
WELCOME! 
 

Leveraging Your Impact Using 
Public Relations and  

Social Media  
 
  
 
 

    



• Strategic communications 
process that builds mutually 
beneficial relationships 
between organizations and 
their publics 

     
• Shaping an image or 

generating positive publicity 
for an entity and enhancing 
reputation 

     

 

PR Defined: 
 



Impacts: 
• Reaching and obtaining customers  
• Securing funding and grants 
• Obtaining volunteers  
• Building quality Board 
• Engaging constituents  
• Attracting quality employees 

 

Why is PR Important? 
 

  

 Nothing more important than a nonprofit’s 
reputation, image and level of awareness.  



 

Many Tools in PR Toolbox 
 

Newsletters   Special events 
Presentations   Crisis communications 

 
 

 

TODAY’s FOCUS:  
Media relations  

and getting your story told and heard!   



More difficult than advertising 
• Harder to control message 
• Never guaranteed 

 
But… 

•    Not as costly 
•    Builds credibility  
•    New tools like social media maximize    
 effectiveness  

 

 

Media Relations 
 



• Competition is fierce 
• Funding is scarce  
• Budgets are tight 
• Tough economy impacts giving  
• Need continues to grow  
• Time needs to be spent wisely 
• Maximize effectiveness, increase results   

 

Especially Important for Nonprofits 
 



Here’s What Works… 
 
  
 

Tried and true  
traditional media relations tools 

 

WITH  
 

Cutting-edge, social media tools  



• Consumer/client 
• General public or 

community served 
• Volunteers 
• Donors/contributors  
• Referrers, partnering 

organizations 

 

Step 1: Identifying Your Audience 
 



• People with 
disabilities/families/caregivers 

• Employers of small to mid-sized 
companies 

• Parents of youth with 
disabilities and education and 
transition professionals  

 

 

 

Step 2: Define Message for Each 
 

 

Example 
 



 Timely 

 Significant 

 Prominence 

 Revolutionary/innovative 

 Unique 

 Interesting/compelling 

 Educational 

 Helpful  

 Emotional  

  Impacts the 
community 

  Impacts the economy 

  Impacts audience 

  Appeals to mass 
audience 

  New data 

  Solution to problem  

  Trending 

CHECKLIST 

 

Step 3: Determine What’s 
Newsworthy 

 



What’s Trending Now… 

… by using social media. Let’s take a look 
at its power... 



1. Check out your Facebook News 
Feed 

 

2. Google Alerts 

 

3. Advanced Twitter Searches: 
https://twitter.com/search-
advanced  

 

3 Ways to See What’s Happening 
 

https://twitter.com/search-advanced
https://twitter.com/search-advanced
https://twitter.com/search-advanced


Is your story idea newsworthy?   



• Testimonials/personal stories 
• Tie to event, awareness month 
• Credible resources  
• Prominent sources  
• Link to new report, study, statistics  

 

Enhancing Your Story 
 



Can you enhance your story?   



1. Launched around NDEAM  
2. More than a paycheck—it impacts 

lives 
3. 530,000 working-aged individuals 

with disabilities in PA 
4. Testimonial of Oni  
5. Resource solves a problem  
6. New, statewide program  

 

Example:  Launching a Program 
 

  

Story?:  Program helps people with  
disabilities become employed  



Know where 
members of your 
target audience get 
the information that 
drives their 
decisions 

 

 

Step 4: Targeting & Connecting With 
Appropriate Media & Consumers 

 



Determine which reporters cover news related to 
your organization:  
 

• Subscribe and read the publications read by   
your target audience 

• Utilize search engines to find online editions  
• Search for past stories written by reporters 

covering your beat  
• Get feel for style, approach, specific topics  

 

Traditional Media Relations &  
Media Monitoring 

 



Build relationships of trust with reporters: 
 

• Write or speak clearly and precisely  
• Get right to the point 
• Be factually accurate and reliable  
• Follow what they cover and understand what 

makes them tick 
• Offer solid resources for interviews 

 

Traditional Media Relations &  
Media Monitoring 

 



• Work as liaison to schedule interviews  
• Be prompt, deliberate and quick to respond   
• Know preferred method of receiving information  
• Be considerate of their time  
• Help them do their jobs even better  
 

“You are not my friend, you are my resource.”   

 

Traditional Media Relations &  
Media Monitoring 

 



 

 

 

Are Journalists Even on Twitter? 
 



 

How to Find Journalists on Twitter 
 

Search on news outlets’ websites 



Determine journalists’ handles by searching “lists”  
on Twitter. 

 

How to Find Journalists on Twitter 
 



 

How to Monitor the Conversation 
 

Use program like Hootsuite to monitor conversation on 
Twitter. The tool can help you track: 

• Mentions 
• Retweets (RT) 
• Hashtags (#) 
• Direct Messages 

(DM) 



 

How to Monitor the Conversation 
 

Use program like Hootsuite to monitor conversation by 
audience type and keyword searches. 

• Create keyword stream 
searches to monitor 
topics. 

 
• Create lists of Twitter 

handles to easily 
monitor conversations 
among journalists and 
influencers. 



• Press Release  
• Email 
• Telephone 
• Twitter 

 

 
 
 

Step 5: Determine 
Outreach Format 

 
 
 
 
 
 

 
 

 

Varies greatly by 
reporter, but here are 

a few options:  



Reporters want: 
• One to two pages 
• Nonprofit organization’s logo  
• Media contact information  
• Headline that grabs journalist’s attention  
• Location and date 
• Journalistic style  
• Lead paragraph—most relevant to message 
• Five Ws (who, what, where, when, why) 

 

Effective Press Releases 
 



Reporters want: 
• Concise, well written, 

factual and timely 
• Clear description of the 

news  
• One or two quotes 
• Enough to get interested 

and show you have enough 
resources for solid story 

• Boilerplate  

 

Effective Press Releases 
 



The answer is both!  
• Always pitch over the phone 
• Chance to ensure reporter gets information 
• Can obtain feedback 
• Can answer questions 
• Cultivates relationships  
• Can fine tune information 
• Can determine interest 
• Can respond to objections for coverage 

 
Email pitch is usually next!   

 

 

Phone vs. Email Pitches 
 



• 30 seconds to make pitch  
• Jot down key points  
• Clear, precise, factual information  
• Why information important to readership?  
• State who you are and your organization  
• Always throw in VAIs  
• Position as knowledgeable, resourceful, flexible 

 

Preparing Phone Pitch 
 



What’s your 30-second pitch?   



• Never call journalists when they’re on deadline 
• Never leave a message 
• Never promise anything you can’t deliver  
 
Phone pitch generated interested!  Now what?   

 

Ready to Call 
 



• Follow up as quickly as possible 
• “Information you requested” 
• Contact information  
• Information included in phone call  
• Elaborate and expand  
• Facts, statistics, research, trends  
• Serve story on silver platter!   

 

Following Up with Email Pitch 
 



 

Pitching in Action via Twitter 
 

@Leighzaleski: 696 followers  
@ydrcom: 5,671 followers 



 

Pitching in Action via Twitter 
 

1. Searched for people 
talking about disabilities. 
 

2. Followed @Special 
Happens, a blogger in 
the disability 
community. 
 

3. Pitched via e-mail and 
followed-up with a 
Tweet. 



 

Pitching in Action via Twitter 
 

4. Client event included on 
website for FREE. 
 
 

5. Followed up with a 
“thank you” tweet. 



 

Pitching in Action via Twitter 
 

1. Created a media list focusing on 
disability publications. 

 

2. Reached out to editor via e-mail. 
 

3. Followed up with Tweet and link 
to client’s website.  

 

4. Editor called and will feature 
event in Summer edition.  

 

5. Also retweeted event to her 
followers.  



Media relations is all about 
relationships you develop 
with the media 
• Send thank you  
• Can you keep them 

updated on issues? 
• Don’t nitpick minor 

inaccuracies  
• Always a risk, outcome 

usually positive  
 

 

Follow Up After Coverage 
 

http://www.post-gazette.com/


Use Social Media to Directly  
Reach Consumers 



 

The Value of Social Endorsement 
 



5 Best Practices to Reach 
Consumers Using   

Facebook and Twitter 



 

5 Tips for Facebook Success 
 

3. Let other organizations/people 
know you’re including them in 
your posts 

4. Don’t shy away from incentives 

5. Like and share  other Facebook 
users’ content 

1. Visuals remain king 

2. Create your own content by leveraging your 
volunteers and staff 



 

Share Original Content & Repurpose 
Others’ Information 



 
 

5 Tips to Twitter Growth 
 

1. Include trending & searchable 
hashtags 

2. Use other handles in your posts 

3. Be generous with RTs and thank 
yous 

4. Consider timing of your tweets 
(tweriod.com) 

5. Keep tweets less than 140 
characters 



What’s your tweet?   



 

Ex: Twitter Best Practices in Action 
 

Tweet live from events using #hashtag 

@AligningForces: 1,824 
@codyrbarnett: 689 
@andreaducas: 495 
@stales: 8,266 



 

Ex: Twitter Best Practices in Action 
 

Tag others in your tweets 



A Job Well Done: Case Study of 
the YMCA of Greater New York 



YMCA of Greater New York 
 

• Event: 160th 
Anniversary 
 

• Incentive: Gave away T-
shirts to people willing 
to share their stories of 
how the Y has made a 
difference in their lives 
 

• Appeal: Issued via e-
mail and social media 



YMCA of Greater New York 
 

Result: Within 48 hours, collected nearly 300 stories and 
photos to create this digital timeline… 



Capture Social Media Results to 
Showcase Value of Outreach 



 

Use Social Media Tools to Capture Results 
 

Capture content in a re-sharable format to  
thank donors and supporters.  



Any questions?   



Thank you!  
 

Don’t forget to sign up for our blog! 
 

Receive  insight, tips and advice that will give you  ideas 
and direction on using communications to move your 

mission further. 
  

 
 
 

www.Suasion.us 


