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The Grand Lodge Public Relations Committee wishes to dedicate this 

handbook to one of its own, Past Grand Esteemed Leading Knight William 

Hansch. During his tenure as a member and Chairman of the Grand 

Lodge Public Relations Committee, Hansch distinguished himself as the 

moving spirit behind the Elks’ modern public and media relations efforts. 

His dedication, creativity, and deep love of the Order have served both as 

a model and an endless source of inspiration for this committee. It is our 

hope that, in some small way, this handbook will serve as tribute to him.



USA

PUBLIC AND MEDIA RELATIONS
Implementing successful public and media relations initiatives requires planning 

and an understanding of your audiences, and the media and its audiences. Fortunately, 
the programs and activities of the Benevolent and Protective Order of Elks offer 
many opportunities for you to promote your Lodge or State Association to the media, 
thereby strengthening in the public’s mind that “Elks Care—Elks Share.”

Our members and the people they serve — from our young Elks “Hoop Shoot” 
and “Soccer Shoot” athletes, amazing scholar ship recipients, handicapped children, 
veterans, emergency service personnel, community service leaders, educators, and 
parents — each has an emotionally appealing story with the potential to affect a 
wider audience.

This handbook, developed by the Grand Lodge Public Relations Committee, will 
help your Lodge or State Association better tell the stories of Elks’ activities and 
programs, position your Lodge or Association to gain favorable media cov er age, build 
an awareness of the B.P.O. Elks, and even create a greater interest in joining our 
organization. Your efforts are key in encouraging a positive image of the Order.

Good luck in spreading the word!
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GOALS OF PUBLIC RELATIONS
In the most general terms, the goal of public 

relations is to establish and main tain a relationship 
between an organi zation and its public. As PR 
Chairperson, you will find that you have a number 
of methods to help you establish and main tain  
the Order’s relation ship with the public. These 
methods often involve:

• Community Relations: enhancing your Lodge 
or State Association’s position and participation 
in the community through outreach efforts mutu-
ally benefiting your Lodge and the community.

• Crisis Management: maintaining your rela-
tionship with the public and media during a 
crisis setting.

• Government Relations: representing your 
Lodge’s interests and activities to governing 
bodies and elected officials.

• Internal Relations: serving as the conduit for 
information amongst your Lodge’s membership.

• Media Relations: conducting outreach and re-
sponding to the media on behalf of your Lodge.

• Publicity: furthering your Lodge’s interests 
through target-media coverage of your Lodge’s 
messages and events.

• A mixture of sales, marketing, adver tising, and 
journalism.

YOUR GOALS AS PR CHAIRPERSON
As the PR Chairperson for your Lodge, your 

basic goal is to oversee the gathering of informa-
tion with potential for positive publicity and to 
dis tribute such infor ma tion to all appropriate 
news media in a timely fashion. Other duties 
include:

 1. Train members of your Lodge in public 
relations.

 2. Develop media releases for the Grand Exalted 
Ruler and State Association President visits 
your Lodge.

 3. Help with Lodge newsletter.

 4. Help other Lodge Committees with media 
coverage.

 5. Help your Lodge on anniversary years (25th, 
50th, 70th, 100th).

 6. Advise your Lodge of ongoing current infor-
mation on Grand Lodge policies.

 7. Develop media contacts. Develop Lodge public 
relations activities and programs.

 8. Prepare and publish a Lodge brochure to be 
used by your Lodge.

 9. Acquire the Grand Lodge manuals that 
describes the controls and procedures to be 
used by your Lodge in public relations.

 10. Maintain a continuing 12-month calendar to 
anticipate activities occurring in the next 12 
months.

 11. Send monthly reports to your District 
Committeeman.

 12. Keep Lodge informed about public relations 
supplies available at the Grand Lodge supply/
shipping department.

 13. Keep reminding Lodge to send fraternal news 
items to The Elks Magazine.

 14. Send all gender issues to the Grand Secretary. 
Only he, the Grand Exalted Ruler or the Grand 
Lodge Advisory Committee may address 
subject. 

 15. Create media releases regarding all infor-
mation sent to you by Grand Lodge Public 
Relations Committee Chairman on Elks 
disaster relief.

 16. Provide assistance to Grand Lodge Public 
Relations Committee or State Chairman when 
requested.

GOALS OF MEDIA COVERAGE
Developing a working relationship with the 

media will be key in keeping your community 
informed about the Elks. By identifying your 
Lodge’s most positive programs and getting the 
word out, you can not only meet some of your 
duties as PR Chairperson, but also:

• Recruit new members, volunteers, or sponsors

• Reach potential program participants or donors

• Educate the community about Lodge programs

• Highlight Lodge programs that are improving 
the community

• Raise the Lodge’s visibility in the public eye

• Provide recognition for volunteers

GOAL OF PUBLIC RELATIONS & MEDIA COVERAGE
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HOW THE MEDIA WORKS
To get media coverage for your Lodge you need 

more than a good story. You need to understand 
both how the media works and its goals. Knowing 
the role of the media in your community will 
increase your effectiveness in promoting the news 
of your Lodge. In most cases, the goals of media 
outlets are to inform, advise, entertain, and make 
a profit. By keeping the media’s goals in mind, you 
place yourself in a better situation to tailor the 
news of your Lodge to a media outlet’s needs.

Each day, news agencies are inundated with 
stories about events, people, organi za tions, and 
corporations. Most of these stories don’t make the 
paper or the broadcast. The ones that do invariably 
are items deemed to be newsworthy. By giving 
your Lodge’s story the right angle, you will improve 
the chances of the media viewing your story as 
newsworthy.

Typically, editors, producers, and re port ers use 
similar criteria to judge if a story is newsworthy:

 • Proper timing

 • A local angle

 • Widespread interest

 • Well-known people

 • Human interest/emotional appeal

One of the best ways to make your Lodge’s story 
meet a media outlet’s needs for newsworthy 
material is by providing your story with a “hook”—
something that will tie your news to their needs.

With some creative thinking on your part, you 
will find that news hooks for your story aren’t 
difficult to come up with. Some of the best news 
hooks involve:

• Presenting a local angle to breaking news 
of interest. For example, if Congress were to 
sign legislation concerning veterans, you might 
contact media outlets and provide a local angle 
on how your Lodge plans to assist area veterans 
in light of the new bill.

• Presenting an education or community ser
vice award. Frequently, many media outlets 
honor local heroes of community service and by 
honoring these individuals you may be able to 
garner both them and your Lodge additional 
media coverage. In the past, some Lodges have 
presented awards to reporters and editors  
as well for their excellence in community 
reporting.

• Involving the media as a partner in one of 
your Lodge activities. Consider having a local 
media outlet cosponsor an event or invite 
represen tatives of the media to attend awards 
banquets as guests of honor.

• Arranging for testimonials or guest 
speakers at appropriate events.

• Explaining local implications on national 
reports or surveys. Suppose a study is released 
detailing the problems facing homeless single 
parents. If your Lodge sponsors a shelter, you 
may be able to generate a news story about how 
that national study relates to the community 
and what your Lodge is doing to help.

• “Tieins” with holidays, anniversaries, pre
vious news reports, or news reports on cur
rent trends. Perhaps your story can be tied to 
something other than just your Lodge. The 
Lodge’s scholarship program may be considered 
more newsworthy if the local paper or television 
station recently reported on current educational 
trends. Be creative when looking for tie-ins, but 
be sure that your news item and the one that 
you are tying it in with are both newsworthy.

• Creating the unexpected. Novelty at tracts 
attention and media outlets are often on the 
lookout for it. Ask yourself if you can bring 
something unexpected to your Lodge’s event or 
story to make it stand out.

IDENTIFYING YOUR AUDIENCE
The most important thing to remember as you 

work with media outlets is that, in terms of public 
relations for your Lodge, the media is not your 
audience. The residents of your community are. 
The media is just the messenger and that is why it 
is vital for you to identify your target audience, 
tailor your message for them, and use the media 
outlet that will best help you reach that audience. 
Your audience can be parents, students, teachers 
and school administrators, business leaders, 
government bodies or officials, other community 
associations, or some other group.

HOW THE MEDIA WORKS
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Some Hints on Best  
Reaching Your Target Audience:
• Audiences want to hear about them  selves. 

People seek news that relates to their lives in an 
immediate fashion. With this in mind, many 
media outlets cater directly to these specific 
audience interests. Newspapers are divided into 
sections on lifestyles, sports, business, farm 
reports, and health sections so that a target 
audience can reach the news it wants as quickly 
and easily as possible. Television and radio 
stations make programming choices in a similar 
manner. Magazines, especially, increasingly 
target a niche audience. As a PR Chairperson, 
make sure that your message is relevant to the 
audience you hope to reach or it will go 
unnoticed. 

• Audiences prefer news involving people 
over statistics. Too many facts, figures, and 
numbers can quickly bore an audience. Be sure 
that you are reaching your target audience by 
including people in your message. Saying that 
your Lodge annu ally contributes $7,500 to local 
handicapped children isn’t as engaging or 
impressive to an audience as explaining how 
one of one of those children has been helped by 
the Lodge.

• Audiences can sense selfpromotion. Audi-
ences tend to shy away from a shameless self-
promoter. To reach your audience, you will need 
to be certain that your message is about the 
people your Lodge helps and not that your Lodge 
helps people. The difference is slight, but it can 
make a big impact with your audience.

• Learn about your audience. Advertising and 
marketing professionals go out of their way to 
familiarize themselves with a target audience. 
It’s up to you to discover the things your target 
audience reads, what television programs and 
stations they watch, radio stations they listen 
to, and what interests and concerns them. By 
understanding these things, you can hit your 
audience where they live. The advertising 
department at a media outlet can often provide 
you with valuable demographic information 
about their readers, listeners, or viewers, but 
don’t stop there. Examine the style of the media 
outlet to get a feel for its approach to the 
audience, and then make sure your message 
mimics that style.

REACHING THE MEDIA
Before going to the media with a story, it is 

extremely important for you to be sure that you 
are beginning with the strongest possible start. To 
do this, you will need to formulate a media plan 
that can answer three basic questions:

1. What do we want to accomplish? [Goals]

2. How will it be accomplished? [Strategy]

3. When do we accomplish it? [Timing]

Although there is really no media plan that 
works for every situation, as PR Chairperson you 
will need to keep your eye on the goals, strategy, 
and timing with each plan you create.

In setting your goals, make sure that you have 
decided on the audience you want to reach and 
how to best create excitement through news hooks 
or other means. Make your goals as specific and 
tailored as possible. This will help determine the 
media outlets you will need to provide your 
message to. A goal to generate 50 media impres-
sions with one story might seem like a good idea 
at first, but having five extremely well-placed 
media impressions may be ultimately more 
beneficial to your Lodge and its programs. 
Remember, it’s difficult to gauge your success if 
your goals are general.

Your strategy is the approach you will take to 
meet your goals. While some approaches will be 
simpler than others, no strategic plan should ever 
be just releasing your message as soon as it is 
ready. A strategic media plan should include:

• Your newsworthy message

• A target audience

• A list of media outlets reaching the target 
audience

• Contact points and deadlines for those media 
outlets

• An approach to getting your message to the 
media in a timely manner

Because all media outlets operate on a deadline, 
the timing of your media plan is crucial. Missing a 
deadline may mean that your message does not 
get coverage.

As your media plan gets under way, make sure 
you monitor it. This allows you to verify that you 
are on the path to meeting your goal, make any 
revisions, and see if anything has passed unnoticed. 
Without a way to monitor your media plan, it can 
almost be as if you never had one.

REACHING THE MEDIA
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YOUR MEDIA LISTS
A media list contains the carefully selected 

names, addresses, phone and fax numbers, E-mail 
addresses, and deadlines of every news organi-
zation, reporter, and editor who will be likely to 
use the material you send.

The main types of media are:

• Print: Newspapers (daily and weekly), maga-
zines, The Elks Magazine, church bulletins, 
education and business publi ca tions, industry 
trade papers, college and high school newspapers, 
brochures, and community calendars.

• Television: News and locally produced talk 
shows, community-access cable.

• Radio: News and locally produced talk shows, 
high school and college radio.

• Online: Your Lodge’s website, com munity web-
sites, chat rooms, message boards, mailing lists, 
and association and business websites.

Your list doesn’t need to be very long, but it is 
important to keep it up-to-date and accurate. Be 
sure to review the list and correct any changes to 
it every six months.

Resources for finding media contacts in your 
area, some of which can be found with the media 
directories at your local library, include:

• The Gale Directory of Publications and 
Broadcast Media

• Bacon’s Publicity Checker

• The Broadcast and Cable Yearbook

• Local professional associations (Public 
Relations Society of America, Women in 
Communications)

• Local civic groups (Welcome Wagon, Junior 
League)

• Local chamber of commerce

• Media Post: www.mediapost.com

• Newspapers: www.newspapers.com

Be sure your list includes not only general media 
outlets, but also specialized media such as African-
American and Hispanic news papers and radio 
stations, shoppers’ news letters, and organi zation 
or corporate news letters.

PRINT

Newspapers
Despite the technological changes that have 

created new media outlets, newspapers still 
remain a place that people turn to for news. When 
the public wants the story beyond the video clip or 
sound bite they turn to newspapers. 

When trying to place your message with a 
newspaper, there are many people whom you may 
find yourself dealing with:

• City editor: makes the assignments for local 
news stories.

• Reporters: There are many types of reporters, so 
as PR Chairperson it will be your responsibility 
to identify the reporters who can best serve your 
Lodge. Pay particular attention to beat report-
ers, who cover various social issues, and other 
reporters that handle volunteer activities.

• Editorial editor: chooses guest editorials and 
opinion columns

• Feature editor: who assigns human interest 
stories

• Advertising manager
• Community calendar editor

At least once a year, you should plan on meeting 
with the principal editors of your local newspapers. 
This is called an editorial board meeting. This 
meeting doesn’t need to be formal, but you should 
be prepared to represent your Lodge. Before the 
editorial meeting prepare a leave-behind packet 
containing:

• Background information on your Lodge

• A list of available spokespersons, their area of 
expertise, and their availability

• Your Lodge’s mission statement

• Brief biographies of key participants in your 
Lodge’s programs

• Clippings of recent media clippings

By scheduling an editorial board meeting early 
you will not only be able to inform local newspapers 
about your Lodge, but will also be able to learn the 
needs of the newspaper. Plan on discovering the 
editors and reporters preferred:

• Photographic content and format: Be sure to 
ask for the newspaper’s photographic guidelines. 
Since pictures can play a vital role in telling your 
Lodge’s story, you will need to know what kind 
of photographs the local newspaper accept and 

PRINT MEDIA
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in what format. Ask if they need color or black 
and white photographs, glossies, negatives, 
matte-finish, and/or digital images (and in what 
file format and size, e.g. TIFF, JPEG, BMP). Be 
sure you note the preferences of each newspaper 
and respect them.

• Contact method: Editors and reporters are 
very busy, so ask them their preferred method 
of being contacted. Find out if a phone call, fax, 
a personal visit, or an E-mail is the best way to 
give them the news that they will need from you.

• Deadlines: By knowing a reporter or editor’s 
specific deadlines for going to press, you can be 
sure that your message is presented in a timely 
manner.

Weekly Newspapers
For people residing outside of metro politan 

areas, weekly newspapers are often the primary 
source for people to gain information on local 
events. Generally, it is easier to place news items 
with weekly newspapers. Keep in mind that since 
they are weekly newspapers, the editors and 
reporters will need more lead time in preparing a 
news item for print. As with daily newspapers, it 
will be in your Lodge’s best interest if you schedule 
an editorial board meeting to learn the needs of 
your local weekly newspapers.

Wire Services
Nearly all newspapers and broadcast media 

subscribe to news wire services. Each day, reporters 
and editors read the news wire “daybooks,” which 
list upcoming newsworthy events. Additionally, 
these wire services continually gather other news 
and electronically provide stories to the media. 
The major news wire service companies maintain 
state and area offices, usually offering statewide 
listings of events and activities. “Stringers,” or 
local reporters, typically cover news items outside 
of major metropolitan areas. Having your news 
item placed with a wire service has several 
advantages:

A wire service story can appear in print or 
broadcast throughout your area or across the 
country. Radio bureaus affiliated with the wire 
services frequently broadcast news items that 
they receive. Stories can be filed with a wire 
service by telephone for announcements or brief 
comments about a story. (Remember to make your 
announcements short and simple. Include only the 
most essential facts.)

National wire services include:

• The Associated Press (AP): www.ap.org

• Reuters: www.reuters.com

• Various PR wire services: They will charge you 
a fee to use their service.

• Various business and special-interest wire 
services

In most cases, it is best to concentrate your story 
placement on local, state, and regional publications 
rather than with the wire services unless the story 
is potentially of national interest.

Magazines
Magazines offer many of the same advantages of 

newspapers, but most magazines seek news items 
that are “evergreen,” and won’t be old news by 
the time publication is printed. Magazine editors 
tend to look for stories with greater perspective 
and analysis than straight news reporting. If you 
have a story that will benefit from a unique angle, 
a magazine may be the perfect media outlet for 
you to use.

Keep in mind that magazines frequently have a 
lead time of several months. Also, be aware that 
because of the nature of their production, many 
magazines are unable to use certain photographic 
formats. Be sure to contact each magazine for its 
own photographic and story guidelines.

Stories that generally interest magazine editors 
include:

• Profiles of local officials or leaders

• Trends

• Exceptional performance in some area

The Elks Magazine
Established in 1922 to promote the charitable 

and civic activities of the subordi nate Elks 
Lodges, The Elks Magazine is the official organ 
of the Benevolent and Pro tective Order of Elks. 
The editors of The Elks Magazine seek news of the 
Lodges that is:

• Charitable and/or civic in nature

• Timely (sent to the magazine within four weeks 
of the event described)

• Lodge-focused and not focused on an individual 
(The Lodge’s activity or program, not those of 
individual Elks members)

PRINT MEDIA
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• Above and beyond Grand Lodge-mandated 
activities (What a Lodge does in addition to the 
GL programs it is required to fulfill)

The Elks Magazine prints photographs that:

• Feature charitable recipients

• Feature activities and not check presentations

• Glossy

• Review the Fraternal Guidelines for information

A more complete list of guidelines can be 
requested by writing to:

The Elks Magazine
Editorial Department
2750 N. Lakeview Avenue
Chicago, IL  60614-1889

Or viewed at:
www.elks.org/elksmag/fraternalguidelines.cfm

News items can be mailed to the above address 
or, if they do not include a photograph, E-mailed 
to magnews@elks.org.

A Final Note on Print Media
It is always a good idea to save a clipping of 

any news items about your Lodge. You can make 
photocopies of these clippings for editorial board 
meetings, to show potential members, to inspire 
your current membership, and in various Grand 
Lodge contests.

Just as coverage in the local press can tell your 
community about your Lodge, you can use The 
Elks Magazine to tell the story of the Order as a 
whole. After you and members of your Lodge have 
read your current issue of The Elks Magazine, be 
sure to pass it along to a neighbor or friend or ask 
if it can be left at the local barber shop, medical 
office, or automotive repair shop. It’s a great way 
for you to help spread the word that “Elks Care—
Elks Share.”

TELEVISION
For your message to be used on television it 

needs to be short and simple. Television news 
tends to reduce stories to 30 seconds or one-minute 
segments. Long explanations often end up as 
short sound bites or quotes. There are a number of 
people whom you may come in contact with when 
trying to place your message on television:

• News assignment editor: makes decisions on 
where to send news crews

• Talk show producers/hosts/schedulers

• Public Service Director

• Reporters who frequently cover social issues

A visual component is crucial to all television 
news stories. Color photographic slides of your 
Lodge logo, a graph, or guest of honor can provide 
still images for news reports, but getting a news 
crew to your event is the ideal. To do this, you need 
to keep in mind television’s special requirements:

• News stories need to be prepared and edited 
quickly to make that day’s newscasts. By 
informing news assignment editors of your 
events well in advance and, whenever possible, 
holding an event before 1 P.M., you stand the 
best chance of getting your Lodge same-day 
coverage.

• TV news must be condensed to sound bites. 
Prepare the message you wish to send before 
ever getting in front of a camera.

• TV news likes action. Television reporters 
would rather cover a story that depicts a story 
rather than interview someone who just talks 
about it.

Some other considerations with television:

• Live coverage. Experienced event planners 
know the importance of reserving parking for the 
media, especially if they expect live television 
coverage. Make sure that you have a place for 
microwave or satellite trucks to park and run 
their cables if you expect live coverage. In order 
to encourage and prepare for television, make 
sure that on all media advisories, you include 
the phrase, “Please advise if you are planning 
live coverage.” 

• Your logo. If it is possible, make sure that your 
Lodge’s logo is prominently displayed during 
events receiving television coverage. Place your 
logo directly in front of or behind the spot where 
guest speakers, honorees, or activity participants 
will be filmed.

• Public affairs and cable programming. 
These television formats are often over looked, 
but, with some creative thinking, can be great 
ways to promote your Lodge. 

TELEVISION
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Public affairs programming is usually a com-
bination of news and community service-oriented 
materials and can take the form of interviews, 
documentaries, panel discussions, or editorial 
comments. You might consider:

• Preparing an editorial on the need for commu-
nity service;

• Asking the station to sponsor a community 
service segment during a portion of their local 
news programming;

• Submitting a response to an opinion expres sed 
by the station or another com munity group.

RADIO
Radio stations tend to tailor their pro gram ming 

to specific audiences — Top 40 to country to rhythm 
and blues to classical. Recent changes have led to 
even more stations expanding their news coverage 
and providing more airtime for call-in programs 
on issues of interest to the community. When 
contacting radio stations you will frequently deal 
with:

• News director

• Public Service director

• Talk show producers/hosts/schedulers

This provides you the opportunity to match your 
Lodge’s message to the station’s audience. Be sure 
that you:

• Send news releases to notify radio stations 
of events of interest to their audience.

• Create news releases in a style that is easy 
to use for ontheair delivery.

• Use radio stations’ public affairs pro
gramming.

• Consider talk radio. As one of the most 
rapidly growing forms of communications, talk 
radio programs offer a chance to reach a wide 
audience. Most towns have at least one station 
featuring a talk-radio program devoted to issues 
facing the community. As PR Chairperson, you 
should consider the potential of having a Lodge 
spokesperson participate in one of these shows.

ON-LINE
Since the advent of computer networking, 

the growth of on-line media, and web-based 
communities, the Internet has become one of the 
most vital tools in public relations. Whether you 
use the Internet to contact reporters and editors 
or to develop your Lodge’s own Website, on-line 
public rela tions can provide you with a valuable 
new approach to your public relations efforts.

Reaching the Media On-line
For many reporters, E-mail has become the 

preferred means of receiving news releases, pitches 
for story ideas, and back ground information on 
your programs and events. Since many news 
agencies accept digital photographs, too, you may 
find that an E-mail account is something that 
you can’t afford to be without. As you begin to 
develop relationships with reporters, editors, and 
producers, make sure that you ask if they accept 
electronic submissions and give them your E-mail 
address as well as the address of your Lodge’s 
website.

If your Lodge hasn’t done so already, you should 
consider creating a website. A service of the Grand 
Lodge allows you to establish a virtual homepage 
for your own Lodge at www.elks.org. Additionally, 
most Internet service providers (such as America 
Online) offer free hosting of websites as well as 
the software needed to design the sites. With tools 
like these at your disposal, creating a website 
for your Lodge is far easier than you might have 
imagined.

A recent survey conducted by PR pro fessionals 
indicated that most reporters were disappointed 
with corporate and association websites. What 
reporters indicated they most hoped to find on 
websites were:

• Easy to navigate homepages with direct links to 
a section for the media

• Access to the most recent news releases as well 
as past news releases

• Names of spokespersons and best methods of 
contacting them

• Addresses, phone numbers, fax numbers, and E-
mail addresses

• Download-friendly photographs of rele vant 
events and people

• Succinct mission statements and easy to find 
backgrounds on organizations or corporations

In the same survey, reporters indicated that if 
a website was friendly to their needs they often 
spent more time exploring the site to get a more 
in-depth understanding of what they were writing 
about.

RADIO and ON-LINE
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Reaching the Public On-line
Another reason to consider developing a website 

for your Lodge is that it is a way to reach your 
community 24 hours a day. Many associations have 
found that by putting the Internet to work, they 
have been able to expand their audience and their 
potential. Depending on your technical abilities 
and your goals, your website can be used to:

• Promote the Elks. One association found 
that a large percentage of people first learned 
about their organization through the Internet. 
A website can be a means of introducing your 
Lodge and the Elks to new audiences.

• Promote events—both offline and online. 
Increasingly, websites are used to promote 
actual events as well as host on-line conferences 
and chats.

• Recruit volunteers and sponsors. Many 
organizations such as Youth Service America 
have used the web to promote volunteerism and 
provide links to volun teering opportunities.

Once you have a website for your Lodge, see if 
it is possible for you to have your site linked to 
the city’s official website if it has a links page for 
volunteer organization or the area chamber of 
commerce’s page. This can increase local traffic 
to your website. Additionally, have your site 
registered with some of the web’s more popular 
search engines such as Yahoo and Alta Vista.

With some research and effort on your part, you 
can also use the Internet in other ways for your 
Lodge’s public relations efforts. You can promote 
your Lodge through:

• On-line chat rooms

• Community based message boards

• Service- and charitable-based newsgroups

• Mailing lists that reach members of your 
community

• Web banners on sites visited by your target 
audience

Check with the moderators of newsgroups, chat 
rooms, and message boards to see if your message 
is acceptable.

BUILDING POSITIVE RELATIONSHIPS 
WITH THE MEDIA

One of the main difficulties facing people 
working in public relations is establishing and 
maintaining positive relationships with members 
of the media. Facing strict deadlines, media 
professionals often bristle at unsolicited phone 
calls and E-mails regarding story ideas or events 
that are not newsworthy. As PR Chairperson, 
you can overcome these obstacles and build a 
relationship with media members by doing a few 
simple things:

• Have a good story. Reporters and journalists 
recognize strong stories. If they know that you 
can provide the media with solid, succinct news 
items that can capture the imagination of their 
audience, the reporters will take notice.

• Know the audience. If you are trying to 
convince a media outlet to use a news item that 
isn’t of interest to its audience, you’re wasting 
someone’s time. Doing this repeatedly can 
jeopardize your credibility.

• Build trust. Media members will respect you for 
delivering what you promise in a timely manner. 
Be honest and upfront about what you can and 
cannot do. Your candor and professionalism will 
be remembered.

• Be responsive. Return calls as soon as possible. 
Because of reporters’ tight dead lines, news can 
die if it isn’t reported quickly.

• Be helpful. If it is warranted, do a little research, 
suggest other credible sources on a story, and 
let the reporter know about your willingness to 
help.

• Be brief. Respect a reporter’s time by not 
running on with lengthy details. State the facts 
in a straightforward manner and let the reporter 
get to work.

• Be realistic. The news isn’t something that you 
can control. Even though you may have put a 
lot of work into a story, you still cannot control 
whether it runs, its timing, placement, tone, 
headline, or content.

RELATIONSHIPS WITH THE MEDIA
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Developing Media Contacts
Getting that initial introduction to members of 

the media may seem like a daunting task, but it 
need not be difficult at all. In fact, there are quite 
a few simple techniques that PR professionals use 
to develop their media contacts, some of which 
have already been mentioned in this handbook:

• Congratulating a reporter on a recent piece. 
Whether done by phone (make sure to call in 
the morning when the deadline pressure isn’t 
so great), E-mail, or a personal note, reporters 
like to hear that they have done a good job. Be 
sincere in your praise and your relationship will 
start off well.

• Editorial board meetings.

• Invitations. Invite local media represen tatives 
to attend your Lodge functions. If you know 
that the local news anchor is a golf enthusiast, 
provide him with complimentary tickets to your 
annual golf outing. Don’t necessarily expect 
him to cover the event, but do take the time to 
bend his ear a little and explain your Lodge’s 
programs. You can do the same thing with many 
of your Lodge’s social functions.

• Host a luncheon for media represen tatives 
or take a reporter to lunch.

• Recognize a reporter with an award. Just as 
your Lodge recognizes outstanding citizens, you 
might consider recognizing journalists, editors, 
or reporters who have done excellent work 
covering community issues.

• Pitch a great story. Tips on preparing media 
pitches will be covered in the next section.

Don’t get discouraged if you don’t see immediate 
results after you’ve met with members of the 
media. Powerful relationships develop over time. 
Remember, your public relations campaign is 
working for long-range goals and not short-term, 
quick fixes.

PLACING YOUR NEWS WITH THE MEDIA
By now, you’ve probably already done a great 

deal of legwork—researching local media outlets 
and determining their target audiences while 
developing relationships with reporters. Now it’s 
time to capitalize on your work by placing your 
message with the media.

Think of your message as a story. The media is 
expecting a story, so you should be prepared to 
craft your message as a story. A story:

• Involves things happening to people. Editors and 
audiences quickly tire of news items that don’t 
involve people involved in some kind of action. 
Look for the programs in your Lodge that involve 
things happening to people. For example, if your 
Lodge gives a police officer of the year award, 
make sure that your story includes what the 
officer did to earn this distinction. Compelling 
stories have heroes, themes, and action. Be 
sure to include these elements in your stories 
whenever possible. The media will definitely 
take notice.

• Is either timely or timeless. If your story is 
about a current event, then it is timely. If your 
story is an “evergreen,” it is timeless. Knowing 
whether your story is timely or timeless can 
help you decide what type of media outlet is the 
best place for you to send it.

• Has a reason for being told. Typically, people 
tell stories to entertain, to educate, or both. 
Your story (e.g. the donation of a wheelchair lift 
to a disabled child’s family) and its theme (e.g. 
overcoming adversity) often reflect the reason for 
the telling, just as your goals for media coverage 
also can reflect the reason for your story being 
told.

• Has a form. Throughout history, stories have 
been told in many forms—through letters, as 
folktales, etc. 

In terms of public relations, there are specific 
forms for telling your story to the media:

• Media releases

• Media advisories

• Media pitches

• Media kits

• Letters to the Editor and op-eds

• Bylined articles

• Public service announcements

Media Releases
Editors and reporters are reluctant to admit that 

many news stories (whether in print or broadcast) 
originated with media releases. Media releases can 
publicize an issue or a story, provide background 
information on a news event, or announce a future 
event.

Effective media releases generally follow specific 
guidelines:

• An attention-grabbing headline

PLACING YOUR NEWS WITH THE MEDIA
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• A lead paragraph explaining the who, what, 
where, when, how, and why of a story.

• The body of the release resembles an inverted 
pyramid with information appearing in the 
order of its importance. This allows a reporter or 
editor to shorten a release without cutting any 
of the important details.

• Includes exciting and pertinent quotes from 
relevant people

• Is no more than two, typed pages—preferably a 
single typed page

• Is factual and spelled correctly

• Avoids jargon or technical terms. Refer ring to 
the Lodge’s Exalted Ruler as Lodge president in 
a media release may help you to reach a wider 
audience.

• Doesn’t use initials or abbreviations with out 
identifying their meaning first.

Media Release Format
• Type the release on one side of 8-1/2"x11" 

letterhead. At the top of the release include:

  1) The name and telephone and fax numbers and 
E-mail address of the contact person whom 
reporters can call for more information.

  2) The date and time for the story’s release (“For 
Release, April 21, 2008” or “For Immediate 
Release”).

  3) A short headline that describes the release’s 
content at a glance.

• Begin the first paragraph with a dateline indi-
cating where and when the story was released. 

• If there is more than one page, type “MORE” 
at the bottom of each page, except the last one. 
Include the page number and identifying line 
on each additional page (“Hoop Shoot” Awards, 
Page 2).

• End the release with the marks “# # #”.

• Include any appropriate photographs along 
with a caption, identifying people left to right 
and describing the activity.

When drafting your media release, remember to:

• Eliminate padding. As you read what you’ve 
written, check to see if any words or sections 
can be eliminated or rephrased. Instead of 
saying “Due to the fact that we have met our 
fund-raising goals,” try “Since we met our fund-
raising goals.”

• Stay focused. If you’re writing about your 
Lodge’s scholarship winners, stay focused on 
them. Don’t yield to the temptation of including 
all of your Lodge’s recent accomplishments.

• Cut back on modifiers. Adjectives and adverbs 
may set the tone of a piece, but too many of them 
can confuse a reader. Remember, less is more.

An example of a media release is included on the 
next page.

Media Advisories
A media advisory is a separate, single-page 

document that alerts reporters to an event. Your 
media advisory should focus on making it easy 
for reporters to find and cover your event. The 
advisory should include a brief description of the 
event, time, location, participants, and a contact 
name and phone number. 

Media advisories should be sent to media outlets 
with daily deadlines three to five days before the 
event. It is also a good idea to send the advisory to 
television stations again the morning before the 
event.

Media Advisory Example:

[Lodge letterhead]
[Contact Person and numbers]

Media Advisory: Elks National “Hoop Shoot” 
Free Throw Competition

WHAT: The Benevolent and Protective Order of 
Elks is hosting its annual Elks National 
“Hoop Shoot” Free Throw Competition, 
which is the final round of the nation’s 
biggest coeducational sports program for 
youths ages 8-13, and will determine the 
six top free-throw shooting youngsters 
from across the country.

WHO: The BPOE, one of the nation’s oldest and 
largest charitable and patriotic fraternal 
organizations, and the 72 top free-throw 
sinking youngsters in the U.S.

WHEN: Saturday, April 21, 2001 at 8:30 A.M.

WHERE: Western New England  
College Gymnasium

 [Street Address]
 [Springfield, MA  (Zip Code)]

Note: Please advise if you are planning live 
coverage.

MEDIA ADVISORIES
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PRESS RELEASE SAMPLE LETTER

Lodge Letterhead

 
CONTACT:

 
(Person’s Name)

 
(Person’s Title)

 
Phone: (555) 555-5555

 
Fax: (555) 555-5555

For Immediate Release

July 11, 2001

Elks “Hoop Shoot” Free Throw National Champ Honored in City of Brotherly 

Love
Effingham, IL, Resident Taylor Worman Receives Trophies, Praise from Elks

PHILADELPHIA, PA. July 11, 2001—A standing ovation made up of 

nearly 10,000 cheering Elks members, their spouses, and guests greeted 

Effingham, Illinois, resident Taylor Worman as he entered the Pennsylvania 

Convention Center to receive one of the Benevolent and Protective Order of 

Elks’ prestigious Getty Powell Awards, which are given to the top boy and 

girl free-throw shooters in the nation.

Since planting a perfect 25 out of 25 free throws in the Boys 8-9 Division 

at the national championship competition held this past April in Springfield, 

Massachusetts, nine-year-old Taylor has deservedly become a hometown 

phenomenon in his own right.  And as Taylor addressed the audience from the 

dais, Elks from across the nation got to see what the folks back in Effingham 

already knew--that besides being an amazing athlete, Taylor is a gracious 

and charming young man. After joking about how competing in the district 

championship meant having to postpone the family vacation to sunny Florida 

during the dead of a chilly Illinois winter, Taylor thanked his family for their 

unflagging support and acknowledged the many Elks who worked hard to 

make the “Hoop Shoot” contest, “better than Disney World.”

“The ‘Hoop Shoot’ program,” said Taylor, “not only provided me with hopes 

and dreams, but also the opportunity for hard work, discipline, competition, 

sportsmanship, and the chance to make new friends. These are traits I can 

carry over into school, work, and other parts of my life, not just in sports.”

The Elks were thrilled to have Taylor and his family as their guests during the 

Convention. Leading the way in philanthropy and patriotism, the Benevolent 

and Protective Order of Elks is a fraternal organization comprised of nearly 

1.2 million dedicated men and women in more than 2,000 communities.

# # #
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Media Pitches
A media pitch is just like a sales pitch. It’s an 

excellent way for you to get someone (in this case, 
a reporter) interested in what you are offering (a 
news story). Sure, it may seem nerve-wracking to 
make a cold call to a journalist, but don’t worry. 
Not all pitches need to be made over the phone, 
and many reporters prefer to receive pitches via 
fax or E-mail.

Some strategies for pitching reporters include:

• A laserlike approach. If you’ve devel oped a 
highly accurate media list, you should be able 
to directly target specific reporters with tailor-
made pitches that are sure to be of direct interest 
to them and their audience.

• A more creative approach. Perhaps your media 
list includes a lot of feature reporters or other 
journalists who, if given the right “spin,” might 
be interested in your story. For instance, a pitch 
about your Lodge’s programs for veterans might 
seem like a natural for a beat reporter, but with 
the right angle, you might be able to interest the 
features editor of the paper’s lifestyles section. 
Be creative and play the angles.

• A shotgun approach. Pitching everyone in 
sight from the lowliest reporter to the editor-in-
chief can be annoying to media professionals. 
That said, PR professionals do exactly this at 
times. Why? Because it sometimes produces 
results. Oftentimes, you will be able to find a 
reporter interested in your story who might 
have otherwise been overlooked.

Pitching by Phone
To make phone pitches easier, follow these 

suggestions:

• Introduce yourself by saying, “We haven’t 
spoken before.” You’ll earn a reporter’s respect 
by not pretending to be his best friend. If you 
mislead the reporter into thinking that he 
should know who you are, he’ll probably try to 
remember how he knows you and miss the 
beginning of your pitch entirely.

• Always ask if the reporter is on a deadline. If he 
is, ask when it would be a good time to call back 
and do so.

• Hone your pitch to a 15-second speech. Pretend 
that you bumped into the reporter in an elevator 
and only had a short time to interest him in your 
story. If your pitch can be made in the time it 
takes to ride an elevator you’re doing very well.

• Know your story inside and out. By knowing 
your story, you can revise your pitch if the 
reporter voices any objections instead of 
instantly throwing in the towel. By knowing 
your story, you’re also better prepared to pitch 
other reporters. If your pitch doesn’t fit with one 
reporter, it might with another.

• Follow up. Potential leads can be lost if you don’t 
follow up on them. If a reporter asks you to call 
him back, be sure that you do.

• Be persistent. Don’t cross the line from being 
persistent to being annoying, but if you are 
sure of your story, keep calling until you get the 
reporter on the phone (just don’t keep leaving 
messages).

• Be enthusiastic. If you don’t make your story 
sound important, the reporter probably won’t 
think it is.

Pitching by Letter
If your story is not breaking news of great 

immediacy, a reporter may prefer to receive a 
pitch by letter (regular mail, fax, or E-mail). A 
pitch letter:

• Explains the purpose of the letter concisely

• Summarizes the most important information in 
one paragraph before giving details

• Is no longer than one page

• Explains why the media outlet’s audience would 
be interested

• Includes a few eye-catching details

• Suggests possible approaches to the story

After sending your pitch letter, follow up with 
the reporter in about a week’s time to see if he is 
interested.

Media Pitch Letter Example:

[Reporter’s Name]
[News organization]
[Street Address]
[City, State, Zip]

Dear [Reporter]:

Sports luminaries such as former Indiana Uni-
versity standout Steve Alford, Duke University’s 
amazing Trajan Landon, Indian Pacer Chris 
Mullin, North Carolina State star Jennifer 
Howard, and Portland Fire guard Jackie Stiles 
were all participants in it before becoming the 
great athletes they are today.

MEDIA PITCHES
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In fact, the Elks “Hoop Shoot” Free Throw 
Contest has opened up the exciting world of free-
throw shooting to more than 91 million young boys 
and girls in the last 30 years. And the talented 
youngsters, ages 8-13, competing in this year’s 
national finals have accuracy from the charity 
stripe that would make many in the NBA and 
WNBA weep with envy.

The Elks “Hoop Shoot” is the largest coeducational 
sports activity in the country, and the national 
championship, to be held in Springfield, 
Massachusetts, on Saturday, April 21, is already 
shaping up to be an exciting and dramatic contest 
among the 72 top free-throw sinkers in the U.S. 
And it’s not a stretch to think that one of this 
year’s national champs may be a star of tomorrow. 
Hoop dreams indeed!

I’m sure that your audience would be interested 
in profiles on these gifted kids, the volunteers 
who’ve made this program work, the results of this 
year’s competition, or an overview of the “Hoop 
Shoot” contest’s history of success. I will contact 
you in the next few days to see if you might be 
interested in arranging interviews with some of 
the participants as well as seeing the national 
contest.

Thanks in advance for your time and interest.

Sincerely,

[Name]
[Title]

Media Kits
A media kit is an attention-grabbing folder 

containing information on your Lodge or one 
of its programs that you can distribute at 
editorial board meetings, give to reporters, or 
leave with school or city officials. Media kits 
often contain media releases, media advisories, 
media pitch letters, information sheets, program 
backgrounders, biographies when appropriate, 
and/or photographs. 

Since media kits can be costly to produce, 
distribute them only when requested or when the 
media is attending a Lodge function.

Letters to the Editor and Op-eds

An overlooked way of reaching your public is 
through the editorial pages of your local newspaper. 
Although the op-ed pages aren’t as well read as 

other sections of the newspaper, decision makers 
frequently consult the letters and articles of the 
op-ed pages.

Letters to the Editor should:

• Be short—no more than 400 words. The shorter 
it is, the more likely it is to appear in print.

• Make your point in the first or second 
paragraph.

• Not be about potentially controversial issues. 
Avoid taking a stance on any potentially 
controversial issue. Remember, you do not want 
to alienate your community or make the Elks 
look bad.

• Be infrequent. Save letters to the editor for 
important occasions for the highest impact. 

You can best use letters to the editor to remind 
your community about important patriotic 
holidays, thank volunteers and program 
participants, and highlight the volunteer spirit of 
particular community residents.

Opeds should:

• Try to avoid taking a controversial stance, but 
still offer a persuasive argument or speak to an 
important community issue. A call for volun-
teerism or a piece praising the value of a college 
education will benefit your Lodge more than 
taking a position on a local zoning issue.

• Be thoughtful and well written.

• Be relatively short—800 words is ideal.

• Signed by the Lodge’s Exalted Ruler.

• Be written if you can offer expertise on a specific 
subject.

Editors will accept your op-ed articles based on 
the relevance of your organization or the issue to 
the community.

Bylined Articles
Somewhat similar to op-ed pieces, bylined 

articles can help your Lodge gain greater 
recognition. By writing an article on an area of 
expertise for your Lodge and having an editor 
publish it, you can advance your Lodge’s goals 
while arranging for your contact information and 
a few sentences about your Lodge to appear at the 
end of the piece.

LETTERS TO THE EDITOR
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Public Service Announcements
Public service announcements (PSAs) are brief 

television or radio announcements aired for free 
on behalf of community organizations. They must 
contain infor mation that is of benefit to the com-
munity and should not be controversial or self-
serving. Producing a television PSA is normally 
more difficult because of the nature of the medium. 
When trying to place a PSA you should:

• Contact the public affairs directors at TV and 
radio stations. If possible, meet with them 
personally to find out their requirements for 
PSAs (preferred format and length), and stress 
why your PSA is important to the community.

• Ask if the station would be willing to help 
produce the PSA.

• Keep in mind that cable stations may be more 
willing to broadcast PSAs than local network 
affiliates.

• Remember that a station may request that you 
write the announcement yourself. 

When writing a PSA, be sure that it is clear, 
concise, conversational, and correct. Whenever 
possible, use the active voice and present tense. 
Be sure to call the viewer or listener to action and 
if appropriate, have them contact your Lodge. 
Additionally, PSAs are typed in all capital letters 
and double-spaced. Write your message to fit the 
time slot.

As a rule of thumb:

• 10 seconds = 25 words
• 30 seconds = 75 words
• 60 seconds = 150 words

PSA Examples

Thirty-second spot

Announcer: THIS NOVEMBER, JOIN WITH 
ELKS USA AS THEY PROUDLY SALUTE OUR 
NATION’S VETERANS. THEIR BRAVERY 
SHAPED OUR NATION. THEIR SERVICE 
BOUGHT OUR FREEDOMS. AND THEIR 
SACRIFICE HAS EARNED OUR PRIDE AND 
GRATITUDE. WE OWE SO MUCH TO THE 
MEN AND WOMEN OF OUR ARMED FORCES. 
IN NOVEMBER, PLEASE JOIN WITH THE 
ELKS IN REMEMBERING OUR COUNTRY’S 
VETERANS. LET’S TELL THESE MEN AND 
WOMEN, “AMERICA SALUTES YOU!”

# # #

Sixty-second spot

Announcer: ON FORGOTTEN BATTLEFIELDS 
IN FOREIGN LANDS, AMERICA’S VETERANS 
MADE SACRIFICES FOR ALL OF US. THROUGH 
THEIR SERVICE, THEIR PRIDE, AND THEIR 
PATRIOTISM, THE MEN AND WOMEN OF 
OUR ARMED FORCES MADE OUR NATION 
WHAT IT IS TODAY. THEY DEFENDED OUR 
FREEDOMS. THEY FOUGHT FOR JUSTICE. 
THEY PRESERVED OUR IDEALS. AND 
THROUGH IT ALL, THEY FORGED OUR 
CHARACTER. OUR VETERANS ARE OUR 
REAL HEROES. OUR NATION WAS BUILT 
BY THEIR ACTIONS. EACH NOVEMBER, 
THE ELKS OBSERVE NATIONAL VETERANS 
REMEMBRANCE MONTH. THIS YEAR, JOIN 
THE ELKS AS THEY THANK OUR VETERANS. 
LET’S ALL DO OUR PART TO REMEMBER 
THESE MEN AND WOMEN. LET’S GIVE THEM 
OUR HEARTFELT THANKS AND SAY, “WE 
SALUTE YOU!”

# # #

A Final Thought on Placing 
Your News with the Media

Whenever possible, it is ideal for your Lodge to 
have one individual designated as spokes person. 
They should be responsible for representing the 
Lodge to the media and responding to all media 
inquiries in a fast, honest, effective, and courteous 
manner. Prompt professional responses to media 
inquiries will go a long way toward devel oping 
lasting relationships with the media.

INTERVIEWS
If your public relations efforts have been 

successful, then it won’t be long before you have 
requests from the media for interviews. It’s rare 
for a story to make the news without someone 
being interviewed.

Interviews are:

• Interactive: you and a reporter

• Extemporaneous: you probably won’t have a 
script or a list of questions being asked 

• Fluid: like any conversation, interviews can 
change direction very quickly 

PUBLIC SERVICE ANNOUNCEMENTS
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Because of their nature, interviews tend to be 
where most mistakes are made, so be sure to 
prepare for interviews with the same care used in 
creating your media releases and other media 
materials. After all, being interviewed presents a 
wonderful oppor tunity for you to promote your 
message. 

When a reporter requests an interview, remem-
ber that you can ask him questions before agreeing 
to the interview. You have a right to know what 
the story is about. Be friendly when questioning 
the reporter, letting him know that you’re asking 
ques tions because you want to assist him.

Before you agree to be interviewed or arrange 
for someone in your Lodge to be interviewed ask 
the reporter:

• What their story is about?

• Who else have you spoken with?

• What did they say?

• What’s your deadline?

• Can I get back to you?

Asking these questions in advance will allow 
you to do two important things. First, you will be 
able to gauge the angle or slant that a reporter 
may be planning to take on their story. Second, 
you will learn what information you need to gather 
to make the interview a success by getting your 
mes sage to your audience. 

By asking questions of a reporter up front, even 
if you know the answers, you give yourself the 
time to prepare the best answers.

Preparing a Message for an Interview
Once you know what a reporter’s story is about 

you will need to prepare for the interview. This 
means gathering the information you need and 
planning your agenda.

You should never agree to an interview with
out having a message that you wish to convey 
to your audience. This is the most important 
rule of interviews. Your message is the focus that 
will keep you firmly anchored in any interview 
situation. Conveying that message to your audi-
ence should be your one goal for the interview.

• Make sure that you can state your message in 
ten seconds and that it can be easily understood 
by just about anyone. By doing this, you will 
have not only created a sound bite, but also 

defined your message with the focus needed to 
make the interview work on your behalf.

• Memorize your message and rehearse giving it. 
Just as actors and professional speakers re-
hearse, you should practice stating your 
message. Practice giving your message until 
you’ve memorized it and can give it without it 
seeming rehearsed.

• Be sure to give your message verbatim during 
the interview. You’ve worked hard to prepare 
this message and made sure that it’s the best 
version, so say it.

• Know how to “flag” your message. Use phrases 
like “The one thing your audience will want to 
know …” or “Your readers should know that …”

• Above all, stick to your message and be able to 
guide the interview in the direction of your 
message.

You can rehearse sticking to your message, too. 

One media training professional developed an 
excellent way to do this with a game he calls “I 
Own This Conversation.” There are two players 
— the interviewer and interviewee. Each player 
picks a topic to talk about — the topics don’t 
matter, but each player needs to have a different 
one. The game starts with the interviewer asking 
questions about his topic. The interviewee needs 
to answer the question in such a way that his 
answer incorporates his own topic and makes it 
interesting to the interviewer. The game ends 
when the interviewer asks a question about the 
interviewee’s topic. The game isn’t about winning 
as much as it is about learning to stick to the 
message and making the interviewer interested 
in your message.

Getting an interviewer to drop his line of 
questioning to one that better suits your message 
is known as “flipping.” One of the best ways to flip 
an interview is to make a statement so tantalizing 
that the reporter just has to ask the question you 
want asked. Some statements that can hook a 
reporter include:

• Answering a reporter’s question and then adding 
a statement such as “But that’s not really what’s 
at stake.” Stop, and then wait for the reporter to 
ask his next question.

• “Of course, but there’s one thing that is far more 
important.” Stop, and then wait for the next 
question.

INTERVIEWS
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• “That opens the door for a great new opportunity.” 
Stop. Wait for the next question.

Another way to practice your ability to stick to 
the message is by having a colleague or Lodge 
member participate in a mock interview with you. 
By having someone ask you questions that you 
expect a reporter to ask, you can go into an 
interview knowing how to make your version of 
the story the most interesting.

Interviewing Styles of Reporters
Television shows featuring investigative jour-

nalism have left many people with a fear of Mike 
Wallace and the impression that reporters are out 
for blood when they ask questions. To be fair, this 
is rarely the case, but you should always remember 
that whenever you’re speaking with the media 
there’s a chance that they’re searching for a story. 
There really isn’t such a thing as “off the record.” 
Always be careful what you say. A reporter’s first 
loyalty is to getting the story, and they can use a 
variety of tactics to get it, including:

• Playing dumb. A blank stare or questioning 
expression can prompt an interviewee to provide 
more information, often more than what the 
reporter expected. The results could change the 
subject of the story.

• Being your friend. If you feel the reporter 
genuinely cares about you and has your best 
interests in mind, you might end up revealing 
more than you should.

• Begging and pleading. Sometimes a reporter 
may say that his job is on the line if he can’t get 
the information. He may promise not to quote 
you, and probably won’t, but the information 
will still be out there.

• Saying “Another source said …” If a reporter 
tells you another source said something that 
you feel to be unfair or not true, you may jump 
at the chance to correct it. There may not be 
another source, and now you’re being quoted.

• Asking for your opinion. As the spokesperson 
for your Lodge, you are speaking for the Lodge. 
Your personal opinion isn’t relevant.

• Either/Or Scenarios. Sometimes a reporter 
will frame a question or statement as an either/
or premise. For example, “Either your Lodge did 
it or it didn’t.” Don’t repeat the reporter’s words. 
Just simply say what you want to state.

• Argumentative. Some reporters do have an 
agenda and what you say won’t matter because 
they aren’t listening. They want to make you 
angry. Anger is an emotion that sells stories.

• Subject changing. Sometimes a reporter will 
change subjects to throw you off track. You 
might have agreed to be interviewed about your 
Lodge’s scholarship program, but the reporter 
really wants to talk about something else. It’s 
up to you to stay on message.

• Hunting expedition. Sometimes a reporter 
doesn’t have an agenda at all and is just looking 
for whatever they can get in terms of story. They 
may throw a lot of questions at you to see what 
sticks.

• Holding you accountable. A reporter may tell 
you, “I know X, Y, and Z. Is this true?” or “Can 
you explain why A, B, and C?” Once again, don’t 
repeat the reporter’s accusations or assumptions. 
Stick to your message and what you know.

• Dealing in rumors. A lot of stories are gener-
ated from rumors. If it’s not a known fact, don’t 
speculate, no matter how many ways a question 
may be posed or how many times it is asked.

• Asking several questions at once. This often 
means that the reporter isn’t sure of where they 
expect the interview to go or they have an 
agenda. In both situations, pick the one question 
you want to answer (or the one that’s least 
objectionable) and answer it. Wait for the next 
question. More often than not, your answers will 
set the direction of the interview.

• New reporters. They can be your biggest prob-
lem. Oftentimes they are still learning and don’t 
know what questions to ask or how to approach 
an interview. You will need to feed them your 
message, but be careful not to say too much.

Successful Presentation in Interviews
Each type of media outlet—print, radio, or 

television—presents its own unique considerations 
for having a successful interview.

Print
Most public relations professionals agree that 

interviews for print are the most difficult. That 
said, they also offer the potential for the best 
coverage. Because of the conversational aspect 
and the lack of intimidating cameras or micro-
phones, an interviewee can be kept chatting for 
hours, so be careful that you don’t get roped into 
this situation.

INTERVIEWS
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Radio
Radio interviews offer an opportunity to speci-

fically target an audience based on a station’s 
particular demographics. On call-in shows you’ll 
have plenty of time to deliver your message, but 
you will definitely need to be prepared for audience 
questions that seem to come out of left field. Radio 
interviews can often be conducted from your own 
home, but don’t make yourself too comfortable, or 
you run the risk of losing the focus of your message. 
Even if you’re giving a radio interview from home, 
maintain an air of professionalism by dressing up. 
The clothes (even though the audience can’t see 
them) will help to boost your confidence and serve 
to remind you of your goals for the interview.

Television
Since it is a visual medium driven by brevity, 

television presents its own difficulties for inter-
views. You will need to make sure that the 
audience stays focused on your message and not 
your clothing or body language. If you’re being 
interviewed for a newscast, it is important that 
you’re able to give your message succinctly so that 
it can be used as a sound bite. Don’t look at the 
camera or other distractions off-camera when 
being interviewed; look at the interviewer. Also 
remember that television directors love “reaction 
shots” of your body language when someone puts 
the screws to you. Stay calm at all times, because 
you are always potentially on camera.

One distinct advantage to television (and also 
radio) is that hosts who do a lot of interviews often 
don’t have the time to prepare and will ask you to 
provide them with a list of suggested questions. 
This truly allows you to control your message.

Looking the Part
You’ll want to project the image of a clean-cut 

professional who is enthusiastic about his message, 
so dress to make the best impression. For tele-
vision, you should stay away from bright, flashy 
colors and plaid or checked patterns. Depending 
on the studio’s lighting, the color white might 
reflect. Shiny jewelry reflects studio lights, too. 
Microphones might pick up the sound of loose 
change in pockets. Be aware of your posture and if 
you are seated in a swivel chair, keep in mind that 
your nervous energy may cause it to swing back 
and forth.

Audiences will trust your authority and message 
if you appear confident and energetic. If you need 
to take a moment to think before answering, do so. 
Don’t be in a rush to fill “dead air.” Don’t be afraid 
to admit that you don’t know an answer to a 
question, but offer to find the answer and get back 
to the reporter. And never answer a question with 
“No comment.” If you do, audiences will presume 
you guilty of an accusation or that you have 
something to hide.

ADVERTISING AND OTHER  
MEANS OF PROMOTION

Advertising is bringing a product, service, or 
message to the attention of the public by paying 
for signs, brochures, commercials, direct mailings, 
etc. Since you are paying for the advertisement, 
you have full control over its content.

Places and Methods of Advertising
• Newspapers. Both daily and local newspapers 

can be great places to advertise. As advertising 
can get quite expensive, be sure that you time 
your ad for the greatest effectiveness and with 
the reading habits of your current and potential 
membership in mind. Many newspaper adver-
tising departments can assist you the design of 
your ad, but this service may cost extra.

• Magazines. Magazine ads can be quite costly. 
Since magazines tend to have very targeted 
audiences, a magazine ad may be more effective 
than other types of print ads. When considering 
advertising in a magazine, consider the cost, the 
production schedule of the magazine, the 
magazine’s ability to reach your audience, and 
the design of your ad (color, black and white, 
vertical, horizontal, etc.).

• Radio. Radio ads are usually less expensive 
than television ads, and since many people listen 
to the radio (especially during commuting 
hours), they can be a great way to reach a captive 
and targeted audience. Radio advertisements 
are usually sold on a package basis that factors 
in the length of the ad, the number of ads and/or 
the number of times they are aired, and the time 
an ad is aired. Be sure that your radio ads air 
when your intended audience is listening.

 Speak with the station’s advertising manager 
about whether they will assist you in producing 
the ad, have their on-air personalities read the 
ad, or if you will need to provide them with a 
ready-to-air ad. Some preproduced radio spots 

OTHER MEANS OF PROMOTION
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are available through the GL Public Relations 
Committee from the Grand Lodge. If you need to 
produce your own ad, ask the radio station’s 
advertising manager if the station can provide 
production assistance. Local actors can often be 
hired inexpensively to do voice-over work for 
radio advertisements.

• Television. More often than not, television is 
ignored as a place to advertise because of the 
perceived expenses of producing an advertisement 
and purchasing its airtime. It is true that 
television is the most expensive advertising 
medium (and its pricing takes into the same 
considerations as those of radio), but good deals 
can often be found, and purchasing television 
ads for local cable stations can be much cheaper 
than purchasing ad time on network affiliates. 
Advertising managers at television stations 
should be able to provide you with assistance in 
either producing your ad or directing you to 
someone who can.

• Direct mail. Mail sent directly to your members, 
individuals who have expressed an interest in 
your Lodge’s programs, or community residents 
who fit a demographic category that might be 
interested in a particular Lodge function can be 
an excellent way to advertise. Direct mail can be 
extremely customized to suit your Lodge’s needs 
and the needs of your target audience. To avoid 
high costs, make sure that your mailing list is 
carefully maintained and never out-of-date. 
Also, brevity is important both in keeping the 
attention of the direct-mail recipients and in 
keeping your expenses low. Do not overwhelm 
your target audience with too many pieces of 
information.

• Online. The growth of the Internet has 
produced a wide range of new advertising 
possibilities. Web banners resemble print ads, 
but when clicked on provide a direct link to your 
specific website. E-mail can be used in the same 
manner as direct mail. Be sure that you attach 
a signature at the end of each E-mail (most 
software programs can automatically attach a 
signature if you prefer). Obviously, using on-line 
advertising requires specific equipment and 
expertise, so do not be afraid to enlist the help of 
professionals.

• Newsletters. In addition to sending the Lodge 
newsletter to your members, you definitely 
should consider others your newsletter might 
effectively reach. 

• The Yellow Pages. Ask yourself if your Lodge 
would benefit from an advertisement in the  
local phone directory. Consult with the adver-
tising manager of your local phone directory 
about advertising costs, placement, design, and 
effectiveness.

• Billboards. For targeting a specific geographic 
audience, billboards can be an excellent tool for 
promotion and increasing an organization’s 
visibility. With a simple billboard message, a 
large audience can be reached. Printers of 
billboards frequently need camera-ready art-
work and layout work can be expensive. The GL 
Public Relations Committee has billboards with 
the message “Elks Care—Elks Share” available 
from the Grand Lodge.

• Posters and bulletin boards. Posters can be 
very powerful when you place them where your 
intended audience will take notice. Some busi-
nesses and municipalities have regulations 
about the number and size of posters that can be 
displayed, so you will need to make sure that 
your posters comply with any and all regulations. 
Community bulletin boards at local businesses, 
restaurants, and other locations can also be 
used. Since we frequently see posters, but rarely 
read them, you will need to pay special attention 
to creating a visually stunning poster. Some 
posters are available through the GL Public 
Relations Committee from the Grand Lodge.

• Brochures and flyers. If designed well, bro-
chures and flyers can contain a great deal of 
information, and they are becoming common 
advertising tools. Many desktop publishing 
programs and word-processing software systems 
can produce attractive tri-fold (an 8-1/2"x11" 
sheet folded in thirds) brochures. Some specific 
types of brochures and flyers are available 
through the GL Public Relations Committee 
from the Grand Lodge.

Creating advertisements is a definite skill in-
volving graphic design, layout, writing solid copy, 
and arranging for effective placement. Poorly 
designed ads can be more harmful than no adver-
tising at all. Consider getting help to create your 
first ads.

Promotional Ideas
• Entering community parades

• Purchasing a sign for your Lodge to be placed at 
the entrance to your community

OTHER MEANS OF PROMOTION
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• Elks road signs (school zones, etc.), decals, 
license plates, lapel pins, and other items — be 
sure to check the catalogs of Elks-licensed 
vendors.

• Flyers and brochures for schools, businesses, 
city officials, and/or to place on car windshields.

• Hosting a booth at community fairs and city 
celebrations.

• Speaking engagements at schools, churches, 
organizations and clubs, youth groups, city 
meetings, etc.

• Sponsoring local athletic and youth groups and 
displaying your Lodge banner at their events.

• Attending community shows, exhibits, or 
seminars.

• Applying for local community service awards.

• Requesting your Lodge’s event be promoted on 
placemats of local fast food restaurants, grocery 
store bags, etc.

• Promotional giveaways (pens, pencils, balloons, 
stickers, shirts, hats, athletic equipment, etc.)

• Open houses at your Lodge.

• Wearing “I’m an Elk” buttons.

• Awarding students and community residents.

Of course, this is only a partial list of the ways 
that you can promote your Lodge in the community. 
By using your creativity you are sure to come up 
with many exciting promotions of your own that 
are bound to help your Lodge gain the recognition 
it deserves. When planning new promotional 
ideas, ask yourself what audience you wish to 
reach and what message you want to present to 
them. By knowing and understanding your target 
audience, you are sure to come up with imaginative 
ways of reaching them. 

EVENT PLANNING AND STAGING
Whether you’re holding an open house, con-

ducting a ground-breaking ceremony, or hosting a 
special function at the Lodge, careful planning 
will help make the event an occasion that is sure 
to make the media take notice and leave your 
guests truly impressed.

Selecting a Date
One of the most important decisions that you 

will make as you plan a special event is its date. 
The date you host your event can affect all of your 
other decisions, so it deserves careful thought.

You will need to consider:

• Your guests. If you want to attract certain 
people to your function you will need to consult 
with their schedules.

• Your preparation time. Give yourself at least 
two to three months to make all the necessary 
arrangements for your function.

• Major holidays. To attract the most guests, 
you will need to make sure that you do not 
schedule your event on major holidays, and in 
some cases, too close to them. Additionally, if 
you plan on inviting government officials, be 
sure to take note of any special holidays when 
their offices might be closed.

• The day of the week for your function. Events 
held on Tuesdays, Wednesdays, and Thursdays 
get strong attendance — many people find 
themselves too busy to leave the office on 
Mondays and may have left town on Fridays for 
a long weekend. However, weekend events work 
well for many Elks functions.

• Reservations. You will need to contact the 
appropriate individual to reserve your meeting 
site and reserve it on their calendar. By 
scheduling in advance, you should be able to 
avoid potential conflicts.

Choosing the Time
Choosing the time of day to hold your function 

can play an important role in the event’s success. 
The time the function is scheduled for will affect 
the atmosphere and who will attend.

Keep in mind that:

• Very few successful special events are held in 
the early morning hours (7 to 7:30 A.M.) unless 
a breakfast is planned. Otherwise, morning 
events should begin no earlier than 8:00 A.M.

• Luncheon events are quite popular since most 
everyone eats a midday meal. To increase the 
chances of success for a luncheon event, be sure 
to send out invitations weeks in advance. This 
allows your guests to adjust their schedules well 
in advance so that they are free to attend your 
function.

• Late-afternoon or early-evening functions have 
high success rates. Since few people will want to 
leave work, go home, change clothes, and then 
go out again, events scheduled at this time are 
often a great success and have a high level of 
attendance.

EVENT PLANNING and STAGING
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• Avoid mid-morning or mid-afternoon functions. 
Many people simply cannot break away from 
work at these times.

• If media coverage of your event is important, 
keep in mind reporters’ deadlines when sched-
uling your event.

Developing an Invitation List
Getting the “right” people to attend your event 

is one way to judge its success. The list of right 
people may vary from event to event, but make 
sure that for every function you host you invite:

• Potential and current members

• Friends and family

• Employees and their spouses

• Your volunteers and advisors

• Elks members from other Lodges

• Representatives from your state association and 
the Grand Lodge

• Key government officials, city council members, 
and council members in your Lodge’s com-
munity

• Military dignitaries (especially if your event 
involves veterans)

• The Media

When creating your guest list, consider the size 
of the venue for the event. A too small site can 
leave your guests feeling cramped, irritated, and 
with a bad impression of the event.

Once you have created your guest list, remember 
these tips as you invite them to your event:

• Prepare a nicely written invitation that is clear 
and concise. Preprinted invitations that are also 
simple and friendly will work too.

• Make sure that all important information is 
included—who, what, when, where, and why.

• Ask for an RSVP. Have your guests return a 
reservation card or call by a certain date. This 
will let you know how much food and beverages 
to prepare.

• Give ample notice — between six and eight 
weeks — although more notice is preferable if 
you plan on inviting government officials, 
PGERs, and others who have calendars that fill 
quickly.

• Include a good map with easy-to-understand 
instructions on how to get to your site. A street 
address alone may not be sufficient.

• If you chose to do a fancy or elaborate invitation, 
make sure that you get help from a designer and 
a proofreader. Errors on invitations are not only 
embarrassing, but may reflect poorly on your 
Lodge.

• Indicate the appropriate attire for the event on 
the invitation.

• If spouses are invited, say so. Otherwise, it will 
be assumed that they are not.

• Invitations should only be sent by first-class 
mail. Bulk mail may take too long to deliver, 
seriously hurting the level of attendance at your 
event.

• As you send out your invitations, make sure 
that you have drafted a media advisory and 
media release to distribute as well. Send these 
to media outlets as you mail the invitation.

• Make sure that easy-to-find and accessible 
parking is available for your guests. Absolutely 
no one enjoys hunting for a parking space.

It may be impossible to predict the number of 
guest who will actually attend your event, but 
keep in mind that between 25 and 50 percent of 
the people you invite will actually attend the 
function. Friends and relatives will be more likely 
to attend than the people whom you don’t know or 
sent an invitation to as a courtesy.

Serving Food and Beverages
Most people have come to expect something to 

eat and drink at functions. It’s a tradition that you 
don’t want to break with, because it’s yet another 
way for you to show your Lodge’s hospitality.

Consider the following:

• For morning events, offer juice, coffee, fresh 
fruit, and bagels and pastries. There’s no need 
to go overboard for most morning functions so a 
full breakfast may not be required or expected.

• At luncheon events, a box lunch or buffet are 
both perfectly acceptable to and appreciated by 
guests.

EVENT PLANNING and STAGING
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• During late-afternoon or early-evening events, 
simple finger foods and hors d’oeuvres are the 
norm. At a function scheduled for this time, just 
like other times, it is a good idea to avoid foods 
that are too messy, are very greasy, or spill easily. 

• If you are having a formal dinner or late evening 
party, be sure to go out of your way to make the 
meal exceptionally nice. Since you are requesting 
that your guests spend their evening with you, 
show your appreciation for their time by treating 
them well.

• Alcohol is a matter that requires some careful 
thought. Cocktails and beer and wine are 
appropriate for late-afternoon and early-evening 
events and dinners as they can add to the 
enjoyment of an event. However, it is important 
that you also have nonalcoholic beverages for 
designated drivers and those who do not drink. 
Depending on the type of function, alcohol may or 
may not be appropriate for a luncheon event and 
is almost never served at morning functions.

• Although “meat and potatoes” may have been 
the norm for meals for quite sometime, health 
concerns and changing lifestyles might call for 
you to rethink some of your menu items. As a 
considerate host, you might consider including 
vegetarian dishes (pastas and salads) as well as 
low-fat, low-sodium dishes. A simple touch like 
this can go a long way to impressing any guest 
who has special dietary restrictions or require-
ments. Additionally, if you are expecting many 
children in attendance, consider including foods 
such as pizza, hot dogs, and hamburgers. Young-
sters are notoriously finicky eaters, so having 
foods they enjoy will impress their parents with 
how accommodating your Lodge is.

• Consider enlisting a caterer for medium-sized or 
large events or if you do not have the time, 
manpower, or talent to provide your own food 
and beverages. Many caterers can offer excep-
tional food at reasonable prices as can many 
restaurants. Check with your local chamber of 
commerce for their listing of caterers in your 
area.

• Be sure that there is ample food and beverages 
for your guests and sufficient plates, napkins, 
cups, cutlery, and trash cans. Running out of 
these things can create a sour note with your 
guests.

Planning Your Program
A brief program at your event adds a nice touch 

and in most cases will be expected. For some 
events, the Ritualistic Manual should be the first 
place consulted.

A brief program is an excellent way to bring 
purpose to your event and provide valuable 
recognition.

Keep in mind:

• The shorter the program, the better. Your 
program should not last longer than a half hour 
in most cases. A ten-minute program is ideal 
and will help you not to lose a large part of your 
crowd.

• Your program should be led by an effective 
master of ceremonies.

• Limit the number of speakers and the length of 
their speeches. People get bored by long speeches, 
so as a courtesy to both your guests and your 
speakers, set a time limit for everyone parti-
cipating in your program.

• Introduce only those who need to be introduced. 
You may feel pressure to acknowledge the 
presence of everyone you know, but this should 
be avoided. More than likely a long list of 
introductions will tire your guests, and worse, 
you may fail to acknowledge someone.

• Conclude your program with an appropriate 
ceremonial or symbolic activity. From ribbon 
cuttings to blowing out the candles on birthday 
cakes to curtains falling at the end of the final 
act of a play, people expect a sign that the major 
portion of the event has concluded. Additionally, 
these moments make for great opportunities for 
photographers.

• If your event includes a tour of the Lodge or an 
open house, make sure that you have knowl-
edgeable and friendly guides leading your 
guests. Unguided tours aren’t nearly as valuable 
to your Lodge as guided ones.

• Speakers taking part in any formal program 
should include appropriate city or county 
government representatives, state association 
or Grand Lodge representatives, Exalted Rulers, 
or appropriate members of your Lodge.

EVENT PLANNING and STAGING
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• Be sure to send thank-you letters the day after 
the event to anyone who played a key role in 
helping you to plan and stage your event, 
particularly those individuals who participated 
in your program or ceremony.

• Microphone systems typically are not needed for 
indoor events with a group of 50 or fewer people. 
For more than 50 people or outdoor events, voice 
amplification may be required. Portable lecterns 
often include amplification devices as well as 
being helpful to speakers.

• Always have a back-up plan in case of inclement 
weather. Be prepared to move outdoor events 
indoors or consider erecting a tent.

• Door prizes and drawings can add a certain level 
of liveliness to your function as well as increase 
attendance.

Getting Media Coverage
Well in advance of your function, you should 

send advisories to the media outlets in your area 
so that your event can be noted in their calendars. 
As the event approaches and you mail your 
invitations, resend your media advisory and 
include a media release alerting the public to your 
function.

Since media outlets are swamped with advisories 
about special events, you will need to make your 
event seem newsworthy to reporters and editors. 
Be sure to refer to the tools outlined earlier in this 
handbook in creating both a news hook and your 
media release.

Also, don’t be too disappointed if the media does 
not attend your event. It is not meant as an insult. 
Be sure to send any media outlet that did not have 
reporters in attendance a follow-up media release 
detailing what happened.

Using State Association and GL  
Public Relations Committee Services

The GL Public Relations Committee and your 
State Association Public Relations Committee will 
be happy to offer assistance in planning your 
event, preparing an invitation list, offering sug-
gestions for guest speakers, and making recom-
mendations for media releases and how to gain 
greater media coverage.

Don’t be afraid to ask for help.

EVENT PLANNING and STAGING
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MISSION / GOALS / PROGRAM

Grand Lodge PUBLIC RELATIONS COMMITTEE

“With Focus on the Community and 
Having Others Feel Good About the Things We Do”

Promoting OutsideoftheLodge Relationships

Being Involved (in the community) Keeps Elks Strong (BIKES)

Creating an informed and enthusiastic public environment conducive to:
… making it easy to identify an interested candidate for Membership,
… making it easy to ask that quality candidate to become a Member 
because that individual ALREADY has a good feeling about the Elks

MISSION STATEMENT
It is the mission of the Grand Lodge Public 

Relations Committee  to encourage and assist the 
Elks Lodges of the State Associations in gaining 
the recognition and visibility for their various 
programs and activities.  To foster within their 
communities a true sense of value in being a 
member of the B.P.O. Elks national organization 
and of the local Elks Lodge.

GOALS
The goal of the Grand Lodge Public Relations 

Committee is to proactively facilitate  programs 
to assist every Lodge within State Associations 
and assist the Elks Lodge and individual 
members in gaining the deserved recognition in 
their community for charitable work performed 
in being of service to people, community events, 
programs of the State Associations and the Grand 
Lodge of the B.P.O. Elks.  Focused efforts will be 
undertaken to develop good PR programs in the 
Lodges and to establish productive relationships 
with the local media.  These programs include, 
but are not limited to, Best Image of Elkdom, 
With Focus on the Community, The Dictionary 
Project, Most Valuable Student Scholarship, 
Elks Soccer Shoot,  Elks Hoop Shoot, Scouting, 
Veterans Service, State Association Major Project, 
Elks National Foundation and events sponsored 
by the Elks or in which they participate affecting 
the community.

PROGRAM 
The program of the Grand Lodge Public Relations 

Committee includes providing suggestions to 
State Chairpersons, District Chairmen and Lodge 
PR Committees for advance planning and activity 
promotion, execution, and subsequent recognition 

of their charitable events in their respective 
communities through newspapers, local and area 
community publications, periodicals, radio and 
television.  

Each Elks Lodge in the State Association is 
encouraged to submit entries into each of the 
State Association sponsored and Grand Lodge 
of Elks sponsored brochure contests showcasing 
their charitable activities. These actions are to 
be encouraged across all of the various committee 
lines in a TEAMING fashion as a valued resource 
to the respective programs. The expanded use 
of cameras to capture images of Elk events and 
incorporating Elk signage & logos, activity name, 
both non-Elk & Elk members, and close-up 
pictures where people’s faces can be recognized.

A monthly newsletter will be produced by the GL 
PR Committeeperson to share information relative 
to the activities of the various State Associations 
and Lodges; esp. the volume of media coverage on 
a YTD-basis. The State Association Chairpersons 
are expected to submit monthly information on a 
timely basis (by the 15th of each month) to the 
GLPR Area  Committeeperson incorporating 
PR activities, newspaper / magazine clippings, 
brochure contest promotions and achievements 
of the State Association and individual Lodges 
making special efforts to showcase the message to 
members and to the community  that ELKS CARE 
– ELKS SHARE.

Area GL PR Committeemen assist the GLPR 
Committee Chairman in planning, executing 
and proliferating innovative, repeatable national 
public relations programs.
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PUBLIC RELATIONS COMMITTEE

“With Focus on the Community” and 
“Having Others Feel Good About the Charitable Acts Elks Perform”

Promoting OutsideoftheLodge Relationships

GOALS: To enthusiastically COMMUNICATE lasting impressions, promote Elk 
community relationships and inform the public such that the increased awareness 
generates an environment conducive to attracting quality new Member candidates.

Promoting Public Relationships and Gener-
ating Media Awareness of Lodge activities are 
scorecards of Elks accomplishments …

Major dividends to be realized from externally 
promoting awareness of Elk programs, commu-
nity service activities and charitable accomp-
lishments include:

• Attracting new members and retaining the 
membership base,

• Raising funds for the State’s Major Project and 
the Elks National Foundation,

• Promoting and Engaging in “The Dictionary 
Program” for 3rd & 4th Graders,

• Establishing closer linkages with City/ County/
State Government legislators,

• Re-vitalizing Elks as Partners in Scouting,

• Re-enforcing the Elk tradition of Veterans 
support,

• Encouraging all Elks to capture photos of Elk 
Community Service & Charity events via the 
Best Image of Elkdom recurring contest,

• Rewarding Lodges for significant newspaper 
media coverage of Elk external activities via the 
Focus on the Community recurring contest,

• Re-acquainting the community regarding Elk 
Seniors Citizens assistance,

• Positively impacting Elk Youth activities and 
Drug deterrent projects,

• Publicizing Deserving Students Scholarships,

• Promoting Elkdom thru the use of Elk logo 
postage stamps,

• Recognizing Elk Lodges with articles & photos 
in the Grand Lodge Magazine,

• Expanding the Best Single Event Brochure 
to a national contest,

• Spotlighting Elk support for Police & Fire-
fighters,

• Recognizing Elk initiatives for Holiday charity 
basket deliveries,

• Re-instilling the Elk patriotic image through 
Flag Day, Veterans Day, Memorial Day cere-
monies, and community parades.

WIDE SPREAD publicity tells of our 
accomplishments, gets our name in front of the 
public in the most flattering way, and pays 
dividends on a recurring basis with people 
wanting to know more. It provides a major return 
on investment with tangible membership 
recruiting implications from people who already 
have a favorable impression of our great works.

The Grand Lodge Public Relations coalition 
has targeted an increase in Year-Over-Year 
activity of 15 percent as measured by total scoring 
from monthly State Association and Area feed-
back.

Public Relations On-line Management Sys-
tem (PROMS) reports will focus on elevating 
expectations and proving rewards for:

• State PR Chairpersons with 100% monthly 
reporting submissions

• State PR Chairpersons with 100% of their 
Districts reporting

• District PR Chairpersons reporting every 
month without interruption

• District PR Chairpersons with 100% of their 
Lodges reporting monthly

• Lodge PR Chairpersons reporting every month 
without interruption

• State Associations significantly exceeding 
expectations with new and innovative programs 
and activity over-achievement  will be eligible 
for the Grand Lodge Golden Mike Award

GOALS OF PROGRAMS
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Every Public Relations mentioned in the media 
is a step to better achieving the commitment to 
communicate.

PROGRAMS:  Make the impressions last
Aggressive straw-case programs, strategies, 

and tactics have been identified for application 
and implementation as appropriate: 

A. Public Relations Break-out Clinics will be 
offered in the State Associations and Districts 
in concert with State Conferences & Conven-
tions, District Clinics, Brain-storming and 
Remedial Work Groups, special program 
initiatives & thrusts, Lunch & Learn Sessions, 
Special functions e.g. “Free Publicity” Guest 
Speaker Referrals.

B. Leverage proven marketing communications  
programs:

  1. Inspect State, District, & Lodge media 
relations & marketing expertise

  2. Workshop with State & District Public 
Relations Chairpersons

  3. Leverage community professionals, school 
assemblies & media guest speakers

  4. Establish “partnership” with elementary 
and secondary school administrators, 
Super intendents of Schools, school super-
visors, Principals, Parent Teacher Asso ci-
ations, Rec reation & Parks Admini stra-
tors, After-School Recreation Directors, 
Teachers Unions, to in crease involvement 
in Elk programs. Reference Elk accom-
plishments with the National Asso ciation 
of Elementary School Prin cipals, the Na-
tional School Boards Asso ciation, and the 
National Secondary School Principals at 
their respective conferences. Share infor-
mation re garding “The Dic tionary 
Project” providing 3rd & 4th Graders 
with their own, personalized Dictionary.

C. Pro-actively engage and develop incremental 
media contacts:

  1. Establish State Association points of 
contact with all radio stations (large & small).  
Subscribe to the Gebbie Press  for the “All-In-
One” Media Directory of newspapers, maga-
zines, TV and Radio Station contacts.

  2. Promote “Elks Care — Elks Share”  
Media Relations Days (at large gatherings 
invite guest speaker from the media to 
present after the Elk awareness portion.

   a. Theme sensitive
   b. Local interest sensitive
   c. National program sensitive

  3. Institute radio station Program Director 
“Getting to Know You … Getting to 
Know Our Family” Days

  4. Produce additional Compact Disk Elk 
Public Service Announcements (PSAs) for 
local, in-person, distribution; i.e. new PSA 
for 2008-2009. Get invited to be interviewed 
by news-person and add tag line to PSA if 
not entire interview.

  5. Meet all reporters in your area who have 
written human interest (feel good) articles 
of any kind whose work you admire and 
introduce yourself.

D. Promote television public service Elks 
awareness campaigns and leverage local 
Government Channels via the Mayor’s office;

E. Provide Elk pamphlet reference material to 
promote credibility and reduce news media 
rejections of submitted items;

F. Upgrade the OFFICIAL Elk Public Relations 
NEWS RELEASE forms (submissions should 
include photo close-ups of subject with Elk 
signage);

   • FAX
   • Hard Copy Mail
   • E-mail
   • Hand delivery

G. Encourage use of new (easy to use) customized 
Lodge, District, and State Public Relations 
input forms with explanations of what is to be 
reported and guidelines for reporting;

H. Communicate new Public Relations activity in 
the Elks … “Making a Difference Through 
Publicity” and “PR & Media Relations 
Handbook;”

I. Encourage, promote, and train States/ Dis-
tricts/Lodges regarding the effective use of  
e-mail and web sites for Public Relations;  
www.elks.org

  1. Assist States/Districts/Lodges with com-
puters but no Internet-access in develop-
ing a web site and using available Elks 
computer resources;

PROGRAMS — MAKE THE IMPRESSIONS LAST
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 2. Assist States/Districts/Lodges without com-
puters to obtain same from corporate surplus 
assistance programs

J. Create TIPS & HINTS easy-to-use in struc-
tions and guidelines for Grand Lodge Elks 
magazine and State Association newspaper 
submissions;

K. Reproduce and distribute copies of:

  • District Chairman Duties & Respon si-
bilities Manual,

  • Managing District Public Relations Chair-
persons Manual,

  • PR & Media Relations Handbook,

  • Public Relations Basics,

  • Guide to Event Planning,

  • The Steps of a Public Relations 
Campaign,

  • How to get along with your Legislator, 
Fund raising Basics,

  • Grand Lodge Public Relations Manual,

  • Duties of Lodge Public Relations Chair-
man Guidelines,

  • Fraternal News Guidelines, Aids & Sug-
ges tions for Lodge Public Relations Pro-
gram,

  • Public Relations Brochure Contest Guide-
lines (3);

L. Capture electronic versions of Public Relations 
materials and make them available on-line 
via www.elks.org website.

M. Facilitate District Chairman inclusion on 
distribution lists for all Lodge bulletins to 
assist in Lodge reporting;

N. Conduct and enhance participation levels in 
Grand Lodge Public Relations Area  and State 
Association Contests for:

  1. Best Single Event Brochure – Plaque 
& Citation

   a. Most significant community activity

   b. One most outstanding or continuing 
event

   c. Single binder, folder, notebook up to 
1” thick of 8.5”x11” pages

   d. Submit entries to Area by 03/15; 
Grand Lodge by 04/15

   e. Lodge membership verification letter 
effective 04/01 of fiscal year

 2. “Golden Mike” Awards for State Public 
Relations Chairpersons measured by:

  a. highest level of Total Public Relations 
Activity, 

  b. Activity by Membership DIVISION, 
and

  c. Per-Capita rating

  d. Participation in the “Best Image of 
Elkdom” Program

  e. Participation in the “Focus On The 
Community” Program

  f. Participation in the “Best Single 
Event”  Brochure Contest

  g. Participation in the “The Dictionary 
Project”

  h. Participation in the “Elks Partners 
in Scouting Patch” Contest

O. Institute the “PR Plus 10” Special Grand 
Lodge Area Citation for States increasing 
Public Relation’s activity by a minimum of 
15% year-over-year.

P. Promote “Media Get Aquainted Days” (Elks 
Care – Elks Share theme);

   1. Entertainment
   2. Food & beverage
   3. Program
   4. Recognition and Awards for media 

supporters:
    • Best Photo Tells All 
    • Best Human Interest Coverage
    • Best Youth Activity
    • Best Seniors Activity 
    • Most Moving / Stimulating
    • Most Patriotic Article…

Q. Create and widely distribute a “Helping Elks 
Build Stronger Communities” Elks Fact 
Sheet (talking paper) for quick reference, 
speeches, and media information summary 
and little known Elk accomplishments; e.g. 
BPOE historical quotables, the Elks Na-
tional Foundation, Veterans Hospital, Flag 
Day, “Hoop Shoot,” the State Association 
Major Project, and unique State Programs.

PROGRAMS — MAKE THE IMPRESSIONS LAST
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R. Formulate and implement a “Be a Good 
Neighbor Program Month”   — With most 
people having at least 2 neighbors, that repre-
sents an opportunity to walk next door or 
across the street and deliver the message of 
Elkdom using an Elks Fact Card or pam
phlet. This is literally walking-the-talk in the 
purest sense. While at it, why not extend an 
invitation to the Lodge for fellowship and 
interest development. It is anticipated that 
the Lodge Public Relations, Lodge Activities, 
and Membership Chairmen will make this a 
team effort.

S. Work into Area and State programs the themes 
of: Elks doing things to add to the quality 
of life around us & With focus on the 
community … while … making others feel 
good about the things Elks do.

T. Promote creative road maps and innovative 
NEW techniques to attract the media and 
receive highly intense coverage via the “Free 
Publicity” guest speaker program. Jeff Crilley 
of FOX 4 News, Dallas, is a motivating pre-
senter for larger size groups seeking insider 
information and tricks-of-the-trade for pene-
trating the media markets. His book and CD 
are OUTSTANDING and are available after 
his speech for $5.00 each.  All State Associations 
are being encouraged to leverage this valuable 
resource.

U. Participate in State Association Meetings and 
Conventions to maximize presence and pro-
mote Grand Lodge and Area  programs (recog-
nize Association PR accomplishments).

 “Public Relations and Membership are 
the LARGEST committees in Elkdom 

because all Elks are on them” …

DUTIES OF SL PR CHAIRPERSON

DUTIES OF THE SUBORDINATE LODGE PR 
CHAIRPERSON

Within your Lodge, to proactively oversee the 
gathering and disseminating information with 
the potential for:

• generating positive publicity and distribution 
of such information to all appropriate news 
media in a timely fashion.

• creating an informed and enthusiastic public 
environment conducive to attracting quality 
new Member candidates

• overseeing the compilation and distribution (to 
news media) activities of individual Elks and 
your Lodge as may be appropriate

• collecting and distributing information which 
may be helpful to the aims of Elkdom

• precipitating partnerships and coalitions with 
other Lodge Chairpersons

• preventing the publication of anything con-
sidered detrimental to Elkdom

Other duties include:

• training of Lodge Members on Public Relations 
programs and contests

• developing media press releases for Grand 
Exalted Ruler visits to your Lodge and 
arranging for media interviews as appropriate

• submitting articles to your Lodge bulletin and 
website, State Association newsletters, bulle-
tins, and websites

• assisting other Lodge Committees by facilita-
ting event media coverage

• helping promote 25th, 50th, and 100th year 
Lodge publicity activities

• advising the Lodge Membership about  State 
and Grand Lodge Public Relations initiatives, 
activities, and programs, on an on-going basis

• developing media contacts in all Lodge 
territories

• promoting, implementing, and communicating 
Grand Lodge and State Association Public 
Relations programs 

• preparing and publishing a Lodge PR Handbook, 
Manual or Brochure  which describes controls 
and procedures

• maintaining a continuing (forward thinking) 
12-month planning calendar to anticipate 
activities and preclude scheduling conflicts

• submitting, to the District PR Chairman, 
monthly quantifiable reports of Lodge activities; 
newspaper articles,  TV, Radio, Signs, E-mail 
& Website, Other

• promoting and keeping Lodge Members and 
Officers informed about Grand Lodge, State 
Association, and District Public Relations  
Contests

• reminding Lodge Officers about submitting 
fraternal news items to the national Elks 
Magazine along with published guidelines
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• referring ALL GENDER ISSUES to the Grand 
Lodge Chairman of Advisory Committee. Only 
that office or the Grand Exalted Ruler may 
address the subject. Copy the Exalted Ruler, 
DDGER, State VP, State PR Chairman, State 
Association President, State Sponsor(s), Grand 
Lodge Area PR Committeeperson, and Grand 
Lodge PR Chairman.

• creating or disseminating media releases 
regarding all DISASTER RELIEF information 
provided by the District PR Chairman, State 
Association PR Chairman, or GL PR Area 
Committeeman

• cross-pollinating information and regularly 
providing assistance to other Lodge Committee 
Chairpersons, as appropriate

• other program duties communicated by the 
District PR Chairman … requesting assistance

DUTIES OF THE DISTRICT PR CHAIRPERSON 
Within your District, to proactively oversee the 

gathering and disseminating information with 
the potential for:

• generating positive publicity and distribution 
of such information to all appropriate news 
media in a timely fashion.

• creating an informed and enthusiastic public 
environment conducive to attracting quality 
new Member candidates

• overseeing the compilation and distribution (to 
news media) activities of individual Elks and 
Subordinate Lodges as may be appropriate

• collecting and distributing (to Subordinate 
Lodges, the DDGER, State VP and other inter-
ested parties) information which may be helpful 
to the aims of Elkdom

• precipitating partnerships and coalitions with 
other District  Chairpersons

• preventing the publication of anything con-
sidered detrimental to Elkdom

Other duties include:

• training of Lodge PR Chairpersons and Officers 
of Subordinate Lodges, on Public Relations pro-
grams and contests

• developing media press releases for Grand 
Exalted Ruler visits to the District and arrang-
ing for media interviews as appropriate with 
State and Local Public Relations Chairpersons

• submitting articles in State Association news-
letters, bulletins, and websites

• assisting other District Committees by facili-
tating event media coverage

• helping promote Subordinate Lodges with 25th, 
50th, and 100th year publicity activities

• advising Lodge Officers and Lodge PR 
Chairpersons about  State Association and 
Grand Lodge Public Relations initiatives, 
activities, programs and policies, on an ongoing 
basis

• developing media contacts in all territories 
within  your District

• creating, promoting, implementing, and com-
municating NEW State Association and Grand 
Lodge Public Relations programs and activities 
with Lodge PR Chairpersons and Exalted 
Rulers

• preparing and publishing a District PR Hand-
book, Manual or Brochure to be used by the 
Subordinate Lodges which describes controls 
and procedures

• maintaining a continuing (forward thinking) 
12-month planning calendar to anticipate 
activities and preclude scheduling conflicts

• sending monthly newsletter and reports to the 
Subordinate Lodges.

• submitting, to the State Association PR Chair-
person, monthly quantifiable reports of District 
activities; newspaper articles, TV, Radio, Signs, 
E-mail & Website, Other

• keeping all appropriate persons informed about 
the availability of Public Relations supplies 
maintained at Grand Lodge and on-line as well 
as promoting GL PR Contests

• reminding the DDGER, State VP, and Subord-
inate Lodges to submit fraternal news items to 
the national Elks magazine along with pub-
lished guidelines 

• referring ALL GENDER ISSUES to the Grand 
Lodge Chairman of Advisory Committee. Only 
that office or the Grand Exalted Ruler may 
address that subject. Ensure that copies are 
provided to the DDGER, State VP, GL PR 
Chairman, PR Committee Sponsor, State 
Association Sponsor(s), and State Association 
President  as a minimum. TAKE NO OTHER 
ACTION 

DUTIES OF THE DISTRICT PR CHAIRPERSON
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• creating or disseminating media releases 
regarding all DISASTER RELIEF information 
provided by the GL PR Area Committeeman

• cross-pollinating information and regularly 
providing assistance to other District 
Committee Chairpersons, as appropriate

• other program duties communicated by the 
State Association PR Chairperson  … requesting 
assistance                                   

DUTIES OF THE STATE ASSOCIATION  
PR CHAIRPERSON

Within your State Association, to proactively 
oversee the gathering and disseminating infor-
mation with the potential for:

• generating positive publicity and distribution 
of such information to all appropriate news 
media in a timely fashion.

• creating an informed and enthusiastic public 
environment conducive to attracting quality 
new Member candidates

• overseeing the compilation and distribution (to 
news media) activities of individual Elks, 
Subordinate Lodges, or the State Association 
as may be appropriate

• collecting and distributing (to Subordinate 
Lodges, Lodge and District PR Chairpersons, 
State President, DDGERs, State VPs, and 
other interested parties) information which 
may be helpful to the aims of Elkdom

• precipitating partnerships and coalitions with 
other State Association Chairpersons

• preventing the publication of anything 
considered detrimental to Elkdom

Other duties include:

• training of Elks, District PR Chairpersons and 
Subordinate Lodge Officers, on Public Relations 
programs and contests

• developing media press releases for Grand 
Exalted Ruler visits to State Associations and 
arranging for media interviews as appropriate 
with State and Local Public Relations 
Chairpersons

• submitting articles in State Association 
newsletters, bulletins, and websites

• assisting other State Association Committees 
by facilitating event media coverage

• helping promote Subordinate Lodges with 25th, 
50th, and 100th year publicity activities

• advising DDGERs, State VPs and  Districts 
about  State Associations and Grand Lodge 
Public Relations initiatives, activities, programs 
and policies, on an on-going basis

• developing media contacts in all territories 
within  your State Association

• creating, promoting, implementing, and 
communicating NEW State Association Public 
Relations programs and activities with District  
PR Chairpersons

• preparing and publishing a State PR Handbook, 
Manual or Brochure to be used by the Districts 
and Subordinate Lodges which describes 
controls and procedures

• maintaining a continuing (forward thinking) 
12-month planning calendar to anticipate 
activities and preclude scheduling conflicts

• sending monthly newsletter and reports to the 
State Association President, DDGERs, VPs, 
and District PR Chairpersons for cascading to 
the Subordinate Lodges.

• submitting, to the GL PR Area Committeeman, 
monthly quantifiable reports of State 
Association activities; newspaper articles,  TV, 
Radio, Signs, E-mail & Website, Other

• keeping all appropriate persons informed about 
the availability of Public Relations supplies 
maintained at Grand Lodge and on-line as well 
as promoting GL PR Contests

• reminding DDGERs, State VPs, District PR 
Chairpersons and Subordinate Lodge Officers 
to submit fraternal news items to the national 
Elks magazine along with published 
guidelines 

• referring ALL GENDER ISSUES to the Grand 
Lodge Chairman of Advisory Committee. Only 
that office or the Grand Exalted Ruler may 
address that subject. Ensure that copies are 
provided to the appropriate DDGER and VP, 
GL PR Chairman, PR Committee Sponsor, 
State Association Sponsor(s), and State 
Association President  as a minimum. TAKE 
NO OTHER ACTION 

• creating or disseminating media releases 
regarding all DISASTER RELIEF information 
provided by the GL PR Area Committeeman

DUTIES OF THE SA PR CHAIRPERSON
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• cross-pollinating information and regularly 
providing assistance to other State Association 
Committee Chairpersons, as appropriate

• other program duties communicated by the GL 
PR Area Committeeman … requesting assistance

DUTIES OF THE GRAND LODGE  
AREA COMMITTEEMAN

Within your Area State Associations of purview, 
to proactively oversee the gathering and dis-
seminating information with the potential for:

• generating positive publicity and distribution 
of such information to all appropriate news 
media in a timely fashion.

• creating an informed and enthusiastic public 
environment conducive to attracting quality 
new Member candidates

Other duties include:

• training of Elks, in your designated States, on 
Public Relations programs

• developing media press releases for Grand 
Exalted Ruler visits to State Associations and 
arranging for media interviews as appropriate 
with State and Local Public Relations 
Chairpersons

• submitting articles in State Association 
newsletters, bulletins, and websites

• assisting other State Association Committees 
by facilitating event media coverage

• helping promote Subordinate Lodges with 25th, 
50th, and 100th year publicity activities

• advising State Associations and their Districts 
about  Grand Lodge Public Relations initiatives, 
activities, programs and policies, on an on-
going basis

• developing media contacts in all territories 
within  your Area

• creating, implementing, and communicating 
NEW Public Relations programs and activities 
with State Association PR Chairpersons

• maintaining a continuing (forward thinking) 
12-month planning calendar to anticipate 
activities and preclude scheduling conflicts

• sending monthly newsletter and reports to 
State Association Presidents, DDGERs, VPs, 
PR Chairpersons, and District PR Chairpersons 
for cascading to the Subordinate Lodges.

• submitting, to the GL PR Committee Chairman, 
monthly quantifiable reports of State 
Association activities; newspaper articles,  TV, 
Radio, Signs, E-mail & Website, Other

• keeping all appropriate persons informed about 
the availability of Public Relations supplies 
maintained at Grand Lodge and on-line as well 
as promoting GL PR Contests

• reminding State Associations and Subordinate 
Lodges to submit fraternal news items to the 
national Elks magazine along with published 
guidelines 

• submitting public relations articles of interest 
(after PR Committee Chairman’s review & edit) 
to the Grand Lodge Newsletter per published 
guidelines

• referring ALL GENDER ISSUES to the Grand 
Lodge Chairman of Advisory Committee. Only 
that office or the Grand Exalted Ruler may 
address that subject. Ensure that copies are 
provided to the GL PR Chairman, PR Committee 
Sponsor, State Association Sponsor(s), and 
State Association President  as a minimum. 
TAKE NO OTHER ACTION 

• creating or disseminating media releases 
regarding all DISASTER RELIEF information 
sent to you by the GL PR Chairman

• cross-pollinating information and regularly 
providing assistance to other GL PR 
Committeemen as appropriate

• other program duties communicated by the GL 
PR Chairman … requesting assistance 

• sending annual letters of introduction to all 
State Association Presidents, DDGERs, State 
VPs, and State PR Chairpersons.

• requesting and securing 2-copies of each State 
Association Directory; one of which to be 
provided to the GL PR Chairman

• sending letters of congratulations to 
Subordinate Lodge Exalted Rulers commending 
them on having an article in the Grand Lodge 
Magazine

• providing GL Convention PR  support as 
requested in the Media Room, the PR Exhibit 
Booth, PR Seminar, PR Committee  meetings, 
and select  trade shows during the year

DUTIES OF THE GL AREA COMMITTEEMAN



GRAND LODGE PUBLIC RELATIONS COMMITTEE|
Public Relations and Media Handbook| 31

LODGE PR REPORT FORM

_________________________________ Lodge # __________ Public Relations Report for ________________
 (month/year)

_________________________________ District  ______________________________________ Elks Association
 (state)

Lodge Public Relations Chairperson: ___________________________________________________________

Items Published:
 News TV Radio Signs E-mail/Web Other TOTAL
 __________ __________ __________ __________ __________ __________ __________

District Public Relations Chairperson should be on each Lodge’s bulletin distribution list

Lodge PR Reports are due on/before the 5th day of each month

Public Relations Reporting Guidelines:
 News = count all newspaper & Elks Magazine articles, other magazine articles, periodical mentions, and 

media references. Emphasis is on Elks articles and photos; not obituaries – 1 pt.

 TV = count television messages highlighting Elk activity. – 1 pt. Scrolling community message boards 
at the bottom of the screen – 1pt. each day played

 Radio = count all radio messages highlighting Elk activity. The (7) individual pre-recorded messages on 
the Public Service Announcement (PSA) audio CD can be quite effective with locally recorded 
tag line from the Lodge spokesperson. Visit your local radio station for a share of their commu-
nity service time allocation – 1 pt. each time played

 Signs = count your Lodge identity sign(s), billboards, electronic signs, community service sign-board-
sentering town, displayed Elks Care, Elks Share & Drug Awareness, Elks-USA, Veterans Re-
membrance, Elks Partners in Scouting/Education, Lodge activity signs, Lodge recreation club 
signs, Get-Acquainted Day posters – 1 pt. per month

 E-mail/Web site = count external electronic contacts and incoming website inquiries, connects, linkages, or “hits” 
by those inquiring about Lodge programs. (Not internal administrative matters) – 1 pt. each. 
Lodge bulletins sent to members do not count; only bulletins sent to non-Elk organizations, e.g. 
government entities (Mayors, Libraries, Congressmen, School officials, etc.) should be counted 
– 1 pt. each per month.

 Other = count parades –10 pt.; speakers to outside groups – 5 pts.; fairs/trade shows – 10 pts.; Maga-
zine features – 2 pts.; letters, notes, event programs, invitations, thank you notes, Proclama-
tions, Student Dictionaries distributed, “lets say thank you” card sent to Servicemen serving 
overseas, Lodge bulletin articles by Officers – 1 pt. each. Billing statements to Members do not 
count. Newspaper & Elks Magazine circulation is NOT to be considered.

Name ____________________________________________ Res. Phone __________  __________  _________________
 (Lodge Public Relations Chair)

Address __________________________________________ Bus. Phone __________  __________  _________________

___________________________________________________ Fax __________  __________  _________________

 E-mail _________________________________________
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News - newspaper articles, magazine articles, periodical mentions, & other printed media references
Television - Television Messages covering same subject counts only as one no matter how many times shown.
Radio - Counts is governed by same rules as Television count.
E-mail/Web Page - Combine totals for public relatons purposes
Other -  All Public Relations items such as articles in ELKs publications, magazines, programs, letters,
 Thank you notes, Trade papers and etc

THIS REPORT  TO STATE CHAIRMAN BY 10th OF EACH MONTH.

DISTRICT PR CHAIRMAN MONTHLY REPORT FORM

ELKS ASSOCIATION
DISTRICT PUBLIC RELATIONS CHAIRMAN MONTHLY REPORTING

DISTRICT: _________________________ Chairman: _________________________
REPORT FOR THE MONTH OF: _____________________________

 Lodge / Lodge News TV Radio Signs E-mail/ Other Totals Totals Remarks
 Chairman # Papers    Web  Monthly *YTD

 Monthly District Totals

 *YTD District Totals

Comments: ____________________________________________________________________________________________
 ____________________________________________________________________________________________
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STATE PR REPORT FORM

Grand Lodge Area _____ Consolidated State Association
PUBLIC RELATIONS Report

Month: __________

State Association News- T.V. Radio Signs E-Mail Other Monthly Year Districts
# Districts - Chairperson Paper    Web  Totals To-Date Reporting
State        0  ___ of ___
n - Chair name       0 0 100.0%
State        0  ___ of ___
n - Chair name       0 0 100.0%
State        0  ___ of ___
n - Chair name       0 0 100.0%
State        0  ___ of ___
n - Chair name       0 0 100.0%
State        0  ___ of ___
n - Chair name       0 0 100.0%
State        0  ___ of ___
n - Chair name       0 0 100.0%
State        0  ___ of ___
n - Chair name       0 0 100.0%
State        0  ___ of ___
n - Chair name       0 0 100.0%
State        0  ___ of ___
n - Chair name       0 0 100.0%
State        0  ___ of ___
n - Chair name       0 0 100.0%
Lodges in Association:

State    # Lodges         ___ of ___
program status         100.0%
State    # Lodges         ___ of ___
program status         100.0%
State    # Lodges         ___ of ___
program status         100.0%
State    # Lodges         ___ of ___
program status         100.0%
State    # Lodges         ___ of ___
program status         100.0%
State    # Lodges         ___ of ___
program status         100.0%
State    # Lodges         ___ of ___
program status         100.0%
State    # Lodges         ___ of ___
program status         100.0%

Month Totals    0    0    0    0    0    0 0 0 Year To Date
Prev. Mo. YTD Totals    0    0    0    0    0    0 0              not incl. Dict. pgm.

Area n Lodges = ###
 Comments: ____ of ____ Districts reporting 100.0% of Lodges reporting: ________ %
  ____ of ____ Districts reporting: ________ %
  ____ of ____ Lodges reporting: ________ %
Area Committeeman Phone:
Grand Lodge Public Relations FAX
Street address e-mail:
City & State Cell:
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GL AREA PR REPORT FORM

_______________________________ ELKS ASSOCIATION
STATE PUBLIC RELATIONS Report

Report for the month of: ________________

District News- T.V. Radio Signs E-Mail Other Monthly Prev Year Year Remarks
PR Chairman Papers    Web  Totals To-Date To-Date
 0 0 0 0 0 0 0  0
 0 0 0 0 0 0 0 0  __ of __ Lodges
 0 0 0 0 0 0 0  0
 0 0 0 0 0 0 0 0  __ of __ Lodges
 0 0 0 0 0 0 0  0
 0 0 0 0 0 0 0 0  __ of __ Lodges
 0 0 0 0 0 0 0  0
 0 0 0 0 0 0 0 0  __ of __ Lodges
 0 0 0 0 0 0 0  0
 0 0 0 0 0 0 0 0  __ of __ Lodges
 0 0 0 0 0 0 0  0
 0 0 0 0 0 0 0 0  __ of __ Lodges
 0 0 0 0 0 0 0  0
 0 0 0 0 0 0 0 0  __ of __ Lodges
 0 0 0 0 0 0 0  0
 0 0 0 0 0 0 0 0  __ of __ Lodges
 0 0 0 0 0 0 0  0
 0 0 0 0 0 0 0 0  __ of __ Lodges
 0 0 0 0 0 0 0  0
 0 0 0 0 0 0 0 0  __ of __ Lodges
 0 0 0 0 0 0 0  0
 0 0 0 0 0 0 0 0  __ of __ Lodges
 0 0 0 0 0 0 0  0
 0 0 0 0 0 0 0 0  __ of __ Lodges
 0 0 0 0 0 0 0  0
 0 0 0 0 0 0 0 0  __ of __ Lodges
 0 0 0 0 0 0 0  0
 0 0 0 0 0 0 0 0  __ of __ Lodges
 0 0 0 0 0 0 0  0
 0 0 0 0 0 0 0 0  __ of __ Lodges
 0 0 0 0 0 0 0  0
 0 0 0 0 0 0 0 0  __ of __ Lodges
 0 0 0 0 0 0 0  0
 0 0 0 0 0 0 0 0  __ of __ Lodges
 0 0 0 0 0 0 0  0
 0 0 0 0 0 0 0 0  __ of __ Lodges
 0 0 0 0 0 0 0  0
 0 0 0 0 0 0 0 0  __ of __ Lodges

Totals    0    0    0    0    0    0 0 0 0 Year To Date

# Ass’n. Lodges _____
 Comments: ____ of ____ Districts reporting 100% of Lodges participating: _____ %
  ____ of ____ Districts reporting: _____ %
  ____ of ____ Lodges reporting: _____ %
State PR Chairman Phone: (_____) ______ - __________
Name: _______________________________________ FAX (_____) ______ - __________
Address: _____________________________________ e-mail: ________________@_________.com
City, State, & Zip: ____________________________ Cell: (_____) ______ - __________
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METHODS OF PUBLIC AWARENESS PROMOTION

METHODS OF PUBLIC AWARENESS PROMOTION

Developing Ads —
Developing ads is a skill. There are many 
impor tant elements of an ad to think about, 
including the wording, graphics, arrangement 
of wording and graphics, coloring how your 
audience will interpret the ads, ad placement, 
etc. Poorly crafted ads can hurt more than not 
having ads at all.  Therefore, carefully consider 
getting help writing your first ads.

Brochures or Flyers —
Many desktop publishing and word-processing 
software packages can produce highly attractive 
tri-fold brochures (an 8.5 inch by 11 inch sheet 
folded in thirds).  Brochures can contain a great 
deal of information in easy-to-read form; they 
are becoming a preferred method of promotion.

Direct Mail —
Mail sent directly from you to your members 
can be customized to suit their nature and 
needs. You may want to build mailing lists (for 
each lodge program) of current and desired 
members.  Mailing lists can quickly become out 
of date. Make note of RETURNED mailings 
and update the Mailing List.

E-mail Messages —
These can be a wonderful means of getting 
word out about the Elks. Design your e-mail 
to include a signature line at the end of each 
of your e-mail messages. Many e-mail software 
packages will automatically attach this signa-
ture line to your e-mail if you prefer.

Magazines —
Magazine ads can get quite expensive. Find out 
if there’s a magazine that focuses on any of the 
activities or programs that the BPOE provides. 
For Example, soccer magazines or basketball 
magazines might be interested in hearing 
about how their sport is promoted by lodges.  
Consider placing an ad or writing a short 
article for the magazine. Contact a reporter to 
introduce yourself.  Reporters are often on the 
lookout for new stories and sources willing to 
be quoted.

Newsletters —
These can be powerful means to conveying 
information about the nature of your lodge 
and its services. Consider working with 
a member who has a design and layout 
background. Today’s desktop publishing tools 
can generate very interesting newsletters quite 
inexpensively.

Newspapers (major) —
Almost everyone reads a major newspaper. You 
can get your lodge mentioned in the newspaper 
by placing ads, writing a letter to the editor, or 
working with a reporter to get a story written 
about the Elks. Advertising can get quite 
expensive, but newspaper advertising sales 
people are often quite useful in giving advice 
about what and how to advertise. Check the 
weekend paper, select a reporter who covers a 
community service story with “feeling.” Contact 
the newspaper and share you “sincere” feelings 
that reporter. Indicate that you would like to call 
him/her the next time you have a worthy story. 

Newspapers (neighborhood) —
Ironically local newspapers are often forgotten, 
yet the neighborhood newspapers are often 
closest to the interests of our organization’s 
membership. Those with WEEKLY editions 
may be more receptive to publishing 
community service articles; especially 
stories provided with photos.

WWW.YOURNEWS.COM —
Simply go on-line and enter www.yournews.
com and then enter your zip code. You have 
now tapped into a great (relatively) new 
asset for promoting Elk community service 
accomplishments in virtually every Elk pro-
gram. All that is needed is for you to submit 
your article with photo and BINGO … you are 
in the news. The most appropriate section of 
YourNews is either the LIVING or LOCAL 
section.  Even better yet, you can receive back 
comments from the public as well as inquiries 
for more information.  Since the information is 
in the public domain, there is even a chance 
that a “hungry” newspaper reporter may 
even LIFT the story and you could find it a 
newspaper in which you might not have had 
previous success.
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METHODS OF PUBLIC AWARENESS PROMOTION

On-line Discussion Groups —
As with e-mail, you can gain frequent exposure 
for yourself and your lodge by participating 
in on-line discussion groups and chat groups.  
Note, however, that many groups have strong 
ground rules against blatant advertising.  
When you join a group, always check with the 
moderator to understand what is appropriate.

Posters & Bulletin Boards —
Posters can be very powerful. Your best bet is to 
place the posters on bulletin boards and other 
places where there is high foot traffic. Always 
refresh your posters with new and colorful 
posters that will appear new to the passer-by. 
Note that some businesses and municipalities 
have regulations about the number and size of 
signage that can be placed in a given area.

Billboards —
Billboards offer high visibility and target en-
tire geographical areas. A campaign can eco-
nomically reach a large audience with a simple 
message on billboards. The printer usually 
needs camera-ready art. Layout work by the 
printer can be quite expensive. The Grand 
Lodge no longer offers billboard support.

Radio Announcements—
A major advantage of radio ads is they are 
usually cheaper than television ads, and many 
people still listen to the radio (when in their 
cars for example).  Ads are usually sold as a 
package that considers the number of ads, the 
length of ads and when they are put on the 
air.  A major consideration with radio ads is to 
get them announced at the times that will do 
you the most good. Leverage the GL Public 
Relations Public Service Announcements 
(PSAs) on CD.  They are professionally 
crafted and REQUIRE a visit to the Station 
Manager or Program Manager to walk 
through the importance of Elk programs 
and their importance to the community. 
The personal relationship established will 
be well worth your time, since the disk will 
be used several times during the year.

Telemarketing —
While telemarketing is on the rise in the gen-
eral marketplace, the role of telemarketing for 
the Order might be better termed “telephone 
outreach.” Effective ways of using the telephone 
to “market” the lodge and Eks programs might 
be to develop highly tailored lists of people 
to contact for specific programs. Contacting 
Superintendants of Schools or calling Sec-
ondary School Principals to let them know 
about the availability of scholarships from 
the Order is a good example of effective use of 
telemarketing. Elementary School Principals 
are VERY interested in having Elks conduct 
presentations about the Dictionary Program at 
3rd Grade Assemblies and assist with the On-
line version of our MARVEL “Hard Choices” 
Super Heroes comic book. An outreach for 
the BPOE’s athletic programs might mean 
developing a list of soccer or basketball coaches 
in the area as well as community organizers 
so that the callers have a targeted, potentially 
interested audience.

Television —
Many people don’t even consider television 
ads because of the impression that the ads are 
very expensive. They are more expensive than 
most major forms of advertising. However, with 
the increasing number of television networks 
and stations, your Lodge might find good 
deals for placing commercials or other forms 
of advertisements.  Television ads usually are 
priced with similar considerations to radio 
ads, that is, the number of ads, the length of 
ads, and when they are put on the air. Local 
Government channels often operate and are 
linked to the Mayor’s or City Manager’s 
Office.  The Program Manager or Director is 
“hungry” for new material and community 
service activities to publicize. It is worth a visit to 
City Hall … you won’t be disappointed with the 
assistance you will receive on a recurring basis.
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NEWS RELEASE TIPS and CHECKLIST

NEWS RELEASE TIPS
• TYPE all copy

• DOUBLE SPACE
• Leave plenty of MARGIN
• Use only ONE SIDE
• Use STANDARD SIZE typing paper, no half 

sheets NO SCRAPS
• Use LETTERHEAD stationary whenever 

possible

• Note “FOR RELEASE” and note either 
immediate or give date for publication

• Write MORE centered at bottom of page if 
second sheet is used

• Indicate end of release by using “# # #” centered 
at the bottom of the text

• Be sure that page one has the following info:
your name and title
your address
both day and evening phone numbers

• Be sure that subsequent pages have:
your name
article title
page number

• No more than one story per page

• Include WHO, WHAT, WHEN, WHERE, and 
HOW in first couple sentences

• But… be brief …shorter copy tends to receive 
priority for print

• DOUBLE CHECK spelling, especially of names

• Include backgrounder on the Elks or your pro-
gram, especially if media is unfamiliar with the 
lodge or program

WRITING A NEWS RELEASE 
INCREASING THE PROBABILITY YOUR PIECE 
WILL BE PUBLISHED
NEWS RELEASE CHECKLIST
Challenges of writing publicity material
 Limited news hole
 Alternative viewpoints possible
 Write for many media; editors have different 

interests, quirks
 Varying news value of items
 Editors’ skepticism
 Publicists are responsible for errors, have no 

editors.

How releases can be used
 “As-is” – generally limited to routine, non-

controversial news
 “As source of information for a story written 

by a reporter” – can use facts, quotes, 
background information

 “As the basis for an interview”

Format
 1-2 pages maximum (400-500 words)
 Inverted pyramid format
 Strong lead (Who, what, when, where, why, how)
 Typewritten, double spaced, one side of sheet 

–more– at bottom of pages; identifier (slug) on 
subsequent pages –30– or ### at end.

Important items to include:
 Contact Name and Phone — Be available for 

follow-up inquiries
 Release time – Immediate release or embargo 

with specified time
 Headline – identifier
 Dateline – optional; include if location is 

important
 Date – possibly serial number, too

Common Problems:
 No news of interest to editor – usually a mis-

directed release
 News is buried – often a ploy when news is 

bad
 Leads with wrong focus or too wordy
 Missing information – fail to anticipate basic 

questions and answer the 5W’s
 Excessive commercialism – self-laudatory, 

excessive adjectives, practice KISS
 Lacks strong angle – Remember key elements 

of news: Prominence, Drama, Human 
Interest, Localness, Consequence, Oddity, 
Topical

Make your key points
 Near top – first paragraph
 Be sure to include standard (ideal) description 

of organization
 Work other positive points into text
 Avoid overstatement; beware of claims as 

first, only, unique
 Use quotes to incorporate opinion, subjective 

ideas, explain rationale for actions. Avoid 
trite quotes, purge cliches.

 Cite the most appropriate spokesperson for 
organization
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Write like a pro!
 Use clear, concise, vivid language
 Sentences should not exceed 15 words; 

paragraphs should not exceed 30 words or 
four typewritten lines

 Follow news style, not advertising style
 Check for proper grammar, spelling, 

punctuation
 Provide neat, clean copy
 Distribute on a timely basis, meet deadlines
 Write for the audience, not the client
 Proof, proof, proof!

A PUBLICITY MATERIALS CHECKLIST
News Releases (General distribution)
 New product, services
 Events sponsored, e.g. fundraisers, tours, 

open houses, seminars, rallies, awards 
programs, meal events

 Observances, anniversaries, etc.
 Facility openings, relocations, closings
 Personnel changes
 Distributor appointments, changes
 Contracts, grants received, given  
 Awards, honors or designations received, 

given
 Reports issued, research findings
 Position statements
 Gifts, contributions received, not-for-profits

Feature Stories (Exclusive, special or 
general distribution)
 Profiles of people, products, companies or 

causes
 Round-up, trend stories
 Service features, “how to”
 Case studies 
 Signed, first-person experiences, 

reminiscences
 Op-Ed pieces, signed articles
 Letters to the editor

Fact Sheets/Background materials
 Key data at-a-glance
 Glossaries
 Directories, key contacts, office list locations, 

etc.
 Questions and answers
 Suggested interview questions 
 Texts/excerpts of speeches, reports, books, 

articles

Photos and Captions (Black and white 
prints, color transparencies, color prints)
 Action photos
 Portraiture, mug/head and shoulder shots, 

candid

 Product portraiture, products in use 
 Architectural

Graphics
 Logos
 Graphs, charts
 Illustrations

3 Ways to Generate Publicity Coverage
• Write materials 
• Provide spokesperson, conduct interviews 
• Stage an event

Variations on the Theme
Write/Provide Materials

• Offer articles/photos/graphics/columns to pub-
li cations on an exclusive or special basis.

• Distribute/offer (through a national service) 
ready-to- reproduce, typeset feature stories 
to smaller newspapers (mat releases, color 
pages). 

• Produce public service announcements for 
broadcast, print and outdoor media (not-
for-profits organizations) 

• Distribute a video news release, audio 
release to broadcast media. 

• Produce your own program, short feature 
(for cable stations, broadcast media: might 
also be used as a video brochure, as program 
material for schools, clubs, youth groups, etc.) 

• Provide products as props for films, TV 
shows (financial consideration might be 
requested)

Interviews
• Appear on TV talk show 
• Go on radio talk, call-in shows 
• Retain a professional spokesperson 
• Go on a multi-city media tour 
• Hold satellite news conference. 

Stage Events
• Hold an educational seminar/program/tour 

for media 
• Offer your facilities as a venue for 

the production of TV shows, movies, 
commercials, etc. 

• Sponsor, co-sponsor a charitable or other 
event that will earn recognition for your 
organization. Consider a major media 
organization as your co-sponsor. 

• Provide products that can be used as prizes 
at events, seek publicity accordingly. 

• Sponsor awards for media coverage of an 
industry, issue; provide financial support 
for awards, other projects sponsored by 
media-related professional organizations.

PUBLICITY MATERIALS CHECKLIST
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GL PR & MEDIA TOOL KIT

GRAND LODGE PUBLIC RELATIONS & MEDIA TOOL KIT
Table of Contents

FOLDER 0 – INSTRUCTIONS FOR USE
Explanation of what programs are used and how to 
open them – Word Document

FOLDER 1 – OFFICERS & COMMITTEEMEN 2010-2011
List of Grand Lodge Personnel – Word Document

FOLDER 2 – MANUAL – AIMS, GOALS & PROGRAMS
GL Public Relations Aims, Goals & Programs 2010-2011 
– Word Document

FOLDER 3 – MANUAL – PUBLIC RELATIONS & 
MEDIA HANDBOOK
PR and Media Handbook – Word Document

FOLDER 4 – MANUAL – PUBLIC RELATIONS BASICS
Public Relations Basics – Word Document

FOLDER 5 – MANUAL – PUBLIC RELATIONS EVENT 
PLANNING
Public Relations Event Planning – Word Document

FOLDER 6 – MANUAL – STEPS TO A PUBLIC 
RELATIONS CAMPAIGN
Steps to a Public Relations Campaign – Word Document

FOLDER 7 – MANUAL – GLPR DISTRICT CHAIRMAN 
INSTRUCTIONS
Public Relations planning & implementation on a 
District level – Word Document

FOLDER 8 – DUTIES
GLPR Area Duties 2010-2011 – Word Document
District Duties 2010-2011 – Word Document
Lodge Duties 2010-2011 – Word Document
State Association Duties 2010-2011 – Word Document

FOLDER 9 – www.elks.org  USER MANUAL
User manual for www.elks.org  with instructions & 
suggestions – Adobe PDF Format

FOLDER 10 – REPORT FORMS
Area PR Report Form – Microsoft Works
Area PR Report Form – Excel Format
State Association Report Form – Excel Format
State Association Report Form – Microsoft Works
District PR Report Form – Excel Format
District PR Report Form – Microsoft Works
Lodge Report Form – Excel Format
Lodge PR Report Form – Word Document

FOLDER 11 – BANNERS & SIGNS
Public Relations Motto – Word Document
BPOE Banner – Adobe pdf Format
Elk Banner Higher Visibility – Word Document
Elk Banner New Heights – Word Document
Elk Banner Today’s Youth, Tomorrow’s Leaders – 1 – 
Adobe pdf Format

Elk Banner Today’s Youth, Tomorrow’s Leaders – 2 – 
Word Document

Elk Banner Today’s Youth, Tomorrow’s Leaders – 3 – 
Word Document

Elk Banner Today’s Youth, Tomorrow’s Leaders – 4 – 
Word Document

Elk Banner Today’s Youth, Tomorrow’s Leaders – 5 – 
Word Document

Elk Logo – BPOE Banner – Adobe pdf Format
Elroy the Elk Banner – Adobe pdf Format
Elks Brand Lodge – Adobe pdf Format
Veteran’s Remembered – Adobe pdf Format
Elks Bumper Sticker – My Pictures
Elks Grand Lodge – Adobe pdf Format
Veterans, Elks Care, Elks Share – Adobe pdf Format

FOLDER 12 – CONTESTS & AWARDS 
(all are in Word Document & Power Point format)
Best Image of Elkdom – Word Document
Best Single Event – Word Document
Focus on the Community – Word Document

FOLDER 13 – ELK’S TOASTS
A Toast to Our Absent Brothers
The 11 O’Clock Toast
The Eleventh Hour
The Original Jolly Corks Toast
To Our Absent Brothers
Toast to our Veterans

FOLDER 14 – ELK’S LOGOS
Various Elk’s logos including ENF & “Elks Care – Elks 
Share” – opens in My Pictures

Elk’s Emblem Usage Guide – Adobe pdf file

FOLDER 15 – GL, AREAS, STATE SPONSORS, 
COMMITTEEMEN

GL PR Area Chairmen – Word Document
GL PR Area Map with Committeeman 2010-2011 – 
Word Document

GL Area PR Committee – Word Document
Grand Lodge Advisory Committee – Word Document
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FOLDER 16 – OUR HISTORY & INFO OF THE ORDER
Elks – About Us – Word Document
Elks – Charles Vivian – Word Document
John F. Kennedy – membership record – Windows 
Document

San Francisco Elks – Windows Media Player
The Jolly Corks & the cork trick – Adobe PDF file
The Jolly Corks, the cork trick, the death of Charles 
Vivian – Word Document

The Origins of the BPOE – Word Document

FOLDER 17 – POWER POINT PRESENTATIONS
(all are in Power Point Presentation format)
ENF Programs Presentation
Maine Elks Association PR Presentation 1
Maine Elks Association PR Presentation 2
Maine Elks Association PR Presentation 3
Maine Elks Association PR Presentation 4
Maine Elks Association PR Presentation 5
Public Relations v.2
Using the Media presentation
Utah Elks Power Point – Utah Elks
Wings – I’m Alive

FOLDER 18 – SPIRIT OF OUR FLAG
A Tribute to Our Flag – Word Document
Alya Brown – “The Star Spangled Banner” with the 
Boston Pops – Windows Media Player

Colors – Power Point
Flag Video – Windows Media Player
God Bless the USA – Windows Media Player
Greatest Play In Baseball – Windows Media Player
I Am the Flag of the United States – Word Document
I Pledge Allegiance by Red Skelton – Word Document
Just Stay – Windows Document
Lucky to be American – Windows Media Player
Star Spangled Banner – Windows Media Player
Taps – Windows Media Player
Vet’s Coffee Ad – Windows Document
Video – Flag Sky Dive – Windows Document
Video – God Bless the USA – Windows Media Player

FOLDER 19 – STATE ASSOCIATION CONTACTS 
(all are in Word Document format)
State Association Presidents
State Associations Public Relations Committee Chairs
State Association Publication Chairs
Subordinate Lodge Officers, PER’s & Committee Chairs

FOLDER 20 – MEDIA CONTACTS
Folder – Radio Contacts
Radio Media Contacts – Excel Format
Radio Contact Headquarters – Word Document

Folder – Television Contacts
Public Service Access Channels – Excel Format
TV Media Contacts – Excel Format
Newspapers – Daily – Excel Format
Newspapers – Daily Spanish – Excel Format
Newspapers – Weekly – Excel Format
Newspapers – Weekly Black – Excel Format
Newspapers – Weekly Spanish – Excel Format

FOLDER 21 – TIPS, IDEAS & SAMPLE
Folder – Jeff Crilly Tips
Folder – Public Service Announcements
An Evening with the Elks – Word Document
Best Commercial – returning troops
Donate Elks Magazine –Adobe pdf Format
Drug Awareness PR Music Video – UR Choice UR Voice
Elks Backyard pics –
Elks Backyard pics – 2
Elks Backyard pics – 3
Elks Backyard pics – 4
Elk’s Magazine Submission Guidelines – Adobe pdf Format
Elks Miracle Plunge publicity – Windows Media Player
Elks Brochure – Adobe pdf Format
Elks Brochure template – Adobe pdf Format
GL Newspaper guidelines – Word Document
GL PR Methods of Promotion – Word Document
Good Neighbor Elks Lodge Tri-fold Pamphlet – Adobe 
pdf Format

Good Neighbor Elks Lodge Tri-fold Pamphlet – Adobe 
pdf Format

July 2009 – Adobe pdf Format
Lodge Brochure Sample – Adobe pdf Format
Major Methods of Advertising – Word Document
Pg6_sports – Adobe pdf Format
Publicity & Promotion Handbook – Let the World Know – 
Adobe pdf Format

Sample PR flyer for a State Association meeting.pub – 
Microsoft Publisher

Sample PR Tri-folder Brochure 2008.pub – Microsoft 
Publisher

Press Release Louisiana Hurricane – Word Document
Press Release – Marvel Comics – Word Document
Sample PR flyer for a State Association meeting – 
Microsoft Publisher

Sample PR Tri-fold Brochure 2008 – Microsoft Publisher
Sample Utah PR flyer Fall meeting – Word Document

GL PR & MEDIA TOOL KIT
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Thank You Soldiers – Veteran’s Day Memorial Day 
Songs – Windows Media Player

Thank Your Military – Windows Media Player
The Impotence of Proofreading – Windows Media Player
Top Ten Things Newspaper Editors Want – Word Document
Troop 754 – Microsoft Office Image File
UEA PR Brochure – Microsoft Publisher

FOLDER 22 – PUBLIC RELATIONS POWER POINT 
SEMINARS (all are in Power Point Presentation format)
PR Presentation 1 – Power Point
PR Presentation 2 – Power Point
PR Presentation 3 – Power Point
PR Presentation 4 – Power Point
PR Presentation 5 – Power Point

FOLDER 23 – SEMINARS & WORKSHOPS
PR Presentation – Area 1 – Power Point
PR Presentation – Sample – Power Point

FOLDER 24 – PRESS RELEASE INFO & EXAMPLES
Elks Prototype Ad – Adobe pdf Format
MVS 2010 Press Release – Newswire – Word Document
New Style ENF MVS Press Release – Adobe pdf Format
News Release Tips – Word Document
Press Release – Elks ENF MVS 2008 News Release – 
Word Document

Press Release – MVS 2010 News Release – Newswire 
1 – Adobe pdf Format

Press Release – National Essay Contest 2007 – Word 
Document

Press Release – Top Winners News Release – PR 
Version 1 – Word Document

Press Release – Checklist Summary – Word Document
Press Release – Marvel Comics – Word Document
Press Release – Louisiana Hurricane – Word 
Document

Public Relations English Usage Rules – Word 
Document

UR Choice UR Voice Press Release – Windows Media 
Player

FOLDER 25 – AWARDS AND CITATIONS
Special Media Citation, No 1 – Word Document
Speciasl Media Citation, No 2 – Word Document
GL PR Awards Template – Word Document

FOLDER 26 – AMERICANISM
Americanism Tri-Fold Pamphlet – Adobe pdf Format
Lodge Brochure Sample – Adobe pdf Format

FOLDER 27 – DICTIONARY PROJECT (all are in 
Word Document format)
Folder – How to Present Dictionaries
Dictionary Labels
Dictionary Project Camarillo Heights
Dictionary Project Ladera
Dictionary Project San Cayetano
Pictures of Dictionary Projects – PR Photos – 27 total – 
opens in My Pictures

Elks Lodges Numerically Listed – all known Lodges – 
Word Document

GL PR & MEDIA TOOL KIT
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Best Single Event
Grand Lodge Public Relations Brochure Contest

Recognizing The Lodge’s Most Significant Public Relations
Activity in the Community between April 1 & February 28

All Lodges, regardless of size, have an EQUAL chance of winning

Easy-to-Enter RULES: Combine pictures, newspaper articles, letters of 
appreciation, commendations, programs, proclamations, memorabilia, etc. into a 
3-ring binder, folder, or notebook up to 1” thick (8.5”x 11” pages). 
Entries must be postmarked by March 15 and submitted to the GL Area Public 
Relations Chairman for 1st round judging. The TOP 3 will be forwarded by April 15 
to the address below for Grand Lodge consideration. 
National  1st, 2nd, and 3rd place entries will be awarded at the Grand Lodge 
Convention.

Submit to: Grand Lodge Public Relations Area Committeeman

GL PR SAMPLE CONTEST FLYER
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