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Prime Time 
to Aim High

Kathleen Cordes, President

With summer upon us, I’m reminded of
various positions that I took on during
the summers when I wasn’t teaching,
including camp tennis instructor, news

director/anchor, visiting professor in Venezuela, and
author. When writing for Golf and Tennis Magazine, I
had the opportunity to write about the golf courses of
eastern Canada.  In Nova Scotia, I visited Port Royal
National Historic Site, home of the first permanent Eu-
ropean settlement north of the Gulf of Mexico.  After
losing many colonists in the terrible winter of 1604,

French explorer Samuel de Champlain established the “Order of
Good Cheer” that became the first social club, or “Order of
Chivalry”, in the new world.  His idea – that good food and cama-
raderie would lead to better health – was successful and was reaf-
firmed as a Resolution by the local Speaker of the House in 2001.  

Certainly, good will is an aspect of a positive leader.  We know
that good leaders encourage inclusiveness, collaboration, respect,
joy, and innovation.  They help others achieve their goals and the
goals of the organization.  Like all associations, we face emotional
issues and must find a common ground that satisfies all members
from our impressively creative dancers, to our infinitely dedicated
coaches.  By working together with respect, empathy, humor, and
good will, we keep ourselves as individuals, and as an association,
energized and optimistic.  It’s true that we can always accomplish
a task, but when we have done so with good will, then we have re-
ally done something impressive.  President John F. Kennedy ad-
vised our nation that we would be remembered for our
contributions to the human spirit.  More recently, at the University
of Notre Dame commencement ceremony, President Barack
Obama stated, “We find common ground with open hearts, open
minds, and fair-minded words.” 

My first goal, then, is that we work together as a team, colle-
gially.  My second goal is taking our noteworthy activities to the
outside.  It is time for CAHPERD news to hit the news!  I am eager

3

4

22

5

6

8

10

11

12

13

14

17

18

IN THIS ISSUE:

message
President’s 

CONTINUED ON PAGE 3

C
AH

PE
RD

TI
M

E
S









summer 2009the cahperd times newsletter20

Promoting Your HPERD Program.
It doesn’t require any special skill or

writing prowess to develop an effective
and informative media release. It does,
however, require thought and the ability to
“Step into the Editor’s shoes.”  Here are a
few general guidelines outlining how to
write a media release that will capture the
attention of media decision-makers:

Step One: “Is it Really News?”
Before you begin typing a single word, ask
yourself honestly, “Would I care about this
if I were not in the HPERD industry?”  Seri-
ously consider, is this information “news-
worthy?”

A broadcast or print Assignment Editor
must determine in (usually) less than ten
seconds, if their viewers/readers would be
interested in the news you are providing.  

For instance, you may feel that the an-
nual Spaghetti Feed Fundraiser is big
news, for which everyone should know

How to “Right” ��%�’�� an Effective Media Release
about, plan and attend.  However, from the
Editor’s point-of-view (and most likely their
readers/viewers), one Spaghetti Feed
looks and sounds pretty much like every
other Spaghetti Feed.  Or one “Big Check”
presentation looks the same as every
other “Big Check” presentation – regard-
less of the amount of money offered or
generosity of the donor.

Make sure that the information you are
sharing in a media release is really “news.”

Step Two: Finding Your Unique Angle
– Describing the “News”

If you still feel the information you have
to share is “newsworthy,” determine,
“What is my story?” or better, “What is my
angle?” Ask yourself what you really want
to communicate and why. 

Remember, a media release is not an
advertisement; your story needs to be a
newsworthy account about your associa-
tion, members, event or activity.  You must

develop your message as it would be pre-
sented as a “straight” news story, balanced
and loaded with facts – avoid “cutesy”
quips or flashy slogans and jargon.  

The more your media release reads
like a “real” news story, the more likely the
media will cover it as news – or better yet,
print/broadcast the release exactly as you
presented it!

That doesn’t mean you can’t be cre-
ative with the content or angle of your
media release – especially if it helps you to
capture the interest of the Assignment Edi-
tor. Just don’t allow your media release to
sound like an ad, or it will be disregarded by
the editor or forwarded the ad department
as a “lead” for an advertising purchase.

Step Three: Essential Elements of a
Media Release 

After you have determined the news
“angle” of your media release and are
ready to write your article, remember to in-
clude the following primary elements that
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On February 1, 2010 at 9 a.m.,
CAHPERD, in partnership with
the American Heart
Association and Governor’s
Council on Physical Fitness &
Sports, plans to lead
Californians of all ages in an
attempt to break the World
Record for:

“Most People Jumping/
Skipping Rope at the 
Same Time!”

Currently, the Record is held
by Australia at 59,000 people.
CAHPERD hopes to lead over
80,000 people (in celebration
of CAHPERD’s 80th Birthday),
in “Jumping Over the Record
from Down Under!”

n Sign-up Today!  
Be a Participant!

n Become a CAHPERD 
Volunteer Leader!

n Engage Students & Adults
of all Ages to Skip Rope!

n Promote the Importance 
of Physical Education & 
Activity for Life-Long 
Health and Wellness!

Special, one-time
Commemorative World
Record Event Jump Ropes, 
T-Shirts, Polo Shirts, and
others available through
www.cahperd.org!

For further information or 
to Jump on Board, please
check: www.cahperd.org or
call: (916) 922-3596.

CONTINUED ON PAGE 22
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all news releases should include:
n “FOR IMMEDIATE RELEASE” on the top left of the page – 

or if you have a date after which you want it printed/broad-
casted, “For Release on October XX, XXXX”.

n Contact name, title, address, phone number, fax number,
email address, and website (if appropriate). This is crucial;
the number one complaint that editors report regarding
media releases is the lack of adequate contact information.
If necessary, list two contacts and phone numbers (in case
the editor or reporter can’t reach the first contact for some
reason). Also, remember to list “Day Phone Number,” and
“Evening Phone Number,” or “Cell Phone Number,” if you
have multiple listings.

n Headline, bold and centered on the page. 
n Location and date; event costs if appropriate.
n No more than one page in length if possible.
n Be concise and grammatically correct (no spelling errors!)
n At the bottom, provide a standard, short explanation of your

HPERD Program (and industry if necessary and appropri-
ate), its mission, members, and current directors. Provide
brief details and remember to include a website address
where readers can receive more information.

Step Four: Writing an Effective Media Release
1. Headline – This is crucial: you have ten seconds to grab

the attention of the Assignment Editor so make your headline
count! The headline needs to engage the editor, while at the
same time convey the content of the media release. 

2. Release Structure – Keep in mind that this is a “news”
story, and as such, you must answer the “Who?”, “What?”,
“Where?”, “When?”, “Why?”, and “How?” questions in the first
two paragraphs.  Ideally, news articles are written as “inverted
pyramids”, with the most important information leading the story,
ending with the least important information or a call to action,
such as: “For more information please check, www.cahperd.org”,
or “To purchase tickets, please call…”.   

3. Paragraph Structure – Make sure you make your most im-
portant statements in the first paragraph (and ideally, in the first
two sentences); waiting too long to reach the point of your article
could mean your media release is never read! The headline and
with your opening paragraph should tell a gripping story.  

4. Writing Style – Keep your audience for the media release
in mind, and ensure all information is factual and relevant to that
audience. In other words, the information you may share about
childhood obesity issues that is published in a Parent’s magazine
may sound and be presented very differently than the information
you might relate to a Business publication regarding event spon-
sorship opportunities.  Provide statistics and/or relevant quotes
that substantiate the information you are providing.  Limit jargon
and slang – especially watch acronyms (a common habit of edu-
cators).  Make sure you always write out the full title associated
with the acronym in its first reference, with the acronym in paren-

thesis immediately after; following the initial full title, you may use
the acronym thereafter in the media release.

5. Distribution – Spend some time researching and creating
a distribution list of potential media that might be interested in
your message.  Be creative - not all media releases need to go to
general or business publications.  For instance, if you are trying
to interest potential member recruits, perhaps a university news-
paper or young professionals’ publication is an appropriate target
for your media release.  Effective media releases do work; you
simply need to ensure that you send your media release to the
right place(s).  

Developing an effective and published media release will take
some time and effort.  However, the rewards are numerous - 
including free publicity, gaining third party credibility, attracting 
potential members/sponsors/participants, etc. The benefits are
worth your investment in time and practice! 

Don’t forget, every time you help your HPERD Program gain
positive media attention and coverage, it is an opportunity for
your students to feel pride in their schools, members to feel pride
in their organization, and your sponsors to feel satisfied with their
partnership.  Don’t be afraid of media coverage; media represen-
tatives are just like you!  They want to hear good news, too.  
By writing a good media release, you are sharing your good
news with them – and their readers or viewers!  ct

CONTINUED FROM PAGE 20
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