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National NeighborWoods Month Improves Community Health While 
Celebrating the Accomplishments of the NeighborWoods Network

NATIONAL NEIGHBORWOODS MONTH was created 
to support local tree-planting organizations and their 
efforts to make neighborhoods cleaner, greener and 
healthier. The size, reach, and impact of NeighborWoods 
Month have expanded remarkably since its inception in 
2005; it now engages thousands of volunteers at hundreds 
of events across the country. 

In cities, the benefits of increasing tree canopy are clear 
and well-documented:

•  Sales at businesses on tree-lined streets can be up to 
12 percent higher than in treeless areas. 

•  Shaded streets need to be paved half as often as 
those without tree cover.

•  The property values of homes with trees are 
as much as 20 percent higher than  equivalent 
properties without trees. 

•  Shade from three strategically placed trees can cut 
utility costs by as much as 50 percent.

•  Children perform better in school if they are able 
to spend time in green settings. 

•  Trees reduce asthma rates in children by 
removing dust and pollution from the air.

•  Neighbors spend more time outside and have 
more opportunities to meet one another in areas 
with trees, contributing to neighborhood stability 
and safety.

• Large shade trees support an immense variety of 
bird species, insects, and other urban wildlife that 
enrich the biodiversity of our environment.

Under the banner of NeighborWoods Month, local 
organizations are joining together to promote our 
common message – that trees are essential to the 
health and livability of of our cities and towns. The 
national reach of NeighborWoods Month raises the 
level of discussion and action in your community, by 
emphasizing that tree canopy protection is a national, 
not just local, concern.

Your participation in National NeighborWoods Month 
adds validity and weight to our collective efforts, 
provides an opportunity to both utilize and acknowledge 
your many volunteers, can inspire businesses and local 
government support, and can enhance your community’s 
appearance and reputation.

Another Way to Achieve Your Goals

Since your organization has its own goals and objectives, 
let National NeighborWoods Month be another 
opportunity that leads to their achievement. Pick an 
event that is meaningful to the achievement of your 
goals and objectives. 

WHY NATIONAL NEIGHBORWOODS MONTH?
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Get Noticed

Producing a well-planned event and executing a 
thoughtful promotional strategy can establish, extend 
and solidify your organization’s presence in the 
community. Raising awareness allows you to influence 
the community’s perception of your organization 
and its work. Calling consistent attention to your 
organization’s ability, commitment and trustworthiness 
can help you showcase your activities, differentiate 
your organization from others doing similar work, and 
attract and retain partners. 

Multiply Your Efforts — Link to the NeighborWoods 
Network

By tying your local event to this national effort, your local 
impact is recognized and amplified by the greater impact 
of the group. As you help increase the visibility of the 
NeighborWoods network, your organization benefits from 
its combined muscle.

Attract and Cultivate Partnerships with Residents, 
Businesses and Government

Pursuing and securing partnerships is well worth 
the time and effort and can result in unexpected and 
exciting opportunities for all involved. Partnerships 
can be formed with businesses, government agencies, 
foundations, other nonprofits and individuals. Partners 
typically contribute teams of volunteers, materials, 
direct funding, in-kind contributions, public relations, 
networking opportunities, access to additional resources 
and valuable experience. Perhaps most important, 
partners can help spread your mission to new audiences 
and build popular support for your cause. 

National NeighborWoods Month celebrations are also 
an opportunity to bring together all of the funders and 
stakeholders that make your work possible year round, 
celebrating their support and rededicating them to   
the cause.

Strengthen Communities

National NeighborWoods Month events serve as a 
springboard for community pride and partnership 
involvement. They provide additional opportunities to 
fulfill the reforestation or tree-maintenance needs of 
your target areas, provide meaningful and engaging 
work for volunteers, affect local policy and communicate 
the availability of resources to those who need them.

NeighborWoods Month Makes It Easy 
For You

This kit provides everything you need to promote your 
NeighborWoods Month event, including tools to attract 
new partners. The NeighborWoods Month Planning and 
Promotion Kit will help you think through your National 
NeighborWoods Month events. From tips on how to get 
started to post-event evaluations, the carefully designed 
tools and information provided in this kit support your 
ongoing efforts to present a consistent and compelling 
image of your organization’s value to your stakeholders.

The Benefits of Participation



National                                   Month4 • PLANNING & PROMOTION KIT • Arbor Day Foundation

PLANNING YOUR NATIONAL 
NEIGHBORWOODS MONTH EVENT

Begin With the End in Mind

It takes time to arrange a quality event that showcases 
your organization’s accomplishments and involves your 
partners and the community. Once you decide what to 
do, identify the team and determine a goal – putting 
your event together could be more fun and a lot easier 
than you might expect. 

Assemble the Team

Who will you involve in the planning of your event? 
Be sure to include volunteers, other residents, business 
partners and perhaps even local government officials. 
Encouraging your stakeholders to participate in the 
process helps foster diversity and provides a valuable 
experience while uniting the different groups around 
your organization’s mission. Think about how you’ll 
involve and engage them to use their skills to the 
fullest. Ask for resources, such as time, money and 
energy, to help you develop and complete your National 
NeighborWoods Month projects.

Choose Your Activity

What kind of activity are you planning? A tree-planting 
event can also be a fund-raising event, a social or 
educational activity, and/or help recruit more and future 
volunteers. Brainstorm, assess your needs and resources, 
and decide what type of event would best meet your 
organization’s and your community’s goals.

Schedule Your Event

Remember to consider other activities taking place in 
the community and how they might affect your event. 
Have you scheduled your event at a convenient time 
for everyone involved? Will the schedule allow you 
to maximize opportunities for attendance and media 
coverage?

Location, Location, Location

Hold your event in a location accessible to the whole 
community. By bringing your partners into your 
organization’s target area, you let them see the effects 
of your work. Does the location accommodate your 
production and attendance needs? Go on a site visit 
before making a decision.

Define Event Goals

Brainstorm with your staff, board and partners about 
what outcomes you want from your event or events. 
Keep your desired outcomes firmly in mind as you plan. 
Will your strategy deliver? Re-visiting this question helps 
ground your efforts, simplifies decision-making and 
creates more sustainable events.

Plan to Get Attention

As you plan for your NeighborWoods Month event, 
also create a marketing and media-relations plan. 
Increasing your organization’s visibility will give you 
the opportunity to promote both the impact you’re 
making during National NeighborWoods Month and 
the important work your organization does year-round. 
It will also give your supporters a sense that they are 
a part of a success story. When you generate positive 
exposure for your organization, stakeholders feel proud 
of their affiliation with your organization. Even aside 
from the traditional media, there are many inexpensive 
and creative ways to promote your event.

 
Create a Budget

Especially if your event is a substantial departure from 
what you usually do, develop a detailed budget early on 
so that the rest of your planning is realistic. Be prepared 
to document everything you spend in addition to every 
income amount and source. Remember that partners can 
bring resources you might not have considered. Often it 
is just a matter of asking.

How to Plan Your Event
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Plan the Work – Work the Plan

Here’s some advice on how to get the most out of  
your planning:

•  Outline the objectives and tasks that need to be 
completed in order to achieve your goals.

•  Develop timelines and checklists, and assign 
people and deadlines to specific tasks. Have a 
plan for involving every volunteer who steps 
forward. Don’t leave anybody out!

•  Look for ways to involve the media. Prepare and 
distribute the media advisory and other media-
relations tools.

•  Run through the entire event to make sure you 
have or can access the resources needed to be 
successful.

•  Ask “what can go wrong?” and prepare a response 
for every possibility. Create a contingency plan!

•  Keep an event notebook that includes everything 
needed to run the event in case the coordinator 
isn’t available.

•  If contracts are needed, negotiate wisely and be 
sure to get everything in writing.

•  Develop a detailed agenda/schedule for the day’s 
event, including a run sheet and a list of needed 
materials, supplies and suppliers. It may even be 
helpful to have maps on hand.

You can feel confident and prepared to handle surprises if 
you nail down the details with an eye on the big picture.

The Big Day

All the planning has come together, and it’s the big day 
(or days). Conduct an event walk-through to prepare 
your volunteers to answer questions, give directions 
and handle problems. If anything changes, remember 
to communicate that to your volunteers. Take pictures 
of the event for use in your publications and to give as 
thanks to partners and participants. At the event, be 
sure to thank all involved. 

Be sure to send pictures to the Arbor Day Foundation for 
use in its national marketing efforts.

Evaluate

Once your event is over, step back and evaluate the 
process. Conduct formal and informal evaluations with 
your staff and members of the community.

Ask yourself:

•  Which areas of the planning and the event  
went well?

•  What could have been better? 

•  What was the impact of the event? 

•  Did we achieve our goals? 

•  Did we get media attention? If not, what could we 
do differently next time?

•  Did we engage new partners or get funding for 
future work?

Give Thanks — And More

After your National NeighborWoods Month celebrations 
are done, be sure to tell everyone what you did. Post-
project follow up can be a great tool for cultivating 
donors and partners to support your mission. As part of 
your wrap-up, conclude with a polite request for short-
term action such as a commitment to donate   
or volunteer.

In November:

•  Mail or email photos from your events to the 
Arbor Day Foundation.

•  Thank all participants and sponsors who made 
your events possible.

•  Provide media with a post-event summary of who 
participated, what you accomplished, why it is 
important, and what you plan to do in the coming 
months.

•  Also provide existing and prospective funders, 
grant officers and community affairs executives 
with your summary.

•  Send a year-end giving request to all your 
donors and volunteers that celebrates this year’s 
achievements and clearly identifies next  
year’s goals.
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Staging a Successful NeighborWoods Month Event 

1. Turn one of your regularly scheduled tree-planting 
events into a celebration of NeighborWoods 
Month. If you can afford it or can get funding 
from a partner, have a banner, T-shirts, literature 
about your organization, an interesting speaker, 
refreshments, music, balloons, a clown—whatever 
it takes to draw extra attention to what you   
are doing. 

2.  Find a vacant lot or other under-utilized area and 
create a commemorative park where people could 
sponsor tree plantings in commemoration of their 
loved ones. Dedicate the park during National 
NeighborWoods Month.

3. Have a ball. Host a big party to raise awareness of 
your organization and its mission and to raise funds 
for its projects.

4. Have a tree sale that offers high-quality trees at   
low prices.

5.  Invite your municipal arborist to give a presentation 
to a community group.

6. Take a hike: invite as many groups and individuals 
as you can and lead them on a hike throughout 
your neighborhood, community or park. Stage a 
contest to see who can identify the most trees. 
Have someone lead the hike who can talk about 
the trees, birds and other aspects of the ecosystem.

7.  Partner with a provider of affordable housing and  
plant trees at a site where they are building or 
rehabilitating homes.

8. Landscape the grounds of a school, a place of 
worship, a convalescent home or the yard of a 
person who can’t afford to do landscaping.

9. Host a community-wide visioning session where 
people come together to create a vision for their 
community forest.

10.  Announce your October event schedule at a kickoff 
event to coincide with National Neighborhood 

Day (the third Sunday in September). See 
neighborhoodday.org.

11. Host a neighborhood festival:

•  Call the parks department to reserve a  
recreation area.

•  Contact the health department and/or zoning 
board for food, sales and other permits.

•  Coordinate with police on street closings,  
security, etc.

•  Contact a range of local businesses and 
government agencies to donate prizes 
and/or host booths.

•  Ask nurseries and tree-care companies to set  
 up “how-to” exhibits.

•  Hand out your own fliers, balloons and 
memorabilia.

• Create a festive mood with music, clowns,  
mimes, etc.

•  Provide puppetry, storytelling, face painting and 
children’s rides.

• Set up tables for arts and crafts, a bake sale and  
a flea market.

• Add some shine with a car wash.

• Sprinkle the scene with balloons and posters.

Main Event Ideas
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Staging a Successful NeighborWoods Month 
Event Continued

12. Have a ribbon-cutting ceremony

• Christen a new project or celebrate a completed 
one.

• Invite local officials to do the ribbon cutting. 
Send RSVP invitations. Be specific about each 
official’s role. Follow up with each official’s 
scheduler.

• Use the ribbon-cutting as an opportunity to 
make partners of non-profit housing developers.

• Solicit door prizes from local businesses.

• Invite funders from local government, 
businesses, foundations, etc.

• Provide useful materials for participants to take 
away from the events.

• Create a festive look. Decorate.

13. Host a partnership awards banquet

•  Throw an awards banquet for partners, resident 
leaders, volunteers, board members and political 
leaders who have had an impact on the success 
of your organization.

•  Also consider an award for members of the press 
who have covered your organization and/or 
community development issues.

•  Consider recognizing someone who has done 
an exceptional job of landscaping their property 
(private or commercial) with trees.

• Invite a congressional representative or 
community leader to deliver the keynote address.

• Determine if the banquet will be black-tie, casual 
or something in-between.

• Decide the best location for the event—in your 
office, community center, corporate boardroom, 
restaurant, etc. Ask for donated space.

• Produce a commemorative booklet that includes 
the history of your organization, vital statistics, 
future goals, etc.

• Print a separate program for the evening so 
that the commemorative booklet can be used 
separately at other occasions.

• Sell ads or sponsorships to pay for the booklet.

14. Sponsor a contest: an art contest, photo contest or 
essay contest can draw attention to your work and 
inspire people to participate in your activities.
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CHECKLIST FOR EVENT PLANNING & EXECUTION

Pre-Planning Checklist

	Brainstorm event ideas with your board and/or staff.

	Make a plan for how you want to prepare for and 
stage the event.

	Create a budget.

 Assign individuals and/or committees to be 
responsible for different aspects of the event. This 
might include:

 
	Site selection 
	Site preparation 
	Volunteer recruitment and coordination 
	Marketing 
	Fundraising 
	Coordination with government agencies 
	Trees, tools, other equipment and materials  
 acquisition 
	Media relations

	Secure the participation of partners and funders.

	Determine how partners/funders will be recognized 
(any mementos, etc.).

	If you are asking local government to issue a 
proclamation or resolution, get this done in time to 
announce it at your event.

	Prepare certificates of participation for volunteers. 
(These can be handed out at the event or sent/
handed out after the event, when you have a 
complete list of who participated.)

	Name a “point person” who will be ultimately 
responsible for decisions pertaining to all the 
tasks being handled by the individuals and/or 
committees. Have this point person meet or talk 
regularly with key people involved in all of the 
aspects of the event.

	Invite and confirm participants, including VIPs or 
other speakers.

	Finalize the schedule.

	Select a rain date.

	Order NeighborWoods Month promotional products, 
such as T-shirts, banners, etc.

Regardless of the nature of your tree-planting event during National 
NeighborWoods Month, there are some common features that are important 
to remember. Use this checklist to help you cover all your bases.
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Pre-Planning Checklist Continued

	Visualize the event from start to finish. Have 
answers for all pertinent questions and make sure 
these are communicated to all organizers. Ask: 

• What time are we starting? 

• Where are we meeting? 

• Who is bringing materials? 

• Where will media and guests sign in? 

• How will materials and tools be distributed and 
then collected when the event is done? 

• Who is introducing the speakers (if any)? 

• Most important, what could possibly go wrong, 
and how will we handle it when and if it does?

Day of Event(s)

	All organizers should meet early and assess the 
status of plans. Deal with any glitches or problems 
immediately. Conduct a walk-through of the site  
and program.

	If people will be speaking, test the quality of the 
sound equipment. Recognize and thank all partners.

	Start on time.

	Be clear with volunteers about what you are asking 
them to do.

	Take lots of photographs! (See Photography Tips in 
this kit.)

	Assign someone to work with any reporters who 
show up.

	Clean up after the event.

	Thank all volunteers.

After the Event

	Follow up with the media.

	Send thank-you notes and certificates.

	Evaluate all aspects of the event. Write a  
short report that will serve as a reminder for  
future events.

	Send photographs and copies of media coverage to 
the Arbor Day Foundation and other partners who 
may request them.

	Begin to think about next year’s National 
NeighborWoods Month event. Think big and   
start early!
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EVENT PROMOTION & PROMOTIONAL TOOLS

One of the most important tasks during NeighborWoods 
Month will be promoting your events to residents, 
partners and the general public. Please refer to the 
“Working with the Media” section of this Planning Kit 
for tips on how to get the attention of traditional media.

Don’t forget to add the NeighborWoods Month 
partner logos to dress up your promotional efforts, 
show the support you’ve gotten, and tie your efforts 
in with the national effort.

Aside from the traditional media, there are many 
creative, effective and relatively inexpensive ways to 
publicize your NeighborWoods Month event. This 
Planning Kit contains ideas for tools you can use to 
spread the word. 

Available tools:

• Pitch Letter
• Media Advisory
•  Press Release
•  Sample Resolutions and Proclamations
• Letterhead
•  Checklist for Event Planning and Execution
•  Sample Fact Sheet About Trees
•  National NeighborWoods Month logo 
 (.eps, .tif, and .jpg files)
•  Sample scripts for talking with the media
•  Photography guidelines

Other Tools You Might Consider:

FLIERS Use as announcements, invitations or signs for 
bulletin boards and yards. Mail them to residents and 
give them to schools and places of worship to distribute. 
Ask local businesses to display fliers in their storefronts. 
Customize them with your organization’s logo.

LETTERHEAD can be used as you correspond with the 
many partners and special guests who are helping you 
make this year’s NeighborWoods Month the best yet.

RESOLUTIONS and proclamations are a highly effective 
way to involve your local city council or mayor in 
NeighborWoods Month and to spread your message. They 
help record NeighborWoods Month and your organization’s 
accomplishments in the records of your town, county or city 
and alert elected officials to your work.

The process of putting forth a resolution:
•  Contact your city council representative and find out 

if he or she would be interested  in introducing this 
resolution before the council.

•  Once you have confirmed that he or she will do so, 
provide information about NeighborWoods Month and 
your organization’s programs to the city council. The 
resolution will then be introduced and the city council 
will vote on it.

PROCLAMATIONS The process for securing a proclamation is 
only slightly different from that of putting forth a resolution. 
A proclamation does not require a vote and is signed by only 
one person, usually the mayor. 

The process for securing a proclamation:
•  Send a formal letter to the mayor’s office asking if he 

or she would be interested in signing a proclamation 
for NeighborWoods Month.

•  Provide a copy of the sample resolution you would 
like the mayor to issue.

•  Provide information about your organization’s 
programs as well as your plans for NeighborWoods 
Month.

•  Follow up with his or her office.
•  If the mayor agrees to participate, be sure to alert the 

media and invite partners and community leaders to 
the signing.

Promoting Your Event
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Nothing captures the best of your neighborhood like a 
great photograph! Record events and accomplishments 
throughout the year using video and still photography. 
Photos are one of the most effective ways to get your 
name and a sense of your mission out to the public. 
Photographs can be used in a variety of ways:

•  To give to the media for coverage.
•  To design exhibits and bulletin boards.
•  To record the before-and-after appearance of your 

neighborhood, block or specific homes.
•  To illustrate your website, volunteer blogs and 

social networking sites.
•  To illustrate your organization’s accomplishments 

in your annual report.

National NeighborWoods Month offers a great 
opportunity to capture volunteers planting trees, a child 
with a balloon at your neighborhood festival, your board 
members working together, or your board president 
cutting the ribbon at a new pocket park. Photos can 
easily be transformed into a presentation you can share 
online using Flickr.

How to Take Good Photographs of Your Event

At your National NeighborWoods Month event, plan 
to take a lot of photos. If you can afford to hire a 
professional photographer or convince one to donate his 
or her services, great. If not, think in advance about how 
you would like to use the pictures you take. Will they be 
used on your website? In a publication? To give as gifts? 
Whatever your purpose, be mindful about what you are 
shooting and how it might ultimately look.

Digital cameras make it easy to eliminate photos you 
don’t want, but they can make you forget basic rules 
such as taking time to compose the picture, framing it 
well, and having the focus where you want it. You also 
need to have a good enough digital camera to get a high 
enough resolution to print well if you intend to use the 
photos in a high-quality publication. A resolution of at 
least 300 dpi is ideal. 

Pictures can be either posed or candids. Posed 
photographs are sometimes easier to take than candids 
but rarely have the emotional impact that candids do. 
Still, if you know you want a photo with your principal 
funders, executive director, mayor, and resident leaders, 
plus the NeighborWoods banner, then getting all of 
these people together to pose is easier than hoping 
they’ll just wind up in the perfect spot.

Tips for posed photographs:

•  Don’t be afraid to tell people where to stand. 
They will understand that the shorter person 
needs to be in the front.

•  It is still possible to get people to look as if 
they are interacting even if you place them in a 
particular context. Or have them all looking at 
something together – gathered around a newly 
planted sapling, for instance. Even in a posed 
photograph, it’s good to have a little action.

•  If you catch someone in action (say, children 
planting a tree together) but their faces are 
hidden, ask them to turn around and smile. This 
makes it a posed picture but retains the energy of 
a candid.

•  Use porch steps to arrange a group of kids and 
grown-ups, with people seated so that faces are 
clustered in a pleasing arrangement. Get couples 
to cuddle up and kids to squeeze in, since the 
closer they are, the closer you can get. This makes 
for a better picture.

•  Always remember to ask people for the correct 
spelling of their names and their titles so that this 
information is at hand for photo captions. This is 
a real time-saver later on.

Photography 
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Tips for candid photographs:

•  Keep your camera at the ready.

•  Allow the subject to be busy or in action.

•  Get close to your subject. For many candid shots, 
this means using a long lens. A 90mm lens will 
allow you to stand several yards away from the 
subject, so he or she is unaware of your presence.

Tips for ALL photographs:
 

•  Keep visual distractions away from the edges of 
what will be the final picture.

•  Keep good visual elements inside the picture. 
Bright shapes or objects too near the edges of the 
frame will pull the viewer’s eye away from the 
subject.

•  Avoid clutter in the picture. Reframe the shot by 
moving the subject left or right in the viewfinder. 
If the background continues to be too cluttered, 
use a wide aperture. Using a wide aperture in 
the camera’s aperture priority mode can throw 
the background out of focus so that the eye 
concentrates on the subject.

•  Place the subject slightly off-center for a more 
dynamic composition.

•  Avoid shooting into bright lights or the sun.

•  Hold the camera still as you take the picture. 
Brace your elbows against your body to minimize 
movement, or use a tripod.

Perhaps most important in terms of good faith and 
good public relations, if people request copies of 
the photograph, be prepared to write this down as a 
reminder to yourself, and be sure to follow up. Write 
down their contact information, including email address, 
correctly. If you say you are going to send them a 
print or an email with the digital photo attached, it’s 
important to keep your word.
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WORKING WITH THE MEDIA

National NeighborWoods Month provides an excellent 
opportunity to work with the media to highlight the 
accomplishments of your organization. From photo 
ops to press conferences, the opportunities to put your 
organization in the spotlight are out there—you just 
have to know what you want and your best chances for 
getting it.

Whether to attract new partners or customers, reward 
volunteers, or recognize funders, visibility is your 
goal. It is crucial to develop strategies that employ 
the appropriate tools and tactics and address your 
intended audiences in a meaningful way. Remember 
that presenting a professional, consistent image helps 
you control the public’s perception of your organization 
and its mission. Produce newsworthy materials for the 
media that clearly communicate your messages and 
demonstrate your availability to assist them in producing 
a story.

Establish Print and Broadcast Media Contacts

One of the first steps in capturing the media’s attention 
is to develop a list of appropriate media contacts. You 
can access lists on the Internet, in the library or through 
published directories.

Fit is very important—identify outlets, reporters and/or 
editors who cover your location or might be interested 
in your work or story. Neighborhood editors, minority-
owned or community papers and non-English language 
outlets that serve diverse or specific populations are good 

targets to consider. Community newspapers are a reliable 
source of coverage and provide an avenue for targeted 
messaging and marketing at the neighborhood level.

Your media list should specify contact information for 
all types of media, including radio, TV, magazines, 
trade publications and newspapers. Check the outlet’s 
audience to make sure they fit with your target 
demographics. Obtain the media outlet’s name, 
reporter’s or editor’s name, address, phone number, 
email address, and submission guidelines, preferences 
and deadlines. Update your list regularly.

Reporters, editors and media partners recognize and 
appreciate sources with experience or an understanding 
of how the process works. The key to establishing and 
developing a positive working relationship with the 
media is credibility. If the reporter gets to know you as 
credible, dependable and trustworthy, you are on your 
way to a long-term relationship that can bring much-
needed attention to your organization’s work.

The reporter also benefits by having you as an expert in 
your field and as a good source of news and information. 
Whether it’s to pitch a story, confirm an interview, 
provide new details, or follow up on an advisory, each 
encounter you have should contribute toward developing 
this relationship. Always remember to thank the reporter 
personally and in writing for any coverage they provide.

Work the Angle

Increase your chances of receiving media attention by 
making sure your story is newsworthy. You might also 
tie the story to a recent local headline, national story 
or emerging trend. Interesting or surprising statistics 
lend credibility. Outlets usually plan seasonal features 
that might be relevant. Of course the event itself might 
provide all the excitement needed to generate interest!

Getting Started

Ready Your Resources
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Identify Your Voice

It might be useful to establish a publicity committee to 
help with your media outreach efforts, but you should 
decide in advance who will speak for your organization. 
This includes deciding who will make media calls (one 
person calls each contact—no doubling up!), respond 
to inquiries, and serve as the media spokesperson, 
handling any interviews. You may also wish to identify 
a back-up spokesperson in case the lead person is 
unavailable for follow-up calls.

Make sure that anyone who will work with the media is 
prepared. Try to establish a rapport with the interviewer 
prior to taping and let the interviewer know what you 
would like to stress and what you hope to accomplish. 
Be succinct and repeat your primary messages. Try to 
respond to questions with direct answers (“sound bites” 
are helpful!). Illustrate key messages with stories about 
real life situations. Stay focused. Look directly at the  
interviewer, not at the camera. Make sure to thank the 
reporter for his or her time.

Put a Picture with the Story

As you pitch to producers of television news programs, 
keep in mind that they will need a visual story. A group 
of enthusiastic volunteers provides a great visual. Hire 
a photographer or videographer to record the activity. 
Remember to take pictures of your project area before 
you begin so that you can later show the project’s 
impact. If your event isn’t as visual as you would hope, 
concentrate on close-up, emotional shots that feature an  
individual or object with an interesting story. Have one 
or two ideas ready before you make your pitches, in case 
you find an interested reporter or assignment desk editor  
looking for an idea. Always obtain clips from any 
coverage you receive.

Showcase High-Profile Participation

Invite local political leaders and congressional 
representatives to attend your event, and arrange for 
interviews with the press. Not only might you gain more 
attention because of their participation, but you could 
also strengthen the relationships you have with them. 
Take the opportunity to deepen their understanding of 
your organization’s accomplishments and needs, and of 
how they can positively support the community through 
their ongoing work.

Explore the Web

More and more, media professionals are “e-pitching” — 
sending information to reporters via email. While some 
reporters still prefer the traditional media kit, many 
others find it easier to use your story when they receive 
it electronically. It also gives you the opportunity to 
refer the media back to your website — as well as to 
NeighborWoods Month (NeighborWoodsMonth.org) for 
additional information.

Be sure that the information on your website is current, 
and make it easy for the reporter to find the information 
you want him or her to see. For example, you might put 
a link to your news release on the home page. From 
the news release, you could link to details about your 
National NeighborWoods Month event, your organization’s 
impact on the community, partners and funders that have 
contributed to the success, and to any other content that 
might help build your story. Talk to your partners and 
funders about posting your release on their websites. 
Explore community bulletin boards as well as online 
media outlets that might pick up your story.
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There are many tools you can use to help with your 
media outreach:

•  Pitch Letter
•  Media Advisory
•  News Releases
•  Media Call Sheet
•  Public Service Announcements
•  Letter-to-the-Editor
•  Op-Ed
•  Media Kit
•  Sample Fact Sheet About Trees
•  A Simple Phone Call

Pitch Letter

A pitch letter is used to spark media interest by throwing 
a story idea their way. Pitch letters are usually addressed 
to a specific editor by name. They may accompany  
a media kit. Pitch letters should communicate why your 
story will be of interest to readers or viewers.

•  Have an intriguing lead.

•  Keep it short, not more than one page. Get to the 
point.

•  Personalize the letter by addressing it to a specific 
editor by name.

•  Communicate why your story would be of interest 
to readers or viewers.

•  Send pitch letters out about two weeks before the 
announcement.

•  Indicate when you will follow up with a phone 
call and be sure to keep the appointment.

Media Advisory

A media advisory is a brief announcement of an event 
or press conference that gives information such as 
the place, date, time and purpose of an event or press 
conference and whom to contact. This is the media’s 
first introduction to your event, and it should be 
interesting, yet concise. The media advisory should be 
distributed to media assignment editors in the morning 
three to four days prior to your event and then once 
more the day before your event. Place telephone calls 
to the assignment editors to ensure that they received 
your media advisory and ask whether they will cover 
your event.

•  Include information such as the name, phone and 
email of a well-informed contact person.

•  Give basic information such as place, date, time, 
purpose and contact information.

•  Limit the media advisory to one page.

•  At the bottom of the page, type ### and center it. 
This indicates the conclusion of your message.

Master the Media Tools
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News Release

The news release is the day-of-event notice that 
chronicles all the important features of your event. 
It should include references to participants, partners 
and sponsors. Try to include one or two quotes from 
someone with a vested interest in your organization. 
It should not be more than two pages long. One page 
is preferable. A good press release always starts with 
a pithy headline to capture the interest of the reader. 
Spend some time thinking about the angle and try to 
make it newsworthy. To summarize some key points:

•  Include contact information (name, phone, 
mobile, fax, email, website) of a well-informed 
spokesperson.

•  Include the basics: who, what, when, where and 
why—preferably in the lead of your release.

•  Type “-more-” and center it at the bottom of every 
page but the last.

•  At the bottom of the last page, type and center 
###.

•  Keep in mind that some media, including 
magazines and weekly newspapers, will need a 
longer lead-time than others, perhaps four to six 
weeks in advance. 

•  Follow up by telephone within one week.

•  You may also want to send a release immediately 
after the event, so that you can include photos or 
important details about the outcome.

Media Call Sheets

Recording your contact with the media on call sheets 
is a good way to track your progress. Use them when 
making your pitches and when responding to any 
incoming calls. By leaving a stack of these sheets with 
anyone who might answer the phone (or having them  
available in your shared office computer files), you 
help to ensure that, when a call comes in, you’ll get 
the information you need to respond quickly and 
appropriately. In addition, the information can then 
be used to update your ongoing media list. Call sheets 
can be used throughout the year, not just for special 
events. You may even want to compile your call sheet 
information into one matrix as a tool to monitor 
progress and track feature calendars and submission 
deadlines.

Public Service Announcements (PSA)

Public service announcements are free promotional 
announcements used by both print  and broadcast 
media. PSAs should be written in :10, :20 or :30  
second spots.

•  Call various stations’ community affairs 
representatives or public service directors to 
gauge their interest in your PSAs and find out 
how to place the spot.

•  For photos or visuals, provide slides or  
matte photos.

•  Make the PSA short and conversational, using 
action verbs.

•  Try humor and make your point quickly!

•  Use only upper case letters when typing the PSA 
and make it triple-spaced.

•  Run the PSA three to four weeks out and make 
sure it’s at the station at least 10 days prior to the 
start date.

•  Include a “kill” date—the date the media should 
stop broadcasting the PSA—at the bottom of   
the page.

•  Remember to thank the editor or others at the 
station if they run your PSA.

Letter-to-the-Editor

Write letters to local newspapers about your organization 
and your NeighborWoods Month events. This is one of 
the most often-read sections of the newspaper. If your 
partners or residents want to write letters, supply them 
with your fact sheets, brochures and annual report.

•  Your letter should answer, clarify or rebut a 
current news issue.

•  Identify your subject, state your position and 
support your point of view.

•  Your letter to the editor should be concise and 
address the facts.

•  Fax or email your letter of 200 words or less to 
the editorial page editor.

•  Write a thank you letter if they print the letter.
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Op-Ed

The op-ed page (so named because it appears opposite 
the newspaper’s editorial page) is usually read by those 
you most want to reach in the community, including 
business leaders and policymakers. Of course, that’s why 
placing an op-ed can be so difficult, especially in larger 
newspapers, but it can be well worth the effort. Here are 
some guidelines for op-eds:

•  Provide a timely hook. Editors are interested in 
op-eds that offer a fresh perspective about what is 
currently in the news.

•  Reach out in advance. Don’t hesitate to call the 
editor or op-ed contact before spending too much 
time on your column. He or she may be able to 
provide some advice about how to improve your 
chances for success.

•  Consider the author. Your op-ed may be more 
effective—and more likely to get placed—if it’s 
signed (or co-signed) by a local leader (perhaps 
someone on your board). You can ask this 
individual if he or she is willing, and offer to 
provide our sample op-ed for his or her staff to 
edit. Consider providing a brief biography of the 
author.

•  Make the op-ed about 750 words long, with 
straightforward language, logical, persuasive 
reasoning and a hopeful tone.

•  It is standard practice to offer the op-ed to one 
publication at a time.

•  Email or mail the op-ed to the editorial page 
editor.

•  Follow up with a call.

•  Write a thank you letter if they run your op-ed.

Media Kit

A media kit is a comprehensive packet containing 
information about your organization and/or event. Its 
purpose is to provide reporters with something they 
could write about, so it should contain information, 
story ideas and facts that would be of interest to their 
audiences. While a media kit may contain a wide variety 
of materials (listed below), take care in choosing only 
the materials most appropriate to your goals:

•  Cover letter

•  Photos (5x7 or larger if possible, or provide a disk 
with good-quality digital photo(s); if possible, 
include names left to right of people in the photo 
and information on what they are doing) 

•  NeighborWoods Month news releases

•  NeighborWoods Month media advisory

•  Any brochures you may have about your 
organization

•  Biographies of key individuals

•  Video or audiotapes

•  Your organization’s profile or backgrounder

•  Products and services brochure

•  Sponsor and/or partner list

•  White papers

•  Clippings from prior coverage

•  Testimonials

•  Suggested interviews
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A Simple Phone Call

Always follow up with a phone call. Sometimes a simple 
phone call from you or another spokesperson (board 
member, resident, volunteer PR professional or student 
intern) is the most effective way to gain the media’s 
attention and get them interested in your organization. 
After all, who knows more about neighborhoods than 
residents or more about your work than a volunteer? 
Most of the media stories you encounter are actually 
pitched by someone seeking visibility like you!

Always prepare for the call with ready access to all 
event details, benefits to audience, memorized key 
points and a loose script to follow. You may want to 
conduct mock interviews to boost confidence and have 
a new piece of interesting information or angle to 
present about your event. Try to pitch your basic story 
idea in 20 seconds or less.

Always ask if it is a good time to talk; if not, ask for a 
better time and make sure you call back when agreed. If 
the reporter wants to do a story or cover the event, say 
thank you, find out when it will be covered and offer 
to make photo and/or interview arrangements. If the 
reporter is not interested, ask that the information about 
your organization remain on file for the future.

Sample Script for Talking with Reporters by Phone

NOTE: If you know the name of the reporter who covers 
local issues or environmental issues, then call that 
person directly. A small amount of online research 
should help you identify who is reporting events or 
issues similar to yours. You can also ask colleagues from 
other local nonprofits or environmental organizations for 
their recommendations. 

In addition to approaching reporters, you can make your 
pitch to the news editor or the assignment/planning 
editor (if it’s a large news outlet in a major city). Look 
up those names before the call — or just ask for the 
assignment editor or the news desk and launch into your 
pitch whenever someone answers. 

Hi. My name is [insert name] and I am the [insert 
title] at [insert name of organization].

We are having an event [state when] that I think you 
would be interested in covering. [Describe event and 
participants]. This is one of our most important events 
of the year [or season] and will include many new 
volunteers who will help to make real improvements 
in our community. The project and people involved 
would make a great story [with some great visuals 
for your paper/station]. You could also use this as 
an opportunity to report on the many benefits of 

planting trees and why urban trees are getting a lot 
of attention in communities across the country. Our 
event is part of National NeighborWoods Month, a 
national celebration of organizations like ours that 
are doing tree planting all around the country during 
October. 

I’d like to send you some information about us and 
our event in hopes that you would be interested in 
covering it. What would be the best way to get it to 
you?

Be prepared to answer any question the reporter 
or editor may ask. Have materials — such as media 
advisory, press release and other background 
information — ready to mail or email immediately. 
You may get transferred to someone else and need 
to repeat the pitch all over. Also be prepared to leave 
a short, upbeat voice mail message with the basic 
information and an indication that you are sending over 
more details. Always leave your contact information as 
part of any message, even if you think they have your 
phone number on file. Do keep trying to make personal 
contact.

Two to three days before the event, send out another 
media advisory with a cell phone contact number for 
the day of the event and then call the same reporter or 
editor again.

Hi. This is [your name]. I spoke with you [or a 
colleague of theirs and state when] and wanted 
to remind you of our event on [state date and 
time]. I just sent you a media advisory with all the 
particulars and wondered if you have any questions 
or would like additional background.

Be prepared to respond to questions. If the editor or 
reporter doesn’t have interest in this event, you could 
let him or her know of anything else you have coming 
up and welcome their calls on your issues whenever 
they have questions. Be gracious and helpful no matter 
what their response. It is important to build a long term 
relationship and credibility.

Reminder calls confirming event details and any changes 
can be made the day before and on the morning of the 
event. Remember that weekend television assignments 
are often not finalized until the last minute. A weekend 
TV reporter or camera operator may be covering multiple 
assignments in a day so try to accommodate their needs 
for action footage whenever they do show up. 
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PARTNERSHIP INVOLVEMENT

Involving your partners in National NeighborWoods 
Month events is just one step in the process of creating, 
enhancing and sustaining relationships that will 
contribute to your organization’s success well into the 
future. Partnership opportunities include collaboration, 
sponsorship and support. Partners might be volunteers, 
other residents, community leaders, vendors, other 
nonprofits, businesses, government agencies and 
officials, or any community member touched by your 
organization.

Pursuing and securing partnership commitments 
can mean significant benefits for all involved. Your 
organization might receive direct funding, in-kind 
donations, volunteer support, visibility and networking 
opportunities, access to additional resources, and 
valuable experience. Partners often look for a return on 
investment, whether it comes in the form of contact with 
customers or constituents, media exposure, networking 
opportunities, increased sales, or goodwill.

National NeighborWoods Month offers a chance for 
partners to participate in a tangible event that highlights 
your organization’s past successes and looks forward 
to future achievements. Keep in mind that National 
NeighborWoods Month is also a chance to bring new 
partners into your organization and to involve current 
partners in new ways. Partner involvement should be 
a well-planned, well-coordinated process that makes it 
easy for them to participate.

Designate a Partner Coordinator

Designate one person who will serve as the main contact 
for each type of partner organization. This person 
should be readily accessible and know the specifics 
of your planned activities. From the planning to the 
evaluation, this is the person who will initiate contact 
with potential National NeighborWoods Month partners, 
work to ensure that their needs are fulfilled and see that 
they are kept engaged.

Figure Out Where Partners Fit

One of the biggest tasks the coordinator will complete 
is to determine and creatively develop the types of 
activities in which your partners would like to be 
involved and from which both parties benefit. Do your 
homework—match your benefits to partner goals and 
needs and then tailor the request or proposal to reflect 
the fit. When researching corporate sponsorship, make 
sure you start with the company’s giving guidelines. On 
the other hand, don’t automatically dismiss a contact if 
you know interest exists. Explore personal affiliations 
and the interests of key decision-makers to see if you 
come up with a match.

See Existing Relationships in New Ways and Invite 
New Partners

National NeighborWoods Month is an opportunity to 
see existing partners in new ways and to involve them 
in the activities of your organization. NeighborWoods 
Month also provides the occasion for local business 
people who have not previously been involved with your 
organization to celebrate the positive changes in the 
neighborhood and to participate in a community event.

The Value of Partnership

Involving Your Partners
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Communicate Clearly

Establish a partner communications strategy for each 
type of partner. Make sure you let partners know how, 
when and how often you’ll provide updates. Be clear and 
consistent when communicating expectations, deadlines 
and deliverables. Obtain commitments and provide 
requirements in writing. Be available and responsive to 
partner needs, suggestions and questions.

Say Thank You

It is very important to thank each and every person 
who supports your National NeighborWoods Month 
efforts. Thank them at every opportunity and in a 
number of creative ways. Cards, letters, email, website 
recognition, phone calls, photos, specialty items, prizes, 
awards, certificates and public praise all work to make 
stakeholders feel valued. This could be the most critical 
step in developing a continuing relationship with your 
partners.

Partner Evaluation

Now that National NeighborWoods Month is over, it’s 
time for some honest feedback. Ask all involved to 
evaluate your activities and their overall experience. Ask 
them to share personal anecdotes and suggestions.

Stay in Touch

This may be the most obvious step, but it isn’t always 
the most easily achieved. In addition to thank yous, 
provide a summary report to each partner to include  
the following:

•  Overview of impact, success and evaluation 
results

•  Statistics (number of attendees, volunteers, people 
and communities affected, national data)

•  Media clippings

•  Newsletters

•  Photos

•  Copies of all collateral material, especially if it 
includes their logo or mentions their name

•  PSA and advertising schedule and statistics

•  Evidence of complete execution of promised 
benefits

•  Copies of thank you letters

Receiving information from your organization on a 
regular basis orients your partners to your work and 
keeps you at the top of their minds. Keep meticulous 
records and periodically update data so that each 
appropriate individual directly receives one copy of  
your materials.

Look for the Next Partnership Opportunity

It’s a good idea to engage partners in a conversation 
around other collaborative opportunities as soon as 
possible. Present opportunities that align with your 
partners’ business objectives and your shared interests 
and goals. Bear in mind what you both want to gain 
from a continued relationship.
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Over the next few weeks, you will be approaching 
current and new partners to participate in National 
NeighborWoods Month activities. Depending on what 
events and activities you have planned, you will need 
to request assistance in a variety of areas, including 
soliciting speakers, volunteers, in-kind donations and 
financial assistance. There are a number of items that 
should be included in a partnership proposal.

•  Description of planned NeighborWoods Month 
events, including a schedule

•  Detailed request for specific items or assistance. 
(For example, funds to purchase 100 trees or food 
for 50 for a celebration. Explain how this donation 
or assistance fits into the overall effort.)

•  NeighborWoods Month Fact Sheet

•  Your organization’s tax-exempt status information. 
If you are soliciting in-kind donations, explain 
how these donations will be valued and what type 
of documentation you will provide the partners 
for their records.

•  Information on your organization, such as an 
annual report, fact sheet or brochure.

•  References and endorsements

•  Anticipated benefits

•  An expiration date or deadline

Issues to Consider When Proposing a Partnership 
Include:

•  Don’t rush partners into making a decision. 
Start next year’s process with this year’s thank 
you (some partners’ budgets, schedules and 
commitments are set far in advance).

•  Ensure that partners can tailor the partnership.

•  Provide tangible and intangible benefits at  
every level.

•  Request a face-to-face meeting – determine a 
partner’s needs, goals and resources, and then 
come back with a great-fitting proposal.

Potential Partner Benefits

Demonstrate how involvement with your organization 
provides tangible and intangible benefits. Know what a 
partnership with your organization can do for a partner:

•  Create goodwill
•  Strengthen their brand
•  Build customer relationships
•  Acquire and/or give access to new customers
•  Increase product sales or sampling
•  Drive traffic
•  Promote new services
•  Promote sweepstakes
•  Give recognition as sponsors
•  Provide exhibit opportunities

Possible Benefits for Your Organization

Just as important as knowing what you have to offer 
a partner is knowing what your organization needs or 
wants from the partnership.

•  Visibility
•  Funding
•  Underwriting
•  In-kind contributions
•  Product giveaways
•  Point of purchase displays
•  Volunteers
•  Statement stuffers
•  Customer and/or vendor involvement
•  Discounted or free products, services, tickets
•  Professional services (access to marketing, PR staff 

and resources)

National NeighborWoods Month Proposal to Partners


