NADRA Deck-for-a-Soldier PR Toolkit 

A step-by-step process for getting media coverage 

Public relations:  A no-cost way to reach thousands of new prospects 

By using basic public relations (PR) tools, NADRA members can get local media to cover their Deck-for-a-Soldier (DFS) project. NADRA members who have put a little time and effort into PR have reported significant benefits:  exposure, recognition, leads and revenue-generating projects. Here are basic steps to start working with your area’s media on coverage of your Deck-for-A-Soldier (DFS) project: 

Step 1:  Create media list (One month prior to construction) 

With a simple Web search, research a list of your region’s relevant newspapers, magazines, television and radio stations. You’ll need to identify a specific contact person, an email address, and a phone number at each outlet. Most media outlets have websites that provide this information. This step takes a bit of legwork, but once it’s done you’ll have a list to use for future projects. 

TIPS

· For print outlets (newspapers and magazines), identify a local news editor or lifestyle editor

· For TV stations, identify the assignment editor, and for radio stations the news director or news anchor.

Step 2:  Send media advisory   (Two weeks prior to construction)

Send a media advisory to the contacts on your media list. The purpose of the advisory is to provide the media with details about an event they may want to cover. Simply drop the details of your project into the template (provided) and email it. Be sure to include a powerful subject line (a sample is provided) that will compel recipients to open your email.
TIPS

· Today, media outlets generally prefer to receive correspondence via email.  Be sure to prominently display your contact information: email and cell phone. 

· You should feel comfortable reaching out to the media – you’re actually helping them do their job by giving them a newsworthy story idea. 

Step 3:  Follow up   (Four days prior to construction)

This step is critical. Members of the media are busy people who juggle many possible story ideas. Simply send the information from your advisory with the subject line “REMINDER: Deck-for-a-Soldier project on Saturday, (DATE).” 

TIPS

· Whenever you contact the media, offer direct, useful information in the subject line of your email.

· Consider finalizing the information in your news release (see step 5 below) during this timeframe – you’ll be ready to send it out the day after the project ends. 

Step 4:  Construction day 
If any media shows up to cover the project on the day of construction, great. If not, don’t worry – there’s still an opportunity to generate media coverage. Be sure to take plenty of digital photos of the project during and after construction. 
TIPS

· When speaking with the media, be natural and answer questions directly. If possible, make sure the soldier and/or the soldier’s family is available to speak.  

· Download all photos immediately so you have access to them – you’ll need them for the next step.

Step 5:  News Release (Day after construction)
If you haven’t already done so, add all relevant details of your project to the news release template (provided). Next, email your release to your media list along with 2-3 of the best photos. Just cut-and-paste the release directly into the body of the email and send the photos as attachments. 

Three days after sending the release, follow up. Once again, reporters and editors are busy people – it’s perfectly fine to see whether they received your release and have interest in publishing it. 

TIPS

· The subject line in your email should be compelling: “NEWS: Local soldier gets new deck in honor of his/her service.” 

· Make sure your photos are not too large to email. 


Step 6:  Getting the most out of your PR effort
If the media covers your DFS project, be sure to make copies of coverage and include it any sales materials. Also, post links to any coverage on your website or Facebook page. Even if you don’t get coverage, you can post the release/photos to your website or Facebook page. Associating yourself with the DFS program can have a positive impact on your prospective customers. 

The bottom line
If you have never tried to gain media coverage for yourself, it can seem a bit daunting. But with the resources provided by NADRA and just a few hours of work, you have the potential to reach thousands upon thousands of readers and viewers. That kind of exposure is priceless – better yet, it’s free. 
