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Congratulations 
 
Congratulations on your grant award and thank you for supporting the public humanities in North Carolina.  
 
Inside this guide you will find tools to increase attendance at your program and ways to promote greater 
awareness of and support for the North Carolina Humanities Council.  
 
Please remember that as a condition of your grant, you have agreed to   
 

• Promote your program in your community   
• Acknowledge in print and otherwise the North Carolina Humanities Council as a sponsor  
• Provide evidence of these promotional efforts in your final report 

 
Acknowledgment Requirements 
 
As a condition of your grant, you have agreed to include mention of the North Carolina Humanities Council 
and the National Endowment for the Humanities (NEH) in all of your press releases, publicity materials, and 
promotional activities. The North Carolina Humanities Council should be acknowledged as a sponsor on your 
website and a hyperlink to the Humanities Council website provided.   
 
Remember: Acknowledging the North Carolina Humanities Council in all of your promotional materials 
and activities is a requirement that you have agreed to meet in order to receive Humanities Council 
funding.   
 
The North Carolina Humanities Council has a responsibility as a nonprofit organization and steward of public 
money to request that you follow these acknowledgement requirements. Please honor these requests and view 
them as an opportunity to promote your organization, your program, and the Humanities Council’s support of 
cultural work in North Carolina.   
 
Acknowledgement: How to Say It  
 
In every promotional piece, whether printed, electronic, or broadcast, clearly state that your program is 
supported by the North Carolina Humanities Council, a state affiliate of the National Endowment for the 
Humanities. Even if you have multiple sponsors, in all publicity material and activities, use this credit line 
verbatim:    
 
 

This project is made possible in part by a grant  
from the North Carolina Humanities Council,  

a statewide nonprofit and affiliate  

 
 
 
 
 of the National Endowment for the Humanities.  
 
 
In radio or TV interviews and in introductions at all project-related events, clearly state that your program is 
“sponsored [or funded] in part by the North Carolina Humanities Council, a statewide nonprofit and  
affiliate of the National Endowment for the Humanities.”  
 
In all your promotions, use the North Carolina Humanities Council’s full name: the North Carolina 
Humanities Council. Do not abbreviate any portion of the full or shorter versions: such as, NCHC or NC 
Humanities Council.   
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 Acknowledgement: How to Show It  

Whenever possible, in all publicity material, prominently display the North Carolina Humanities Council’s official 
logo with tagline (“Many Stories, One People”).   

The North Carolina Humanities Council logo and tagline should be used in addition to, not instead of, the above 
credit line.  

Example: 

 
This project is made possible in part by a grant  
from the North Carolina Humanities Council, 

a statewide nonprofit and affiliate 
of the National Endowment for the Humanities. 

 

See logo usage requirements beginning on next page. 
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Logo Usage Requirements 
 
The North Carolina Humanities Council official logo with tagline is available as solid on white, or white on solid. 
The logo may be in black and white, or in blue and white, using PMS-294.  It is downloadable in multiple 
configurations at http://www.nchumanities.org/grant_forms.html. 

Do not reproduce the logo from photocopies or faxed images and do not change the dimensions of the logo in 
any way. If you have any questions regarding logo use, please contact Jennifer McCollum at (336) 334-5704 
or jmccollum@nchumanities.org.     

Horizontal Format with Tagline 
Minimum print size: 2.5” W 
Minimum web size: 180 pixels W 
 
 
 

 

 
 
 
 
Vertical Format with Tagline 
Minimum print size: 1.5” W 
Minimum web size:  150 pixels W 
 
 

  

http://www.nchumanities.org/grant_forms.html
mailto:jmccollum@nchumanities.org
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Web or Print Applications of Logo 
 
The blue logo is preferred in most circumstances. However, a black version of the logo is best for single-color 
applications or for printing on a light background. When producing materials with dark-colored backgrounds, 
always use the reversed (white) logo. 
 
Color builds based on PMS-294 are provided here, for printing or web use: 
 
 

Web  Web  Printing 
Hue 204  Red 0  Cyan 100 
Saturation 100  Green 85  Magenta 58 
Brightness 58  Blue 150  Yellow 0 
      K (black) 21 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 



        

NORTH CAROLINA HUMANITIES COUNCIL ●●●●●●●●●●●●●●●●●●●●●●●●●●●●●●●● MANY STORIES, ONE PEOPLE 
   
  HC-1022 Publicity and Marketing Guide ● 042909   
 

North Carolina Humanities Council                              Publicity and Marketing Guide   7

Logo Safe Area  
 
Observe the safe area around the logo, whether using a dark or light background. The safe area is one-fourth 
the width of the Humanities Council logo. 
 

 
 

Council at (602) 257-0335 Ext. 25 or 
 
In 
Integrity of  
Integrity of the Logo  
 
Use the logo in the shape and formats provided. Do not make the logo longer or wider. Do not combine it 
with any other graphic elements. 
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Contacting Elected Officials  
 
The North Carolina Humanities Council strongly encourages you to contact your elected officials – local, 
state, and federal – about Council-supported events. Invite them to attend and/or thank them for their funding.  

The Humanities Council receives funding from both the General Assembly of North Carolina and the National 
Endowment for the Humanities, a federal agency. Without these crucial dollars, the Humanities 
Council would not be able to offer many of its programs that transform lives through public humanities.   

So visit, call, email, or write your elected officials and encourage them to continue supporting your 
good work and the ongoing cultural work of the North Carolina Humanities Council.  

Project directors should invite their elected officials to the event. Call the elected official’s district 
office, request the name and direct email of his/her scheduler, and send that person your invitation. 
Supply your telephone number for regrets or confirmation of attendance.  

Project directors should feel free to use the template “Thanking Your Elected Officials – Template for 
Project Directors,” provided on page 10 of this guide, as a model.   

Project directors also should encourage participants (audience members, partners, etc.) who 
enjoyed your program to show support of the humanities by contacting their elected officials. 

Project participants may use the letter template “Thanking Your Elected Officials – Template for 
Project Participants,“ provided on page 11 of this guide, as a model.     

Letters to elected officials may  

• Describe how a program attended was enlightening, educational, or inspiring to a community  
• Thank elected officials for the funding that made the program possible  
• Urge elected officials to make the humanities a cornerstone of public life  

 
 
Advocacy Links  
 
Also visit the North Carolina Humanities Council website for resources and tools you can use to contact your 
elected officials. Web links are provided to identify and access state and federal level legislators.  

North Carolina General Assembly 

Federation of State Humanities Council’s Advocacy Site 

Tips for Writing Elected Officials - (See page 9) 

Thank Your Elected Officials - Letter Templates - (See pages 10 and 11)  
 
 

http://www.ncga.state.nc.us/GIS/RandR07/Representation.html#byCounty
http://www.congressweb.com/cweb4/index.cfm?orgcode=FSHC
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Tips for Writing Elected Officials 
 
Elected officials depend on their constituents to inform them that taxpayer dollars are put to good use. You 
can reinforce the value of funding for humanities projects by writing your elected officials. Write in your own 
words and use personal stationery or letterhead and logo. Your letter should be personalized, specific, and 
concise. 
 
If you have trouble getting started, you’re welcome to use and adapt the letter templates that the Humanities 
Council provides on pages 10-11 of this guide.  
 
Letter-Writing Tips 
 

• Spell your elected official’s name correctly and know to what legislative body s/he belongs. Due to 
snail-mail security issues, it is best that letters to federal officials go to their state offices rather than 
DC addresses. 

 
• Snail-mailed letters to all elected officials should be addressed to “The Honorable [full name, North 

Carolina Senate or North Carolina House of Representatives or Governor of North Carolina]. The 
salutations inside the letter differ. 

 
~ Salutation to senators: “Dear Senator [last name].” 
~ Salutation to representatives: “Dear Mr./Ms. [last name] or “Dear Representative [last name].” 
~ Salutation to governors: “Dear Governor [last name].” 

 
• Your first paragraph – better yet, first sentence – should inform your elected official that the program 

you attended was made possible by funding from the North Carolina General Assembly, the National 
Endowment for the Humanities, and the North Carolina Humanities Council. Then describe specifically 
how you and your community benefited from the funding. 

 
• End with a call to action:   

 
~ Example 1: “Please join [your organization] for [your event] to see first-hand the North 
Carolina Humanities Council’s efforts to make the humanities a cornerstone of public life.”  

 
~ Example 2: “Please continue to support the North Carolina Humanities Council and its efforts 
to enrich and transform the lives of all people in our state.”  
 
~ Example 3: “Please continue to support the North Carolina Humanities Council and its efforts 
to ensure the vitality of our state’s cultures and communities.” 

 
• Keep your letter brief – one page or less. If you must go beyond one page, use enclosures (but no 

more than one or two). 
 

• Use white space or bolding to direct the eye or emphasize points. 
 

• Urge those who benefit from your program to thank elected officials. Direct them to 
http://www.nchumanities.org/Advocacy.html for a letter template created to thank elected officials from 
a participant/attendee perspective.  

 
 
 

http://www.nchumanities.org/Advocacy.html
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Thanking Your Elected Officials 
 
Letter Template for Project Directors 
 
Do not send this letter template as is, but personalize it with your information. 
 
 
 
 

Your Letterhead or Personal Stationery* 
 
 
Month, Day, Year  
 
 
The Honorable [Elected Official’s Name] 
Address 
City, State, Zip 
 
 
Dear [Elected Official], 
 
I am writing to inform you about [name of program or event], held on [date, time] at [location]. This program 
was made possible by funding from the North Carolina Humanities Council, a statewide nonprofit and 
affiliate of the National Endowment for the Humanities, also supported by the North Carolina General 
Assembly. The Humanities Council’s public programs bring people together to explore the many cultures and 
heritage of North Carolina. 
 
I served as project director for [name of program or event]. It was important to my community of [name] 
because it [describe why you think the program was enlightening, educational, or inspiring to your community 
as a whole]. Feedback from program attendees included: [Here you may supply a positive direct quote about 
the program from one of your attendees].  
 
Thank you for your continued support of the North Carolina Humanities Council and its efforts to make the 
humanities a cornerstone of public life.  
 
 
Sincerely, 
 
 
[Name of project director] 
 
 
 
*If you send this letter by email, you should have to adapt it only slightly. Important, however, is a specific 
subject line, such as: North Carolina Humanities Council Program. 
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Thanking Your Elected Officials 
 
Letter Template for Project Participants 
 
Do not send this letter template as is, but personalize it with your information. 
 
 
 
 

Your Letterhead or Personal Stationery* 
 
 
Month, Day, Year  
 
 
The Honorable [Elected Official’s Name] 
Address 
City, State, Zip 
 
 
Dear [Elected Official], 
 
I am writing to inform you about [name of program or event], held on [date, time] at [location]. This program 
was made possible by funding from the North Carolina Humanities Council, a statewide nonprofit and 
affiliate of the National Endowment for the Humanities, also supported by North Carolina General Assembly. 
The Humanities Council’s public programs bring people together to explore the many cultures and heritage of 
North Carolina. 
 
The program was important to my community of [name] because it [describe why you think the program was 
enlightening, educational, or inspiring to your community as a whole]. I came away from the program enriched. 
[Describe the program’s impact on you as an individual.] 
 
Thank you for your continued support of the North Carolina Humanities Council and its efforts to make the 
humanities a cornerstone of public life.  
 
 
Sincerely, 
 
 
[Name of program participant] 
 
 
 
*If you send this letter by email, you should have to adapt it only slightly. Important, however, is a specific 
subject line, such as: North Carolina Humanities Council Program. 
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Marketing the Humanities  
 

What is “Marketing”?  
 
Marketing is everything your organization does to attract and maintain a relationship with an audience. 
Marketing involves a set of organized, consistent, and well-timed promotional activities using such tools as 
 

• Posters  
• Flyers  
• “Save-the-Date” postcards 
• Press releases  
• Radio and television   
• Letters to elected officials 
• Online calendars  
• Photo- and video-sharing sites  
• Podcasts  
• Social networking sites 
• Email and listservs 
• Word-of-mouth 
• Blogs 
• Phone calls  
• Personal invitations 
• Public access channels 
• Take-aways such as bookmarks, doorhangers 

 
Marketing also includes small tasks like writing thank you notes, having lunch with a patron, returning calls and 
emails promptly, or meeting potential participants for coffee.  
 

 
 

The ultimate goal of marketing is to demonstrate how 
your organization’s program will benefit your targeted 
audience and encourage participation/attendance.  

 
 
 
 
 
 
 



        

NORTH CAROLINA HUMANITIES COUNCIL ●●●●●●●●●●●●●●●●●●●●●●●●●●●●●●●● MANY STORIES, ONE PEOPLE 
   
  HC-1022 Publicity and Marketing Guide ● 042909   
 

North Carolina Humanities Council                              Publicity and Marketing Guide   13

Communicating the Humanities  
 
Make sure all your promotional efforts conform to the “C5 Communications Criteria” so that your message is 
immediately clear to the public you wish to engage. 
 
C1   Concise and to the point  
 

Use as few words as possible. Foreground or set-off the most important details. Too much text without 
surrounding white space is hard on a reader’s eye, so use white space or borders to break up copy. 
Avoid jargon and specialized language. As the copywriting professional Bob Bly says, “Your goal is the 
express, not to impress.”  

 
C2 Current and timely 
 

When possible, connect your program to other newsworthy topics. Select times and dates that are 
conducive to the largest audiences and allow for maximum media coverage of your event. Allow 
enough lead time to accommodate the deadlines of various of publicity outlets and enough time for 
your audience to respond without a feeling of urgency.  

 
C3 Correct and consistent 
 

Be sure locations, times, addresses, contact numbers are accurate on marketing materials. Request 
multiple proofreadings by various people before releasing a notice to the community. To build 
credibility and confidence in your organization, information presented to the public must be as 
consistent as it is correct. Early in your promotional campaign, prepare a one-page bulleted sheet of 
key points about the program so that all people helping plan the event stay on message.         

 
C4 Coherent and logical 
 

Include in your marketing materials only those words, graphics, colors, or photographs that support the 
message you want to convey – which means that before designing a flyer or poster, you must ask 
yourself: What message do I want to convey and to whom do I want to convey it? What information 
does my audience need and in what logical order should I present it?   

 
C5 Complete and thorough 
 

Before designing a flyer or brochure, before writing a press release, consider the five “W’s” and one 
“H” 
 

• Who   (describe your group and identify the sponsoring organization)  
• What  (describe the program/event) 
• When  (give date and time) 
• Where  (provide the location, with directions if needed) 
• Why (write in one or two sentences why someone should attend your event) 
• How  (specify how someone might participate and how to get more information) 
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Promoting the Humanities 
 
Consider the “P3 Promotional Planning” criteria before launching your communications campaign:  
 
 
P1 Product 
 

Your event is essentially a “product” offered to the public to “consume,” but your product should be 
packaged in language that is inviting, human, enthusiastic. Give your audience some sense of the 
experience they will enjoy.  
 

P2 Place 
 

When selecting the location or venue for your event or program, consider such questions as: Do 
reservations need to be made and how soon? Is parking convenient? Is the site handicapped-
accessible? Will the space accommodate the projected number of participants? What kind of technical 
equipment will you need and does the site offer it or offer the capacity for it? Will participants need a 
map in advance or signage along the route? Also keep in mind that because place is part of the 
product offered to your consumer, it should be compatible with your organization’s identity and 
mission.  
 

P3 People 
 
Current supporters, donors, and past program participants should be informed about your event in 
advance of the general public. A simple “Save-the-Date” postcard, snail-mailed or emailed, will do.  

 
For potential audiences, think about the emotional or personal motivation for them to attend, then 
promote the event from that motivation. 
 
Programs are rarely successful by appealing to the general public. Identify your targeted audience with   
deliberation and care. Find out what your audience reads, watches, or listens to and start your pitch 
there. 
 
Other Promotional Tips  
 
Inform elected officials – local, state, and federal – about your event and invite them to join you. If an 
elected official agrees to attend your event, give him/her acknowledgment in the program, perhaps even 
an opportunity to address the audience.  
 
Select staff or volunteers comfortable talking to the media about your event. In the early planning 
stages, prepare those individuals with a one-page fact sheet or talking points.  
 
Identify local scholars, artists, celebrities, or prominent members of your community who might have 
an interest in your program and solicit their help as ambassadors for your organization. Encourage 
them to invite their friends and colleagues. Make it easy for them to spread the word; give them the 
one-page fact sheet about your event. Let them know that they will receive special recognition in 
printed materials for their efforts.   

 
Invite North Carolina Humanities Council board members to your event. You should have received their 
names and contact information in your grantee packet. The Humanities Council’s board members live 
across North Carolina, so one is likely to be your neighbor. Board members enjoy participating in 
programs they help fund. If board members attend your program, introduce them at the onset of the 
event and suggest that they say a few words about why they’re part of the Humanities Council.   



        

NORTH CAROLINA HUMANITIES COUNCIL ●●●●●●●●●●●●●●●●●●●●●●●●●●●●●●●● MANY STORIES, ONE PEOPLE 
   
  HC-1022 Publicity and Marketing Guide ● 042909   
 

North Carolina Humanities Council                              Publicity and Marketing Guide   15

Publicizing Your Event: Getting Started 
 
Form a Publicity Committee 

There are many ways to promote your program and its events.Your only limit is time, so a publicity committee 
that includes a combination of staff, board, and volunteers can be helpful. Even if you are a committee of one, 
these guidelines will help you, too. The more organized and prepared you are, the more effective you can be. 

Recruit volunteers to help with promotion. The size of the publicity committee will depend entirely upon the size 
of your town, the scope of your project, and the number of tasks you'll be assigning.  

Involve people with retail experience. People who make their living by attracting the public to their businesses 
have knowledge that can help you. Search for innovative ways to tap into that knowledge. 

Ask other organizations to be co-sponsors and to assign one of their members to your publicity committee. Some 
organizations have established networks for publicizing events.  

Roles of the Publicity Committee 

Design a publicity campaign based on the project's goals. What image and message do you want to convey? 
What types of people are you trying to reach? Define your target audience. 

Decide which channels of communication you're going to use and make the necessary initial personal contacts. 
Talk to your local newspapers and radio and television stations to find out guidelines on submitting publicity 
materials and deadlines for submissions. Ask how much lead time editors need on a story. Contact officers or 
advisors of local clubs and organizations to arrange for a speech or presentation at one of their meetings or 
arrange for an announcement about the program to appear in their newsletters or bulletins. 

Determine potential photos to include with press releases. Editors usually don’t want to print photos of large 
groups, and they dislike photos of poor quality. If you can offer high-resolution photos of your speakers, or of 
something that compellingly illustrates your story, you’ll help the editor put together an appealing page. Black and 
white photos are preferred. 

Establish a publicity calendar for press releases, flyers, posters, and mailings. Release these materials in time for 
the public to make plans, yet not so early they will forget about the program. 

Cultivate a relationship with the people in the offices of your elected officials. Make a call, ask who keeps the 
official’s calendar, and ask that person how and when s/he would like info sent regarding your event. (Before 
calling the first time, however, find out the in-session and recess dates.) Be very clear about what you would like 
the elected official do: Drop in and shake a few hands? Introduce the keynote speaker? If the scheduler says 
s/he will make a tentative note of your event on the calendar, call that person back with an enthusiastic reminder. 
If you’ve lined up media coverage of the event, be sure the scheduler knows the details.   

Publicize your event for free in community newsletters and calendars, church bulletins, bulletin boards in high 
traffic areas, direct-mail flyers or letters, posters in good locations. Add to these possiblilities all the electronic 
resources often available for free: online calendars from area organizations, including weekly and daily 
newspapers, churches, societies, and service organizations. 

Send thank you letters as soon as you can to newspaper editors, television producers, and radio managers when 
they cover your story.  
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Publicity Tools: Basics 
 
Fact Sheet  
 
Create a one-page bulleted fact sheet based on the following information. 
 
• Who is sponsoring the event? 
• What is happening? 
• When is it happening? 
• Where is it happening? Are directions provided? Is parking available? 
• Why is it happening? What is it for? Why are you excited about it? 
• Who is likely to be sorry if they miss the event? Why should they attend?   
 
All other descriptions are based on this summary. Your summary should be in paragraph and fact sheet form.  
(See example next page.) 
 

 

 Keep the fact sheet next to your phones so that you can answer all inquiries quickly.   
 
 Make this fact sheet available for everyone in your organization – STAFF, BOARD MEMBERS, 

VOLUNTEERS – anyone who may answer your phone or speak on behalf of your organization. 

 

Press Release 
Submitting press releases to weekly and daily newspapers is still a good way to speak to a large audience. 
Submitting releases to independent newspapers serving a very particular demographic is a good way to funnel 
your information directly to the people you might want most to engage. Many newspapers now offer online 
versions of their publications, and it’s fairly easy now to post a news event or community calendar 
announcement yourself.  
 
A good press release makes a reporter’s job easier. A reporter should be able to use the press release without 
much, if any, editing.  

Press Release Format 

Press release formats can vary. Choose one accepted format and use it consistently. Below you will find 
suggestions for format.  
 

• Type FOR IMMEDIATE RELEASE in capital letters in the upper left corner of your release. If you want 
the reporter to hold the release until a certain date, type FOR RELEASE ON [DATE] instead.  

 
• Under FOR IMMEDIATE RELEASE, provide contact info, including title and email address. The 

contact isn’t necessarily the person who wrote the release, but the person who can best answer media 
questions about the topic. 

 
• Follow the contact info with a substantive but short, compelling headline. Use active verbs in the 

headline and include the name of your sponsor. Bold the headline and center it on the page.  
 

• Begin the first paragraph with a dateline. The most common format is CITY in all caps with the state 
abbreviation, followed the date of the release in parentheses and a long dash.    
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• Include the name of your sponsor in the lead paragraph, preferably in the first sentence of your 

lead paragraph. The lead summarizes your news in broad, attention-getting terms. Move from the 
most important detail to the least. Flesh out the summary in a following paragraph, answering the five 
“W’s” and one “H”: who, what, when, where, how (if you don’t already address one of those in your first 
sentences).  

 
• To demonstrate the newsworthiness of your topic, use supporting facts and statistics. 

 
• Does the release warrant a direct quotation from an expert or the project director? If so, use only those 

quotes that are memorable and keep them brief. A quotation should expand on the information of the 
release, not simply repeat it.   

 
• Add ### centered at the bottom of your release to indicate “the end.”        

 
• Below ### add a boilerplate paragraph about your organization and its credentials. With the exception 

of small details, this summary of your organization’s purpose and history should not vary from one 
release to another. Include contact information at the end of the boilerplate.  

 
Press Release Tips  
 

• Your headline and subject line (if the release is emailed) are crucial in capturing the reader’s interest. 
Carefully craft your headline and subject line with active verbs and a call to action.  

 
• It’s convention to double-space press releases. This allows a reporter to make notes between the 

lines. But double-spacing an emailed press release is unnecessary.  
 
• Email the release to yourself to catch typos. Have a colleague proof it.  

 
• If the release is snail-mailed, it should be the first thing the reporter sees. There’s no need for a cover 

letter or prefacing remarks. The same rule applies to emailed releases: the release should appear in 
the body of the email, not as an attachment. Ask reporters to click the mouse one too many times, and 
you’ve lost them.    

 
• Follow up your press release with a phone call or personal visit. Your voice and presence are two of 

the most effective ways to convey enthusiasm and generate interest in your event. Identify yourself, 
remind the reporter of the release’s topic by saying, “I’m calling to see if you received the press 
release on . . . . “ Be prepared to answer questions. End the conversation with something like, “I hope 
[name of newspaper] can cover the piece because _____________. Thanks for your time.”  

 
 
 
 
 
 



        

NORTH CAROLINA HUMANITIES COUNCIL ●●●●●●●●●●●●●●●●●●●●●●●●●●●●●●●● MANY STORIES, ONE PEOPLE 
   
  HC-1022 Publicity and Marketing Guide ● 042909   
 

North Carolina Humanities Council                              Publicity and Marketing Guide   18

Fact Sheet Example 
 
Note:  Use  8 ½” x 11” sheet. Your fact sheet should be no longer than one page.  
 
 

[Your Organization’s Logo] 
 
Event Listing                            Month 00, 0000 
 
[Name of Organization] Presents 
 
“Cascading Voices:  Women’s Storytelling Traditions” 
 
with guest speaker(s) [names]  
 
Date:   Saturday, January 3, 2009 
 
Time:   3:00 p.m. 
 
Location:  Greensboro Public Library 
   219 N. Church Street 
   Greensboro, NC 
 
Contact:  Beth Parsons 
   (336) 555-5555 
 
Admission:  Free 
 
Program summary: Modeled after 18th-century storytelling, women artists and poets will present 

photographs, poems, and music, with a photographer documenting the event.  
Audience members will be encouraged to participate with music and memories. 

 
Website: http://ncwomen.net  
 
Sponsors: The North Carolina Women’s Network, Greensboro Public Library, the North Carolina 

Writers Network, and the Greensboro Writers Group. This project is made possible in 
part by a grant from the North Carolina Humanities Council, a statewide nonprofit and  
affiliate of the National Endowment for the Humanities. 

 
 

###                   
 
Your Organization’s Name 
Address 
City, State, Zip 
Phone 
Fax 
Website 
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Press Release Example 
  

 
 
 

FOR IMMEDIATE RELEASE  
 
Contact:  
Darrell Stover 
Program Associate / Statewide Coordinator of MoMS  
North Carolina Humanities Council 
336.334.5723  
dstover@nchumanities.org 
 

North Carolina Humanities Council Announces Host Sites  
for Smithsonian Exhibition 

 
GREENSBORO, NC (October 1, 2008) – The North Carolina Humanities Council, in cooperation with six sites across the 
state, will bring Museum on Main Street, a Smithsonian Institution Traveling Exhibition Service (SITES), to North Carolina 
in 2010. New Harmonies: Celebrating American Roots Music offers rural communities access to first-rate exhibits from the 
Smithsonian and gives North Carolina the opportunity to collect and showcase its distinct musical traditions, sacred and 
secular. 
 
Each site hosts the exhibition for approximately six weeks. Sites for the 2010 New Harmonies tour include 

• Mount Airy Museum of Regional History (March-April) 
• Warren County Memorial Library in Warrenton (May-June) 
• The Museum of the Albemarle in Elizabeth City (June-July) 
• The Arts Council of Wayne County in Goldsboro (August-September) 
• Mars Hill College Museum of Rural Life (September-November) 
• The Don Gibson Theater in Shelby (November-January) 

 
“With New Harmonies, our state can flex its musical muscle,” says Humanities Council’s Darrell Stover, Statewide 
Coordinator of MoMS. “North Carolina is rich in musical heritage – old-time rockabilly, R&B, jazz, Piedmont blues, 
traditional gospel, hip-hop, bluegrass and much more – even auctioneering is song. We have it all, and New Harmonies 
allows us to put our unique musical legacy on brilliant display.”  
 
Museum on Main Street is a collaboration between the Smithsonian Institution and the Federation of State Humanities 
Councils. Support for MoMS has been provided by the U.S. Congress. Learn more about MoMS and the North Carolina 
Humanities Council at http://www.museumonmainstreet.org and http://www.nchumanities.org. 
 

### 
 
The North Carolina Humanities Council is a statewide nonprofit and affiliate of the National Endowment for the 
Humanities. The Humanities Council supports through grants and public humanities programs vital conversations that 
nurture the cultures and heritage of North Carolina.  In addition to grants and publications, the Council offers the Road 
Scholars speakers bureau; the Let’s Talk About It library discussion series; Museum on Main Street; and the Teachers 
Institute, a professional development program for the state’s public school teachers. To learn more about the North 
Carolina Humanities Council, visit http://www.nchumanities.org. 
 

 

http://www.museumonmainstreet.org/
http://www.nchumanities.org/
http://www.nchumanities.org/
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Promotional Timeline and Checklist 
 
Your greatest asset is time, so start planning at least three months in advance – longer for larger projects.   
By the time the event arrives, you will be ready. A well-crafted checklist will help you keep your sanity. See the 
model below and adjust it to your specific project.   
 
3 months before event (36 weeks) Date completed 

• Plan the event, including program schedule, sponsors, date, time, site  
• Make reservations for location, determine parking and access requirements  
• Develop promotional plan  
• Contact volunteers who will provide refreshments  
• Develop a media list, including local media, plus other organizations’ 

newsletters 
 

• Make arrangements for speakers or other logistical details  
• Develop a mailing list for potential attendees. Request mailing lists from other 

sponsoring organizations 
 

• Write your event fact sheet  
2 months before event (12 weeks)  

• Write press release  
• Send press release to appropriate newsletters (online and print)  
• Send press release to other organizations to include in their calendars  
• Create and post posters or flyers to promote the event  
• Create and submit announcements for appropriate websites or email  
• Send announcements to television and radio stations for calendars  
• Line up staffing and volunteers for the event  

1.5 months before event (6 weeks)  
• Send letter (and/or brochure) describing your event to your mailing list  
• Invite elected officials to your event   

1 month before event (4 weeks)  
• Send press releases and calendar notices to weekly newspapers   
• Send the North Carolina Humanities Council your calendar info 

and send a Save-the-Date email to Humanities Council board 
members 

 

2 weeks before event  
• Send assignment editors a personal note or place a phone call regarding the 

program 
 

• Send press releases to radio, television, and daily newspaper  
• Send email announcements about the event to your invitation list and to 

media 
 

• Place phone calls to your telephone/personal invitation list, including 
Humanities Council board members.  

 

• Contact volunteers about specific roles and responsibilities  
• Make a timeline for the entire event, from the moment the first staff or 

volunteers arrive on-site through clean-up. This will help keep the event on 
track, and serve as a guide for all participants 

 

1 week before event  
• Contact assignment editors with a reminder about program  

Day before event  
• Contact media by email, telephone or fax with a reminder    
      of the event 
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What Does It Take to Get Attention? 
 
Studies have shown that someone must hear a message an average of four times before they remember it. Just 
when you are beginning to tire of your own publicity, your neighbor is only beginning to take notice. Attracting an 
audience requires a steady stream of publicity that builds in intensity during the three weeks before the program 
date.    
 
To keep your stories and press notices fresh, think of ways to begin with a descriptive phrase about people 
enjoying or benefiting from your program.  
 
Prepare a Press Kit 
 
Use a press kit to introduce your organization and program to civic clubs, media outlets, or other potential 
sources of publicity. Your press kit should be packaged in a simple, attractive folder containing such items as  
 

• Your organization’s logo and name neatly printed or applied to the cover 
• Press release with contact name, phone number, website 
• Fact sheet on the program 
• History of the program or organization 
• Quotes or comments by subject scholars  
• Selected press clippings 
• Speeches, statements, or writings by the participating scholar (if available) 
• CD with high-resolution color photographs and/or recorded samples 
• Printed photographs (preferably black and white) 
• Background biographies on participating scholars 
• Annual report/newsletters from your organization 
• One-paragraph description of your organization 
• Your business card 
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Newspapers 
 
Try to get a feature story. Contact the features editor or city editor and try to arrange an interview or a photo 
essay. Let the editor know if prominent people are involved and try to have some ideas for good photos. 
 
Get a notice in the calendar of events. Take time to prepare a separate press release for the newspaper calendar 
editor. Give the basic who, what, when, where, why, and how, as well as a line of teaser copy or brief description 
of your program. If you are conducting a series of programs, remember that you can't count on the calendar 
editor to keep track of your program’s series schedule, so send a calendar listing for every program of the series 
as it is held. 
 
Direct Mail 
 
Direct mail is an excellent way to reach a potential audience. You may want to send letters to key people who 
have broad contacts in your area, such as officers of interested organizations, teachers, and heads of civic 
groups, PTOs, and clubs. Invite the reader to attend and ask him/her to announce the event at local meetings. 
 
Develop a mailing list. Make sure that your list is up-to-date. Organizations such as historical societies, 
museums, or professional groups may furnish these lists at little or no cost. Your local chamber of commerce will 
probably be glad to provide a mailing list of civic organizations in your area.   
 
Remember to invite the North Carolina Humanities Council Board Members who live in 
your area to your event. Also invite the elected officials who represent you.    
 
Create flyers and brochures. An attractive flyer or brochure can be effective when mailed to a targeted group. It 
can also be used as a handout at community meetings, a small poster for bulletin boards, an insert in church 
bulletins, or as a restaurant placemat. Postcards can also be used to catch attention and give basic information 
about the event. Begin early, because about six to eight weeks are required for designing, typesetting, printing, 
and correcting the flyer, and preparing the bulk mailing. The Humanities Council logo and tagline (and credit line, 
when possible) should go on all these promotional materials. 
 
To save money, your publicity committee should include a volunteer professional who will help write, copy, and 
design the flyer. The publicity, art, and design departments of schools or colleges may help, especially if the 
teachers or institutions are involved in the project. It is important to produce a quality item; consider hiring a 
professional designer if you are unable to get the help of an experienced volunteer. 
 
Keep your writing personal and simple by choosing only one key idea or theme – the message of the mailing. 
Don't depend on the flyer to provide in-depth discussion or description of your project.  Rather, think of it as an 
invitation to your program.   

 
Radio 
 
Prepare public service announcements. Some stations will air announcements free of charge. There is a good 
deal of competition for PSAs, so stress the importance of your project and use your air time creatively. Meet with 
the station managers and tell them how much the PSA will contribute to the success of the project and remember 
to thank the station. 
 
Consider the station's listening audience and actively pursue the most appropriate stations.  
 
Announcements should be an exact length of time – ten, twenty, thirty seconds. Most stations prefer ten-second 
PSAs. Ten seconds may seem too brief, but it is long enough for an intriguing opening and the basic who, what, 
when, where. Test-read your copy aloud. Use short sentences and words that are easy to pronounce.   
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Arrange a program speaker or consultant to join you on a radio talk show. A three-way discussion between you, 
a scholar, and the show's host, can be an effective promotional vehicle.  
 
Consider radio advertisements. Radio ads are almost always more expensive than is practical, considering the 
availability of free radio spot announcements and interviews. In some situations paid advertisement might be an 
option. Don’t forget public radio stations, which will often accept donations or sponsorships in exchange for 
announcements about your event or program. 
 
Television 
 
Through television talk shows, public service announcements, and news coverage, you can reach the largest 
audience. While it is harder to obtain TV time, it is an extremely effective way of promoting events. It is essential 
to make personal contact with the station directors and to begin work far in advance. 
 
Consider public service announcements (PSAs). Four to six weeks before the desired broadcast date, send the 
public service director or producer of the TV station a cover letter with a fact sheet that introduces your 
organization and the project. Request that the station include your project in their community calendar 
announcements. Mention that you will call later to discuss the request with them. Call about a week later. Talk 
with the Public Service Director about the project, note the public interest in the topic, and let the director know 
that the station's help would be appreciated. 
 
Consider talk shows. About two months ahead of time, send a fact sheet and a personal letter to the director of 
the show. Follow up with a telephone call and a meeting with the director. Offer interesting and informative 
angles about the project and emphasize your enthusiasm for the project. You just might be able to schedule an 
interview for yourself or a key scholar. 
 
Personal Contacts 
 
Use personal contact. Word-of-mouth can be the most effective means of promoting humanities programs.  
Everyone involved in the project can help get the word out. If you have a lot of people to contact, you can 
develop a “phone tree” so that many people make just a few calls. Don’t forget to ask each member of your 
board to invite ten people to the program.  
 
Speaking to community groups is a very effective public relations tool. Most groups will allow a fifteen- to twenty-
minute presentation by a guest speaker.  
 
Online Promotion 
 
Add an event page to your website. If your project lends itself to this kind of promotion or updating, put your 
information and photos on the Internet.   
 
Create a link to the North Carolina Humanities Council website. Include the North Carolina Humanities Council’s 
logo/tag line.  
 
If you do not have a website and are co-sponsoring the event with another organization, it might have a website, 
so it should be possible to add a page about your project to that existing site.   
 
Remember – it’s much easier to get publicity through a site that already has many visitors than to create a site 
and hope someone stops by. 
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Public Service Announcements (PSAs)  
 
Both radio and television stations commit a portion of their airtime to free public service spots on behalf of 
nonprofit organizations. Public service announcements are announcements or reminders of events or 
services. 
Four to six weeks before the desired broadcast date, call your radio or TV station and ask to speak to the 
producer, public service director, or community relations director. Find out what kind of spots they run, what 
rules apply, what their time limits and formats are and to whom and by when they should be submitted. 
Write your own PSA based on your fact sheet. Your nonprofit's name should be heard and seen twice during a 
PSA. Some stations are very particular about identifying 501(c)(3) status. Check on this in advance. A phone 
number or address should also be given. 
Thirty-second (eighty words) PSAs are aired often; fifteen-second and twenty-second PSAs (25-30 words) are 
also in demand. Every station has different preferences. Check first. Leave three to five seconds at the end of 
your PSAs for your organization name and tagline. For example: ”The North Carolina Humanities Council.  
Many stories, One people.” 
Submit your PSA at least one to two months before a specific event. Write a "kill date" on your PSA. This is 
very important.  
If the station is lukewarm to your PSA, suggest that you work together on one to encourage citizen 
participation in important community events. Involve the station in your outreach effort – it might be more 
receptive. 
If a station takes your PSA, ask if it is possible to get feedback on when and how many times it aired. 

 
Other Venues 
 
Place announcements in bulletins, newsletters, magazines, and journals. Many groups have weekly, monthly or 
quarterly publications and welcome announcements of importance to their members. PTAs, churches, 
synagogues, legal societies, social groups, women's groups, study clubs, utility companies, business 
organizations, and schools usually have a newsletter or bulletin.  Find out the deadlines for their publications and 
try to get your announcement in early. Your chamber of commerce may have a list of local organizations. Brief 
announcements are more likely to make print. 
 
Create posters. An effective poster catches the viewer's eye and gets straight to the point. Always make sure that 
posters are well designed and uncluttered. Professional printing is usually the best option. Post the posters in 
recreation areas, banks, shopping malls, hospitals, community centers, supermarkets, laundromats, or even in 
elevators. 
 
Consider handouts. Print small announcements to be distributed at check-out counters in stores or restaurants.  
Also check with banks, utility companies, and department stores. 
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Strategies to Boost Publicity 
 
 
Plan and Prepare 
 

1. Select times and dates for programs that are conducive to the largest audiences and that allow for 
maximum media coverage of your event. 

2. Write releases to emphasize why a program is of interest to the local community or how the 
community can benefit from the program.  

3. Target media outlets that are closest to your community first.  
4. Highlight participation of local scholars (or scholars with community ties). 
5. Highlight members of the community who are active volunteers or donors with your organization or 

who have a tie to your upcoming program. 
6. Identify key personnel for each media outlet and distribute information to them. Contact the media 

outlet and ask who should receive press releases, who should receive calendar information (online, on 
air and print versions), and which editor or producer oversees coverage for your event. 

7. Make sure to observe deadlines and preferred formats for delivery of press releases (e-mail, in 
person, regular mail). Sending information in a timely fashion and in the preferred format helps ensure 
coverage. 

8. Develop press kits (packets of material about your organization and your programs) and share them 
with local media. The more familiar they are with your organization. The more information they have to 
use as background, the more likely it is that you will receive higher levels of coverage. However, don’t 
overload your press kit with too much information. Rarely does anyone have time to read more than 
three to five pages. 

9. Maintain a "News Opportunity" calendar. Collaborate with other local community groups to develop an 
extensive list of opportunities, which can be shared with local media outlets. 

10. Be prepared for coverage of your event. Designate staff or volunteers who are comfortable speaking 
with reporters. Make sure you provide them with all details in case reporters call with questions. Set up 
the room to allow photographers good photo opportunities. Also, make sure that scholars/participants 
are willing to speak with the press. Have a fact sheet, a one-page bulleted sheet with key points about 
your program/project, to give reporters. Be sure to include information for television reporters about 
visually appealing footage. 

11. If possible, prepare a high-quality DVD of footage to give television reporters. Some colleges and 
universities may be willing to help. You may also try your community television station or cable TV 
provider. 
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Learn to Work with Reporters 
 

1. A reporter’s life is governed by deadlines. Respond to a request immediately. If you are unable to 
obtain the information by the deadline, call the reporter and explain why. 

2. Best time to call reporters:  
a. Print: Best between 10 a.m. and 2 p.m. 
b. Television: Planning editors generally take calls after 10 a.m. and up until 3 p.m., but not 

around noon when they are planning mid-day news shows 
c. Radio: Best time around 7:30 am to 8:30 a.m. and after 10 a.m. (not during “drive times”) 

3. Consider hand-delivering some press releases. If you are sending more than one release to the same 
newspaper, enclose a note saying so and who is getting the release. 

4. If you fax a news release to a daily newspaper, be sure each page is marked with the reporter’s name. 
When you send your release to a specific person, you have a better chance of getting the story used. 

 
Learn How to Give Great Television and Radio Interviews 
 

1. Never go to a media interview without reading the morning's newspapers. You should be very well 
informed. 

2. Be sure to watch or listen to the program or host who will be interviewing you before you appear. 
Familiarize yourself with the style and format of the show. 

3. Focus on no more than two or three major points to make during the interview. For each point, be sure 
to have two or three good facts to back it up. Do not let the reporter's questions get you off track. Keep 
coming back to your major points. Do not forget the reason you are there. 

4. Listen carefully to the reporter's questions. Always answer by coming back to the main points you 
want to make. Never answer with a simple yes or no. 

5. Remember, you know more about your program than the reporter. You have got the upper-hand! If the 
reporter wants facts and figures you do not have - tell her/him that you will find out the information and 
go back to making your important points. If you are not sure about a fact or figure, do not use it! You 
want the media to rely on you as a credible source of nonpartisan facts. 

6. Do not use technical jargon. Be friendly. Avoid long sentences. Remember, you want to be quoted. 
7. Never get upset or lose your temper with a reporter. You want the media on your side. Maintain a 

sense of humor. If the reporter is antagonistic, use your charm. Keep cool. 
8. Remember, you represent your organization. Do not give personal opinions that might compromise 

your group. Never go "off the record." And never make partisan statements - even if prodded - or your 
quote could end up as a headline in tomorrow's paper. 

9. You have a serious message to deliver. Do not wear clothes that are too flashy. Stripes, checks, 
florals, and white are not good on TV. Do not wear dangling jewelry. Assume microphones are on at 
all times. 

10. Assume you are on camera until they tell you that you are not. 
11. Maintain good eye contact with reporters. Ignore the camera. Speak clearly and distinctly in a normal 

conversational tone. 
12. If possible, try to obtain a tape of your performance. Review it. Ask a friend to critique it. Correct your 

mistakes in the next interview. 
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Learn How to Use Cable Television 
 

1. Surveys show that about fifty percent of all cable subscribers watch their community public access 
channels on a regular basis.  

2. Because of their activities and interests, community television viewers are an ideal target for nonprofit 
messages and nonprofit programming. 

3. Cable access will allow you to control your program content, air during prime time, and repeat 
frequently. 

4. About two-thirds of communities with cable TV have at least one "public access" channel (non-
commercial use by the public) which are sometimes available for local programming. 

5. Many public access and local stations offer production training at low cost. Once you are trained, 
these stations often allow you to use their production facilities. You also can use the cable access 
channel to publicize specific events. 

6. Find out which channels you have in your area. Request a copy of their guidelines or regulations. In 
many cities, the cable system has a special office that helps community groups obtain access, find 
producers and publicize their program. 
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Social Networking Sites 
 
Online social networking sites are increasingly used as highly effective promotional tools by nonprofits and 
community organizations. On these sites you can announce your event details; reach a wider audience via a 
“virtual” event; keep the conversation going after your event by posting relevant discussion threads; reach new 
audiences; and more.     
 
Different networking platforms appeal to different demographics. Visit the site and study its audience to 
determine the right one for you. 
 
Some of the most recognizable online social networking sites are  
 

• MySpace  
• Facebook  
• LinkedIn  
• Gather 
• YouTube  
• Flickr  
• Change 

 
Various sites offer different platforms. For instance, YouTube is considered a video-sharing site and Flickr a 
photo-sharing site (though both have been used creatively as outreach tools). Change.org is an issues-related 
network. LinkedIn is a professional networking site. MySpace tends to appeal to teens and people in their 
twenties (though some studies suggest that statistic may be changing).   
 
Wikipedia offers a fairly comprehensive list of online networking sites and a brief description of each site’s 
focus and registered users at http://en.wikipedia.org/wiki/List_of_social_networking_websites.   
 
To read more about social networking sites and determine if they are right for your organization, go to 
www.techsoup.org/learningcenter/internet/page7416.cfm. There you’ll find many helpful articles, such as  
 

• “Should Your Organization Use Social Networking Sites?” (Brett Bonfield)  
• “Determining Your Social Network Needs” (Beth Kanter)  
• “Promote Your Cause on FaceBook in Six Easy Steps” (Soha El-Borno) 
• “Eight Secrets of Effective Online Networking” (Kanter) 
• “The Ten Commandments of MySpace Advocacy” (Marc Ruben) 
• “Seven Ways Nonprofits Can Use Podcasts” (Bravo Britt) 
• “How Nonprofits can Get the Most Out of Flickr” (Kanter) 
• “Share Your Nonprofit’s Videos with the World” (Brian Satterfield) 

 
Whether or not to use online social networking tools is a decision for your publicity committee and involves 
such considerations as: What are the investments in time? What are the projected returns? Who will monitor 
and up-date your page on the site? What exactly is your goal in using online social networking?   
 
 

http://en.wikipedia.org/wiki/List_of_social_networking_websites
http://www.techsoup.org/learningcenter/internet/page7416.cfm
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Media Directories  
 
The following directories (often in your library’s reference section) are kept current and can help you target 
media outlets:  
 

• Gebbie Press All-in-One Media Directory 
• Burrelle’s Media Directory 
• Bacon’s Media Directories 
• Gale Directory of Publications and Broadcast Media 

 
Or you can go to www.usnpl.com/ to find media outlets.  
 
Another option: Google “[your county or city] local media” or “[your county or city] local newspapers,” and so 
on.  
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

http://www.usnpl.com/


        

NORTH CAROLINA HUMANITIES COUNCIL ●●●●●●●●●●●●●●●●●●●●●●●●●●●●●●●● MANY STORIES, ONE PEOPLE 
   
  HC-1022 Publicity and Marketing Guide ● 042909   
 

North Carolina Humanities Council                              Publicity and Marketing Guide   30

The North Carolina Humanities Council Invites Feedback: A Survey  
 
The North Carolina Humanities Council welcomes feedback from the audiences of programs it 
helps fund. At each of your program-related events, please distribute to the audience the survey 
cards provided to you by the North Carolina Humanities Council.  
 
 

 
 
 

 

 
We want to know what you think! 
 
Please take a moment to tell the North Carolina 
Humanities Council what you think of the program 
you attended today. Your feedback will strengthen 
the Humanities Council’s public programming 
efforts statewide. 
 
Go to http://www.nchumanities.org to complete a 
brief form called Council Program Survey. 
 
Thanks for your time and your support. 

 
 

 
North Carolina Humanities Council 

122 N. Elm St., Suite 601 · Greensboro, NC  27401 · (336) 334-5325 
© The North Carolina Humanities Council is a statewide nonprofit 

and affiliate of the National Endowment for the Humanities. 
 

 
 
 
 
 
 
 
 
 
 
In Appreciation 
 
The North Carolina Humanities Council expresses sincere appreciation to these organizations whose marketing and promotional guides 
provided much structure and information used in this publication. 
 

Arizona Humanities Council 
New York Foundation for the Arts 
Missouri Humanities Council 
Michigan Humanities Council 
South Carolina Humanities Council 
South Carolina Association of Nonprofit Organizations 
Virginia Humanities Council 

 

http://www.surveymonkey.com/s.aspx?sm=jY_2fPAvt2JeZIc80ZefIfHw_3d_3d
http://www.surveymonkey.com/s.aspx?sm=jY_2fPAvt2JeZIc80ZefIfHw_3d_3d
http://www.nchumanities.org/
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