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The Five W’s

Ideally, your lead sentence should answer the 5 W’s:

Who?

Who was/is involved in this event?
What?
What happened/is happening?
Where? 

Where was/is all this happening?
When?
When did/is this happening?
Why?
Why did/is this happening?
Inverted Pyramid Style
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(Today’s date)

FOR IMMEDIATE RELEASE
Take the Cold out of Cold Calling

Thomas Moss Associates invites you to enjoy a Business Breakfast with Sales Coach Donna Smith of Sales Boosters.  Donna will show you how making cold calls can help you connect with decision makers, set up meetings and gain valuable insights into your target market.  If you want to increase your cold call sales, be sure to join her to pick up a few new tips and tricks.

Date: Wednesday, July 27 
Time: 7:30-9:30am 
Place: Rosie’s Restaurant, 1380 Any Street, Yourtown, just south of Cross Street.  
Admission: $25
Contact:

Thomas Moss

905-655-0119

info@mossassociates.com



(Today’s date)
FOR IMMEDIATE RELEASE

Building components generate electricity

Icarus Technologies, an Oshawa company, will soon be turning building facades, balcony panels and skylights in building developments into electricity generators that reduce energy costs.  Icarus, the exclusive Canadian provider of Hot Solar (HS) technology, says its unique process will soon allow buildings constructed with its products to generate some of their own electricity.      

“Our products are a quantum leap in construction material technology,” says Fred Luffing, Vice-President of Marketing and Sales.  “Until now, insulation was one of the few building materials you could use to reduce energy costs, but our HS products not only insulate; they also generate electricity.  They’re inexpensive and, because they work effectively, even in indirect sunlight, a building’s entire external façade can be used to generate electricity.”

Icarus’ solar panels use an artificial photosynthesis process to generate electricity instead of using silicon-based technology.  A unique dye in the panels absorbs power from the sun in the same way as chlorophyll collects energy for a plant.  And, just as a plant continues to grow on cloudy days, HS generates electricity even in low-light conditions.  

HS’s road to commercial viability was paved by SunRay, which is now listed on the South African stock exchange.    The new technology is already cost-competitive with traditional solar approaches, even though it’s at the beginning of its commercial application phase.  When the units go into mass production, which Icarus hopes to begin later this year, costs are expected to plummet, making them even more competitive with other energy sources.

Solar/2

Solar/2

“HS has been called the most promising advance in the history of solar technology,” says Luffing.  “Our units are made from very high quality materials but they require about 90% less energy to produce than traditional technology.  And our process has no toxic emissions or by-products.  In fact, the titania dioxide that’s combined with the dye in HS is the same product that’s used in sun screen products.  Our production is environmentally friendly from start to finish.”

Before it can begin production, Icarus requires North American certification from Underwriter's Laboratories, because their panels produce electricity, and approval from the National Research Council Canada because they are used as construction material.   As soon as those approvals are received, Icarus will begin commercial production.  

The company is already in talks with several large development companies and Icarus hopes it is close to an agreement that would install a demonstration panel with a major developer.  That unit will test HS’s suitability for broader use when the panels receive federal approval, which is expected later this year.

“We’re getting a lot of attention from architects and builders,” Luffing says.  “After all, we’re offering a solution that pays for itself in electrical energy savings.  And, after you pay for the initial costs of our equipment and installation, the units continue to slash electricity bills because the energy source is free.  That’s a deal that’s pretty hard to beat.”
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Media Contact:

Fred Luffing
VP Marketing & Sales and International Business Development
905-555-5555

fred@icarus.com
www.Icarus.com
Selecting Your Media

· Toronto Dailies

· Vaughan Citizen 

· Small Business Big Ideas Radio Show

· Cable TV

· Breakfast TV
How Should You Send Your Release?
Email or snail mail

Put the release in the body of an e-mail

Who Should be on Your List?

Newspapers, radio, TV. E-zines, online newsletters, trade publications

Politicians

Customers & prospects

Anyone else that may be interested

Your Telephone Pitch

· Put a SMILE in your voice

· Speak confidently

· Put yourself in the editor’s shoes

· Think and talk about “What’s in it for you,” not “What’s in it for me”
· Tell the editor why your story matters 
· Try to make a personal connection

· Avoid sounding self-centred or boastful

· Keep a copy of your Key Messages nearby and refer to them to stay focused

· If you encounter an answering machine, leave a message asking for a return call and call again if you don’t hear back
Handling the Interview
· Relax and enjoy yourself
· Prepare key messages & use them
· Keep to the point
· Be spontaneous & friendly
· Use 5 cent vocabulary – no technocrese or bafflegab
· Be patient and be prepared to explain things more than once
· Use colourful metaphors and analogies
· Talk about what matters to readers/listeners/viewers – not what matters to you
· Everything you say to a reporter can be edited and used
· Be relaxed and BE NICE
· NOTHING is off the record
· Reporters are not your enemies, but reporters are not your friends
· Do not let them lead you into temptation
After the Story Appears

· Be realistic about response to your story.  One published item does not mean that the world will beat a path to your door.  Media relations should be one element of a multi-faceted marketing plan.
· Consider adding it to your portfolio/web site (ask permission if necessary)
· Watch for updates.  If there are new development, send them to the media.  The media may decide to do a follow-up story.
· If you don’t like it:  don’t complain.  Editors sometimes have thin skins and long memories.  And you need them more than they need you.  Treat them with fairness and respect and they will usually respond in kind.
· You can’t control the media.  The reporter is free to put whatever spin he or she decides is appropriate.  As long as that spin is based on the information provided, the reporter has done his/her job.
· If there are factual inaccuracies, write a very polite letter to the editor.  If the letter is printed, it will provide one more opportunity for you to connect with potential customers.
Tips For Headline Hunters
Keep it clean and simple.  
Editors are reading copy all day.  They appreciate copy that’s easily scanned.  Use a maximum of two simple fonts and avoid any temptation to use excessive italics, underlining, bolding or caps.

Write a grabby headline  

With hundreds of stories to choose from, give the editor a reason to take an interest in yours.  Think about what’s unique or different about what you’re doing and reflect it in the headline.

Start with a powerful lead  

Expand on your headline with a strong lead sentence that either answers all of the Five W’s or provides enough information to entice the editor to continue reading.  Keep your lead to less than 25 words (20 or less is better).  If you wish, you may include a second sentence in the lead paragraph that continues to expand on the lead and the headline, but keep that first paragraph very short.
Limit your release to one page
Keep to one page if possible.  If you wish to provide more information, include a Backgrounder or Fact Sheet that’s separate from the news release.

Use inverted pyramid style
Provide your most important points first and points of lesser importance further down the release.  That allows the editor to easily cut your release at any point, if necessary, without losing the most important points.

Follow CP style
Most Canadian news outlets use Canadian Press Style as their publication standard.  You may order a copy of the CP Style Book at www.cp.org.
Put your release in the body of an e-mail
If you opt for e-mail over snail mail, which most people do these days, remember that most newspapers will not open attachments.  Put your release right in the body of the e-mail to increase the likelihood of it being read.

Target your release

A little homework can yield valuable results when you’re planning your release.  Be sure to review at least one or two editions of the media you’re approaching to learn what kind of topics are covered and how.  If you find a columnist or reporter who specializes in the kind of information you’re providing, send your release directly to that person.
Write from an editor/reader’s viewpoint
Remember that an editor must think about readers, not about you or your business.  The editor owes you nothing; in fact, it’s the other way around: you owe the editor a story that will interest readers, if you want it to be published.  And you owe it to yourself to do everything you can to get your article published, particularly because people will respond much more readily to an article than they will to an ad on the same subject.  

Provide contact information

Make sure you provide complete contact information at the end of your release and be sure you’re available to take calls after you send it.

Proof your release and read it out loud

Always proofread your release carefully.  Then set it aside for a few hours to let it “cool”, then read it out loud to hear how it will sound when the editor reads it.  Make sure it sounds clear.  Listen for awkward phrases and change them.  The clearer it sounds to you, the easier it will be for the editor to read.  Finally, give it someone else to read to check for spelling, grammar and typos.

Things to avoid
· Being clever or cutesy

Puns and other attempts at cleverness will probably annoy and prejudice the editor 
against you.  
· Advertising

Present the facts as objectively as you can.  All attempts to use a media release as 
an 
advertising vehicle go straight to the blue box, where they languish until recycling day.
· Techno-babble

Few things will turn an editor off faster than technical jargon.  Remember, the 
editor’s job is to find stories that readers will understand and consume with 
interest.  If your story uses technical terms instead of everyday language, your release 
will be a waste of time for both the editor and for you.

· Adjectives and other vague phrases

Editors want facts.  They need to publish writing that creates pictures in the minds 
of readers.  Readers cannot visualize such phrases as “very big” or “extremely fast”.  
It’s much better to use phrases that create a picture in the reader’s mind, such as “the 
size of a football field” or “twice the speed of a highway vehicle”.

· Passive writing


Write in a strong voice, using plenty of action verbs to add excitement and motion 
to your article.  Remember, your reader wants to create mental pictures of 
what you’re 
saying, rather than just being “told”.  Help to create those mental pictures with your 
choice of words.

Prepare a Crisis Communications Plan
Think about all the steps you’ll need to communicate during an emergency

· Develop fact sheets

· Plan a command centre

· Prepare and update contact lists

· Conduct emergency training programs with all staff 

· Develop a plan to keep staff informed

· Designate a Crisis Team

· Designate and provide media training for a spokesperson
Dealing with a Crisis

Crisis takes people by surprise
· There’s little or not time to respond

· You become the focus of public attention and concern 

· Often, the first tendency is to panic  

· The public and media are clamouring for information 

· Initially, very little information is available  

· The crisis can very quickly and easily slip out of control 

· There may be a tendency to develop a defensive stance  

· Short-term fixes may replace long-term solutions

Actions to take
· Inform top management 

· Give whatever information you have to the media 

· If you don’t have information, admit it and commit to releasing more as soon as it’s available  

· Update your initial release as soon as you have more information

· If the crisis is expected to continue for several days, consider daily media conferences

· Consider setting up an information hotline 

· Show your feelings, particularly where injury or loss of life are involved  

· The public wants to hear compassion from an individual 

· The spokesperson needs the authority to express those feelings 

· Defensiveness – or worse, appearing not to care – will turn people against you.

· Be accessible to the media, 24/7

· Respond to media calls immediately

· “No comment” says you’re hiding something and journalists will dig around you

· If there’s something you can’t talk about, explain why

· Be open

· Deal only with facts; don’t speculate

· Don’t try to underplay the problem: deal with it head on

· Avoid blaming anyone

· Respect people’s privacy, even if it hurts you

How can we help you further?

Speak With Power© One-on-One Training 
· Customized one-on-one sessions 

· Build speaking skills and self confidence  

· Specific, practical suggestions 

· A unique approach 

Speak With Power © Group Workshops

· Build speaking skills, confidence and trust

· Practical presentation exercises

· Group members support each other’s development 

· Learning occurs on several levels

 
Communicate With Power! © Workshops 

· Develop tools for call scripts, ads and infomercials

· Discover how to use Key Messages to motivate customers 

· Learn to use Key messages in realistic interactive sales call situations 

Make Media Headlines! © Workshops 

· Discover how to reach the media  

· Learn how to evaluate a story, target media and pitch a story angle 

· Learn to write and format news releases and handle media interviews  

Network for Success! © Workshops 

· Discover the power of networking! 

· Use networks to build business 

· Develop a 30-Second Infomercials 

· Learn how to work a room effectively  

Write The Way You Talk!© Workshop 

· Create powerful copy for business letters, web sites, flyers, brochures and newsletters and   

· Turn ordinary copy into crisp, clear phrases 

· Make ideas flow logically

· Discover the importance of relaxation and focus  

· Apply the power of editing.  

Key Note Presentations

Thomas Moss will write and deliver a key note message for your group. Simply provide an outline of your requirements and Thomas Moss will move your audience as he reaches out to connect, inform and entertain. 

Contact us today!

T 905 655-0119

E info@mossassociates.com
                          www.sayitwithpower.ca 
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The Public Service Announcement





Public Service Announcements (PSA’s) are very simple media releases, typically used to promote upcoming events.  The template below is easy to work with and provides all the information the media needs in an easily-accessible format.





Media Release Format


This sample provides the typical format of a media release and one style of providing information.  This release was designed to allow busy editors of small publications to publish the release “as is”, without having to assign a reporter or re-write the information.  It would be equally acceptable to provide basic information in a one-page format.  
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