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Whether you’re a taxi or livery operator in Massachusetts, when it
comes to attracting passengers to your business, getting the story
out about your service can sometimes seem impossible. That’s why
The Transportation Alliance (TTA), with the financial
support of a
19
grant from MassDevelopment, is pleased toAprovide
C K N Othis
W L PR
EDGEMENTS
handbook. The handbook was written with one goal in mind: to
help transportation operators successfully lay the groundwork for a
strong public relations strategy that promotes
0 8their business in a
positive light.
SUMMARY
Copyright (c) 2021 The Transportation Alliance
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OVERVIEW
Take a moment to think of the last positive transportation story you saw
in the news. Was it this week? Was it this month? Now, take a moment to
think about the last negative transportation industry story you heard. For
many of us, it’s relatively easy to think of four or five negative stories in
the last week alone. Whether it is a driver being robbed, an unfortunate
collision, or someone angry at their driver, bad transportation stories are
everywhere. But when it comes to your company, it doesn’t have to be
that way.
Executives in the taxicab, limousine, non-emergency medical
transportation (NEMT), shuttle, bus and paratransit industries are
constantly dealing with crises and negative public relations. It comes
with the territory of a fast-paced job with unpredictable clientele, traffic,
weather and other challenges.
While learning to deal with a crisis is essential to maintaining the positive
relationships you have built with customers, the best way to avoid
backlash from negative news is putting in work up front to establish a
positive image. If your customers are loyal and believe in your company’s
good qualities, it is possible for your company to weather the storm
when bad news hits. Companies that have a positive relationship with
customers and the media can quickly address negative news and help to
shape the narrative in a constructive manner. This only happens as you
build up your positive image and stories over time.
This guide will help you lay the groundwork for a successful public
relations strategy in order to promote your company in a positive light. In
the long run, having a solid public relations strategy in place will not only
protect your business, it will give you the respect and key contacts you
need to survive a negative incident.
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WHY INVEST IN
PUBLIC RELATIONS?
When your company invests in
steady public relations efforts
(whether in-house or through an
outside firm), you increase your
ability to maintain a positive image
for your company by highlighting
your successes, downplaying
negative news and keeping your
community informed of any
changes. In short, public relations
will not only shape, but also help
you to manage your outside
communications. When done
correctly, public relations will
enhance your company’s brand,
solidify loyalty among customers
and attract new business.

"While advertising
and marketing
focuses on direct to
consumer contact,
public relations
focuses on sharing
your stories with the
media and your
community."

A public relations strategy should not be used in place of marketing
and advertising, but rather, should fit hand in hand. While advertising
and marketing focuses on direct to consumer contact, public relations
focuses on sharing your stories with the media and your community.
That community includes residents of your city or town, your peers in
the industry, and of course your key contracts. Successful public
relations efforts give you a highly valuable “third-party validation”
through positive stories and news about your company. This validation
enhances your credibility in the community and is often more
influential than advertising alone. That’s because a great story
published by your local media will help bring in more business for your
money. While a half-page advertisement in your local newspaper can
cost thousands of dollars, many see ads as being motivated by selfserving reasons.
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On the other hand, a positive article about your company is free. The
Public Relations Society of America found that an “earned media
placement,” i.e., an article about your company written by a journalist,
actually has more resonance, impact and retention among readers than
if the company had taken out an advertisement almost three times the
size of the half pager. It also is something you can proudly distribute to
your clients. It basically says, “Don’t take my word for it that we deliver
great service. Here’s what the local media says about us.”
In other words, you want to do everything you can to drum up interest in
your positive stories. If you reach out to your local paper or radio station
and pitch a positive story, (don’t worry, we talk about that later) and the
media runs the story about your company, the public is far more likely to
retain and believe that information than from seeing an advertisement
that they believe is self-serving.

5

THE BASIC
NECESSITIES
There are a few critical elements that go into crafting your public
relations and public messaging. We will go into detail about each of
these elements and provide you with some tips to ensure you have the
resources you need to be successful.

IDENTIFYING GOOD STORIES

This is the backbone of your campaign, so make sure that you
recognize good stories happening in your company when they arise!
Favorable stories are everywhere so make it a habit to take notice.
Making public relations a part of your weekly staff meeting is
essential. It forces your company leaders to always be asking
themselves, “What successes are we really proud of that we want to
impart to the public?”
WRITING A PRESS RELEASE

If you reach out to a reporter with a story, the first thing they will ask
for is a press release. Make sure you craft your press release in a way
that really attracts reporters and stands out. Keep it short. Reporters
are busy people, and they are always on deadline, so don’t make
them wade through lots of information to try to figure out the
possible story.
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CREATING A MEDIA LIST

A media list of key newsroom contacts is essential. These are the
reporters and editors who will receive your press release. There are
many tools you can use to find these contacts but remember that the
people you already know can be a great source. Ask those around to
see if anyone has any contacts in the media. Chances are, you won’t
need to subscribe to an expensive media database. By paying
attention to your local media and noting who covers transportation,
you can begin your list. If you can’t find a reporter’s email and phone,
call the media outlet and ask to speak to that person. Reporters thrive
on contacts--they can’t do their jobs without them. And remember
once you make a connection with a reporter, continually cultivate
those relationships!
MAKING A PITCH

A pitch script is a very short explanation of your story and why it is
relevant to the reporter. Having your pitch written down helps keep
you focused when you call a busy reporter, and allows you to give a
sense of a story in 30-60 seconds.
MAXIMIZING YOUR COVERAGE

Once you have secured media coverage, utilize all of your
communications tools to spread the news. Your company should
have a website that includes a page with local news and a blog.
Additionally, you should be using social media such as LinkedIn,
Twitter and Facebook, as well as newer platforms like Tik Tok and
Clubhouse (The Transportation Alliance will be providing a separate
handbook dedicated to social media in the months ahead) for details
on how to make the most of your social media).
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PREPARING FOR THE INTERVIEW

When you are cultivating a relationship with a reporter, they might
turn to you as a resource for general stories. The more you talk with
reporters, the less stressful your interactions with reporters will be in
the event of a crisis. When talking with reporters, even if it is for a story
that you pitched, it is important to prepare. This includes drafting
talking points and sticking to them during the interview. This helps
you impart a clear message, and it helps the reporter focus on the
story at hand. Nothing sours a reporter on a story like a rambling
conversation that doesn’t generate an apparent angle or headline.
Remember: These are busy people.

DESIGNATING A MEDIA CONTACT

There should be one person in your company who is designated as
the point person to deal with the media. Make sure that person is
clearly listed on your website as well. This avoids confusion about who
can speak with the media and helps your company deliver a clear
and consistent message. It also gives a reporter a consistent and
trusted contact, someone who understands the importance of
returning a reporter’s phone call or email within a matter of minutes,
not hours or days. Newsrooms are fast-paced, and the news of the
day can turn on a dime. Delays can annoy reporters and will kill your
chances of getting into a story.
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IDENTIFYING
GOOD
STORIES.
There are great stories
everywhere. You just need to
know how to look for them.
Years ago, in the Midwest,
there was a columnist who
would write his column by
opening up the phone book
(yes, back when the phone
book was a thing) and
randomly picking a number.
He would then call and ask the
person on the other end of the
line for their best story. In all
but one of these conversations
over the course of his career,
he was always able to find an
amazing story. Why? Because
people--and the challenges
they face--are interesting.
Everyone has a story. So what’s
your story?

Your company is likely filled
with great ideas, great people
and good deeds. Ask around
and take note. Anything can be
newsworthy. Did one of your
drivers return a valuable
missing item to a passenger?
Does your company or any of
your employees do any
volunteer work for the
community? Has one of your
drivers built a long-term
relationship with a client,
helping to deliver groceries,
bringing someone to
appointments for years or
building a friendship? These are
just a few ideas of great stories
that you can use to develop a
positive image for your
company.
One of the greatest challenges
in any company is to not miss
the story that’s right in front of
you. That’s because, too often,
we think the wider public
might not be interested in
something that seems
commonplace to us.
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Long-time transportation consultant
Joseph Rubino tells a great story about
visiting a major fleet operator in the
Northeast. That same day, the
transportation company owner had
arranged to bring in the marketing team
from his city’s NFL franchise to discuss
customer service with his team. To an
internal audience, the event might just
seem like another in-house training.
But to the media, it’s a winning pitch that
says, “We’re so forward-thinking that we’re
having a professional football marketing
expert come talk to our taxi company
about customer service.” Sure enough, the
operator attracted the media to the event
as a legitimate news story.

"One of the greatest
challenges in any
company is to not
miss the story that’s
right in front of you.
That’s because, too
often, we think the
wider public might
not be interested in
something that seems
commonplace to us."

When you look at your company and the people within your company
and ask questions through a lens of curiosity and positivity, you will find
some great stories. Here are some other ideas for basic stories that could
interest local reporters:
Providing perspective on a larger news story
(eg. travel challenges in a pandemic or a
weather emergency
Community involvement
New personnel
Industry awards or recognition
New products or services
Major new contracts
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When developing story ideas, keep your target audience in mind. What do
your customers want to know? What will a reporter want with the story?
Do you have a strong visual element? Then figure out how you can make
it appeal to journalists.
There is a diverse array of coverage your company can utilize to enhance
your brand and reputation:
TREND STORIES

The media is always--always--looking to report on current trends. Whether
it’s a local trend or trends within your industry, reporters are eager to find
new information for their stories. Capitalize on this desire by exploring how
you can be a resource as the reporter is researching and developing that
story.
Can your company provide insight? What is your company doing in relation
to the trend? What trends do you see for the upcoming year?
For example, are you transporting patients with Covid?
Are you helping homeless children get to school?
Are you accepting Bitcoin as payment (yes, that really
happened)?
What is your limousine company doing to keep drunk drivers
off the road after graduation?
How does your NEMT company fit into the “silver tsunami” of
aging Americans?
These are just a few ideas on when you can reach out to reporters with
comments on current trends.

11

HARD NEWS

Hard news stems from basic information or changes in your company. If you
have a new or unique product or service, this is a hard news story. Are you
moving into a new office space? Is there a change in upper management?
Have you signed a major contract? If there is something new going on in
your company, a reporter might be interested. And even if they aren’t, it
creates a touch point for you to stay connected to key reporters. Eventually,
when they have a transportation story, they’ll reach out to you because they
remember the five previous press releases you sent to them.

"By showing the community how you stepped in to help,
you can inspire other business leaders to do the same."
LOW-HANGING FRUIT

As you can gather from the title, these stories are easy to construct. These
stories are very positive and cover issues like community involvement,
volunteering, scholarships, promotions or sponsorships. No matter how small
the event, there could be a news hook. Take advantage of opportunities to
share these stories. For example, if your company awarded a $500
scholarship to a local student, take a photo when you present the check and
send it to a local media outlet. If your company is recognized as an
outstanding business leader at an award function, send a short video to local
TV stations of your CEO accepting the award.
Most important, pay attention to the needs of your local community! If you see
a story about someone in need, jump in and help out. Maybe a local family
suffered a terrible house fire. Can you give them a night on the town in your
limo to give them a much-needed evening out? Is a homeless shelter raising
money for more capacity? By showing the community how you stepped in to
help, you can inspire other business leaders to do the same. Always document
these events with a photograph, write a short caption about the photo and
send it to your local media. Share the good news, tell people about the
ongoing needs in your community, and help raise awareness both of your
company AND of the challenge itself.
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THOUGHT LEADERSHIP

Thought leadership is a strategy in which you are perceived as, well,
thoughtful about a particular problem. Two of the best ways to promote
yourself as a thought leader is through letters to the editor and opinion
pieces, also called “op-eds.”
Letters to the Editor
Did you see an article in the paper about an issue and want to share your
thoughts? Write a letter to the editor. When writing a letter to the editor,
keep it between 150-250 words. Make sure to get right to the point and
reference the story in question that generated your letter.
Op-Eds
Op-eds, which are shorthand for “Opposite Editorial” because of their
traditional placement in newspapers on the opposing page of the
newspaper’s editorial section) are an opportunity for you to provide an indepth analysis of an issue. An op-ed should be between 600-700 words.
When writing an op-ed, make sure you not only point out a problem, but
have a solution as well. Remember, sometimes it helps to be contrarian,
such as “Why I think taxis should be free to the elderly.” Make sure not to use
clichés in your op-ed. Once you have written your op-ed, only send it to one
media outlet at a time. Do not pitch it to multiple editors at different media
outlets, as editors will only consider original content for publishing. As with
all pitches, follow up with a phone call to the outlet. Editors get dozens, even
hundreds of submissions every day. A quick and polite phone call can make
your piece rise to the top of the pile.
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CORRECTIONS

In all of the interactions above, remember that reporters are human. Like all
of us, they can make mistakes. When you read something in a news article
regarding your industry or your company that includes incorrect
information, you should immediately email or call the reporter. Do not be
angry with them, but explain the mistake and ask for a clarification or
correction. You should call the reporter directly to issue the correction, not
the editor. Give the reporter a chance to correct the mistake. The vast
majority will always help you, and they’ll be thankful for the way you
handled it.
But what if no one cares about my story?

Sometimes, no matter how hard you try, the media just won’t get interested
in your story. The good news is that, in today’s world, you have multiple ways
to communicate your successes through other channels. Social media, selfpublished blogs, your own website, and newsletters are all ways you can
disseminate your story.
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WRITING A
PRESS RELEASE
Now that you have identified your story, you need to draft a press
release to send to reporters. A press release is a summary of your story,
including all of the interesting details a reporter will want to know. We
have included a press release template in Appendix A of this handbook
for reference.
When you begin writing your press release, start by deconstructing the
story. You have to dig deep and find the real draw, ensuring that it lines
up with the message you want to convey. What makes your story so
unique? Why is it interesting? Think like a reporter. Remember, not only
do you have to convince them it’s a worthy story, they have to sell it to
their editor (and ultimately to their audiences), so your press release
must appeal to all parties. Think about what questions the reporter
would ask, and answer those in your release.
Below is a step-by-step guide on how to compile your press release
and what to consider while you are putting it together.

Be sure to put your company’s logo at the top of the page. It
allows a reporter to know exactly who is sending the release
and it establishes your company’s branding.

On the left side, write “FOR IMMEDIATE RELEASE.” This
signals that the information you are imparting is being made
public. Put the date of the press release below that.

On the right side, put the information for your designated
media contact. Include their email address and phone
number so that a reporter can contact them with questions.
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Your headline should be centered and bolded, in a font size
larger than the body of the press release. The headline
should stand out, include the company’s name, and
summarize the main news from in the press release.
If you choose to include a subheading under the headline,
make it slightly smaller in font size than the headline and
italicize the font. The subheading gives additional context to
the overall ptch, allowing reporters to understand it at a
glance.
At the beginning of the body of the press release, include a
dateline that identifies the city from which the release is
issued.
The body of the release should summarize the story in the
most intriguing way possible. It should include at least one
quote. Any quotes provided should provide additional
information. Do not include a quote that is a repetition of
what has already been said.
Include boilerplate information at the very bottom of the
release. This gives reporters more background on your
business, such as: “Company XYZ has proudly served the city
of Springfield for 56 years. Started by John Jones with a
single vehicle in 1954, and now with a fleet of 26 vehicles, the
company remains family owned and operated here in
Springfield.” Include the company website address here as
well.
Finally, end with “###” centered at the end of the press
release. That signals to the reporter that there are no
additional pages to read.
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CREATING
A MEDIA
LIST.
Now that you have written a
compelling press release, you
need to send it to reporters so
they can hopefully write a
story covering your news.
Creating a media list is often
very time consuming and
takes a lot of digging. When
putting your media list
together, remember you can’t
send the press release to only
one reporter, nor can you send
it to 500 reporters who would
not be interested and do not
cover the topic. Think about
your story’s target audience
and where they get their
information. Do they read the
local newspaper, trade
magazines, websites, or all of
the above?

Possible media sources include:
TV
Local, regional and state
newspapers
Local and state radio
Trade magazines
Newsletters
Blogs
Podcasts
Once you identify your target
outlets, try to find specific
reporters who may be
interested in your story.
Hopefully, however, you have
already been diligently building
your media contact lists over
the past few weeks or months,
so you already have an idea of
who might be interested in your
story.

Think about your
story’s target
audience and where
they get their
information.
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Always match your story with a
reporter who is at least likely to be
interested. For example, if your story
is about a new technology you are
installing into your vehicles, you
should be looking for reporters who
write about technology or
transportation. It is important to
read what reporters have written
about your industry to ensure that
when it comes time to send your
press release you know if a reporter
might be interested. A reporter who
covers fashion, for example, will
likely never cover your
transportation story. Looking for
reporters who cover transportation,
business or technology is a good
place to start.
Once you have narrowed down the reporters who you want to receive
your press release, you need to find their contact information. Public
relations firms spend large sums to access databases that allow them to
quickly find almost any journalist in the world. Locally, however, you can
begin to understand the media landscape quickly without investing such
money. Start by looking at your local news sources’ websites to see if they
list reporter contact information. If you do not see any contact
information on the website, call the media outlet and ask who the best
contact would be.
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Another way you can get in touch with reporters is through your own
team. Ask your colleagues if they have any contacts. Do you have a friend
or family member who knows a reporter? Personal connections like this
can often give you an advantage by helping to establish and build your
relationship with a reporter.
Remember, your relationship with a reporter is a two-way street. You rely
on them to help tell your story, but they also will turn to you as a valuable
local source for future comment. It can take time to build this
relationship, but knowing who to contact when you have a good story will
make all the difference when it comes to getting coverage and sharing
your story.
Last, remember whenever you receive coverage, it’s common courtesy to
reach out to the reporter, by phone or email, to thank them. Reporters
appreciate it because they know it means that they are cultivating a good
business source--while you , at the same time, are cultivating your media
contacts.

Remember, your
relationship with a
reporter is a twoway street.
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MAKING A PITCH
Drafting a perfect press release is just the tip of the iceberg when it
comes to sharing your story with the world. When you reach out to a
reporter, you need to immediately grab their attention. A major part of
this is crafting a successful pitch of just a few lines at the top of the
email to pique their interest.
DRAFTING AN EMAIL PITCH

Create a subject line that is as personal and interesting as
possible. We all know the vast amount of emails that we
receive on a daily basis. You don’t want the reporter to think
your email is spam, or that it will be an uninteresting email.
Instead of saying something like “See Press Release,” instead
say something catchy like, “Company launches new app for
elderly passengers” or “Company XYZ gives free limo ride to
Disney World” or “North Carolina company named best fleet
in America.” If your subject line isn’t catchy, the reporter
won’t open the email.
Keep it personal, even if it isn’t. Address the reporter by their
first name only.

Include a brief summary of the story at the top of the email.

Then copy and paste your press release into the body of the
email. DO NOT ATTACH THE PRESS RELEASE. Reporters will
not open any attachments. You must take every precaution
to avoid looking like spam.
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Below is an example of what a pitch email should look like.
In this case, Company XYZ is bringing older passengers to COVID
vaccination sites.

Last, after you have sent your press release, wait an hour or
two (and never more than a day) and then call the reporter
directly. Reporters are buried under an avalanche of emails,
so this helps ensure your email stands out.
You can call the reporter and say, “Hi Clark, this is John
Jones at Company XYZ. Listen, I know you guys get a ton of
emails, so I just wanted to make sure you saw the press
release I sent over to you today that announces how our
company is transporting the elderly to COVID vaccination
sites.”
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PREPARING FOR
THE INTERVIEW
So a reporter has said the story sounds interesting, and wants to
do an in-person interview. What next?
Above all, it is important that you prepare. This includes drafting
talking points and sticking to them during the interview.

Here are some tips to help ensure you have a successful interview:
PREPARE

Before an interview, prepare your talking points so you don’t miss
any important points during the discussion. Practicing will help you
communicate your ideas. Where possible, always use your
company’s name.
DON'T GO NEGATIVE

Even if the reporter is trying to get you to say something negative
(“Boy, this vaccine rollout sure is a mess, isn’t it?) don’t take the bait.
Keep the focus on the great things that your company is doing.
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"BRIDGE PHRASING"

Bridge phrasing can help you move from a potentially “risky” answer
to a safe message. This allows you to subtly steer the interview back
to your points.
Let’s suppose that a reporter asks, “Is this transportation program
needed because the rollout has been so bad that people aren’t
showing up at vaccination sites?” You can respond with bridge
phrasing, which generally starts with “What we really need to be
focused on, first and foremost, is the safety of our elderly. That’s why
I’m so excited about this program.”

More examples of bridge phrasing are:
"That’s a good question, but what’s
really important is…”
“Let me answer you by saying that…”
“What’s important to remember is…”
“Yes…” (answer), “and in addition to
that…”
“No…” (answer), “let me explain…”
FLAGGING

Flagging is an important tool that will allow you to emphasize what
you consider is important. This works especially well after bridging.
You can say things like:
“I’ve talked about many issues
today. I think it boils down to
these three things…”
“The most important thing to
remember is…”
“What I really want to point to
is…”
“I want to make sure you
understand…”
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INVERT THE QUESTION

If a reporter asks, “Is your company investing a lot in technology?”
don’t answer simply, “Yes, we are.” Rather, always seek to invert the
questions into a statement, like: “Company XYZ is investing a lot in
technology because we want to create a better, more efficient
experience for our customers.”
By doing this you have accomplished three things: First, you have
included the name of your company. Second, you have advanced
the “why” of the story (“to enhance customer experience”). Third, you
have given a complete sound bite to the reporter that is far more
useful when the piece is edited than a short, choppy answer such as
“Yeah, we are.” You can also use this sound bite on your social
media and website.
"NO COMMENT"

Even though it is unlikely to
come up in a positive PR piece,
be careful never to tell a
reporter “no comment.” It is
one of the worst things you
can do in an interview because
it gives the appearance that
your organization is trying to
hide information, whether it is
or not.

There are ways to
say 'no comment,'
without making a
comment at all.

There are ways to say “no comment,” without making a comment
at all. If you are uncomfortable with a question, it’s always better
to say, “I need to get some more information for you on that
before I can knowledgeably comment.” That is far better than a
terse, nervous and defensive “no comment.”
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ON/OFF THE RECORD

There is a big difference between on and off the record. You
should always assume you are on the record with a reporter. Just
like Miranda rights, this means that anything that you say can
and may be used.
There are a limited number of occasions where it might make
sense to go off the record with a reporter, such as to discuss
sensitive issues. Only do this with reporters with whom you have
an established relationship of trust. When you are off the record, a
reporter is ethically--but not legally--bound to not use what you
are disclosing in a story. Make sure that any cameras or recorders
are turned off and that the reporter is not taking any notes.
Recording devices like cameras
and microphones should
always be treated like a gun:
always assume it’s loaded.
Consider yourself to be on the
record, on camera, and being
recorded from the moment a
reporter walks into your office,
during the setup of a TV
interview, or on the phone with
you for a friendly chat. Many a
well-intentioned person has
been brought into a harsh
media spotlight by saying
things before or after the actual
interview.
DON'T BE BAITED BY SILENCE

It’s human nature to try to fill the silence in a conversation.
Reporters will sometimes wait a few seconds after you have
answered a question. Maintain a disciplined message. When you
have said your piece, stop, even if there is a slightly uncomfortable
silence. Just wait for the next question.
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WHAT TO WEAR

Television viewers can make a snap judgement on whether they
believe or don’t believe a person based solely on their
appearance.
As you prepare for your interview, here are a few tips on how you
should present yourself:
Dress neatly. Stay away from bright
white shirts and geometric paisley or
zig-zagging patterns on clothes. It
used to be that these caused
alterations in the picture, but digital
changed that. Today, distracting
clothing is simply that: distracting.
Keep people focused on what you are
saying, not on what you are wearing.
Don’t wear a lot of jewelry. A necklace
of gold chains or large dangling
earrings will distract viewers from
what you are actually saying.

Keep hand motions to a minimum. A
calm demeanor imparts a message of
control.
Look at the reporter, not the camera
(unless you are doing a remote studioto-studio hookup, which is unlikely).
Don’t chew gum or have a cup of
coffee in your hands. Stay focused on
the interview.
Check that your teeth are clean and
that your attire is properly buttoned,
snapped, zipped and otherwise
squared away.

26

MAXIMIZING
COVERAGE.
Once your story is in the news, take advantage and maximize your
coverage! Share the news story on your website (make sure your
website has a “News” tab where you can post anything from blogs to
press releases to links of coverage), include it in your company
newsletter, email it to clients, flag it for your employees, and be sure
to post it on social media. Take advantage of any opportunity to
show people that your company has been recognized for its great
work, its point of view, or its thought leadership.

"Take advantage of any
opportunity to show people that
your company has been
recognized for its great work,
its point of view, or its thought
leadership."

27

SUMMARY
Successful public relations requires a consistent effort to advance
your company’s, perspective and brand in the media. It also
depends heavily on proactive and consistent planning for
coverage, as well as quick reaction to opportunities based on
answering local needs or recognizing your unique perspective to
a larger regional or national trend story.
Much of this can be done in-house, provided you are willing to
expend the time and resources on pursuing media coverage.
While this handbook only scratches the surface of the many
techniques, strategies and tools for successful public relations
efforts, we hope it will inspire you to make outward facing
communications to the media and the public a key part of your
operations.
Should you ever find the need for outside assistance, we hope you
will feel free to call on Melwood Global. Send us an email anytime
at info@melwoodglobal.com. Good luck!
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APPENDIX A
ANATOMY OF A PRESS RELEASE
Put "FOR IMMEDIATE
RELEASE," followed by
the date, in the top left
to show that this is
breaking news!

The subheading
should be
centered and
italicized;
and expand on
the headline
without
repeating info.

The dateline tells
people where the
news originated
from.

Put your company
logo at the top of
the release!
Put the name, email and
phone # of your media
contact in the top right.

The headline
should be
attentiongrabbing and
ideally, one
line, centered
and bold.

The first
sentence, or
"lede," should be
short, punchy
and give the
reader an
immediate sense
of the news.

The "###" symbol signifies the
end of the release.
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