
For NARFE Chapters and Federations

FH-9 (01/20) NARFE.org

Public Relations Handbook



NARFE Public Relations Handbook NARFE.org 1

On the outside, the practice of public relations is often 
seen as simply being visible in the public eye. While 
visibility is an important element to any successful 
public relations campaign, it’s just one piece of a broader 
strategy. 

The purpose of a public relations program is to use 
strategic, effective communication tools and techniques 
to gain awareness of a particular cause or issue and 
ultimately obtain media coverage. As your chapter’s 

public relations contact, you have the opportunity to further expand the reach of NARFE to 
other organizations, people and the media in your community.

This guide is to equip chapter/federation members with tools and resources they’ll need to 
conduct effective public relations. The following pages will also provide you with insight and 
advice on interacting with the media.

OBJECTIVES AND TACTICS
Let’s start by laying out some general objectives of what a public relations program should 
aim to accomplish. NARFE public relations objectives include: 

• Gain public understanding/support
• Build public appreciation for active and retired Feds
• Inform local and state officials about policies and positions of importance to NARFE 
• Establish relationships with media (i.e. newspapers, talk radio, community  

publications)

While these overall goals help frame PR programs and campaigns, specific PR tasks and 
tactics are steps to implement that will help accomplish the above objectives. Examples of 
specific PR tasks include:

• Establish a connection with local media. A simple email to a reporter letting him/her 
know who you are and that you’re available as a resource on the federal community is a 
good place to start. 

• Monitor media (read the newspaper, listen to talk radio programs) coverage to discover 
what is being written or talked about. By doing so, you’ll get a better sense as to current 
issues and upcoming programming and how you and NARFE can provide information 
and be a resource.

• Invite elected officials and candidates for public office to speak at chapter meetings.
• Submit an Op/Ed to your local newspaper concerning a current NARFE-related issue 

(i.e. negative perception of public servants, state tax issue).
• Create opportunities for chapter officer(s) to address other local civic, business,  

religious and community organizations.

Public Relations
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Public Relations

AUDIENCES
Interestingly, the “public” in public 
relations covers more than just the 
general public. NARFE members are 
an important constituency considered 
an internal audience. Since they live 
and work in their local communities, 
members are familiar with local 
issues. In this way, they are the voice 
of NARFE to local external audiences. 
Getting PR messages before members 
can be accomplished through emails, 
newsletter articles or chapter meetings that inform them of important developments, 
legislative positions and/or initiatives. 

NARFE’s external public relations program is meant for the general public and seeks to 
increase awareness and generate favorable recognition of federal workers and retirees. 
Getting messages out to the general public is most often achieved through media relations 
or the process of interacting with the media. Reporters, editors, and journalists serve as 
“gatekeepers,” connecting NARFE’s message to their audience of readers. In other words, 
they provide NARFE with widespread access to the general public. 

Getting media coverage is challenging today. Press can file reports any time of the day, news 
outlets have reduced staff size and social media can be flooded with inaccurate or misleading 
news. Successfully gaining media interest and coverage comes from strategic, planned 
outreach efforts centered around newsworthy, substantive information.

Whether the audience is members or media, consider what your audience needs to know 
before engaging them.
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Public Relations

WHAT TO SHARE?
To ensure that your message is of interest to media, ask yourself the following question 
before reaching out to a local journalist:

• Is this just important to me or would a bigger audience also be interested?

Bombarded with news from other local organizations or individuals, journalists sift through 
information and select to cover topics, issues and events that appeal to them.

News/Issues:
If you’re emailing a reporter suggesting he/she should cover a specific topic (ex: legislation 
that would harm the federal community), include data (facts and figures), explain why the 
issue is important and provide a local impact (for example the number of local feds that 
would be affected). 

Chapter event:
Realistically, a chapter meeting alone is not 
newsworthy, but an appearance or speech by a 
celebrity or public official at a chapter meeting 
is noteworthy and may likely draw media 
interest. If you’re goal is to promote a chapter 
event/fundraiser, provide the media with key 
details including:

• Name of the event
• Date of the event
• Location of the event
• Purpose of the event
• Relevance of the event, explaining why it 

is important to the local community.



NARFE Public Relations Handbook NARFE.org 4

HOW TO SHARE YOUR NEWS WITH THE MEDIA

Press releases
A tried-and-true tool for 
communicating important information 
with the media, press releases are 
brief statements designed to position 
your chapter on an issue. A press 
release should contain substance and 
details and demonstrate relevance/
impact to the local community. Not 
only is it important that a press release 
contains substantive information, it’s 
also important how the press release is 
structured and when reporters receive 
it. 

Headline
Should be short and to the point. When 
possible, be creative in writing a catchy 
headline, something that grabs the 
reporter’s attention and conveys the main point. 

The lead
The most important part of the press release is the first paragraph, also called the 
“lead.” This is where you want to hook the reporter’s interest. If a journalist is not 
compelled by your release after the first paragraph or two, he/she is unlikely to 
use the information. The  
following basic news elements should be addressed in the “lead” of a press 
release:

> who   > what  > when
> where  > why > how (if applicable)

Quote
The press release should also contain a quote from your chapter, preferably the  
Chapter President. 

Media contact
Change the Media Contact to be a specific person in your chapter that will be the 
liaison, someone who is articulate, informed on issues and is comfortable and 
experienced with interacting with media. 

SAM
PLE

Communicating with the Media
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Length
Preferred length for a press release is 
one to two pages (maximum). 

Logistics
It’s often most effective to reach out 
to press in the early morning. This is a 
critical time when reporters are planning 
story ideas for the day. Many have 
traditional filing deadlines of 5 p.m., 
however in today’s 24-hour news cycle, 
journalists can also file their reports at 
any time. Emailing press releases is preferred.

Communicating with the Media



NARFE Public Relations Handbook NARFE.org 6

Sample Press Release 

SAM
PLE

SAM
PLE



NARFE Public Relations Handbook NARFE.org 7

Sample Press Release

SAM
PLE
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Sample Letter to the Editor 

SAM
PLE

Writing a letter to the editor (LTE) of a news organization expressing your opinion, typically 
in response to an article or news story, is another way to put NARFE’s messages out for the 
wider public to see. LTEs are shorter in length than Op-Eds, and therefore require the writer 
to provide content in a short, concise delivery. LTEs ideally consist of 100-200 words. Check 
with the news outlet for specific submission instructions. A sample LTE is provided below.
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Sample Letter to the Editor continued

SAM
PLE
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Sample Op Ed

SAM
PLE

Named after its location opposite the editorial page, “Op-Eds” express your opinion on 
a particular issue. Op-Eds are longer pieces (approximately 800 words). To increase the 
likelihood of your Op-Ed getting published, it should contain facts, data, statistics, and 
examples to support the opinion. Most news outlets require “exclusivity” and will not 
publish your submission if it’s been submitted elsewhere and already published by another 
news outlet. A sample Op-Ed is provided on the pages that follow.
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Sample Op Ed continued

SAM
PLE
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Contacting the Media

WHO TO CONTACT
Reaching the right person at the right news outlet is a critical step to expanding awareness 
and obtaining media coverage in your local community. The following are various types of 
media outlets to contact. 

• Daily newspaper – staff writer, editor
• News/talk radio – producer, news director
• Television – reporter, news director
• Blogs – author 

Becoming familiar with these local outlets, and more specifically the reporters, editors and 
producers at them,  will tell you who to contact and what topics they are interested in – 
knowledge that is helpful when you are in the process of creating opportunities for news 
coverage. 

Newspaper
While newspapers across the country have 
drastically cut their staff in the last few years, 
your daily or regional newspaper remains an 
effective medium for your NARFE message. 
Since they publish every day, reporters are 
typically on tight deadlines. Remember 
this when reaching out to writers or editors 
of local newspapers. Understanding the 
demands and structure of their jobs can go a 
long way to developing (or enhancing) media 
relationships.

Local TV News Stations
When considering reaching out to reporters or news directors at any given station, 
remember that TV is a visual-based medium. Video footage conveys best to viewers. 

News/Talk Radio
Talk radio programs afford you two distinctive opportunities in which to engage with media. 
One way is to appear as a guest on a news program. Obviously, you’d speak on issues of 
concern to federal employees or about an upcoming chapter event. These interview slots are 
not easy to get. Establishing a relationship with the news director or producer can help to 
secure an interview.

Another opportunity is to participate as a caller where you can express your opinion or ask 
the host, guest a question.  
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Blogs and Niche Websites

BLOGS AND NICHE WEBSITES
If you’ve never heard of blogs before, you’re not alone. Blogs are regular features of an 
online publication that typically relates to a particular topic and consists of articles and/or 
personal commentary by one or more authors. Anybody can create a blog, and authors are 
not necessarily bound by professional journalism standards. Depending on how the blog 
functions, anyone from the general public can share their thoughts, sometimes resulting in 
contentious and conflicting opinions. Sometimes, the blog’s creator will screen submissions 
before they get posted.  

Niche websites are topical websites that focus on a 
particular interest or geographical area. If you have 
done some fundraising for Alzheimers, for instance, 
there may be a regional health website that would 
be interested in featuring your check presentation 
event. Or, neighborhood sites such as Next- 
Door.com and Patch.com are becoming popular 
sites for sharing local news without having to go 
through a submission process.

If you would like to contact the author of a blog or 
niche website, look for an “about” or “contact” page 
on their site.

Whether it’s TV, newspaper or radio, one thing all 
local  and regional news outlets have in common is 
that they are always looking for a local connection 
to a broader story or issue. 
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Interview Tips

BEING INTERVIEWED
So, you’ve shared your news with media 
in your area, and a reporter or writer 
expresses interest in interviewing you or 
having you as a guest on their program. 
The following are tips to utilize in 
preparation of and during a media 
interview – for both the seasoned pro 
and a novice.

• Prepare by summarizing the main 
points you want to convey. Cover 
the most important points first. 

• Keep your main points near you, so that you can easily and quickly refer to them during 
the interview.

• Be comfortable; sound interesting. Especially when it comes to radio and TV, reading 
the words as though they are a script is a sure way to appear dull. Instead of coming 
across as a robot, speak as if you were having a conversation. Be relaxed but still know 
your material. 

• Don’t be afraid to say “I don’t know” or suggest that you reach back out to the reporter 
with more information. Making up an answer on the spot on a topic of which you are 
not familiar can cause more damage than simply saying “I’ll get back to you.”

• Remember the reporter views this as a professional relationship. Even if you feel you 
have a solid rapport with the journalist, keep in mind that he/she is looking to you for 
information, not a personal connection.
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SOCIAL MEDIA IN PUBLIC RELATIONS
Social media platforms such as Facebook, LinkedIn, and Twitter are other avenues that 
afford you the opportunity to expand awareness of your news. You can follow reporters via 
social media, and you can reach out to the general public on social media.

When journalists write an article or produce a story, it doesn’t just live and die that day 
in the newspaper. Reporters are keen on sharing their pieces by posting them on their 
individual Facebook pages and tweeting about them at their respective Twitter handles (or 
usernames). People who follow reporters on Facebook and Twitter can individually message 
or tweet back to them, expressing their opinions on the articles or news pieces. LinkedIn is 
a great place for building a network of people who share your professional background or 
interest.

Chapters and Federations that have Facebook pages and Twitter handles should share their 
news on both. For those who don’t, it’s a good idea to create them. This being the digital 
age, many people, especially younger working professionals, consume news quickly on their 
mobile devices and through social media sites. Facebook and Twitter are highly effective 
real-time communication tools that can connect you with current chapter members and even 
new ones.

Facebook:
• To learn more about Facebook, check out this resource:
 Facebook: Everything you need to know!  

https://www.imore.com/facebook-faq

• To set up a Facebook business page, check out this resource:
 Facebook page setup  

https://www.facebook.com/business/learn/set-up-facebook-page

Social Media

https://www.imore.com/facebook-faq
https://www.facebook.com/business/learn/set-up-facebook-page


NARFE Public Relations Handbook NARFE.org 16

Twitter:
• To learn more about Twitter, check out this resource:
  Everything you need to know!  

https://www.imore.com/twitter-everything-you-need-know

• To set up a Twitter account, check out this resource:
 Signing up with Twitter  

https://help.twitter.com/en/create-twitter-account

Social Media

https://www.imore.com/twitter-everything-you-need-know
https://help.twitter.com/en/create-twitter-account
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