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To our Zisters in District 15:
How many times have you wondered how to get more exposure for your club? Do you worry about
attendance at events? Do you want more people in your community to know about your club and what
you do?
We hear this a lot from many of you. Of course, we know that there are clubs who get serious coverage in their
cities and have many great successes, and we hope that you will share those best practices with others,
whenever we gather – whether at Spring Workshops, Fall Conferences or conventions.
This manual is an effort by a group of Zontians from District 15 who have joined together to share our best
practices and ideas. It’s simple and easy to use.
Many thanks to Denise Keipert, Lynne Reed, Kathy Bardins, Gail Johnson, Adrienne McCormick, Raquel
Boone and Melinda Frame, for their time and efforts to compile this information.
Please print, please use and let us know what you think.
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Zonta International
Marketing Links & Brochures
1. Go to www.Zonta.org. Click on Media News, then Media Inquiries > Brand Identity Brief
This is where you will find all the requirements for "Font" & "Industry Standards" on color, ie. printed,
material, logos etc.
2. Go to www.Zonta.org
Click on "My Zonta" top left corner above the Logo
Click on Member Login; you will need you login info from your club president. You can also go through the
prompts to reset, and we recommend you click "remember login" this will make it easier and quicker.
Click on the "Print Portal" box
There is a User Name & Password area, which your Club President should have, if not email International at
mradavich@zonta.org
Click on "Print Builder"
Here you will find: Business Cards, Letter Head, Post Cards & Brochures.
In the Brand Identity Guidelines, you will find a booklet on:





Mission Vision Theme
Brand Identity Guidelines
Full Brand Identity Guidelines
Detailed guidelines for use of logos, colors, spacing, words and more to help clubs and their graphic
designers make the most of the new identity.
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10 MARKETING IDEAS TO PROMOTE YOUR ZONTA CLUB
1. Create a public awareness toolkit for members. This toolkit should include a key messages page
(attached), a fact sheet (attached) about your club, business cards or luncheon invitation cards for all
members to keep on hand for prospective members.
2. Sponsor a booth at a special event. Make your club visible at community events, such as festivals,
health fairs and expos. Set up a booth with photos of your club in action, and provide new membership
materials to help get the word out.
3. Speak at community events. Offer to give a personal presentation at events and forums where
community leaders and concerned citizens will be in attendance. Let them know how Zonta helps the
community.
4. Create a website and/or blog for your club. Your Zonta Club website or blog can keep members and the
public informed about upcoming events, projects, meetings and how to become a member.
5. Create a Facebook page for your club. Facebook is a great way to keep your community aware of your
club’s activities. Post photos, related articles, project and event updates. Encourage members, friends
and family to “Like” your page. Connect with other organizations in your community. Use the great
posts sent by Zonta International’s Facebook page and Zonta Says No page. Share them on your Zonta
Facebook page and then share them from your Zonta page to all of your contacts.
6. Use the Zontian Magazine. If you’ve finished reading your current issue of the Zontian, consider
donating it to your library or put extra copies in doctors’ offices in your area.
7. Write a news release. Included in this packet is a fill-in-the-blank news release template that can help
you tell your community about upcoming events, awards and programs through the local media.
8. Produce club newsletters. Constant Contact or MailChimp offer easy-to-use templates to create an
attractive newsletter for your club members to share online. Send to prospective members. Outline your
club’s accomplishments and plans for the future.
9. Public service announcements. Call your local radio stations and ask them to play a 30-second public
service announcement. The radio station can read the PSA live on air.
Sample PSA: “Zonta Club of (name) invites area women to join our club and work with us to advance
and empower women locally and worldwide through service and advocacy. We envision a world in
which women's rights are recognized as human rights and women are able to achieve their full
potential. We work with local organizations, providing both financial support and hands-on service.
Learn more about Zonta by visiting our website (URL) or calling (membership phone number).”
10. Brand your town and members. Don’t forget to install a Zonta sign at your town’s entrance and
encourage club members to purchase Zonta-branded apparel, pins and more from the Zonta store.
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MARKETING MATERIALS
We encourage you to keep copies of these documents electronically and in hard copy format to have at
expos, to hand out at meetings and more.
The materials include:
A fact sheet on Zonta
A Zonta at a Glance Fact Sheet which you can personalize for your club
A template for invitations to one of your meetings
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Who We Are
ABOUT ZONTA INTERNATIONAL
Founded in 1919, Zonta International is a leading global organization of
professionals empowering women worldwide through service and advocacy.
With more than 30,000 members belonging to more than 1,200 Zonta Clubs
in 67 countries and geographic areas, Zontians all over the world volunteer
their time, talents and support to local and international service projects, as well
as scholarship programs aimed at fulfilling Zonta's mission and objects:





To improve the legal, political, economic, educational, health and professional status of women at the global
and local level through service and advocacy.
To work for the advancement of understanding, goodwill and peace through a world fellowship of
members.
To promote justice and universal respect for human rights and fundamental freedoms.
To be united internationally to foster high ethical standards, to implement service programs, and to provide
mutual support and fellowship for members who serve their communities, their nations and the world.

Zonta International, its districts and its clubs are nonsectarian and nonpartisan.

What We Do
Zonta International seeks to empower women worldwide by improving the legal, political, economic,
educational, health and professional status of women at the global and local levels through service and
advocacy. With the generosity and collective action of Zontians and friends around the world, Zonta
International has supported projects in 57 countries, provided scholarships and awards to women around the
globe, and been a powerful advocate for change in our local and international communities, thereby
transforming the world and women's place in it.
Economic
Worldwide, 70% of the 1.3 billion poor are women. Zonta International
is committed to expanding women's access to skills training and
income-generating activities that lead to sustainable livelihoods and
economic independence. To this end, Zonta has supported programs that
increase women's access to financial resources and generate higher
wages through the establishment of all-female micro-credit programs,
technical skills training and improved techniques in the production and
marketing of goods.
Education
Zonta International helps women overcome gender barriers to careers in traditionally male-dominated fields
through the Amelia Earhart Fellowships and Jane M. Klausman Women in Business Scholarships. Gender
inequality in education, however, begins much earlier in life. Of an estimated 93 million children not in school,
48.4 million are girls. Through Zonta's International Service Program, Zonta has increased access to educational
opportunities and vocational skills training for girls and young women in Africa, Asia and South America.
Health Care
Access to quality, affordable health care has never been more important. Today, more than 15 million women
are living with HIV, and approximately 530,000 women die each year during pregnancy or childbirth. Zonta
International has supported programs addressing the unique health issues of women in different areas of the
world including: efforts to reduce the risk of HIV/AIDS through health education and prevention of mother to
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child transmission (PMTCT) programs; the provision of basic health services and health education for women
and children living in rural or poor urban areas; and the reduction of Female Genital Circumcision, Maternal
and Neonatal Tetanus and Obstetric Fistula.
Youth Development
Zonta International believes that young women with a commitment to service and leadership are the key to
improving the status of future generations of women. Through the Young Women in Public Affairs Award,
Zonta encourages more young women to participate in public and political life by recognizing young women for
their commitment to the volunteer sector, volunteer leadership achievements and dedication to the advancement
of the status of women. Zonta's Z Club and Golden Z Club program helps high school, college and university
students develop leadership skills, explore career options and participate in local and international community
service projects.
Legal & Political
Women worldwide face systemized discrimination and countless barriers to living lives, free from legal, social,
economic and political inequality. Zonta International works closely with the United Nations and its Member
States to influence local and international laws and attitudes that affect women's lives. Zonta International, its
districts and clubs advocate at all levels for laws and policies that appropriately address issues of gender
inequality.
Violence Against Women
The human rights of women and girls are an inalienable, integral and indivisible part of universal human rights.
Zonta's efforts to prevent violence against women worldwide focus on: raising awareness of, and improving
education about, violence against women and children; implementing, promoting and enforcing local laws and
policies that protect women and victims of violence; and providing medical, legal, rehabilitation and
reintegration services for survivors of violence. In cooperation with the United Nations, its agencies and other
NGOs, Zonta International has assisted victims and potential victims of violence and human trafficking around
the globe.
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(Your club’s logo here)

ZONTA……At a Glance
What are we doing?
The Club is currently recruiting new members to actively participate in club activities and to assist in moving
the Zonta mission forward. The Club supports women both locally and internationally through the numerous
activities outlined in the accompanying brochure.
When and where does the Club meet?
The Zonta Club (name) meets the (days) of each month at (time). Meetings are held at (location) but are subject
to change based upon Club business and functions.
What are my time commitments? (sample language below)
The first Thursday of each month is the Program Meeting. The range of subjects at program meetings varies
to meet the interests of the members. Included are occasional visits and opportunities to talk with our local
government, non-profit, educational institutions, and business leaders. The third Thursday of each month is
the club’s Business Meeting. All members are informed of the club’s financial status and the activities of each
committee. The Club’s Board of Directors meets the second Tuesday of the month and is open to all members.
You will be asked to serve on Standing Committees for various club projects, administration, and functions
throughout the year; and meetings are scheduled by committee chairpersons. Please attend meetings with your
mentor and discuss what committee(s) may be suited to you.
We encourage you to attend every program and business meeting, but recognize the demands of your job and
family. An active member may spend up to 1-2 hours per week on Zonta activities, meetings and tasks.
What are my financial obligations? (sample language below)
Club dues are paid annually or quarterly along with a one-time initiation fee of $###. Dues of $### include your
meals and your annual contribution to support general Zonta operations. You may choose to contribute more
through fundraisers and other activities throughout the year. Please talk with your employer about sponsoring
your membership. For more information on Zonta, visit zonta.org, zonta15.org, or like Zonta Club of (club
name) on Facebook!
How do I join the club?
A member of the Zonta Club of (club name) needs only to nominate you for membership and present the
nomination for approval by the Membership Committee and Board. We recommend that potential members
attend two meetings before their initiation. The Club will cover the cost of your first lunch, but you are
responsible for the cost of the next lunch (approximately $price). With this introduction period, you will have a
better picture of the club and you may then determine if it is a good fit for you. At the end of this introduction
period, you may express your intentions to the Membership Committee.
What Now?
If you have received this information, congratulations! You are already a prospective member! Please contact
the Membership Committee Chair, (name, phone number, email) to schedule your first meeting.
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CLUB INVITATION TEMPLATE
These cards are simple to create on perforated sheets or print on card stock and cut.
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Why Your Zonta Club Should Publish a Newsletter

There are many reasons why your club should publish a newsletter. It is important that your organization
communicate effectively with members, foundations, donors, media and the general public. An e-newsletter is a
most fitting publication as it is relatively easy to distribute and low cost to produce.
It is best to start by determining the primary purpose you'd like the publication to serve, and go from there.
Please see below bullet points as to how a newsletter can help your Zonta club.
 Recruiting and Retaining Members
o You can maintain and grow relationships by highlighting points about your club through
photographs of organization activities, articles promoting the benefits of belonging, and
information about how to participate.
 Boosting Contributions
o Focus on communicating the work the organization is doing for an important cause and highlight
why that work is important. Also it is key to recognize donors, volunteers and
supporters…people like to see their name in print and be acknowledged! 
 Creating a Sense of Community
o Some people are compelled to join a particular nonprofit organization because they crave a
connection to people with whom they work or live. In addition to making new people feel
welcome, your club can use your publication to remind existing members how they benefit from
belonging to the organization and encourage them to remain involved.
 Educating About Issues/Distribute Informative Content
o Your club can arm individuals with information that empowers them to make thoughtful choices
and help change the world/community around them.
 Activating Readers
o Having assembled an audience of like-minded people, your club can use your newsletter to call
them into action on specific issues. Through your publication, readers can be recruited to write
letters, sign petitions, donate money, volunteer, or attend conferences/program meetings. The
style of these communications is focused and specific -- telling targeted individuals what they're
being asked to do and why and providing an easy way to respond.
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ALL ABOUT NEWSLETTERS
It's often described as the glue that holds a club together; it keeps the membership informed and coming to
meetings. What's this powerful vehicle? It's a newsletter that does all this, and more. While the majority of our
member clubs produce a monthly or bimonthly newsletter, there are a few who aren't reaching out with the
written word. Perhaps you feel it’s too much effort. But with some simple ideas and some good newsletter
software, you can create a vehicle to not only inform your members about what’s happening, but also use as a
marketing tool for new members.
A newsletter can contain the following basic information:
International news – easy to find on Zonta’s Facebook page (https://www.facebook.com/ZontaInternational/) or
on the International website (www.zonta.org.)
A message from your president
A list of your board of directors with contact information
Event news
Upcoming program speakers
Spotlight on a member
Membership news
If you have committee chairs submit reports or stories, the editor of your newsletter can put all of the
information together.
Formats for newsletter:
A newsletter can be in a word document, or using Publisher templates.
Digital email format – there are many email newsletter formats available at a very low cost. Go to:
https://zapier.com/learn/ultimate-guide-to-email-marketing-apps/best-email-newsletter-software/
to get lots of information on which one would work the best for you.
Here is an example of a newsletter produced by the Petoskey club using Constant Contact, one example of
email marketing software.
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How to Use Constant Contact and Stay Connected
Email marketing helps organizations build and maintain relationships with their current
members, prospects, donors, sponsors and communities. This marketing method involves
sending promotional emails/newsletters to a contact list, in an effort to receive more
exposure and keep in the minds of all of your target audiences. (You do not have to limit
your club’s publications to address solely existing members.) The email marketing
process includes creating, sending and tracking email messages. Constant Contact offers all that is required to
create and manage effective and attractive email newsletters. You do not need to be a rocket scientist or
computer wizard; you don’t need any special technical or design skills to use their email marketing service.
Create Your Email Campaign
 Go to www.constantcontact.com and click on the "Sign Up" button to register for an account.
 Select the "Email Marketing" tab, then click on "Create an Email."
 Select a template or create your own layout from scratch. You may also opt to have your email designed
by Contact Contact's custom design team.
 Enter a subject line in the template that will entice your readers to open it. Then add a "From" name that
your readers or customers will recognize. You may also select the "Post as a Webpage" option. The
webpage option allows your subscribers to open your newsletter in a browser window. Choosing the
option "forward to a friend" allows your readers to forward the email to their friends and family
members.
Customize Your Email Campaign
 Use the "One-click Editing" formatting toolbar to customize the look of your newsletter/email. Images
can be dragged and dropped and text fonts and sizes can be changed to complement your chosen design.
 Upload your logo, and use colors and fonts that match the look of your organization throughout the
template.
 Insert links in the template to your organization's social media accounts, including Facebook, Twitter,
and LinkedIn.
 Add any other pertinent information for your campaign and save your design.
Select Your Email List
 Select the "Contacts" tab.
 Click on the link "Import" to import your existing email list from Excel or your email contacts.
 Organize or group your contacts by common interests, so that you can send targeted newsletter
campaigns to your different groups.
 Click on the link to sign up new contacts by adding a "Join My Mailing List" box to your site. Also set
up the autoresponder feature to automatically send "Thank You" emails to your subscribers.
Schedule Your Campaign
 Review your email campaign and preview it to make sure it is okay.
 Click on the option to run an anti-spam test to make sure your email is delivered successfully.
 Choose "Send It Now" or "Schedule It for Later" (based on your time zone).
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HOW TO GET YOUR STORY TOLD: A MEDIA TOOLKIT
This toolkit is designed to teach you how the news media work and think. Its goal is to make you and
your organization a reliable, sought-after source of background information, expertise, fact and opinion
on a topic in the news.
What most people know about you is what they hear on the radio, see on TV or read in newspapers and
magazines. The biggest challenge facing the media today is which of the sea of waving hands in front of
the camera to recognize. For, in this mass communication society, if you don’t exist in the media, for all
practical purposes, you don’t exist.
Being recognized by the media can mean the difference between success or failure for your organization,
between impacting public consciousness or just plain spinning your wheels.
Some potential sources of information cannot get recognized by the news media. Others receive frequent,
often favorable coverage. In many cases, the only difference between the two is in the telling of the story.
The winners in the media game know how the media operate and have learned the art of effective public
relations.
This toolkit is designed to teach you the game and the art of PR.
WHAT IS NEWS?
Journalists will say that an event or opportunity that is timely, significant, has proximity to the audience, is
novel, has human interest, has impact on history or impact on the individuals involved, is news.
Others will simply say it is what they choose to cover.
Only 5% of human activity on any particular day is covered in the news. That means that the other 95% of the
population gets up, goes to work, school or other activities, comes home and retires each day to watch or read
about what that 5% did during the day.
So what is news? It is how individuals and organizations in this society talk about themselves. It is the flow of
communication and information from sources, via the news media, to the public.
You can focus on timeliness or significance or what you think other people should know about. That’s your
right. Just as it is the editor’s right to look you in the eye and tell you what you propose as news is not news to
him or her.
What you need to know is how editors or reporters think – how they make hundreds of subjective decisions
every day about news. You need to know how to present the information you think is interesting, significant or
timely to the editor or reporter so that the journalist will also think it is interesting, significant or timely.
This is public relations.
Public relations is not publicity stunts, or crisis management. No amount of public relations can rescue a poor
program. Successful public relations involves:




the quality of your service or product;
the manner in which you provide your services;
your public relations and information programs.

Your public relations campaign should provide information to the news media that is useful, interesting and
timely. Avoid blatant advocacy of yourself or your organization. Your concern is the public. So is the news
media’s.
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SURVEY THE MEDIA
Becoming a news media resource takes time and effort. The first step in understanding the media is to
undertake a thorough media survey.
Newspapers – Careful and thorough reading will tell you a great deal about your newspaper. You should also
compare the one or more newspapers you routinely read with others. The same applies to radio stations that
you listen to, and TV stations that you watch.
Check out the following:





Do certain reporters specialize in any particular reporting specialty?
Does the newspaper, TV or radio station favor any particular kind of story?
Does the media outlet have any obvious political or social leaning?
Does it lean toward certain kinds of feature stories or points of view?

If you understand what your local media focuses on, then you can better present your story.
The key point in all media surveys is that few of us devote full attention to the elements of mass communication
that we consume every day. Therefore, when we deal with the gatekeepers of the media – that is, the people
who make the major news decisions – we may be dealing from a position of weakness.
In addition to a careful review of all mass communication outlets, you should also compile a careful list of those
gatekeepers. Who are the reporters at your local newspaper or TV station that cover topics related to women’s
issues, domestic violence, education, service? These reporters are your most likely contacts for story ideas.
Not all news media will be interested in your story. Nor will you consider all media outlets as your best target.
Some kinds of stories are best presented to only one news outlet for careful consideration. For others, you
should cast your bait with everyone to see who nibbles. Whom you contact will depend on your understanding
of your media – from the media survey – and your perception of your story.
NEWS RELEASES
The newsrooms of America are in constant danger of being buried in a paper blizzard of news releases. Due to
their sheer volume, it becomes obvious that not all news releases are carefully read, thoughtfully considered or
thoroughly evaluated for news content.
What you need to know is that any effort to read your news release will be made by someone in a hurry. That
individual must be able to tell at a glance if there is any hope of finding something of interest in your news
release.
If it is possible to provide a terse memorandum that covers the major points of your story, your odds of being
considered are much better than if you bury that information in a long release. If you are dealing with a
complicated story, you can add as many pages of background information as you wish. Anyone reading your
news release will decide on the basis of what they can see in the first 60 seconds whether to read as much as the
first page, let alone all of it.
There are several styles of news releases:





The full release
A media alert
A calendar release
A fully written story ready to “drop in.”

A news release can cover an event, a press conference, the release of a report, a human-interest story, and
contains all of the information, plus quotes from individuals involved to give it greater impact.
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A media alert is a reminder to the media to cover a particular news story. It contains only the basic information:
who, what, when, where, why, how.
A calendar release is for calendars in print. Write the release like you wish to read it in the paper, with the
name of your organization, the name of the event, the date, time, place, cost and who to call for more
information or to register. A brief one-sentence description is acceptable.
A fully written story can be submitted to local newspapers as a complete story for publication. They only need
to drop it in. The story is accompanied by a memo explaining the importance of the story.
Remember that newswriting follows the “inverted pyramid” style, in which every paragraph is considered more
important than the ones following it. This means, GET THE NEWS UP FRONT, ON TOP, FIRST.
The news release is a powerful vehicle for reaching newspapers, magazines, radio and TV stations, wire
services and other news bureaus at a relatively low cost.
Make sure you, as the source, are clearly visible on the news release. The source of information controls its
release. The source (you) controls:
Who releases the information
What information is released
Where the information is released
When the information is released
Why the information is released
How the information is released.
Remember most reporters and editors will consider your news release the starting point of a story. On the other
hand, don’t be surprised when an especially well-written news release is used word-for-word either.
Most news media accept stories via email. Do not attach the story in a word document. Copy and paste the
story into your text box. Your subject line should be the press release headline. You can attach photos and
background info.
AND DON’T FORGET SOCIAL MEDIA!
Any press release can be sent via Facebook and Twitter. Add photos and share!
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NEWS MEMO
To:
From:

Addressed to editor or reporter
You

Re:

A one- or two-sentence statement regarding the story you are suggesting, the event to
which you are inviting reporters, or other purpose of the news release.

Time & Date:

Specific time, date, year

Location:

Specific location, including directions if the location is off the beaten path.

Why:

You must have a reason for the news release or the event. You will be more successful if
you can say why and provide enough information for the decision-maker to decide to
accept your invitation for coverage.

Contact:

The name and phone number of someone the news editor or reporter can contact with
questions about your news release.

MEDIA ALERT
Contact:

Your name
Your phone number

HEADLINE IN BOLD – A SIMPLE STATEMENT ABOUT YOUR EVENT OR STORY IDEA
WHO:

Your organization name

WHAT:

The event or story idea for coverage. Write this in one or
two sentences.

WHEN:

Specific time, date, year

WHERE:

Specific location, plus address

WHY:

The reason behind the event and why you think it worthy of coverage.

CONTACT:

Your name and phone number

Here, in italic, you can offer up interview opportunities, coverage opportunities, or the invitation for a great
photo opportunity.
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SAMPLE PRESS RELEASE

Contact:

You
Organization
Phone number

HEADLINE IN BOLD STATING IN SIMPLE PHRASE THE EVENT OR STORY IDEA
(City, state, date of news release including year) First paragraph should capture the event, date, time, location,
reason.
Second paragraph can go into more depth about the event, who will be there, why it is important.
Third paragraph can include a quote from a key spokesperson for your organization or event, relating to the
story idea.
Fourth paragraph should include information about your organization, who you serve, why you exist – a
mission statement.
Always try to keep your release to one page, since reporters and editors simply glance at the release to
determine coverage. They do not have time to read more than one page, nor will they anyway.

CALENDAR RELEASE

Contact:

You
Your organization
Phone number
HEADLINE

Zonta 5K

(the name of event)

Tuesday, March 26

(date of event)

7:30 p.m. – 9:00 p.m.

(time of event)

City Park

(location and address)
address

(Brief description of event and what will be happening. Remember to write it like you want to read it.)
Free event – open to the public

(state here the cost and the audience)

For more information, contact Jamie at 320-888-8888. (contact information)
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HOW TO DO A NEWS INTERVIEW
As stated before, news reporters in print and TV and radio want to talk to a real person who has been impacted
in some way by the story idea, or who is in charge. This makes it very important to create your database of
“faces,” and they should include any person who will make a good interview.
Interviews are the basic tool of newsgathering.



An interview is not a conversation. It is a ritual, much like a formal debate, during which the reporter
represents the public and your responses or comments are directed to the public through the news media.
The reporter interviews you because he or she wants a good story. The reporter is not interested in
flattering you or favoring you, necessarily, not in damaging you. The reporter just wants news.

Before you are interviewed:




Do your homework. Take the time to brush up on current events as they affect you, recent news stories
about your organization and your industry.
Anticipate key questions, areas of potential interest, hot spots or controversies.
Prepare key answers and have some quotable quotes that present your answers in a catchy way.

You have the right, as an interview subject, to determine time and location, time available, topics to be covered.
You can set your own pace for answering questions and give yourself time to think before speaking. You can
challenge questionable facts and assumptions. You can question dubious sources of information. You can use
human language, anecdotes and illustrations. You can personalize your answers and frame your answers from
the public’s point of view.
Here are 19 points for an interview:




















Make the interview worthwhile. Tell your story!
Deliver your key answers, quotable quotes and stories.
Listen carefully to each question. If one is off the subject, do a quick overview of the subject.
Speak only for yourself or your organization.
If you get angry, count to ten.
Avoid an argument.
If interrupted, complete your thought before answering the next question.
Challenge any effort to put words in your mouth.
If given a laundry list of questions, identify the question you are answering.
Broaden your answers to make your point.
Put your main point or conclusion first.
Speak plain English.
Don’t be evasive.
Accept your responsibility as the representative of your organization.
If you don’t know the answer to a question, say so and offer to find the answer asap.
If information is confidential, state why.
Be positive, not defensive.
Resist the temptation to attack other organizations.
Tell the truth.
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NOTES
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