission.” 

Source: Maria DeCabooter, Public Affairs 
Coordinator, Northern Arizona University, 
Flagstaff, AZ. E-mail: Maria.DeCabooter@
nau.edu. Website: www.nau.edu
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overcome obStacleS

Correct Mistakes While Also Engaging Your Audience

Most communicators know what it feels like to make a communications-related 
error. When you find yourself  having made a small mistake publicly, use the 
opportunity to connect with your audiences while also correcting yourself. 

“I once sent out a message and forgot to change the subject line in the e-mail before 
sending. The content of the e-mail was to wish everyone a happy holiday season but the 
subject line said, ‘Happy Thanksgiving,’” says Jennifer Buker, director of public 
relations at Thomas College (Waterville, Maine). “I took it as an opportunity to resend 
my holiday wishes and apologized for my mistake. I received a lot of nice comments 
back after that, along with a few ‘been there, done that’ notes. Needless to say, I check 
the subject line first before sending, and I try to be less general in my holiday wishes. If  
nothing else, it allowed me to have further contact with my audience.” 

Source: Jennifer Buker, Director of Public Relations, Thomas College, Waterville, ME. E-mail: 
bukerj@thomas.edu. Website: www.thomas.edu

Planning Your Brochure

Before you begin writing and designing 
a brochure, answer these critical 
questions:

 ❏ What is the brochure’s objective?

 ❏ Who is your audience? Students? 
Patients? Would-be donors?

 ❏ What key information and messages 
do you want included?

media relationS

How to Strengthen Media Relationships

By Cameron Livermore

Knowing how to identify media outlets that fit your needs means knowing your audience. 
Michael Smart, an independent communications trainer, says humans are still the 

best search engines. When attempting to identify which media outlets are best for your 
organization, “Ask the people who are representative of the audiences you are trying 
to reach where they are getting their information from,” Smart says. Your audience 
can tell you about media personalities and outlets of which you may not be aware. 

Still, actual search engines are a solid bet too. “Obviously, use Google,” Smart 
says. “It ranks sites by their online prominence.” But Smart also recommends 
Alltop.com, a site that is organized by editors who rank online resources by 
category. Alltop.com allows you to easily find subjects relevant to your organization 
and stay on top of new publications, prominent media resources and other 
information pertaining to your individual media needs. 

Smart warns not to expect favors from the media outlets with which you choose to 
work. “An overarching principle to remember is we have to position ourselves as 
resources and make ourselves useful to the media, who deserve a relationship,” Smart 
says. Modern media outlets are extremely competitive, striving for online page views and 
eyeballs on their content. Providing media outlets with inspiring and emotional content 
that will attract audiences will help you forge a relationship with those outlets. 

If  you don’t have that kind of content at the moment, Smart says to begin by 
following the media outlets online, commenting on their stories, retweeting news 
relevant to your organization and generally making yourself  known to the outlets 
you want to work with in the future. 

Also, don’t ignore the power of social media’s networking capabilities. If  there’s 
a media personality or outlet you want to reach but don’t have contact with at the 
moment, explore their online social media presence to find intermediary contacts. 
Smart provides an example: “If  the Wall Street Journal philanthropy reporter 
follows you, it’s hard for me to get that person on the phone, but I can get you on 
the phone.” Be aware of the relationships the media outlets you’re pursuing already 
have with others. 

This sort of networking doesn’t necessarily require a huge budget. Smart advises all 
of his clients to do media relations research by asking their audiences what media 
they’re involved with, investigating Google search results and checking out Alltop.com. 

While Smart says you shouldn’t necessarily expect quid pro quo from a media 
outlet, he adds that it’s still important to be useful to the media outlets you pursue. 
As media becomes more competitive, showing you’re involved with a media outlet 
before you need their help becomes even more important. 

Source: Michael Smart, Independent Communications Trainer, Michael Smart PR, Alpine, UT. 
Website: http://michaelsmartpr.com/
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opinion columnS

Help Internal, External Audiences With Opinion Pieces

Opinion columns can be a powerful way to communicate your thoughts and/or 
position on a wide variety of issues. Assist your internal and external audiences in 
writing, and placing, eye-catching opinion pieces by providing them with substantial 
tips for how to do so. 

Linfield College (McMinnville, OR) created a How to Write and Place an 
Opinion Column tips list in 2012. The former director of  media relations 
developed this piece. “A page like this gives Linfield an online resource to refer 
faculty to when they are interested in developing an opinion piece,” says Kevin 
Curry, director of  integrated media relations, Linfield College. “Then we can work 
directly with them on topic ideas, reviewing and revising drafts and helping them 
disseminate it.”

Besides being included on the college’s Web page, the how-to list is mentioned 
to faculty by the media relations staff. “As communication professionals, these 
things are top-of-mind for us, but faculty are focused on that day’s lecture, their 
research and working with students,” says Curry. “A piece like this can be used both 
to educate them on what an opinion piece takes and as a kind of marketing piece 
from your department about how you can assist them.”

This type of how-to list could be beneficial to a wide variety of nonprofits. If  
your organization has never discussed the specifics of opinion columns with your 
staff, clients and/or supporters, consider creating your own how-to list to get the 
conversation started. Additionally, Curry recommends any nonprofit organization 
striving to create a similar document should, “Start simple and build from there.”

Source: Kevin E. Curry, Director of Integrated Media Relations, Linfield College, McMinnville, 
OR. E-mail: kcurry@linfield.edu. Website: www.linfield.edu

Make Most of Mug Shot

If  you take employee mug shots, how do you handle it when someone shows up 
looking less-than-professional or just 
doesn’t photograph well?
Remember your job is to portray 
your organization — and its 
representatives — in the best light. So 
use your communication talents to make 
suggestions to improve the person’s 
profile. For example, if  someone shows 
up in a T-shirt, say: “It’s my experience that a shirt with a collar (and tie) makes for 
a better photo. Can you come back later today/same time tomorrow with one?” 

For someone with a bad hair day, do your best to make it look presentable. If  
that doesn’t help, say: “I’d like a polished look for this photo, but I’m worried the 
camera may make your hairstyle look too casual. Can you set up a trim/style and 
come back?”

For the woman with no makeup (or makeup that’s over the top), blame it on the 
camera or lighting as well. “This flash just washes people out (or overemphasizes 
makeup), and I’m worried you will look pale (your makeup will look overdone). 
Can you please put on lipstick and blush to help make your photo ‘pop’ a bit more? 
(or Can we tone down your blush and eyeshadow just a bit?)”

Another trick? Stock up on props to help people look their best. Hang a 
mirror up in your office and add a shelf  with a comb, trial-size hair spray and 
neutral-tone lipstick samples. Keep a well-pressed dress shirt, blazer, one-size-fits-
all turtleneck or shirt-collar dickey to give your subject the professional look you 
want to portray. 

Finally, when taking a mugshot, don’t let the subject stand flat against the 
wall. Ask him/her to step out at least three feet from the neutral-patterned 
background, and turn his/her shoulders at a slight angle while pointing his/her 
face toward the camera.

put Your beSt Face Forward What’s Your Interview 
Preference?

Q. What is your preferred type of 
media interview: in-person solo 

interview, in-person group interview or 
virtual interview?

“To me, an individual personal 
interview works best and for several 
reasons. The most important reason 
is visual. An interviewer, as well as an 
audience, gets to see who you are and 
gain a better understanding of  the 
topic at hand based on the person’s 
mannerisms, appearance and 
environment. This makes it easier for 
follow-up questions or additional 
information to be shared. 
Additionally, with the advent of 
e-mail, Twitter and other social media 
forums, I think virtual interviews 
have an advantage (time and 
accuracy) that personal interviews 
don’t; however, the tone or the 
emotions can get somewhat lost 
between the questions and the 
answers.”

Phillip Carter,  
Manager of Media Relations, 

University of South Dakota, Vermillion, SD. 
E-mail: Phillip.Carter@usd.edu.  

Website: www.usd.edu

“I prefer to be interviewed in-person, 
one-on-one, or one-on-two if  a 
videographer is present. In-person 
interviews give me the opportunity to 
actually look the interviewer in the 
eye. It also gives me an opportunity 
to read their body language as the 
interview is taking place and to adjust 
my answers accordingly. Lastly, and 
most importantly to me, an in-person 
interview lets me talk with the 
reporter before and after the official 
interview takes place. I always use 
those opportunities to give the 
reporter a framework from which to 
work. That way, in addition to the 
facts of  the story, they have some 
backstory that will hopefully assist 
them as they relate the story to their 
audience.”

Will Jones,  
External Communications Manager, 

University of Denver, Denver, CO. 
E-mail: Will.Jones@du.edu.  

Website: www.du.edu

Just because head-and-shoulder photos 
are called mug shots doesn’t mean 

they should look like police lineups. 
Work with your subject, lighting and 
background for a flattering portrait.

http://wileyonlinelibrary.com
http://www.linfield.edu/linfield-news/working-with-the-media/how-to-write-and-place-an-opinion-column/
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uSeFul ideaS

Unique URL Grabs Attention

If  your organization is embarking on a new campaign, or simply looking to share 
some particular information in a stand-alone way, consider creating a special URL 
to grab the attention of potential students, clients or donors. 

Mount Vernon Nazarene University (Mount Vernon, Ohio) created a microsite 
in 2007 with the URL www.gotomvnu.com. This new URL was part of an 
admissions campaign. “It was meant to be a simple, memorable and versatile URL 
to introduce the university to prospective students,” says Carlos M. Serrao, director 
of Web development at the university. 

When users click on the Admissions link while on the institutional university 
site (www.mvnu.edu), they are redirected to the www.gotomvnu.com microsite, 
effectively giving them two avenues to reach admissions information. 

Creating a separate URL for certain information, such as admissions specifics 
or a fundraising campaign, can help route more users directly to these areas. 
Additionally, redirecting certain pages to your specialized URL will ensure none of 
your users miss the content included there. 

Source: Carlos M. Serrao, Director of Web Development, Mount Vernon Nazarene University, 
Mount Vernon, OH. E-mail: carlos.serrao@mvnu.edu. Website: www.mvnu.edu

Catchy Tagline  
Furthers Branding Efforts

Whether you are creating a completely 
new branding approach or simply 
revitalizing your current strategy, 
consider introducing a powerful 
tagline. 

A few years ago, Wabash College 
(Crawfordsville, IN) utilized an outside 
marketing firm to refresh some of its 
branding efforts. As part of this 
initiative, a new tagline was 
implemented: “Four years here will 
change your life. Seriously.”

Kim Johnson, director of 
communications and marketing at 
Wabash College, describes how the 
tagline came to fruition, “In 
interviewing our students, faculty, staff  
and administration, the word ‘serious’ 
kept coming up —‘serious academics,’ 
‘serious athletics,’ ‘serious work,’ etc.”

The tagline is used on the college’s 
website, in recruiting materials and 
occasionally in video messaging as 
well. “Students build tight and lasting 
relationships here, with other students 
and with our faculty and staff. When 
we say, ‘Four years here will change 
your life. Seriously,’ every photo, 
video, story and message that goes out 
better reflect that too. And we work 
hard to make sure it does,” says 
Johnson. 

For other organizations working 
toward creating and implementing a 
new tagline as part of  their branding 
efforts, Johnson offers this advice: 
“Consistency is key. Let the place 
define the messaging, not the other 
way around. Additionally, don’t be 
afraid to say, ‘That didn’t work’ and 
try something different. Better to 
move on than to continue to throw 
time and resources toward something 
that’s not generating the right 
results.” 

Source: Kim Johnson, Director of 
Communications and Marketing, Wabash 
College, Crawfordsville, IN. E-mail: 
johnsonk@wabash.edu. Website: www.
wabash.edu

Take Criticism With Tact

When someone criticizes you, ask how 
he or she would have handled the 
situation under similar circumstances. 
This defuses a potential confrontation 
and works toward a solution.

integrated marketing communicationS

Synchronize Your Communications

Value-based messages delivered with consistency and persistency over time are what 
it takes to develop fruitful relationships with would-be donors, volunteers and influ-
encers. These relationships need to be in place well before the ask. Integrated mar-
keting communications synchronize all your marketing tactics together, accelerating 
their performance and expanding their effectiveness.

Wax Marketing’s owner Bonnie Harris shares these tips for implementing an 
integrated marketing communications (IMC) approach for improved results:

1. An integrated strategy statement (ISS) is the foundation of every nonprofit brand 
message. Every nonprofit should have one. An ISS aligns your message consis-
tently across all communication platforms (ad, direct marketing, social media, 
e-mail) but allows you some flexibility in translation so it can be made appropri-
ate for a specific platform or channel. For example, the Sierra Club’s foundational 
message is, “Explore, enjoy and protect the planet.” This message is adaptable 
across all platforms because it is concise and flexible, yet easily interpreted.

2. Utilizing one voice is imperative. Creating visuals and messages that translate 
across platforms and using them consistently can help turn your nonprofit into 
a household name. This can be done simply, such as creating a unique hashtag 
that draws consistent and repeated recognition to your brand.

3. Use the results from a recent marketing tactic as a baseline, then try linking in another 
tactic to see if your results improve. For example, measure the open rate of the e-news-
letter you are currently sending. Before the next issue goes out, post notices on social 
media a couple days in advance and suggest your followers sign up to receive it. Then 
measure the new subscribers, as well as the open rate, and look for increases. 

4. Create landing pages for all campaigns that are not part of your site’s navigation 
system and are not donation pages but still provide value to your audience. This 
could be a curated set of resources, a survey or anything else they might find use-
ful or interesting. On these landing pages, link back to your latest donation drive, 
to your e-newsletter sign-up or to wherever your site houses information about 
the role you hope they will fulfill (member, donor, student or volunteer).

Implementing effective IMC tactics requires patience. Without an integrated 
message, you risk going for the ask too early, losing out on establishing relationships 
with key constituents.

Source: Bonnie Harris, Owner, Wax Marketing, St. Paul, MN. Phone (612)801-0912. E-mail: 
waxmarketing@gmail.com. Website: blog.waxmarketing.com
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getting tHe word out

Optimize Your Press Releases

Press releases are the most common and effective way to spread important 
information about your organization to potentially interested media outlets. Even if  
you think you are a pro in the areas of writing and distribution, you should carefully 
optimize your press releases to get increased exposure. “A lot of press releases seem to 
be written by budding poets or ex-ad copywriters trying to be clever with the reader,” 
says Lee Odden, CEO of TopRank Online Marketing. “This does not always bode 
well for keyword-based ranking in algorithmic news and search engines.”

Your search engine optimization (SEO) plays a major role in whether that 
national magazine will be able to discover the press release you wrote about your 
recent record-breaking ALS fundraiser. Fortunately, following several simple 
practices can help you achieve a higher ranking when outlets are entering search 
queries online.

1. Select effective keyword phrases. Do your research beforehand to make sure you 
have clear, targeted phrases that will bring back your press release in an online 
search query. Avoid broad keyword phrases that don’t speak directly to the 
most important news included in the release. Every press release should 
integrate up to two keyword phrases that are included in the headline, 
subheading and body of the release.

2. Hire a newswire service to do your distribution. “The number of ‘free’ news 
release distribution services has grown, so it is important to decide whether you 
use a paid or free service — noting what type of service you want your release 
associated with,” Odden says. “If  a wire service sends out lots of press release 
spam, do you really want to be associated with that?” Odden suggests hiring a 
professional writer and enlisting a release distribution service such as PR News 
Wire to handle your most important announcements.

3. Create a blog post of the release. In addition to writing and sending out the release, 
create a blog post that includes a direct link to the press release. You might also 
write a version of the press release specifically for social media distribution.

4. Monitor your ranking and responses. Review your analytics to see how well your 
press release performed, and use this information to tailor future keyword 
phrasing and distribution strategies. Bookmark sites online where the press 
release was picked up to gain a sense of receptive channels. “To count 
conversions, use tracking codes in the URLs that point from the press release to 
landing pages,” Odden says. 

5. Include media with your release. Include audio, video or images to get more 
click-throughs. Release your article in multiple formats (MS Word, PDF, Rich 
Text Format, etc.) to cover your bases, and allow outlets to conveniently repost 
your information.

Source: Lee Odden, Chief Executive Officer, TopRank Online Marketing. Phone (952) 400-
0192. E-mail: lee@toprankmarketing.com. Website: www.toprankmarketing.com

Make Social Media Messages 
More Compelling

Q. Can you share a tip for crafting 
compelling messages via social 

media?

“Avoid Upworthy-style teaser headlines 
that make big promises. One of the 
fastest ways to alienate a follower is to 
set up high expectations then not deliver. 
Be direct, clear and transparent. It will 
build more trust and foster positive 
engagement.”

Lisa Catto, Public Relations Specialist, 
Western Oregon University, Monmouth, OR.  

E-mail: cattol@wou.edu.  
Website: www.wou.edu

“In addition to a short lead-in line, 
tweets should always have 1. a link to 
deeper content, 2. an image to draw the 
eye, and 3. as many relevant cross-posts 
by handle (@user) and hashtag (#topic) 
as can fit in 140.” 

Bob Mentzinger, Public Relations Manager, 
College of the Atlantic, Bar Harbor, ME.  

E-mail: bmentzinger@coa.edu.  
Website: www.coa.edu

“In social media, it’s tempting to alter 
your behavior based on one or two 
negative comments. I believe it’s 
important to take into account every 
negative comment and reply, consider 
the source of frustration and look for 
solutions. But if  you let the vocal 
minority affect your behavior too much, 
you’ll miss out on opportunities to craft 
compelling messages the vast majority 
of your followers want to hear.” 

Jeremy Lloyd, Director of Creative Content, 
George Fox University, Newberg, OR. 

E-mail: jlloyd@georgefox.edu.  
Website: www.georgefox.edu

Dollar-Bill Rule of Design

What’s black, white and unread? The 
newsletter that’s heavy on plain text 
blocks and light on design elements. 

Use this trick to check your design:
Place a dollar bill on your full-sized 

layout. Does it cover several elements? 
Or does it just touch large areas of 
plain, 12-point text? If  just text, look at 
adding subheads, a boxed quote, photo, 
bullet points, logo or other graphic 
element to break up space and boost 
reader interest.

Don’t Overwhelm Your Audience

When you’re called upon to give a presentation about your nonprofit, remember the 
KISS rule (Keep It Simple, Stupid!). Don’t overwhelm your audience with too much 
information. Remember, they’ll only remember a small portion of what you say 
anyway.

In drafting your speech outline, select two or three main messages and then 
build your talk around them. Reinforce and reiterate these key points to make sure 
these are what your audience remembers.

Limiting your words may be difficult. After all, you may feel so enthusiastic 
about your cause that you want to go on and on about it. Instead, channel that 
enthusiasm into sharing key points with an energy and spirit that your audience 
won’t soon forget.

public Speaking tipS
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publicationS trendS

Are Your Printed Publications Here to Stay?

Unsure of whether you should move your publication to a completely digital 
format? If  you are trying to determine whether your readers would miss your 
printed offerings, simply ask them. 

Sandra Guthrie, director of publications, Hanover College (Hanover, IN), says 
the college included questions on an alumni survey a couple of years ago that asked 
participants to weigh in on the printed alumni magazine, The Hanoverian. While 
the survey encompassed many topics, some specific questions about readership of 
the magazine were:

• How much of each section of The Hanoverian alumni magazine do you read?
• How satisfied are you with The Hanoverian (story content, design/layout, 

writing, length of articles)?
• Do you have any changes or comments you would like to suggest for The 

Hanoverian?

The survey provided valuable feedback, which led to small changes in the 
publication. Additionally, only 35 percent of respondents said they would be more 
interested in a digital version of the magazine, which was a telling statistic. 

Aside from surveying your readers to determine whether they would be more 
interested in a hypothetical digital version of your publication, Guthrie suggests 
offering a printed/digital combination: Print half  of your issues and offer the other 
half  digitally to gauge interest. 

Source: Sandra Guthrie, Director of Publications, Hanover College, Hanover, IN. E-mail: 
guthrie@hanover.edu. Website: www.hanover.edu

PR Media Mistakes to Avoid

Refine your media relations plan in light 
of this list of what to do and not do:

1. Poor timing. Do consider lead time 
for television news, radio, daily and 
weekly newspapers and other media. 
Don’t call a radio station five 
minutes before the top-of-the-hour 
news broadcast with a story idea. 
Don’t call a TV station’s assignment 
editor at 3 p.m. for the day’s story. 
Don’t send a story to a weekly 
newspaper that misses the deadline 
for that week’s publication and will 
be out-of-date for the next one.

2. Poorly written news releases.  
Do grab the reader quickly. Do 
follow up with information about 
the event or activity. Do keep it 
concise while covering pertinent 
details and contact information. 
Don’t use insider jargon that isn’t 
part of mainstream conversation; 
doing so won’t impress editors who 
have little time to read all the press 
releases that pop up in their e-mail. 
Do write in plain and simple 
language.

3. Put-downs of your competition. 
Don’t gossip about your 
competitors or point fingers, even if  
it’s just a sideways verbal comment 
as you walk with a reporter to an 
interview subject’s office; news 
reporters will ultimately let them 
know and develop a poor regard for 
you.

4. Too much hype. Don’t overplay an 
event just to get news attention, as 
that will only harm your credibility.

5. Too many new releases. Don’t send a 
news release for every minor 
development unless you want to 
teach news directors and editors to 
tune out your correspondence and 
distrust your news judgment.

6. Overuse of formal news releases and 
quotes. Don’t overwrite. Do 
sometimes send a simple e-mail 
pitch sheet that suggests a story and 
lists contact information.

7. Failing to get your name in the lead. 
Don’t make readers wade through 
three paragraphs to find a tie to 
your organization. Do work your 
name into the headline, lead 
sentence and photo cutlines.

Webcams Provide a Visual Connection

If  your organization resides on a large campus or other expansive facility, it may be 
worthwhile to consider placing webcams in different areas to give your external 
audiences a peak into your everyday goings-on. 

In September 2014, Ohio Wesleyan University (Delaware, Ohio) placed four 
webcams in different areas on campus to provide parents and alumni with a way to 
stay connected to the university. “The cameras provide a great way to connect with 
the university in real time. They’re not looking at a photograph; they’re seeing 
what’s happening on campus right now,” says Will Kopp, chief  communications 
officer at Ohio Wesleyan. “The cameras are attracting viewers from nearly every 
state. We’ve seen hundreds of views from countries around the world. In a three-
week period, the average viewer came to the site nine different times, and the average 
view was 28 seconds.”

Kopp explains what went into deciding where to place the webcams on campus: 
“We wanted a variety of views that were in high-traffic areas and that showed off  
the beauty of the campus. However, we were limited by where we could mount the 
cameras and where trees would not block them.” Kopp says staff  members climbed 
on top of buildings to see firsthand what kind of view cameras would provide. 
Additionally, when choosing camera angles, the university made sure some webcams 
faced west and others east, to allow viewers to experience both sunrise and sunset 
views. 

To promote the webcams, the university features the link, http://stream.owu.
edu/liveCampusViews.php on its homepage and also mentions the webcams in 
e-mails sent to parents and alumni. 

If  your organization is considering placing webcams around your campus or 
other office space, Kopp recommends exploring all angles and keeping in mind what 
is feasible as far as power lines and IT capabilities. 

Source: Will Kopp, Chief Communications Officer, Ohio Wesleyan University, Delaware, OH. 
E-mail: wekopp@owu.edu. Website:stream.owu.edu

StaY connected
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Make Radio Interviews Sing

Are you scheduled to be interviewed by a 
local radio personality or newsperson? 
Don’t sweat it! This is a great way to let 
your community know about all the good 
your organization does. Just be sure to:

• Prepare notes ahead of time to help 
with your answers (but use them 
just for reference; don’t read them 
word-for-word). 

• Reiterate important points. To avoid 
repeating yourself, create several 
ways in which to convey your main 
message ahead of time.

• Sound conversational, energetic and 
engaged — not monotone.

Get In Front of Media 
Community Relations Staff

The job of newspaper community 
relations staff  is to support 
organizations in the community. To 
make sure your organization is on their 
radar, you need to put it there. Get to 
know them well enough that you could 
pick up the phone and ask them for a 
favor if  you had to do so. Find out who 
the community relations person is at 
each of your local newspapers and call 
him/her to set up a face-to-face meeting.

Identify and Tout  
Employees’ Accomplishments

Whenever an employee achieves, so too does 
your organization. That’s why it’s important to 
stay on top of employee accomplishments, 
both large and small. Whether a faculty 
member has a paper published, a hospital 
administrator makes a presentation or your 
CEO is appointed to a national board, 
employee accomplishments speak well of your 
organization and provide opportunities to grab 
some additional visibility.

To help employees help you, distribute a 
What I’ve Been Up To questionnaire (such as 
the example shown here) on a quarterly or 
perhaps monthly basis. It’s not enough to ask 
employees to let you know when they have 
something that might be newsworthy. This 
more proactive measure encourages employees 
to share what’s going on in their professional 
lives. Something that may seem insignificant to 
them may provide a clue for what could turn 
into a major feature story.

uSeFul management toolS

Martindale 
Medical Center

What I’ve Been Up To ...

To help the Communications Department stay abreast of what’s happening in the profes-
sional lives of our employees, we ask that you take a minute and complete the following 
questionnaire. Should we decide that an item is newsworthy, a member of our department 
will contact you to discuss details further.
Remember, your accomplishments reflect positively on our medical center so please take the 
time to share what’s going on in your professional life. Thank you!

Name _______________________  Title ________________  Date _________

For Quarter Ending _________________________________________________

1.  What have you been doing in the past three months that may interest the public?

2.  As you look back over the past three months, what do you consider to have 
been your greatest accomplishment(s)?

3.  Have you performed any community service? Please describe.

4.  Can you think of any happenings in your department that may provide human 
interest potential? Briefly describe.

5.  What’s happening in current events (national, statewide or regional) that has ties 
to what your department (or our medical center) is doing now?

Please return to: Susan Elkin, Communications/Community Relations Department.

uSeFul ideaS

Social Media Campaign Celebrates University’s Strengths

Encourage your internal and external audiences to participate in campaigns that 
could not only bring positive attention to your organization but also may connect 
and inspire those you serve.  

In July 2014, Wittenberg University (Springfield, Ohio) secured the fourth spot 
in Forbes’ #MyTopCollege social media campaign. Campuses across the country 
were encouraged to participate by posting fun facts and/or traditions on Twitter, 
Instagram or Facebook using #MyTopCollege. 

“We put out a call to action on Twitter, Facebook and Instagram on our 
first day in the campaign,” says Leigh Hall, senior communications assistant at 
Wittenberg. “As students participated, we shared their responses through each 
platform, and that continually generated new interest in the campaign as more 
and more students saw they had the opportunity to voice their opinions and 
share what they love about Wittenberg. The following week, we included 
information about the campaign in an e-mail to faculty and staff, and we created 
a Facebook event that students, staff, faculty and alumni could invite each other 
to ‘attend’ online.” 

Hall shares her favorite response from this campaign: “A 2014 graduate was so 
inspired by her Wittenberg experience that she wrote a song as part of the 
#MyTopCollege campaign, telling the world how Wittenberg is ‘on fire’ to the tune 
of Billy Joel’s famous single.”

As a result of the ranking, the university received positive media coverage and 
was provided with a unique angle to use in its admission communications. 
“Additionally, the campaign allowed alumni and current students to connect in 
ways that reminded them of the important role Wittenberg continues to play in their 
lives,” says Karen Gerboth, executive director of university communications. 

Sources: Karen Gerboth, Executive Director of University Communications, Wittenberg 
University, Springfield, OH. E-mail: kgerboth@wittenberg.edu. Website: www.wittenberg.edu

Leigh Hall, Senior Communications Assistant, Wittenberg University, Springfield, OH. E-mail: 
halle@wittenberg.edu. Website: www.wittenberg.edu

http://wileyonlinelibrary.com
https://twitter.com/hashtag/mytopcollege
mailto:kgerboth@wittenberg.edu
mailto:halle@wittenberg.edu
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building a reputation

Celebrity Involvement Can Provide a Real Boost

By Thomas Schroeder

When is it beneficial to involve celebrities in fund development or in public 
relations efforts? Thomas Haynes, vice president of  university advancement at 
Florida Agricultural & Mechanical University (FAMU; Tallahassee, FL), offers 
a unique perspective.

“It is about the brand,” says Haynes. “The brand connects the mission and 
values of the institution, and whether or not the values and public persona of the 
celebrity is a positive and beneficial match.”

Celebrity involvement has been effective for FAMU in four distinct ways, 
according to Haynes: fundraising, student recruitment, faculty and staff  recruitment 
and corporate/community partnerships.

“John Thompson is the chairman of the board of Microsoft and a FAMU 
graduate,” says Haynes. “Very recently he has been highlighted in a national public 
relations campaign that benefits us in all four areas.”

The public relations campaign is multifaceted and features magazine and 
newspaper ads, television commercials and PSAs, as well as an online presence. 
“Imagine the impact on young people in the midst of making their college plans,” 
says Haynes. In the campaign, Thompson points to his business degree from FAMU 
as the springboard to his career success, and Haynes believes Thompson’s 
testimonial will resonate with young men and women who visualize themselves as a 
future head of Microsoft.

“Certainly it will benefit our university in many other ways, from raising 
money to enhancing our academic credibility, to focus on our connection to the 
chairman of  a corporation many view as the world’s most powerful and 
profitable,” adds Haynes.

But utilizing celebrities can also have a downside. Several specific elements must 
be analyzed by a nonprofit prior to engaging the services of a celebrity from the 
entertainment, sports or political industries, according to Haynes:

• Are the values, ethos, actions and views of the celebrity consistent with the 
brand of the institution?

• Is the institution ready to align itself  and its credibility with the public profile 
of the celebrity?

• Will the celebrity add to or distract from the overarching mission of the 
institution?

• Are the expenses related to engaging a celebrity cost-effective and a win/win for 
the institution?

The reality is the involvement of celebrities is often expensive. “Even if  the 
celebrity waives his or her appearance fee, there are often significant costs related to 
travel and other unanticipated expenses,” says Haynes.

Celebrities can bring almost instant exposure and credibility to an institution if  
planned and managed well. The upside can be significant.

Source: Thomas Haynes, Vice President of University Advancement, Florida Agricultural  
and Mechanical University, Tallahassee, FL. Phone (850) 412-6601.  
E-mail: thomas.haynes@famu.edu. Website: famu.edu

Introduce the World  
To Those You Serve

Profiling your students, donors or 
clients is a great way to introduce your 
internal and external audiences to those 
who are closely involved with and/or 
helped by your organization. 

The University of  Oregon (Eugene 
OR) has been featuring student 
profiles on its website for the past few 
years. “Our students are awesome, 
amazing people. Whether they’re just 
starting here or finishing up here, we 
want the world to meet them,” says 
Zack Barnett, director of  digital 
communications, University of 
Oregon. “There is not a clear call to 
action with these, aside from 
introducing the world to who we are 
and the broad array of  people and 
talents who all call themselves Ducks.” 

The communications team came up 
with the profile questions after noticing 
similar features in other publications. 
To determine which students are 
featured in the profiles, the academic 
departments on campus are asked to 
nominate students. The questions are 
sent to students via e-mail. Generally, 
the same two sets of  questions are used 
for the graduate student and the soon-
to-be student profiles; however, the 
questions are varied a bit on occasion. 
“We want it to be fun and informative 
at the same time,” says Barnett. 

The university promotes its student 
profiles by featuring them on its 
homepage and sharing them via 
Facebook and Twitter. For other 
organizations interested in creating a 
similar profile feature, Barnett offers 
this advice: “Reach out to a lot of 
people so you can select those with the 
best answers. Additionally, keep it 
personal and conversational. If  written 
answers are stilted, call the subjects up 
and ask permission to record them 
answering the questions for a more 
conversational tone.” 

Source: Zack Barnett, Director of Digital 
Communications, University of Oregon, 
Eugene, OR. E-mail: zbarnett@uoregon.edu. 
Website: www.uoregon.edu

Questions about your 
subscription?  

Contact jbsubs@wiley.com.

Get Main Message Across at Start of Interview

When doing a media interview, it’s important to get your main message across right 
away. Before answering any questions, tell the reporter you wish to say something on 
the record about the matter at hand. Then do so, underscoring its value by saying: 
“The most important thing to remember about X is ....” 

If  you don’t do this in the beginning of the interview, the reporter may not be as 
interested in it once you have answered all of his or her questions.

wHen being interviewed
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