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Scenario Notes

This story has a few quotes from sources who made themselves available for comment. The reporter
obviously made several calls and felt obliged to include several comments.

The Dennis Hastert case was a great time for SNAP to promote lifting the statute of limitations for child sex abuse cases in Illinois.
This story has some fantastic quotes by the SNAP president during the event in a press conference style interview. No doubt the
event was planned around the Hastert sentencing and the media was contacted prior.

The Brock Turner case gets “localized.” Media outlets are always looking to make big national
stories more relatable to their readers. Brock Turner generated many nationwide stories
and many opportunities for victim service professionals to promote their programs.

Consider appointing a spokesperson or media contact in your department. In this example, James Keith
acts as a buffer between media and law enforcement who are busy doing their job. He also uses tough
language, acknowledges the importance of the caller and promotes his hard-working department.

The York Dispatch relied heavily on the Pennsylvania Family Support Alliance for this Op-Ed piece including
statistics and links. When you can convince a media outlet to provide such an Op-Ed, it is a public
endorsement for your program. This was a group effort and a huge win for the Family Support Alliance.

Instead of “NO COMMENT”
Children are vulnerable and at the same time incredibly resilient.
They are now in a safe environment and with the necessary
follow-up care, they will go on to have normal lives.

It takes a certain level of courage to face your attacker
from the witness stand that most of us, thankfully, will never
have to experience. But the more victims take back the power
by facing their attacker, the easier it becomes for others to do
the same in the future.

We are lucky to have an engaged community on
these issues. When it comes to sexual assault
awareness, it truly takes a village.

Our legal system can be a very long process. But is it very
thorough. We need to have patience and trust in the system
even though we may want immediate resolution.

Victims need to know there are resources,
this is exactly why our organization exists.
This community has always banded together in
times of need. Unfortunately, this is one of those times.
Since this is an on-going investigation, there is very little I can
share. These sort of cases can consist of many different moving
parts that can change minute-to-minute. It is simply too early in
the process to have a clear understanding of what happened.
But we will utilize all our available resources to find out.

These crimes occur in all communities – big and small.
Nationwide, one in five women will be the victim
of sexual assault in their lifetime.

We use a large network of partners, services and
tools to provide victims with what they need. Our
Job may often begin with an arrest, but it doesn’t
end until long after adjudication.

What our volunteers see everyday will break your heart.
Their dedication and compassion for what they do gives a
Voice to those in our community that need advocacy the most.

Approach the reporter prior to a big story and say, “I would love to comment on that after it happens.”
This pull quote was written a week before the hearing (although the “at least for the next 12 to 15
years was added later.) Strong language helps ensure your quote makes print.

Example of using your “elevator speech” in a story. Many of the quotes in this follow-up story are often
used in presentations or other marketing material.

More Press Release Tips
courtesy Huffington Post
1. Grab attention with a good headline.
The beginning of a press release — just as with a magazine
article, book or promotional pamphlet — is the most important.
A strong headline (and, for that matter, email subject line when
you send out the pitch) will pull in journalists seeking good
stories. Your headline should be as engaging as it is accurate.
2. Get right to the point in the first paragraph.
Because reporters are busy people, you must assume that they
will only read the first sentence and then scan the rest — and
even that’s a generous assumption. Get the message of your
press release out quickly. Every important point should be
addressed in the first few sentences. The subsequent paragraphs
should be for supporting information.
3. Include hard numbers.
It’s easy to fill up a page with a creative, colorful narrative. Leave
the artistry to the writers — pack your press release with hard
numbers that support the significance of your product or
announcement. If you’re claiming a trend, you need proof to
back it up. Quantify your argument and it will become much
more compelling.
4. Make it grammatically flawless.
Proofread your press release — and let a few other people
proofread it as well — before sending it out. Even a single
mistake can dissuade a reporter from taking you seriously.

5. Include quotes whenever possible.

There is a source of natural color that cannot be replicated:
quotes. Including a good quote from someone in the company
or close to the product/event can give a human element to the
press release, as well as being a source of information in its own
right.
6. Include your contact information.
A common oversight that can render a press release ineffectual
is a lack of contact information for reporters to follow up with.
Whether you or someone else at the company is the point of
contact, don’t forget to include an email address and phone
number on the release (preferably at the top of the page).
7. One page is best — and two is the maximum.
As with most good writing, shorter is usually better. Limit
yourself to one page, though two pages is acceptable. This will
also force you to condense your most salient information into a
more readable document — something journalists are always
looking for.
8. Provide access to more information.
You must limit your press release to one page (or two, if you
must), but that doesn’t mean you can’t show people how to
learn more. Providing relevant links to your company’s website,
where prospective writers can learn more about your mission
and what you’ve already accomplished, is a crucial element to
the release. Don’t make writers search on their own for more
information — guide them as quickly as possible to your
website, and keep their interest piqued.

PRESS RELEASE: This is an example of
what a press release might look like. Examples of
providing content, comment, promotion and
availability are all here. Pictures and other interview
opportunities are also included. And If you look closely
you will find a few errors.

