Problem Addressing Session #2:

Marketing Our Councils 

By Telling Our Stories Well

Tuesday June 3, 11:00 AM-12:30 PM

(Dave Barr, Laura Branca, Ella Ennis)

Overview of Success Story Plenary Session Highlights

Purpose of a good success story:

· Tell them. Tell them. Tell them.

Tell them what?  Elements of a success story:

· Title & Introduction

· Body

· Conclusion

· Highlights

Discussion of Marketing Strategies and Venues of SRDCs and NRDP 
Wishes for further discussion:

· USDA-RD is prohibited from spending funds on advertising.  Is this policy firm?  Other marketing resources and avenues?

· Finding partners & supporters who will advertise/ publicize councils’ successes

· Ways to raise the priority of publishing success stories

· Engaging Public TV/ radio to air rural issues and public interest stories

· How SRDCs can avoid being pidgeon-holed in a limited way

Target groups of your marketing efforts:

· Community Banks

· Send correspondence on a bank’s letterhead to other banks across the state.

· Rural constituents

Strategies for marketing:

· Find & “play up” a human interest angle that is attractive and useful to media for local interest and coverage.

· Ask board members to add their CV’s to descriptions of who is involved, and add the value of their reputation, expertise to the credibility of the story. 

· Develop an institutional memory of helpful contacts (e.g., a database).

· Create and repeat a consistent message.

· Nothing is ever wasted—you never know where or how it may be used.

· Stimulate the public’s interest and interest in seeking the council as a resource.

· Publish a newsletter (web-based, email, fax, general mail).

· Use keywords for web-based materials (“money”, “funding”, “grant money”)

· Learn & understand the systems & technologies you want to publicize you (e.g., know when newspapers usually need articles & press releases to fill news gaps; know the number for links that connect to your webpage; know the self-interest of the TV/ radio station, newspaper, etc.)

· Celebrate successes locally (ground breaking ceremonies, presentations of checks, etc.) with photo-ops.

· End your stories/ presentations with a call for action. Give contact information.

· Press releases: Try to include photos with local people.  Use concise stories and big photos.

· Utilize a message that captures your unique role & mission.  Always use your identifiable logo & tag line that mentions your sponsorship and endorsement

· Research/ test which strategies work! 

· Establish a relationship with your editors and publishers to increase the likelihood that they will carry your stories Press releases about funding success stories (helping a business survive or thrive

· Use of local partners to illustrate value to similar readers, voters, stakeholders

· Print in small, free weekly publications

· Communicate your council’s standards for endorsing your partners’ projects.

· Participate in talk radio, public TV shows.  (5-minute call-in show on various work plan topics monthly.)

· Partner with other SRDCs—anyone from outside your state is seen as an expert.

· Send members & partners to participate in national/ state events, and focus a press release on them for local distribution.

· Add a marketing component to each item in your work plan.

· Identify key benchmarks & milestones that are opportunities for celebration, publicity.

· Be the honest broker who gives appropriate credit to contributors.

· Be willing to take credit where other partners may not want to.

· Negotiate how partners will give and receive credit.

· When doing community assessments & visits, invite a reporter to be there throughout the process.

· Ask email contacts to forward your success stories.

· Request media sources to be partners

· Create a visibility enhancement task force. 

