Promoting FPRA & Your Chapter

Below is a brief outline on promoting your chapter.  Also included are chapter versus Association PR responsibilities.

1) Press Releases

a) Chapter

i) Send appropriate releases to all local media – print, electronic news sources (e-newsletters, blogs, websites), even radio and television for larger scale events/fundraisers and community projects 

(1) Chapter Meetings 

(2) Chapter Events

(a) Fundraisers

(b) Community projects


(3) Chapter Awards

(4) Local Image Awards

(5) Golden Image Awards

(6) Chapter Member Recognition

(a) Promotions

(b) Business Awards

(c) Community

b) Association

i) Sends releases on:

(1) Annual Conference

(2) Association Awards


(a) FPRA Member of the Year, John Dillin Professional Award, etc

(3) Major Golden Image Awards

(a) Grand All, Pope All Florida

(4) Association Promotion 

(a) PR as a profession

(b) Accreditation

(c) Positioning of the Association

(d) Statewide Association sponsored activities

2) Media or Crisis Response

i) Chapter

(1) Responds to local issues after involving state representatives as per FPRA Media Response Policy

ii) Association

(1) Responds as appropriate to state-wide or national/global PR related issues

3) Media Lists

a) Chapters

i) Develop, maintain and provide/sell local media lists and media directories

(1) Could be used as a member benefit or fundraising opportunity

(2) Could be distributed in conjunction with a Media Event sponsored by the chapter

b) Association

i) Develops and maintains state-wide and national media lists

4) Community Partnerships

a) Chapter

i) Develop Community Relationships

(1) Chambers, Community Groups, other local Association Chapters (Ad Fed, AFP, IABC, PRSA as applicable for your region) & other

ii) Initiate Community Service projects

iii) Position chapter/chapter members as the “go-to” group on PR issues

b) Association

i) Build/maintain relationships with other state-wide and national professional associations and organization as appropriate

ii) Maintain relationships with members of the Universal Accreditation Board

5) Advertising

a) Chapter

i) Utilize advertising for larger events or membership drives when you are fairly sure to get a good return on your investment!

ii) Chapter Events, Membership

(1) Local Media

(a) Print publications – newspapers, magazines

(b) E-Newsletters

b) Association

i) Annual Conference as necessary

ii) Association Promotion as necessary

(1) Accreditation

(2) Membership

6) Websites

a) Chapter

i) Chapters are responsible to build and maintain their own websites

(1) Provide resources for members

(2) Link to www.fpra.org

ii) Be sure to update chapter info on the state website (www.fpra.org) regularly

b) Association

i) Maintain State Website – www.fpra.org

(1) Provide resources for members

7) Newsletters & E-Newsletters

a) Chapter

i) Provide chapter news & updates, info on events, membership, accreditation, Image Awards, professional development opportunities 

ii) Continually update your database of members and potential member e-mail addresses (provide an “unsubscribe” option on your email)

(1) E-Newsletters can be good promotional tools for attracting potential members

b) Association

i) Provide e-Facts Newsletter bi-monthly to members

(1) Provide info on the Association, events, membership, accreditation, Image Awards, professional development opportunities, and highlight chapter news & updates

8) Get Creative!

a) Network with other chapters to see what’s working for them

b) Some ideas from the last year:

i) Develop a Business Card that can be handed out to anyone who might consider membership – include contact info for your Chapter (phone, website, meeting day/time)

ii) Sponsor a table at a Chamber Function

iii) Schedule FPRA members to speak at local non-profit groups or community resource seminars

iv) Get involved with high-profile community service projects

c) The same kinds of things that work in promoting your business will work for promoting FPRA!

Be sure to follow all graphic and logo standards per the FPRA Branding Policy for any promotion, ad or communication.

