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WE ARE ALL PARTNERS TO ECONOMIC OPPORTUNITY 
 
The Race to GED is a Virginia Department of Education, Office of Adult Education and 
Literacy initiative. Race to GED is an innovative approach to adult education designed to 
help a greater number of adults complete their secondary education and go on to 
receive the high skills training required in today’s job market. Since 2004, when the 
Race to GED was initiated by then-Governor Mark Warner, the public-private 
partnerships that have been developed at the state and local levels have been crucial to 
the success of recruitment and retention efforts. Partners including other state agencies, 
local businesses, and civic leaders have joined with adult educators in this unique 
outreach effort to promote workforce development. For adult learners, the three levels of 
Race to GED participation are: 
 
 
1.  Fast Track GED 

Includes an assessment that identifies 
individuals who qualify in reading and 
mathematic scores for targeted study to 
pass the GED tests within 90 days. Fast 
Track students take a screening 
assessment that reveals what they know 
and what they need to learn to pass the 
GED tests. Once assessed, they can 
get right to work on the knowledge and 
skills they need to learn to be ready to 
take the GED tests in 90 days or less. 

 
 
2.  GED Preparation 

Also includes an assessment to 
determine educational functioning level 
followed by instruction tailored to 
individual needs. Students in GED Prep 
can prepare for the Fast Track and earn 
their GED Certificate in as few as 180 
days, longer than Fast Track GED but 
much sooner than in traditional GED 
programs. 

 
 
3.  Adult Basic Education (ABE) 

Provides more in-depth study before 
moving to GED Prep and subsequently 
into Fast Track GED. 

Race to GED is about 
education and 
opportunity. When workers 
are able to raise their 
level of education, they 
are able to take 
advantage of new 
opportunities in the 
modern economy.  
 
 
Mark R. Warner,  
Former Governor of Virginia 

” 

“ 

May 13, 2004 - Governor Warner 
announces expansion of Race to 

GED and congratulates Patrick 
County adult education teacher  

Mary Scott (in cap) and Race to 
GED graduate Angie Wingfield. 
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ABOUT THE RACE TO GED 
 
Currently, more than 700,000 working age Virginians (18-64) do not have a GED or high 
school diploma. In 40 out of 134 localities in Virginia, more than 30 percent of the 
population does not have a GED or high school diploma. The undereducated adult 
population is as high as 47 percent in some areas of the state. Virginia’s literacy 
challenge is a critical disadvantage to workforce growth and development in Virginia.  
 
Communities that recruit and retain businesses need an educated and skilled workforce. 
When undereducated adults complete their high school credential, they gain self-
confidence, are likely to be employed full time, and are qualified for greater 
responsibilities and promotions on the job. GED graduates are a vital component of a 
globally competitive workforce that strengthens existing businesses and supports 
economic growth and development in Virginia. 
 
The Race to GED initiative also recognizes an increased awareness of the relationship 
between educational success and family circumstances. GED graduates value 
education and encourage their children and grandchildren to take school seriously and 
achieve academically. 
 
THE RACE TO GED IS A UNIFIED STATE OUTREACH PROGRAM 
 
Publicity and recruitment efforts are aimed at educating adult workers without a high 
school diploma about the financial and personal benefits of getting a General 
Educational Development certificate and increasing their earnings. The statewide effort 
is designed to accelerate recruitment efforts. 
 
Race to GED aims to prepare adults to earn a GED credential and increase the success 
rate of adults taking the battery of five GED tests that measure competency in 
mathematics, science, reading, writing, and social studies. Adult learners qualify for one 
of three levels of participation in the Race to GED through an educational assessment 
that diagnoses educational functioning levels and prescribes learning strategies to 
expedite GED test-readiness. (See page 5 for levels of participation.) 

If your reading, mathematics, and English skills are 
relatively strong, you may enter the FAST TRACK class 
and prepare for successfully passing the GED in less 

than 90 days! Many students finish sooner – just 
concentrate on the areas in which you need help, and 

you will be on the fast track to meeting your goals. 
 

Virginia Beach City Public Schools Promotional Material ” 

“ 
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VIRGINIA’S GED SUCCESS STORIES 
 
Virginia’s GED graduates are one of our strongest resources in carrying out the Race to 
GED campaign. In 2006, the Virginia’s GED Success Stories calendar profiled 15 
individuals – some recent GED graduates, others whose GED has been the foundation 
of a well-established career – who seemed to live out the slogan “Race to GED for a 
Better Future.” These 15 success stories are only a small number of the many 
successes achieved by adult learners each year. Success stories show that positive 
change is possible and real. They can be a powerful motivation in recruitment and 
retention efforts; in demonstrating the positive effects of the Race to GED initiative on 
local businesses and communities; and in sparking media interest. 
 
The 2007–2008 Race to GED outreach materials focus on the success story theme.  
They include a new Be the Next GED Success Story logo, an updated Success Stories 
calendar, a new informational GED brochure, and sample giveaways.  Four success 
stories will be featured in video PSAs and in billboard designs:  Sonny Alicie, Andre 
Bright, Melissa Timberlake, and Mary Elizabeth White.  
 
For more on GED Success Story outreach materials, see pages 19-21.  For promotional 
examples, including one program’s adaptation of the theme to fit local needs, see pages 
38-39.
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For more on Race to 
GED outreach and 
the lessons learned 
since 2004, see the 
Spring 2007 issue of 
Progress, VALRC’s 
quarterly newsletter. 
Go to: 

www.valrc.org 
 

Click on 
“Publications” 
and choose  
“Progress.” 
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CREATING A COMMUNICATIONS STRATEGY 
 
Plan Wisely and Effectively 
 
A well-planned outreach strategy will almost always guarantee meaningful results for 
your organization. But in order to communicate effectively with your primary audiences, 
you must first lay the groundwork. This means doing the research, knowing your facts, 
crafting a consistent message, and then tailoring your publicity materials to appeal to 
each segment of the community you are trying to reach. Here’s how in a nutshell. 
 

 
• Develop your organization’s plan 

and message.  
 
First, you will need an outreach plan. If you 
don’t have one, Marketing Your Adult Literacy 
Program: A “How To” Manual by Barbara E. 
Smith, Ed.D., is available for free at: www. 
nald.ca/library/research/hudson/market/cover.htm.  
 
With the help of a facilitator, this practical, 50-
page PDF document will take you and your 
staff through the process of developing a 
marketing plan by identifying your program’s 
resources, strengths, and weaknesses, and 
defining your primary and secondary 
audiences. 
 
 
 
 

• Tailor your message for maximum effectiveness.  
 

Using your organization’s outreach plan, you are now ready to tailor your messages to 
your primary audiences, maximizing their appeal by keeping the audiences’ unique 
characteristics in mind. Your primary audiences are adult learners, employers, and state 
and referral agencies. These audiences can be partitioned using segmentation criteria. 
Dr. Bill George’s article, “Race to GED: Marketing Strategy Guidelines,” published in the 
Spring 2004 issue of Progress (www.valrc.org/publications/progress), describes in detail 
how you can segment your target groups. In this article, Dr. George examines two 
selected markets in detail:  
 

1) Women, 21-30 years old, with 1-2 children and part-time employment. 
 
2) Laborers, 35-50 years old, with $20,000-$30,000 income, who worked in the 

same factory for 10 years. The employer must downsize to remain competitive. 

Make certain that 
everyone who is to go 
out in public and 
speak for your 
organization is very 
well trained. Give 
them more information 
than they can possibly 
use! 
 

Sue Vineyard, 
Marketing for Volunteer Managers: 

Mastering Its Magic in the New 
Millennium 

“ 

” 
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In order to reach these audiences, you must design messages and tailor materials that 
appeal to each group’s unique needs and characteristics. See the chart on pages 6-8. 
Keep in mind your secondary, or gateway audiences, which consist of friends, families, 
neighbors, referral agencies, employers, and other important stakeholders whose paths 
cross with the primary groups. Tip sheets on pages 15-17 are designed to help you 
create different outreach approaches for employers and state and referral agencies.  

 
 
• Practice creating a communications strategy statement.  

 
Working with a team, create a communications strategy statement for one of your target 
groups. Strategy statements provide a strategic approach that will guide you, your staff, 
and partners in planning the materials and 
activities you will use to communicate a 
consistent message to your intended audience. 
The example on pages 11-14 profiles GED 
Fast Track Students.  
 
 

• Develop a communications strategy for 
each target group.   

 
After defining your target groups, tailor the 
communications strategy to suit each of them. 
This process will initially take some effort. 
However, by developing separate strategies for 
each group, you will save time in the long run 
and guarantee that all the members on your 
outreach team and staff are speaking the same 
language and using similar outreach materials.  
 

 
• Finally, to help your team achieve its 

objectives, create a timeline and responsibility chart. See the last page in the 
Appendix for a template. 
 
 

Train everyone 
around you to think 
of themselves as 
constant marketers. 
They need to speak 
on your program’s 
behalf, enlisting 
new support, telling 
stories of people 
served. 
 

Sue Vineyard, 
Marketing for Volunteer Managers: 

Mastering Its Magic in the New 
Millennium 

“ 

” 

Outreach Guide



Virginia Adult Learning Resource Center  www.valrc.org 

 

11 

 
Communications Strategy Statement for  

Recruiting GED Fast Track Students 
 

Communications Strategy adapted from: ”Pink Book – Making Health Communication Programs Work”, retrieved July 6, 
2004 from the National Cancer Institute website at: www.nci.nih.gov/pinkbook/. 

 
 

• Intended Audience - Adults between the ages of 18 and 64 who are close to obtaining their 
GED certificates, who are able to take the test in English, whose learner’s TABE scale score for reading 
is 567+ and not less than 543 for math or CASAS minimum score is 236, and who have the ability to 
easily brush up and hone skills and take the GED test in 90 days with a minimum of 60 hours of 
assessment, instruction, and counseling 

 
• Objective(s) - 1) to believe that passing the GED in 90 days is possible (can do it) and 2) to make 

the commitment and take the effort required to pass the GED in 90 days (will do it) 
 

 

• Obstacles* 
 

 Personal 
• lack of progress, real or perceived 
• low self-esteem 
• daily pressures, such as work schedule 
• child-care needs 
• lack of transportation 
• negative perception of value of education 
• negative experiences at school 
• discrepancy between oral and literacy skill levels 
• lack of support by the native culture 
• family background of illiteracy 
• age (older individuals may feel they are too old to learn) 
• fear of failure 
• poor health 
• learning difficulties or learning disability 

 
 Program 
• gives out conflicting or inaccurate information 
• poor customer service 
• understaffed 
• lack of preparation 
• lack of appropriate materials 
• inappropriate placement 
• inappropriate testing instruments 
• lack of opportunity to achieve success 
• failure to set short-term goals 
• no opportunities to measure progress 

_____ 
*Intended Audience Obstacles Adapted from: “Recruiting and Retaining Language Minority Students in Adult Literacy Programs”, Shirley Brod, ERIC 
Digest, ED321621, 1990. 

Outreach Guide
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Communications Strategy Statement for Recruiting GED Fast Track Students, continued 
 Program Obstacles, continued 
• poor student/teacher match 
• lack of monitoring 
• lack of flexible class schedules 
• lack of sufficient instructional time 
• lack of individual attention 
• poor intake process 
• intimidating test experiences 
• lack of peer support and reinforcement 
• lack of structured support 
• feeling of isolation and working alone 
• instructional materials not relevant to learners’ needs and lives 
 

 External Factors 
• lack of health care 
• lack of public transportation 
• lack of child-care facilities 
• lack of counseling and peer support 
• lack of employer support 
• lack of funding 

 

• Key Promises 
• If I attend all my classes, I will know I am applying myself and doing my best in order to pass 

the GED. 
• If I complete all my assignments inside and outside the classroom, study diligently, and turn 

for help when I need it, I will feel empowered by my efforts to reach my goals. 
• If I obtain my GED certificate, I will be setting an example for myself, my family, and my 

community by becoming a more productive citizen, family member, and worker. 
• If I obtain my GED certificate, I will be making a sound investment in my employment future, 

as well as in my family’s future and financial stability. 
 

• Support Statements 
• Studying for the GED exam will raise my educational level and help me learn important study 

and work skills. 
• Passing the GED exam will help me to retain my job and increase my earning potential. 
• After earning my GED certificate, I will become eligible to apply for college. 
• With a GED certificate, I will be more in control of my future and will feel better about myself. 
• With a GED certificate, I will reach an important life goal and gain a heightened sense of 

accomplishment. 
 

 

• Tone for Communications 
• Sense of immediacy, positive, professional, and courteous 
• Use personal pronouns, such as “I’ and “you”; avoid impersonal pronouns and passive voice. 
• Repeat key points and use short sentences. 
 

Outreach Guide
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Communications Strategy Statement for Recruiting GED Fast Track Students, continued 
• Media 

• Newspapers, newsweeklies, monthlies, and trade magazines: PSAs, press releases, press 
kits, media advisories, letters to the editor, opinion pieces, calendar announcements of free 
tests, contests, giveaways, and feature pieces on successful graduates, testimonials, and 
human interest stories 

• FM &  AM radio, local and statewide: PSAs, interviews, and talk shows 
• Television, public and cable: PSAs, community events calendars, interviews, press coverage, 

noon shows, explore possibility of holding own show on public access tv (cable) 
• Internet: email lists, chat rooms, newsgroups, websites, e-zines, articles, advice & tip columns, 

and announcements 
• Businesses, partners, and civic organizations: calendars and posters on walls and bulletin 

boards, brochures, flyers at events, links on websites, and notices on doors 
• Individuals: flyers, word of mouth, business cards, giveaways, and brochures 

 
 

• Other Channels/Intermediaries 
• Word-of-mouth: intended audience, clergy, literacy ambassadors, satisfied customers, 

telephone calls, coworkers, employers, family members, counselors, doctors, friends, 
reporters, teachers, and community leaders 

• Records of past students who have dropped out but were close to passing the GED: follow up  
with letter and telephone call 

• State agencies and employers: identification and referrals, speeches, mailing inserts, “ads” in  
newsletters and on websites, payroll envelopes 

• Events and raceways: news conferences, announcements, speeches, giveaways, banner, 
displays, and events table 

• Civic organizations and local businesses: speeches, media, word-of-mouth, invitations to 
special events, and calendars and announcements in employee rooms & cafeterias 

• Giveaways: information on pens, pencils, bookmarks, refrigerator magnets, candy & gum 
wrappers, balloons, banners, matchbook covers, bags, scented rearview mirror hangers, 
antenna toppers, t-shirts, caps, book covers, stickers, notepads, calendars, umbrellas, etc. 

• Signage and calendars in public areas: employment &  temp offices, check cashing stores, 
employee rooms, barber & beauty shops, laundromats, hardware stores, grocery stores, super 
centers (Wal*Mart), electronic super stores, camping stores, bakeries, bank lobbies, child care 
centers, bike shops, auto parts stores, drug stores, repair shops & gas stations, car wash 
centers, county & state fairs, police stations, fire stations, community centers, rapid print 
centers, dentists, veterinarian offices, store front windows, public restrooms, union offices, 
elevator lobbies, welcome centers, apartment building lobbies, gyms & fitness centers, 
libraries, coffee houses, pool halls, post offices, Moose Lodge & other social clubs, bus 
stations, railroad stations, Chamber of Commerce,  Department of Motor Vehicles, and visitor 
waiting rooms in hospitals, retirement homes, senior centers, health clinics, & doctors’ offices 

• Welcome Wagon: handouts and giveaways 
• Schools and children’s organizations: send flyers, inserts, & giveaways home with school 

children, Boy Scouts, Girl Scouts, 4-H, Campfire girls, PTA meetings, day care centers, Head 
Start offices, Even Start & family literacy programs, Boys & Girls clubs, YMCA, etc. 

• Township mailings: welfare checks, billings, envelope inserts, monthly calendars, and bank 
statements 

Outreach GuideOutreach Guide
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Communications Strategy Statement for Recruiting GED Fast Track Students, continued 
 

• Businesses: grocery bags, flyer inserts, information on fax cover sheets & invoices, time 
sheets, employee newsletters, calendars and bulletins boards 

• Mass transportation: billboards on buses and tollbooths, and magnetic signs on buses 
• Cars: bumper stickers, magnetic signs, scented rearview mirror hangers, and antenna toppers 
• Parade floats: Race to GED theme 
• Hotels: message boards in lobbies, closed circuit tvs in guest rooms, information in employee  

areas 
• Program & event promotions: giveaways, prizes, contests, coupons, gift certificates, drawings, 

and free testing 
• Celebrities: PSAs, hosts at events, guest speakers, testimonials, and promotions 

 
 

• Openings 
• Success stories: testimonials, pass rates, job promotions, awards, and graduation ceremonies 
• Community outreach: job & trade fairs, community events, open houses, health fairs, partner 

agency events, neighborhood gatherings, club meetings, library events, county fairs, city 
conventions, food festivals, music festivals, and Sunday school discussions 

• Expert advice: local columns addressed to target audiences, guest columns in other 
publications, and guest shots on television & radio 

• Community/county website: post program messages, news, success stories, announcements 
• Internet: listservs and chatrooms (advice, conversations, and dialogues) 
• Town hall meetings: by word-of-mouth, raise an issue or support it, and distribute information 
• Raceway events 
• Local races: go-Kart events, track and field races, weekend 10-K races, horse races, balloon 

races, floating ducks on the river races, bike races, wheelchair races, and children’s races 
 

 

• Creative Considerations 
• The Race to GED initiative is adaptable to local needs. 
• Advisory or focus groups that are made up of the target audience (men and women of all 

races between 18 and 64 who can pass the GED exam with 60 hours of instruction) will 
provide meaningful input. 

• Using current census information will help to target neighborhoods, businesses, and zip code 
areas with the highest number of potential learners. 

• Organizing an extensive referral network for individuals who do not qualify for the Fast Track 
will help them to further their education. 

 

Don’t assume everyone knows how to 
get in touch with you; check the yellow 
pages and community directory for ease of 
locating you. 

Sue Vineyard, 
Marketing for Volunteer Managers: Mastering Its Magic in the New Millennium ” 
“ 

Outreach Guide
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INITIATING CONTACT WITH EMPLOYERS 
 

 Determine your outreach strategies ahead of time, and address obstacles and 
objections to anticipate the reluctant or resistant employer. 

 
 Address “What’s in it for me?”  

 
 Research facts, statistics, and benefits to the  

 workplace. 
 

 Develop a professional presentation that 
promotes and sells your message. 

 
 Distribute an outreach brochure that targets 

employers. 
 

 Create an employer presentation. 
 

 Create a price list for employers of available 
services and options. 
 

 Research the company prior to contact. 
 

 During initial contact, ask questions and listen 
closely to determine both recognized and 
unrecognized needs. 
 

Keep in mind: 
 

 Companies are in business to make a profit. 
 

 Employers are, for the most part, driven by their 
financial statement. Anything they add in the 
way of new training, procedural changes, etc., 
is done to improve the bottom line. 

 
 Employers have been “programmed” to look for tangible value in anything they 

add or change in the structure of their operations. 
 

 Employers are also driven to satisfy the customer, because the satisfied 
customer is what keeps the company in business. 

 
 Employers are used to workplace terminology, not educational terminology. 

 
_____ 
Adapted from: Marketing Strategies and Public Relations, Curriculum Framework and Facilitator Guide 
for the Professional Development of Workforce Educators, Debra J. Tuler, Office of Adult Education, 
Virginia Department of Education, June, 1998, pp. 62-87 
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TIP 

When initiating contact 
with employers, call the 
Human Resources 
department first. HR 
people often know just 
how to get the company’s 
ball rolling. 
 
Tell them the Race to GED 
is an overall economic 
development initiative that 
seeks to improve workers’ 
education and 
employment skills. 
 
Ask local employers to 
support the initiative by  

1) offering onsite 
workplace education 
programs or 
2) giving employees 
time off to attend offsite 
GED classes. 
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With the introduction of the GED 
program at Sara Lee Coffee and 
Tea, absenteeism dropped from 
6.75 percent to 2.1 percent, and 
productivity increased from 89 
percent of cases being filled on 
order, to 99 percent. 
 

From GED Testing Service website: 
http://www.acenet.edu 

 
 
• A better educated workforce enhances 

a company’s: 
 

 Reputation 
 Retention 
 Productivity 
 Workforce Growth 

 
• More than 95% of US employers 

recognize the GED with regard to hiring, 
salary, and opportunity for 
advancement. 

 
• The overall education level of 

employees is a critical factor in 
sustaining and growing a company’s 
market share. 
 

• Businesses benefit from a better-
educated workforce that increases 
productivity. Promoting a GED graduate 
from within limits the cost associated 
with training external candidates. 
 

• GED graduates are likely to be 
employed full-time. 
 

• GED graduates are qualified for and are 
more likely to receive job-specific 
technical-skills training. 
 

• GED graduates are qualified for greater 
responsibilities and promotions. 
  

The Benefits of Getting a GED are 
Indisputable 
 
GED Graduates 
 
• GED graduates have a greater self-

confidence, are likely to be employed full 
time, and are qualified for greater 
responsibilities and promotions. 

 
• A Virginia worker with a GED or high 

school diploma makes more than double 
the income of a worker without a GED or 
degree – $22,000/year instead of just 
$10,000/year. 

 
• GED graduates accomplish as much in 

college and technical training as 
traditional high school graduates. 

• GED graduates provide a more stable 
family life. 

• GED graduates can help their children 
achieve in school. 

• GED graduates, especially those who 
are parents or grandparents, will 
influence the next generation to value 
education and take school seriously.  

 
Communities 
 
• Communities benefit from social stability 

and poverty alleviation. Adults who can’t 
read are hospitalized at twice the rate as 
those with better reading skills; 43 
percent of those at the lowest literacy 
level live in poverty; 60 percent of 
inmates are illiterate; 85 percent of 
youthful offenders have trouble reading. 

 
• Education is the great equalizer and is 

the basis of our democracy. (National 
Institute for Literacy) 

 

“ 

” 
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COLLABORATING WITH STATE AGENCIES AND REFERRAL 
ORGANIZATIONS 

 
Reasons to collaborate 

 
 Your message or program will have more credibility, because your intended 

audience may regard the agency as a trusted source. 
 

 Your communication and referral network system will be broadened. 

 You will gain additional resources and expertise. 

 You will expand support for the Race to GED initiative. 

 You will gain co-sponsorship of events and activities. 

 You will be able to purchase advertising space and publicity materials together. 

 
Benefits to partner agencies and organizations, or “What’s in it 
for them?” 

 
 Added credibility for them  

 Access to your Race to GED data and resources 

 Assurance of the message’s accuracy 

 Linkages with a broader range of partners 

 Access to an outreach strategy that is adaptable to their 

program needs 

 
In working with these agencies, consider:  

 
 How you can best reach your intended audiences 

through them 

 Which agency has the greatest influence and credibility with an intended audience 

 Which organizations will be the easiest to work with 

 Which agencies would require the least support from you 

 Which role each will play in the Race to GED 

 Giving them an active role in decision-making 

_____ 
Adapted from: ”Pink Book – Making Health Communication Programs Work,” retrieved July 6, 2004 
from the National Cancer Institute website: www.nci.nih.gov/pinkbook/. 

Race to GED 
Call 1-877-37-MY-GED 

 
Print the above 

 information and the GED 
Success Story logo on the 

back of your business 
cards and hand them out 

liberally. 

Outreach Guide
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SUGGESTED SLOGANS 
 

 Be the Next GED Success Story!  
 

 Aim High – Get Your GED  
 

 Pursue Your Dreams – Get Your GED  
 

 Take Charge – Get Your GED 
 

 Change Your Life – Get Your GED  
 

 Learn More!  Earn More! 
 

 Race to GED for a Better Life 
  

 Education for a Lifetime  
 

 Education for a Better Future 
 

 Education for Success 
 

 Get Back on Track With Your GED 
 

 It’s Never Too Late – Get Your GED 
 

 Prove It To Yourself – Get Your GED 
 

 Race to GED for a Stronger Economy 
 

 Get into the Race Now for Your GED! 
 

 Make it a Family Affair – Get Your GED 
 

 Open Doors – Get Your GED 
 

 Start Your Engines for a Better Job! 
 

 A Good Education is a Passport to Economic Opportunity 
 

 Are You Over 18 and Did Not Finish High School?  Is There a GED Certificate in 
 Your Future? 
 

 If You Have Strong Skills, You Could Get Your GED in 90 Days! 
 

 Virginia is in the Race to GED, and We Want You to Join our Team! 
 

Get started on the road 
to a better life and 
increased earning 

potential! 
 

If you didn’t finish high 
school, earn a GED 

Certificate and pursue a 
HIGHER PAYING JOB. 

You owe it to yourself to 
Learn More 

 and Earn More! 
 

 
Promotional Material, Virginia Beach City Public 
Schools 

” 

“ 

Outreach Guide
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Adult Education, Prince 
William County Schools 

Website 
 
Adults with a GED or high school 
diploma earn an average of $7,000 more 
each year than those without a GED or 
diploma. 
 
Getting your GED can help you: 
 
• Obtain gainful employment in any 

major company in the area. 
 
• Enter a four-year college, community 

college or technical program. 
 
• Advance your position and obtain 

training with a current employer. 
 
• Prepare for the future in which 85% 

of all jobs will require some college, 
technical or vocational training. 

 
www.pwcs.edu/racetoged/ 

 
USING THE GED SUCCESS STORIES TOOLKIT 
 
Publicity and sponsors help get people through your doors!  Word-of-mouth, billboards, 
PSAs, flyers, banners, and news releases will let your community know that the Race to 
GED is on and that Virginians around the state are already enjoying the success that 
comes with earning the GED.  This guide contains information on how you can get 
started. Many of the examples that follow were developed and successfully used by pilot 
and other adult education programs. Feel free to adapt them to your programs. 
 
Inside the Toolkit 
 

 Race to GED Outreach Guide 
 

 Pre-taped video PSAs on DVD 
 

 Pre-taped video PSAs on Beta SP 
 

 Virginia GED Success Stories Calendars,  
August 2007 – October 2008 

 
 Be the Next GED Success Story  

Informational Brochures 
 

 Calculator Brochures for GED Students 
  

 GED Success Story Product Samples 

 Picture Frame Refrigerator Magnet / Notepads 

 2008 Mini-calendars 

 Bookmarks 

 Pencils 

 

 

 

 

 

Outreach Guide

 
 

Find more  downloadable Race to GED outreach 
materials  at: 
http://www.aelweb.vcu.edu/projects/racetoged 
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USING YOUR PUBLICITY MATERIALS* 

 

Video PSAs 
 
Four 30-second television PSAs (public service announcements) are included in your 
GED Success Story toolkit.  Each PSA features a different GED success story.  
Distribute the Beta SP tapes to local network and cable television stations; some 
stations will also accept PSAs in DVD format.  Many TV stations will donate additional 
PSA airtime when a minimal number of placements are purchased; others will air PSAs 
for free during empty time slots.  Remember to send a compelling cover letter on your 
program letterhead and to follow up with a thank-you letter if your PSA is aired.  For 
more about placing PSAs, see pages 35-37. 
 
Consider featuring the Success Story videos on your program website. 
 
 

Calendars 
Distribute the Virginia GED Success Stories calendars to local businesses and 
employers, state agencies, and other referral organizations.  Hand out mini-calendars to 
prospective students at local races, community events, library events, county fairs, food 
and music festivals. Feature a monthly success story on your website or in your program 
newsletter; use stories from the calendar or profile successful local learners. 
 
 

Brochures 
Catch your readers’ eyes with appealing words, graphics, and design.  Distribute brochures: 
 
              Through the mail 
 
              As houndouts 
 
                in grocery bags 
 
                at event tables 
 
                in your program 
 
            * For more ideas  
                on where to  
                distribute toolkit  
                materials, see  
                Communications  
                Strategy   
                      on pages 11-14. 
 

Melissa Timberlake is: 
 

 College graduate 
 Real estate agent 
 Airline pilot 
 GED graduate 
 All of the above 

Melissa Timberlake’s story is featured in the GED 
Success Story calendar, PSAs, and billboard designs. 

Outreach Guide
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Outreach Guide
Flyers and Posters 
 
Use the GED Success Story logo to create flyers and posters, and distribute them widely 
throughout the community, especially in your own organization, partner organizations, 
public buildings, and local businesses. Scan a copy of your poster or flyer and post it on 
your website or community website.  Consider adding tear-out strips at the bottom with 
your agency’s name and telephone number or the number for the toll-free GED helpline. 
 
 
Displays 
 
Create simple, eye-catching tri-fold or bi-fold displays suitable 
for a variety of settings. Tailor your display to the space 
provided, and use one or a combination of the following: flyers, 
brochures, banners, tent cards, and bookmarks in 

 Schools 
 Shops 
 Banks 
 Entertainment centers 
 Restaurants 
 Events 
 Speedways 
 Clubs  

 
 
Banners 
 
Create banners to display prominently over your event table at community events or at 
the local raceway. Grocery stores, shopping center entrances, or parking lots of 
supercenters such as Wal*Mart, are good choices as well. Hang banners on the side of 
buildings and stadiums or near the entrances of malls where your target audience 
shops.  
 
 
Bags with GED Success Story Logo and Information 

 
Distribute bags at raceways, community events, local businesses, shopping areas, 
schools, PTA meetings, open houses, or any public gathering that attracts your target 
group.   Targeting your audience, fill the bags with an assortment of the following: 

 Brochures 
 Calendars 
 Picture Frame Magnets and Notepads 
 Pencils 
 Coloring Book and Crayons 
 Flyers 
 Any other items describing your program or that will attract your intended 

audience 
 

When creating 
posters for 

public display, 
keep font size 
at 18 points or 

larger. 

TIP 
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ESTABLISHING A CLOSE RELATIONSHIP WITH THE MEDIA 
       
     1. Do your homework and be      

      proactive. 
 
       Make a media list, and then research the  
          representatives who cover literacy or nonprofit  
          issues. For suggestions, turn to pages 23-24. 
 
       Read the newspaper or newsweeklies for  
          coverage of nonprofit or literacy issues. Find  
          out which editor or writer is in charge.  
 
       Watch television or listen to the radio. Make  
          note of the producer and newscaster in  
          charge, and jot down ideas for PSAs,           
          community calendar contributions, talk shows,  
          and the like. 
 
       Call or email media representatives. Offer your  
          services as an expert in the field or provide        
          news tips, even in regard to partner    
          organizations. 
 
       Maintain regular contact with reporters, even  
           when you’re not pitching a story. After sending 

in an item, follow up a week later with a phone call, although it is best not to call in 
the afternoon on deadline day. Be persistent but not pushy. 
 

2. Promptly return phone calls from the media. Provide easy access 
and supply them with your day and nighttime numbers, as well as your cell phone 
number.  

 

3. Help the media locate resources even if you don’t see an immediate 
benefit for your organization. Your favors will eventually be rewarded with a feature 
piece, television interview, or press coverage at an event. 

 

4. Send thank-you notes to the reporter and editor immediately after the 
appearance of a news story, PSA, community calendar item, or press release. 

 

5. Host a media breakfast. 
 
6. Be patient and persistent. Media relations are built over time. 
  

 
Know your facts, both 
nationally and locally. 
The Virginia Adult 
Learning Resource 
Center’s website at 
www.valrc.org 
provides links to 
national, state, and 
local facts and 
statistics.  
 
Call 800-237-0178 if 
you need help. 

TIP 

Outreach Guide
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MEDIA CONTACT LISTS 

 
Organization and perseverance are the main keys to assembling a complete media 
list for your region. Consider the following categories: 
 
Newspapers, daily and weekly 

 Soft news (success stories, feature stories) 
 Hard news (graduation dates) 
 Calendar (free test dates, classes) 
 Weekend entertainment guide (special events) 

 
Radio stations 

 News departments 
 Talk shows 
 Community service or calendar announcements 

 
TV stations 

 Community calendar and community service announcements 
 Mid-day talk show 
 Telethons  
 News department 
 Current affairs 

 
 
 
 
 
 
Other 

 Local access cable stations 
 Weekly & monthly magazines 
 Special interest newsletters  
 Community papers 
 Internet news sites 
 City/regional website calendar listings 
 In-house, business publications 
 Shoppers’ guides 
 Church bulletins and religious institutions 
 Ethnic newspapers or radio stations 
 University/college newspapers and newsletters 
 Civic organization newsletters 
 Online: VALRC, LINCS, local civic websites, media websites, ezines, etc. 
 News wire services (Associated Press, United Press International, Reuters) 
 Chamber of Commerce and business and professional associations 

 

Outreach Guide

WANT MORE MEDIA SOURCES? 
 

Go to the State of Virginia Information 
Directory Online at: 

www.externalharddrive.com/usa/ 
states/virginia/index.html 

 

TIP 
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TIP 

 
DEVELOPING A MEDIA LIST 
 
Old-fashioned detective work, organization, and perseverance are the main keys to 
assembling a complete media list for your region. Using program files, library 
resources, personal contacts, and information retrieved from the Internet, develop a 
comprehensive media list that will allow you to forward announcements and stories 
in a timely and planned manner. 
 

 Yellow pages  
 

 Media directories at the library, such as Burrelle’s, Bacon's Publicity 
Checker, and Gebbie’s All-In-One Directory 

 

 Media lists from your local Chamber of Commerce or mayor's and district 
attorney's offices (From Building Effective Relationships with the Media) 

 

 The Internet:  Good sources for finding media contacts are found on search 
engines such as Google, or websites such as LookSmart.com, which provides 
media listings for certain localities in Virginia. Other sites are listed below. 

 
 Find newspaper listings in Virginia on this site: 

http://www.infomailing.com/newspapers_virginia_usa.html 
 

 Here’s another list of Virginia newspapers: 
http://www.usnpl.com/vanews.php 

 
 Portico offers a comprehensive media resource 

list: http://indorgs.virginia.edu/portico/media.html 
 

 Newslink lists newspapers, magazines, radio,  
and television stations by state: 

 http://newslink.org/vanews.html  
 

 TVRadio World lists Virginia television and radio 
stations by locality: 

 http://www.tvradioworld.com/region1/va/ 
 

For each media outlet, include names  
of the following people: 

 Assignment editor 
 Reporter (beat reporter) 
 City editor or news director 
 Bureau chief 
 Daybook or daily calendar editor 
 Editorial page editor 

 

National Online Media 
Sources 

 
Bacon's Directories 

www.bacons.com 
Bowden's 
 www.bowdens.com 
Burrelle's  

www.burrelles.com 
BusinessWire
 www.businesswire.com 
Canada Newswire
 www.newswire.ca 
CCN Matthews
 www.ccnmatthews.com 
PR Newswire
 www.prnewswire.com 

Outreach Guide
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TIP 

 
ORGANIZE YOUR MEDIA CONTACT INFORMATION 
 
Verifying Information 
 

Call or email the media to verify your information, or visit the media outlet’s 
website. Keep track of your hits and misses in getting your stories published, and 
update your list frequently to note changes. (See Media Contact Sheet on page 
26). Create a separate file for each media organization on paper or in your 
computer address file, noting:  

 
 name of media outlet, 
 address, 
 phone, fax, cell phone, and website,  
 media person contact (reporter, editor, producer, newscaster, announcer, 

or community affairs or public service director), 
 email address, 
 best times to reach this person, and 
 submission deadlines.  

 
 

 
 
 
 
 
 
 
 
 
 
 

 
About Deadlines 
 

For deadlines, check each source individually. A deadline might state Friday, 2 
weeks prior to publication, or 3 days prior to publication by 4 p.m. on Tuesday. 
Newspaper deadlines adhere to strict schedules, and you must make certain to 
meet them. Deadlines are listed inside newspapers, magazine mastheads, or on 
media websites.  
 
If, after researching, you are still unsure about the deadline, call or email your 
contact. It’s better to be safe than sorry.  

 
 
 

To help you determine how successful your media 
efforts are, keep a running history on each contact and 
update the information frequently.  
 
View a sample media contact sheet on the next page. 
 

Outreach Guide
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EXAMPLE OF A MEDIA CONTACT SHEET 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

XYZ Television (TV on Your Side)  Robin Marion 
1234 Sherwood Lane    Community Calendar 
Forestville, VA 22334    Rmarion@xyz.org 
 
 
       Work: 1-555-222-3347 
Phone: 1-555-222-3344    Cell: 1-555-321-6543 
FAX: 1-555-222-4433    Contact: M-F, 8:30-4:30 
Website: www.XYZTV.com  
 
Deadline: 3 p.m. Friday; prefers copy by 3 p.m. Tuesday; 2 weeks prior  
 
Contact History:  
2004 

Sept 1:  Announcement of RACE to GED, appeared Aug 30 
Sept 30:  GED class schedule, appeared Sept 2 
Nov 1:  List of GED graduates, appeared Nov 15  

 
 

Outreach Guide

Cecil Peade is: 
 

 Former sharecropper 
 Grandfather 
 Small business owner 
 GED graduate 
 All of the above 

Cecil Peade’s story is featured in the Virginia GED 
Success Stories calendar and was profiled in the 
Richmond Time-Dispatch on January 23, 2007. 
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TIP 

 
NEWS RELEASES  

 
Stories about people are an 
easier sell … If you want to 
show that war is hell, write 
about the soldier, not the 
Army. 

 
 

Teresa Moore,  
“Nonprofits Benefit by Honing PR 
Message,” Puget Sound Business Journal 

“
” 

News or press releases 
 Are short in length (150-300 words) 

and no more than 1-2 pages.  
 Should catch the reader’s attention 

immediately. 
 Communicate specific information 

on news items. 
 Must be submitted to the right 

person. 
 
Send press releases 1-2 weeks in 
advance to: 

 Newspapers 
 Local weeklies 
 Television news stations 
 Radio talk shows.  

 
1.  The first paragraph, or lead, 
should contain all the important information 
and answer the questions: Who, What, 
Where, When, and Why. Avoid acronyms 
and jargon, and don’t editorialize. Style tips 
from the 5th edition of APA’s Publication’s 
Manual can be found at: 
www.apastyle.org/previoustips.html. 
Examples of a press release template and 
press release are shown on pages 28-32. 
 
2. The second and third paragraphs 
of a press release should elaborate on the 
Who, What, Where, When, and Why in the 
opening paragraph. You might use quotes 
from students or organizational statistics to 
drive home your point.  
 
3.  The final paragraph, which may be 
deleted if a publication is squeezed for 
space, should include information about 
your organization - its history, mission, 
location, and contact information. 
 
 

Keep your contact’s 
preferences in mind 

 
These days many reporters 
prefer to receive press 
releases by email. Be 
cautious in sending file 
attachments that are 
unsolicited as they might 
contain viruses or take a 
long time to download. 
Some reporters prefer to 
receive faxes and follow-up 
emails instead of follow-up 
calls. You will need to find 
out which method of 
delivery and follow-up your 
media contact wants. Also, 
try not to make a follow-up 
call on deadline day. 
Chances are a reporter 
might resent the interruption 
as he or she rushes to 
complete a story. 

Outreach Guide



Virginia Adult Learning Resource Center  www.valrc.org 

 

28 

 
Press Release Template 

(Adapted from www.press-release-writing.com) 
 

FOR IMMEDIATE RELEASE 
 
CONTACT: 
Contact person 
Company name 
Telephone number 
Fax number 
Email address 
Website address 
 
Headline 
 
City, State, Date - Opening Paragraph (should contain: who, what, when, where, why): 
 
Remainder of body text - Should include any information relevant to your services. Include 
benefits, and why your services are unique. Also include quotes from staff, experts, or 
satisfied stakeholders. 
 
If there is more than 1 page, place “-more-“ at the bottom of page 1. 
 
(The top of the next page): 
 
Abbreviated headline (page 2) 
 
Remainder of text 
 
(Restate contact information after your last paragraph): 
 
For additional information or a sample copy, contact: (all contact information) 
 
Summarize product or service specifications one last time. 
 
Company history (try to do this in one short paragraph) 
 

# # # 
 

(Indicates Press Release is finished) 
  
 

Outreach Guide
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 Don’t get discouraged if you do not successfully recruit or    
 enlist any individual or organization on your first try. If you   
 kept ‘friendraising’ in mind, consider it a win that you   
 made a connection; expect involvement in the future. 

 
 

Sue Vineyard, 
 Marketing for Volunteer Managers: Mastering Its Magic in the New Millenium 

 

 
Press Release Formatting Suggestions 

(Adapted from: www.press-release-writing.com) 
 

 
 Use 8 ½ x 11 paper. 

 Use a minimum of one-inch margins on each side of the page. 

 Use a bold typeface for the headlines to draw attention 

 Capitalize the first letter of all words in the headline (with the exception of: 

“a,” “an,” “the,” or prepositions such as: “of,” “to,” or “from”). The 

combination of upper and lower case makes it easier to read. 

 Complete the paragraph on one page instead of carrying it over onto the 

next page. 

 Use only one side of each sheet of paper. 

 Use the word “more” between two dashes and center it at the bottom of 

the page to let reporters know that another page follows. 

-more- 

 Use three pound signs immediately following the last paragraph to indicate 

the end of the press release: 

# # # 

Note:  The accompanying cover letter must be addressed to the editor of the 

newspaper and signed by the writer.  

“ 
” 

Outreach Guide
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SAMPLE NEWS RELEASE ON LETTERHEAD PAPER 
 
 
 
 

 
 

For Immediate Release 
News Release 

 
 
 

 
Richmond International Raceway to Support  

Governor Warner’s Race to GED Initiative 
 
 

May 13, 2004— Richmond International Raceway officials announced today their 
support of Virginia Governor Mark Warner’s Race to GED Education for Lifetime 
initiative. The object of the Race to GED initiative is to double the number of employed 
or employable Virginia workers who earn a General Education Development certificate. 
 
Richmond International Raceway will serve as a GED testing site and will host GED 
graduation ceremonies. In addition, Richmond International Raceway will award 
scholarships for those unable to afford the test and provide incentives, including tickets 
to the upcoming IROC/NASCAR Craftsman Truck Series doubleheader on September 9, 
for those who successfully pass the GED test. 
 
“Richmond International Raceway is proud to support Governor Warner’s Race to GED 
initiative,” said Doug Fritz, president of Richmond International Raceway. “This is an 
opportunity that will benefit our community and prepare our citizens for a better future.” 
 

### 
 
 
 

 
 
_____ 
Adapted from a Richmond International Raceway Press Release, May 13, 2004.

Contact: Keith Green, Director of Public Relations, 804-228-7516 (o), 804-514-0217 (mobile) or kgreen@rir.com 

Richmond International Raceway Public Relations Dept P.O. Box 9257 Richmond VA 23227 

 
THE ACTION TRACK 

Outreach Guide
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SAMPLE NEWS RELEASE  
 

 
 
 

Letterhead Paper 
 

 
For Immediate Release 
 
MANASSAS, VA - Contact: Irene Cromer 
(703) 791-8720 
 
GED Office: Sue Garlock 
703-791-7358 
garlocsf@pwcs.edu 
 

GED Practice Test Offered Free 
 
Manassas, VA - Adults who have not completed high school and are thinking of getting 
their General Educational Development (GED) Certificate can take a practice test free of 
charge on Saturday, May 1, 2004, beginning anytime between 9 a.m. and 1 p.m. at 
Benton Middle School, 7411 Hoadly Road, Manassas, VA 20112. The GED Practice 
Test, which takes approximately four hours to complete, helps individuals determine 
their readiness to take the Official GED Test. Guidance and information on test results 
will be provided. 
 
Prince William County Public Schools Adult Education and Old Dominion Speedway are 
sponsoring the free GED Practice Test as part of Governor Mark R. Warner's Race to 
GED initiative. In addition, 15 participants will be eligible to win a pair of Old Dominion 
Speedway tickets (valued at $40 per pair) and 10 participants will win a free GED Test 
registration (valued at $43.50 each). Warner is encouraging the more than 700,000 
adults in Virginia who have not graduated from high school to earn their GED. The goal 
of Race to GED is to contribute to the economic development of Virginia by providing a 
more educated workforce. Prince William County Public Schools Adult Education has 
received a grant of $25,000 from the Virginia Department of Education to promote this 
initiative. 
 
 
 

### 
 
_____ 
Adapted from a news release sent by Prince William County Public Schools Adult Education. 

Outreach Guide



Virginia Adult Learning Resource Center  www.valrc.org 

 

32 

 
SAMPLE NEWS RELEASE ON A WEBSITE 
 

 
FOR IMMEDIATE RELEASE Contact: Nancy L. Soscia 
Date: 03/19/04 Phone: 757.426.5723  
News Release No. 102 Fax: 757.427.4744 
  E-mail: nsoscia@vbschools.com 
  

Virginia Beach City Public Schools’  
Adult Learning Center Selected as Pilot Site  

for “Fast Track” GED Program  

In support of Governor Warner’s Education for a Lifetime initiative, Virginia Beach City 
Public Schools’ Adult Learning Center (ALC) has been selected as one of five Virginia 
adult education public programs to serve as a pilot site for the Fast Track. The Fast 
Track, a component of the Race to GED, allows qualified adults to earn a GED in 90 
days or less. The Race to GED initiative is designed to help adult Virginians – ages 18 
years and up who have not earned a high school diploma – raise their education level 
and have the potential of earning higher wages. 
 
Through the Race to GED program, the ALC offers an intensive, individualized skills 
review approach, including test-taking strategies, designed to quickly prepare candidates 
for success on the GED. To enter the Race to GED program, potential candidates can 
take a free placement test at the ALC. Adults interested in participating in this program 
are not required to be Virginia Beach residents. The GED is the high school equivalency 
certificate recognized by many employers and colleges.  
 
To find out about entering the Race to GED, please contact the ALC at 473-5091 or visit 
their Web site at www.adultlearning.vbschools.com. The ALC is located at 4160 Virginia 
Beach Blvd., Virginia Beach. Office hours are 8:00 a.m. – 4:00 p.m. (Mon. – Fri.) and 
6:00 – 8:00 p.m. (Mon. – Thurs.).  

###  
Disclaimer • Site Map  

 
_____ 
Adapted from Virginia Beach City Public School website: www.vbschools.com/prfy04/102w.html 

Outreach Guide
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SAMPLE COVER LETTER 

 
 

Letterhead Paper 
 
To: 
 
Date: 
 
 
Dear (NAME OF MEDIA CONTACT):  
 
(NAME OF ORGANIZATION) will participate in the Race to GED initiative along with 
Virginia’s other adult education programs. The goal of this initiative is to double the 
number of Virginia workers who earn a General Educational Development (GED) 
certificate each year.  Our program offers GED instruction to adults, as well as classes in 
Adult Basic Education and English as a Second Language. Most of our services are 
offered free or at a nominal cost.  
 
One of the problems we face in publicizing the Race to GED initiative to adults who did 
not graduate from high school is that many of them do not read print materials. Reaching 
these potential students through the electronic media is especially important.  
 
We hope you will use the enclosed public service messages regarding the services 
available at (NAME OF ORGANIZATION).  
 
Sincerely,  
 
 (Note: You must sign this letter, or your PSA or news release might not be used.) 
 
YOUR NAME 
YOUR SCHOOL  
YOUR CONTACT INFORMATION 
 
 
_____ 
Adapted from: Sample Cover Letter, retrieved August 5, 2004 from the California Consortium for Adult 
Education website at: www.cscae.org/events/adultedweek/psa1.html.  
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SAMPLE THANK YOU LETTER 
 
 
 

Your Organization’s Letterhead Paper 
 

 
Ms. Jane Citizen 
Vice President and General Manager 
ABZ Radio 
100 Main Street 
Burlington, VA 232555 
 
Dear Jane: 
 
Thank you once again for being so generous in your station's support of the Race to 
GED initiative. The excellent news coverage and consistent cooperation of everyone at 
ABZ who was involved in the most recent raceway event at (NAME OF RACEWAY) 
contributed enormously to its success. 
 
I'm enclosing a copy of an ad that ran during the second week of August in the Post, 
Times, and Dispatch to inform the public of Race to GED activities and create 
awareness of the generous support of this initiative’s media sponsors and corporate 
sponsor. 
 
Best wishes for all that you continue to accomplish at ABZ Radio. 
 
 
 
 
Sincerely, 
 
John Q. Public 
Phone: (505) 555-1212 
Cell: (505) 555-2323 
 
 
 
 
 
_____ 
Adapted from: Sample Cover Letter, retrieved April 1, 2004 from Profitable Public Relations on the Chevron website at:: 
www.chevron.com/products/about/programs/pub-relations/smp-thankyou.shtml
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TIP 

 
PUBLIC SERVICE ANNOUNCEMENTS (PSAs) 
 
Radio and television stations allocate free air time for 
public service announcements (PSAs). These short 
messages, produced as script, film, video, or audio on 
CDs or DVDs, are designed to serve the public interest. 
 
Send PSAs to 
 

  Newspapers and magazines sometimes fill unsold 
advertising space with print PSAs that are camera 
ready. 

 
  Radio and television. Television PSAs must be 

professionally produced. Radio PSAs offer the easiest 
method of production and delivery. 

 
Advantages:  PSAs are generally inexpensive and 
can raise awareness for your organization’s mission. 

 
Disadvantages:  Unless you purchase some paid 
PSA placements, your organization will have no control 
over when (usually during low viewing times) or how 
often your PSAs are aired. Tracking their on-air 
appearance may be difficult. Note:  30 and 60 second 
time slots are often sold out to paying advertisers. Be 
sure to create 10, 15, 20, and 90 second PSAs as well. 

 
 
Writing Script PSAs 
 

 Keep your writing fresh and succinct, and make your point quickly.  
 

 Write your PSA in a style that is “broadcast ready” and needs little or no editing.  
 

 Concentrate on getting a specific message across, and don’t cram in too much 
information.  

  
 Include a cover letter telling your media contact about the importance of airing your 

message and its benefits to the community.   
 

 Follow up with a call or email to make certain the station received your package.  
 

 If your PSA is aired, send a prompt, personalized thank-you letter to the appropriate 
person. 

PSA Word Lengths 
 

These word lengths are 
only a guide. After writing 
the PSA, time your 
delivery and make the 
proper adjustments. 

 
• 10 seconds (25-30 

words) 
 
• 15 seconds (45-50 

words) 
 
• 30 seconds (60-75 

words) 
 
• 60 seconds  (120-150 

words) 
 
• 90 seconds  (180-225 

words) 
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SAMPLE PUBLIC SERVICE ANNOUNCEMENT 

Letterhead Paper 
 
FOR IMMEDIATE RELEASE 
 
Date:  Month, day, year 
Contact:  Name of person 
  Telephone number/Cell phone number 
 
GED office:   Name of Person 
  Telephone number/Cell phone number 
  Email address 
 
Kill date—Month, day, year 
 
 

(Title:)  GED PRACTICE TEST OFFERED FREE 
 
30 SEC: 
 
  CITY TOWN, VA (MONTH, DAY, YEAR) – ADULTS EIGHTEEN YEARS OF 

AGE AND OLDER IN (COUNTY, CITY, OR AREA) WHO NEED TO EARN A GED CAN TAKE 

A PRACTICE TEST FREE OF CHARGE ON (MONTH, DAY, YEAR) BEGINNING ANY TIME 

BETWEEN (TIMES) AT (LOCATION). THE PRACTICE TEST, WHICH TAKES 

APPROXIMATELY FOUR HOURS TO COMPLETE, HELPS INDIVIDUALS DETERMINE 

THEIR READINESS TO TAKE THE OFFICIAL GED TEST. GUIDANCE AND INFORMATION 

ON TEST RESULTS WILL BE PROVIDED. CALL (TELEPHONE NUMBER) FOR 

INFORMATION. 

### 

_____ 
Adapted from a public service announcement sent by Prince William County Adult Ed Schools 
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PRE-TAPED VIDEO AND AUDIO PSAs 
 
Television Stations 
 

 Television stations require that you send in video PSAs. 
 The production company will create a “master” tape of your PSA and may make 

hard copies for you to distribute. TV stations accept 1 ¾” reel-to-reel tapes (not 
VHS) and Beta tapes. Some TV stations now accept DigiBeta tapes or DVDs. 

 Send stations a cover letter with background information on your organization 
that includes your nonprofit tax I.D. number.  

 When the tape is ready, make sure the label identifies the name of the 
organization and lists each cut and length in the correct order.  

 If your PSA is promoting a dated event, make sure that stations receive it a few 
months in advance. 

 
Note: Videos produced with home video equipment do not meet broadcast 
standards for video PSAs. 

 
 
 
The GED Success Story 
Toolkit includes video 
PSAs in Beta SP and DVD 
formats that can be 
distributed to local 
network and cable 
television stations. 
 

 
Radio Stations 
 
Some radio stations prefer to receive pre-
taped audio PSAs on  

 CDs or  
 reel-to-reel tapes.  

 
Many stations will make recordings of your 
PSA script with on-air talent. For those that 
prefer pre-made CDs, ask the public service 
director for names of professional 
production companies in your area. 

 
 
Remember, we receive more 
news than we can use. Your 
goal should be to make it 
easy for us to write the news 
story without contacting you. 

 
 

Esther Schindler,  
The Care and Feeding of the Press, 
www.netpress.org/careand feeding.html 

“ 
” 
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Andre Bright is featured in 
the GED Success Story PSAs 
and billboard designs. 
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PROMOTIONAL EXAMPLES 
 
 
 
 
 
 
 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
  
 
 
 
 
 
 
 
 
 
 

 
 
 
 
Call 1-877-37-MY-GED to: 

• Accelerate your earnings 
• Earn a promotion 
• Enroll in college 
• Prepare for the future 

 

Learn More. 
Earn More. 
Go to the Races at Bristol! 
If you don’t have a diploma, get your GED 
and be on the Fast Track to success. Local 
public schools offer free classes and testing 
near you. Earn your GED in 2007 and 
receive free tickets to certain racing events 
at Bristol motor Speedway and Bristol 
Dragway. Get your motor running and call 
the number below today! 
 

Race to GED 
Start Your Engines for a Better Job! 
(877) 722-3243 
 
A service of your local Public School Adult Education 

Program 

 

Race to GED for a Stronger 
Economy 
 
In today’s high-tech environment, a 
minimal high school credentialed workforce 
is required to sustain a strong business 
climate and attract economic development 
opportunities. The cities of Martinsville and 
Danville and the counties of Henry, Patrick, 
and Pittsylvania have historically been 
labor intensive areas dependent upon 
manufacturing and agriculture to sustain 
the economy. 
 
These are the facts: 
 

• A region’s capacity to grow and 
attract new business and industry 
is significantly impacted by the 
education level of its workforce. 

• State tax revenues are generated 
as individuals improve their 
literacy, subsequent employment 
status and purchasing power. 

• Adults with a high school diploma 
or GED have an unemployment 
rate substantially lower than those 
without. 

• The movement of individuals 
away from public assistance 
improves their quality of life and 
the state budget. 

Race to GED website at: 
http://www.vaged.vcu.edu/   
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PROMOTIONAL EXAMPLES 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

Free GED Practice Test Offered 
 
Adults who have not completed high 
school and are considering getting 
their GED Certificate can find out 
whether they are ready by taking a 
free GED practice test Saturday, May 
1, beginning anytime between 9 a.m. 
and 1 p.m. 
 
The test takes four hours to complete 
and is being offered at Benton Middle 
School, 7411 Hoadly Road in 
Manassas. 
 
The test is part of the governor's 
Race to GED initiative. For details, 
call the Prince William County 
Schools Adult Education Department 
at 703-791-8388. 
 

Brief downloaded 4-9-04 from The 
Gainesville Times website at: 
www.timescommunity.com 

Outreach Guide

Gloucester County Adult Education 
used the GED Success Story theme 
with a local personality as part of 
the launch of their new outreach 
campaign. The marketing plan 
included a new logo, poster, 
newspaper ad, radio spot, and 
brochures in English and Spanish.  
Brochures were distributed to hospitals, 
schools, churches, libraries, and other 
area locations. Outreach materials 
were designed and produced by Jim 
Robinson from East River Marketing in 
Gloucester. 
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SAMPLE LETTER TO GED FAST TRACK CANDIDATE 
 
 
 
 

Adult Ed School Letterhead Paper 
 
 
 

Month, Day, Year 
 
 
GED Candidate’s Name 
Street Address 
City, State, Zip Code 
 
Dear Candidate, 
 
 We would like to invite you to get on the Fast Track to get your GED credential. 
Your initial assessment scores on the Test of Adult Basic Education make you an 
eligible candidate for our new GED Fast Track program.  This program will provide you 
with six weeks of instruction focused specifically on the skills you need to be successful 
on the GED exam. 
 
 The Fast Track classes will run for six weeks beginning on (DATE).  Classes will 
meet three evenings per week (Tuesday, Wednesday, and Thursday) from 6:30 - 9:00 
p.m. The session will end on (DATE) with the GED test scheduled the following week on 
(DATE). If you finish your studies earlier, there are testing sessions available in 
(MONTH) as well. 
 
 Because the instructional time for this class is limited to 45 total hours, we need a 
commitment from you to attend and work hard. It’s a big commitment, we know, but it’s 
important for your success. Please contact our office (PHONE NUMBER) as soon as 
you can to let us know if you will join us. We look forward to helping you achieve your 
GED credential and start the journey toward all your educational goals. 
 
Sincerely, 
 
 
 
GED Administrator 
Director of Alternative and Adult Education 
 
_____ 
Adapted from a letter sent by Hampton City Schools Adult Education.
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MORE WAYS TO COMMUNICATE YOUR MESSAGE 
 
 
• Community Calendars 
 

Listings in newspapers and magazines and announcements on television and radio 
stations create widespread awareness and promotion of your special events. Timing is 
important, and many calendar items must be sent in at least one month in advance. 
For a greater chance of getting your calendar item accepted, send error-free and 
factual listings that are easy to read. As you assemble your community calendar 
contact list, don’t forget to include city and county website listings and the websites of 
local broadcasting stations. 

 
• Press Kits 
 

These valuable public relations tools provide 
an excellent overview of your organization, 
including its mission, services, and success 
stories. They help the media understand the 
importance of your news release or 
announcement. Distribute press kits along 
with your submissions, and make sure the 
materials are current and relevant. Press kits 
do not need to be expensive. Make them with 
simple pocket folders and assemble only the 
most necessary materials. Use a consistent color and design scheme, and display 
your organization’s logo and contact information prominently on all materials. Listed 
below are some examples of materials to include: 

 
 Cover letter 

 News release 

 Fact sheet, which includes statistics stating the need for literacy services in 

your community 

 Media tip sheet, which contains bulleted items or facts that flesh out a story 

 Important partnerships with local schools, businesses, civic groups, and other 

community-based and social service organizations, or a sponsor list for an 

event 

 Organization information, such as success stories, published articles, major 

awards received, goals achieved, or testimonials and quotes from students, 

tutors, and volunteers 

 Brochure, which includes the history, mission, and vision of your organization 

I feel more confident 
applying for higher-

paying jobs and have 
[gotten] them”, says 
Angelina J., a recent 

recipient of a GED 
certificate. 

 
www.Adulted.about.com ” 

“ 
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 Photos 

 Business card(s) 

 Contact list 
 

Tip: Press kits provide a format and information 
that is also valuable for prospective donors, 
new board members, potential community 
partners, and local and state representatives. 
 

• Fact Sheets 
 

Reporters and newscasters rushing to meet 
deadlines often don’t have the time to hunt for 
reliable data. By sending ready-made fact sheets 
with your news item, you are providing them with a 
valuable time-saving service. 

  
• Media Tip Sheets  
 

This list of bulleted items or facts is printed as is or used to flesh out a story. 
Distribute media tip sheets containing adult literacy information, research, and 
statistics along with your news materials. Also, provide a media tip sheet on your 
organization’s website and live links to previous press releases. Include staff names, 
departments, and contact information on your site so reporters have easy access to 
expert opinions.  
 
Example: The American Red Cross offers a variety of tips, facts, news releases, 
and story suggestions for reporters on its website at: 
www.redcross.org/pressrelease/0,1077,0_314_1503,00.html 

 
• Media Advisories 
 

Also known as media alerts, media advisories play several roles. They can advise 
the media of changes in a previous announcement or alert them to attend a special 
event, press conference, or news briefing. Advisories are also sent to announce a 
press release or calendar event or to provide background information, such as a 
speaker’s biography. Send a one-page advisory one or two weeks prior to the event 
or four weeks before a calendar listing. Make sure to send them to media that have a 
"daybook" or “week-ahead” column. Call each outlet to find out if they keep a 
daybook, which lists the schedule of news events for that day because daybooks are 
reviewed by the press each morning. Be sure to follow up your submission with a 
telephone call or email to make certain your contacts received it, and with a reminder 
one day before the event. 

Give Someone Final 
Say. 
 
While group input is 
often valuable, 
someone has to be 
able to sign off on 
things and officially 
declare them ready 
to go. 
 
 

Gary J. Stern, 
Marketing Workbook for 

Nonprofit Organizations, Volume 
1: Develop the Plan 

“ 

” 
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MEDIA ADVISORY TEMPLATE 
 
 

 
Organization’s Letterhead 

 
 
 
Media Advisory    Contact name 
Date      Work/home phone 
      Cell Phone  
      Email address 

 
 
 

TYPE THE HEADLINE IN BOLD   
 

Body of text. Keep this paragraph short, to the point, and no more than four lines 
long. You should include the Who, What, Where, When, and Why, and provide 
the press with as much information as they need to cover your news event.  
 
Use one or two paragraphs at most to describe the event, news briefing, or press 
conference. Include a summary of your organization in the last paragraph. 
Mention “photo opportunity” if there is one, and send the advisory to the photo 
editor as well. 
 
Participants:   List names and titles 
 
Date:  Day of week, date 
 
Time:  Beginning/end of the evening, 8:00 A.M.-10:00 A.M. 
 
Place: Be specific. Provide the name and address of the meeting space, 

including the exact location and room and floor number. Provide an 
emergency contact number. 

 
# # #  

 
(Indicates the end) 

Outreach Guide
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SAMPLE MEDIA ADVISORY 

 
 

 
Media Advisory     Contact: Ellen Qualls 
       Commonwealth of Virginia, Office of the Governor 
May 13, 2004      Phone: 804-786-2211, x2379 
       Cell: 804-393-9429 
       Internet: www.governor.virginia.gov 

 
GOVERNOR WARNER TO ANNOUNCE EARLY RESULTS AND  

EXPANSION OF RACE TO GED 
 
Governor Mark R. Warner will update promising early results of the Education for a Lifetime Race to GED initiative and 
announce a significant expansion of the program at a news conference, Thursday, May 13 at 11:00 AM at the 
Richmond International Raceway.   
 
The Education for a Lifetime Race to GED initiative, launched in the fall of 2003, reduces the time it takes to earn a 
GED certificate to as little as three months. The goal of the initiative is to double the number of Virginia workers earning 
a General Educational Development certificate by December 31, 2005. Richmond International Raceway and the 
Virginia Lottery are partners in a unique marketing relationship between the state, its motorsports industry, and the 
lottery to promote this workforce development initiative. 
 
 
Participants:   Governor Mark Warner 

Elected officials (List names) 
VA Department of Education Representatives (List names) 
Richmond International Race Car Drivers: Eric McClure, Danny O’Quinn, Hermie Sadler, Peyton 
Sellers, and Brandon Temple 
Virginia Lottery Executive: Penelope W. Kyle 
Representatives from local adult education programs: Shannon Beasly, Bill Sadler,  Susan 
O’Connor, Estell Jones, and Dale Temple. 
Representatives from Race to GED Fast Track Pilot Sites: Stacey Wright, Cynthia Cooper, Bette 
Sneed, Linda Allen, and Bonnie Mizenko. 

 
Date:  Thursday, May 13, 2004 
 
Time:  Beginning: 11:00 A.M.- Ending: 1:00 P.M. 
 
Place: Richmond International Raceway Infield Media Center. Enter at Gate 8, and park in press lot.  
 

Emergency contact number: Leigh Herring, Publicity Manager, Richmond International Raceway, 
04-228-7507. Charles Pyle, Director, Communications, Virginia Department of Education, 804-371-
2420. 
 

Attention:  Photo opportunity available. 
# # #  
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COMMUNICATING YOUR MESSAGE FOR FREE 
 
 
Although some media might occasionally offer free airtime for your PSAs or space for 
your news releases, there is no such thing as “free publicity.”  The time you spend in 
developing contacts and creating publicity materials will cost your organization money in 
salary, supplies, and postage. To take full advantage of the ideas listed below, you and 
your team will need to be creative, hardworking, resourceful, and persistent. You will 
also need to take the long view, since developing a close relationship with the media 
takes time. Congratulate yourself for a job well done if one in ten of your news releases 
get published. 
 
Listed below are a variety of strategies public relations professionals use to strengthen 
their relations with the media and obtain free publicity. 
 
 
40 STRATEGIES FOR PUBLICITY 
 
 

1. Display your agency,  
contact information, Race to GED logo,  
and a short, one-sentence description  
of the initiative prominently on all  
agency materials. Materials include web  
pages, letterhead paper, brochures, business  
cards, mailing labels, envelopes, brochures, fax 
cover sheets, note pads, newsletters, email 
signatures, etc. 

 
 

2. Record the Race to GED message and  
the GED helpline number on the greeting  
of your organization’s answering machine.  

 
 

3. Research your media’s intended audience (as well as your own) and 
be selective in sending press releases. Don’t indiscriminately send out 
volumes of emails and faxes to all media sources every time you write a press 
release, or you might be considered a nuisance, or worse, a spammer. Target your 
media (such as a minority newspaper distributed in a small, but densely inhabited 
area), and tailor your message accordingly. 

 
 
 
 

If you are lucky 
enough to meet a 
reporter for lunch, 
pitch one good story 
idea, not 20. Start 
out by asking ‘how 
can I help you 
understand…(a) our 
industry, (b) new 
legislation or (c) our 
lingo. 

 
Joan Stewart, 

a/k/a “The Publicity Hound” 
” 

“ 
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40 STRATEGIES FOR PUBLICITY, continued 
 

4. Contact the media directly to pitch a story idea.  Don’t leave a message 
on a reporter’s machine; make them return your call. One-on-one discussions are  
always preferable. Call in the morning, not in the afternoon when a reporter is most 
likely trying to meet a deadline. 

 
5. Pitch your story in a fresh, compelling manner. Find a human-interest 

angle or thought-provoking fact that appeals to the media’s intended reading or 
listening audience. Remember, the media will soon reach a point where the Race 
to GED initiative is no longer considered hard news. In pitching ideas to the 
features editor, concentrate on success stories:  individuals, their struggles and 
successes, and the direct impact the initiative is having on the community. 

 
6. Become a well-known local expert in the literacy field, and make 

sure to list your organization or Race to GED after your byline. 
 

a. Provide both business and personal contact information on all press materials, 
including cell phone and email address. Be available at all hours. Reporters often 
quote the persons they happen to reach first.  

 
b. Offer your expert opinion, commentary, or background information on all literacy- 

related stories in the community, not just those written about your organization. 
 

c. Make media contacts by meeting with editorial boards, hosting a media 
breakfast, or inviting selected reporters to lunch. 

 
d. To get into your newspaper editor’s experts file, create a media backgrounder. A 

backgrounder is a document that briefly describes an issue you are involved with, 
or, in this case, the Race to GED initiative. Title the document, and include 
detailed contact information, a one-sentence description of your organization, a 
paragraph summary, and facts, issues, and insights on the initiative. Include a 
cover letter, and ask the editor to keep the backgrounder in a file as a resource. 
Let him know that you’re available for questions. Place the media backgrounder 
on your website, and direct editors and reporters to it. 

 
e. Write tips and how-to articles for other publications. 

 
f. Write an op-ed piece or letter to the editor in response to another’s point of view. 

Be sure to include your association with your organization, or mention the Race 
to GED when appropriate. 

 
g. Offer free advice about teaching, tutoring, or studying in columns or articles, or 

on the air. Offer free workshops, inviting teachers and tutors from civic clubs, 
churches, and businesses in your community that provide literacy instruction. Not 
only will you make important connections, these organizations will most likely 
advertise your services in their publications and email distribution lists.  
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40 STRATEGIES FOR PUBLICITY, continued 
 

h.   Join online discussion groups and participate frequently in important literacy-
related discussions. Make sure to advertise your organization and slogan on your  
web signature. Eventually, your name and organization will become visible to 
your peers both locally and nationally and to reporters, who are increasingly 
surfing the web for statistics and information. 

 
i.    Follow national trends. As you learn of them, immediately relate any changes or    
      new policy issues to your media contacts. 
 
 

7. Check newspaper and magazine editorial calendars. These calendars, 
printed for advertisers, outline topics that the publication will cover for the year in 
special sections and educational supplements. Editorial calendars will help you 
determine ahead of time where your message best fits in. Don’t wait for an 
invitation to be included in a special issue. Be proactive, and call the publication’s 
advertising department immediately for a copy of the editorial calendar and a 
media kit, which also contains data about audience demographics. 

   
 

8. To increase your visibility in the 
community, selectively send press 
releases to other organizations as well 
as the media. Consider the following 
organizations and people: legislators and 
local representatives, the Chamber of 
Commerce, United Way, Goodwill Industries, 
Salvation Army, civic groups, one stop shops, 
private and public partner agencies, and 
professional interest groups. 

 
 

9. Arrange for interviews on local cable 
shows or radio stations.  

 
 

10. Consider starting a show on a public access television channel. Topics 
to consider are: workshops, classes, demonstrations on developing test-taking 
skills, writing, using a calculator, etc. Be sure to provide the name of your 
organization or the Race to GED initiative and hotline number at the bottom of the 
screen. Note: there may be some costs involved, such as renting camera 
equipment. 

 
 
 

Start at the bottom of 
the totem pole when 
contacting a 
publication – the 
beat reporter. Don’t 
call the top editors, 
who are busy…aim 
as low as possible. 
 

Larry Bodine, 
Getting Free Publicity” 

“ 
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TIP 

40 STRATEGIES FOR PUBLICITY, continued 
 

11. Start a speaker’s bureau. Recruit and train a group of articulate and 
extroverted people who believe in your organization’s mission. Make a list of local 
groups and civic organizations. Schedule a speech weekly, and rotate your 
speakers to prevent burnout. Ask your speakers to make the rounds of trade 
shows, job fairs, and community events as well. 

 
 

12. Nominate your staff, volunteers, and students for national, state, and 
local awards.  

 
a. After they win (and they will!) broadcast the honor using a fresh and innovative 

angle to get the story published, announced, or televised.  
 

b. Announce the honor on your email distribution list, and send it to the recipient’s 
place of business to publish in the corporate newsletter or on their website or 
corporate bulletin board. 

 
c. If the award is work-related, send an announcement and photo to the business 

section of the newspaper. 
 
 

13. Take photographs of your students and 
volunteers or staff at community and 
organizational events.  

 
a. Send them to daily, weekly, or monthly print 

media. The media are always looking for 
interesting photographs to fill empty space. 

 
b. Place the photos on your website.  

 
c. If the photo is of high interest to your region, try 

placing it on your community’s website as well.  
 

d. Send the photo to the subject’s workplace, and 
arrange to have it listed on their community 
bulletin board, website, newsletter, or ezine. 

 
 

14. Use the back of your business cards to print and advertise the Race to 
GED.  Distribute these cards liberally at local meetings, to agencies, business 
owners and employers, and to everyone you and your staff might meet. 

 
 

Pitch a story about 
the skilled labor 

shortage, 
and how the Race 
to GED initiative 
aids employer 

efforts to train and 
retain employees. 
Business journals 

especially are 
interested in 
stories about 

recruitment and 
retention. 
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TIP 

40 STRATEGIES FOR PUBLICITY, continued 
 

15. Create informational e-bulletins. These bulletins might contain student-
written stories, free study tips, recipes from your GED students, or just helpful 
advice. You need to decide who you are targeting: Parents? Factory Workers? 
Civic organizations? Be sure to send these bulletins to the appropriate audience, 
and don’t forget to include Race to GED information.  

 
 

16. Develop a “free service” on your website, such as a GED quiz for the day, 
an “ask the teacher” email link for quick, turn around advice, a GED friendly cross- 
word puzzle, etc. 

 
 

17. Install a signature in your email 
program. Include your name, address, 
phone number, URL, email address, and 
a one-phrase description of the Race to 
GED or slogan. 

 
 

18. Join online discussion groups. 
Reporters often surf the Internet for 
information, and your comments might 
get noticed. 

 
 

19. Create an online media center on your website announcing the latest 
news and listing all news releases regarding the Race to GED, publicity 
photographs, program information, contact information, awards, successes, and 
names of GED graduates. Request reciprocal links from other, high-traffic sites, 
such as the Resource Center, the VA-DOE, and LINCS. Include your URL on 
program stationery, business cards, promotional materials, press releases, press 
kits, literature, etc. For an example, see the Red Cross National Capital Area 
media center at: www.redcrossdc.org/Media/for_the_media.php3. 

 
 

20. Write articles for other agencies and minority or specialty groups to 
use in their newsletters, and distribute them as free content. 

 
 

21. Announce a contest and offer the winner a free t-shirt or tickets to a 
raceway event. 

 
 
 

If a large number of former 
learners who were close to 

obtaining their GEDs re-enter 
your program, write an article on 
why they returned and how your 

program is helping them 
achieve their goals. 
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TIP 

40 STRATEGIES FOR PUBLICITY, continued 
 

22. Exchange informational ads with partner agencies. Exchange email 
newsletter ads, or ads in each others’ events brochures or quarterly newsletters. 

 
 

23. Piggyback on other race day stories, workforce articles, or literacy-
related news items. Find a way to tie your story or comments in with the 
previous article or comments. 

 
 

24. Call local radio talk show hosts, and 
offer to fill in for guests who cancel at the 
last minute. You’ll have to expect last minute 
calls, so keep a “talking points” file handy.   

 
 

25. As a jump-off point for publicity, create 
your own special day, or use current 
celebrations, such as Lifelong Learning Week 
and International Literacy Day. Submit the date to 
Chase’s Calendar of Events at www.chases.com. 
The media, librarians, speakers, and activity 
directors often consult this reference book, which 
contains over 12,000 listings. Listings are free; 
the book is not. 

 
 

26. Arrange for entryway or parking lot 
promotions. Contact a mall and receive 
permission to hand out flyers at entryways or food 
courts. Find out if local supermarkets will allow you to promote your event or 
initiative near their doors. Contact super centers like Wal*Mart or Books-A-Million 
to obtain permission for setting up a tent and table for promotions and giveaways. 
Use balloons and colorful race clothes to attract key audiences. 

 
 

27. Contact columnists to pitch story ideas. They are often overlooked. 
 
 

28. Ask a local business to print Race to GED information and the Be the 
Next GED Success Story logo on invoices, on their bags, on fax 
coversheets, etc. 

 
 

Get the most 
out of media 

exposure. 
 

Be prepared for 
the aftermath of a 

story’s release, 
and have extra 

staff available to 
answer phone 

queries, handle 
referrals, and send 

preprinted  
follow-up 

information. 
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TIP 

40 STRATEGIES FOR PUBLICITY, continued 
 

29. Send story ideas to local business journals or the business section of 
newspapers, trade publications, and magazines. Race to GED easily ties  

 in to themes about the workforce. Be sure to mention how the Race to GED 
 initiative will impact the bottom line. 

 
 

30. Ask a local Dollar General store or civic club to fund giveaways with 
the GED Success Story logo and contact information. Some ideas are: 
mugs, towels, t-shirts, sweatshirts, book covers, bookmarks, refrigerator magnets, 
bags, stickers, door hangers, caps, mouse pads, note pads, bumper stickers, and 
antenna toppers. 

 
 

31. Offer your classroom or organization to media photographers as a 
location for a photo shoot.  

 
 

32. Get featured in a testimonial ad. Give your 
newspaper permission to use your testimonial 
about their excellent coverage in an ad for their 
publication. 

 
 

33. Volunteer to be an ambassador for your 
local Chamber of Commerce, and talk about 
Race to GED at ribbon-cuttings, grand openings, 
and other social events. Distribute your Race to 
GED business cards at these events. 

 
 

34. Include giveaways in your media kits. 
 
 

35. List favorable media articles about your 
organization on your website. Copy and send 
these articles to partner agencies, employers, and 
supporters. 

 
 

36. Use student testimonials in articles, on your 
website, and as quotes in newsletters, 
flyers, and all outreach materials.  

 

A Word of Caution: 
 
In recycling your news 
stories, make sure you 
do not resubmit the 
same story to a 
competing market on 
the same news tier. 
Most news media want 
the story exclusively, 
especially those on the 
first tier levels, such as 
national network news 
shows and national 
newspapers. Lower tier 
news outlets do not 
mind receiving 
recycled news from the 
top down. 
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40 STRATEGIES FOR PUBLICITY, continued 
 

37. Feature a “student” of the week or month on your website. 
 

 
38. Announce program achievements at the town council meeting or 

Chamber of Commerce breakfasts. 
 

 
39. Recycle your published stories, and create a roller coaster effect by using a 

published story or televised appearance over and over again. 
 

a. Post published news releases, photographs, awards received, etc., on your 
website’s media room. 

 
b. Email the article to friends and colleagues. Ask them to pass it on.  
 
c. Use your email signature file to advertise a published news item.  At the end of 

your signature add, “(Story title) is featured in (name of news organization and 
date).” If the article has been posted online, include the link. 

 
d. Follow up a news story with a letter to the editor or op-ed piece that offers a new 

perspective or an opinion not mentioned in the story. 
 

e. Send reprints of an article and a letter pitching a different angle to other news 
organizations.  Send a reprint from: 

a) A national publication to a daily 
b) A daily to a weekly publication 
c) Any news media to a trade publication 

You can recycle any news story down to online newsletters or the public access 
channel of a cable television station. You may recycle any printed articles in  
organizational newsletters, church bulletins, PTA newsletters, and employee 
newsletters.  When appropriate, be sure to seek and receive required 
permissions for reprint. 

 
f. Turn your article into a “how-to” or “tip” sheet, and resubmit it to other media. 
 

40. Place video and audio PSAs on your program’s  website. 
 
Add your own ideas: 
________________________________________________________
________________________________________________________
________________________________________________________
________________________________________________________ 
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SOURCES: 40 STRATEGIES FOR FREE PUBLICITY 
 
The two primary sources for this section: 
 

1.  Stewart, J. The Publicity Hound: Tips, tricks and tools for free publicity. Retrieved 
July 6, 2004, from Publicity Hound website: www.publicityhound.com. Click on 
“Free articles.” 

 
2. Making Health Communication Programs Work, National Cancer Institute. 

Retrieved July 6, 2004 from the National Institutes of Health website:  
www.nci.nih.gov/pinkbook/. 

 
 
 
 
 
 
 
 
 
 
 
 
 
Other sources include: 
 

“Web Marketing Checklist: 29 Ways to Promote Your Site,” Dr. Ralph F. Wilson, 
E-Commerce Consultant, Web Marketing Today, Issue 125, June 4, 2003, 
retrieved July 6, 2004, from the Wilson Web website: www.wilsonweb.com.  
 
“Writing Media Backgrounders,” Mark Wright, retrieved July 6, 2004, from the 
Mark Wright Communications website: www.markwright.com. 
 
“Marketing Your Organization on a Tight Budget,” Lori Gummow, Resa A. 
Dimino, & Mary Tracht, Presented by the Nonprofit Recyclers Council at the 1999 
Annual Congress & Exposition, retrieved on July 6, 2004, at the NRC website at 
www.nrc-recycle.org/councils/NPRC/marketing.htm.   
 
“Nonprofits benefit By Honing PR Message,” Teresa Moore, archive retrieved 
July 6, 2004, from the Puget Sound Business Journal website: 
www.bizjournals.com/seattle/stories/2002/. (Click on May, then May 20.)

Outreach Guide

These days, it’s critical for every organization to have 
a solid, professional-looking, reasonably up-to-date 
Web site. Just like your physical address or a good 
brochure, a professional Web site enhances your 
organization’s credibility and helps people 
understand what you do. If you’re hosting a big event 
but nothing is mentioned about it on your Web site, or 
if your site prominently displays news from last year, 
these inconsistencies raise questions about your 
ability to get things done. 

                                                      www.idealware.org   ” 
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A CLOSER LOOK AT THE MEDIA 
 
Media News Description Contact 
Newspaper 
 
 
 
 
 
Promotes projects 
and services, and 
outreach to the 
community about 
an important issue 
or event 

Hard News 
 
 
 
Feature Stories 
 
Editorials 
 
 
Letters to the Editor 
 
 
Event Stories 

Day-to-day news 
Comments & reactions 
Press releases 
 
Stories of local interest 
 
Information on literacy 
issues 
 
Support or refute the 
paper’s position 
 
Announcement before 
the event 
Coverage during the 
event 
Analysis of potential 
impact after the event 

City Editor 
 
 
 
Feature Editor 
 
Editorial Page 
Editor 
 
Editorial Page 
Editor 
 
Feature Editor 

Television 
 
 
 
 
 
 
 
 
 
Offers a variety of 
options for non-
readers 

Hard News 
 
 
Editorials 
 
 
 
 
Editorial Reply 
 
 
 
Public Affairs 
Shows 
 
 
Public Service 
Announcements 
 
Talk Shows 
 
 
Bulletin Boards & 
Community 
Announcements 

Film coverage of an 
outreach event 
 
On local and national 
issues, although less 
time is being devoted to 
this type of coverage 
 
Most stations offer a 
reasonable amount of 
time to opposing views 
 
An entire show devoted 
to one issue, as an 
extension of the news 
 
Free air time for the 
public interest 
 
Locally-originated talk 
shows 
 
Free community 
calendar 
announcements for local 
outreach 

News 
Department 
 
Editorial 
Director 
 
 
 
Editorial 
Director 
 
 
Public Affairs 
Department 
 
 
Public Service 
Director 
 
Program 
Director 
 
Public Service 
Director 
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Radio 
 
 
 
 
 
 
Also an excellent 
medium for 
reaching non-
readers 

Hard News 
 
 
 
Editorials 
 
 
Editorial Reply 
 
 
Public Service 
Announcements 
 
Talk Shows 
 
 
Call-in Shows 

Summary of day-to-day 
news, comments, and 
reactions 
 
Contact the station for 
requirements 
 
Offering an opposing 
view 
 
Free air time for the 
public interest 
 
Locally-originated talk 
shows 
 
Unique to radio. Make 
sure to write out key 
points so that as you 
speak you will not forget 
them.  
 

News Director 
 
 
 
Editorial 
Director 
 
Editorial 
Director 
 
Public Affairs 
Director 
 
Program 
Director 
 
Program 
Director 

 
_____ 
Adapted from: Marketing Your Adult Literacy Program: A “How To” Manual, Barbara E. Smith & Kay S. 
Peavy, pp. 27-34 

Jeff Shrader, VDOT Training Development 
Manager, says the impact on the people who 
complete the program has been ‘phenomenal’ - 
both on a personal and professional level. ‘Earning 
the GED credential brings them out from under that 
cloud over their lives and gives them more 
confidence on the job,’ says Shrader. The return for 
VDOT is a more educated workforce and, 
consequently, a safer one. ‘If they’re better able to 
read and comprehend safety instructions, then the 
chances of them getting injured on the job 
decreases, which benefits everyone.’ 

 
from the GED Testing Service website: www.acenet.edu/ 

 
 

” 

“ 
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STATE CONTACT INFORMATION 
 

Office of Adult Education and Literacy, Virginia Department of 
Education 

 

Race to GED 
 

Debbie Bergtholdt 
GED State Administrator 
804-371-2333 
Debbie.Bergtholdt@doe.virginia.gov 
 
Randall Stamper 
Specialist for Communications and Initiatives 
804-225-2836 
Randall.Stamper@doe.virginia.gov  

 
Virginia Adult Learning Resource Center 
 

GED Information 
 

GED Hotline 
1-877-37-MY-GED 
 
Website:  www.vaged.vcu.edu/ 
 
Email: ged@vcu.edu 

 
George Bailey 
Specialist for GED and Distance Learning 
800-237-0178 
gpbailey@vcu.edu 
 
Jason Guard 
Assistant GED Specialist 
800-237-0178 
jkguard@vcu.edu 

 

Promotions and Publicity 
 

Victoire Gerkens Sanborn 
Director, Literacy Support Center 
800-237-0178 
vjsanbor@vcu.edu  

 
Hillary Major 
Publications Coordinator 
800-237-0178 
hmajor@vcu.edu 
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SUGGESTED READING 
 
(n.d) Building effective relationships with the media, retrieved Mar 16, 2004, from The 
Department of Justice Website:  
www.ojp.usdoj.gov/ovc/ncvrw/2002/pdftxt/workingwiththemedia.txt  
 
(n.d.) Going to Market: Marketing Concepts for Mentoring Programs, Barbara E. 
Webster, M.N.A., PDF document retrieved July 28, 2004, from EMT Group Website: 
http://www.emt.org/userfiles/GoingMarket.pdf.  
 
(n.d.) National Family Volunteer Day Guidebook: Part II, Media Relations, PDF 
document retrieved July 13, 2007, from Points of Light Foundation Website: 
http://www.pointsoflight.org/resources/details.cfm?ID=10123 
 
(n.d.). Placing public service announcements. retrieved July 13, 2007, from Covering 
Kids Website: http://coveringkidsandfamilies.org/actioncenter/kit.php?KitID=9.  
 
(n.d.) Public and Media Relations, retrieved Mar 25, 2004, from The Management 
Assistance Program for Nonprofits Website: 
www.mapnp.org/library/pblc_rel/pblc_rel.htm  
 
Backman, S., et. al. (2007, July).  A Few Good Tools to Manage Content on Simple 
Sites, from Idealware and TechSoup.org.  Retreived July 13, 2007 from: 
http://www.idealware.org/articles/fgt_cms_simple_sites.php 
 
George, Bill.  (2004, Spring) “Race to GED”: Marketing Strategy Guidelines.  Progress.  
Virginia Adult Learning Resource Center. 
 
PRW Newsletter, a free publication from www.Press-Release-Writing.com 
 
Stamper, Randy.  (2007, Spring) Advertising Works. Thank God.  Progress.  Virginia 
Adult Learning Resource Center. 
 
Stern, Gary J. (2001). Marketing workbook for nonprofit organizations, Volume 1: 
develop the plan. Saint Paul, MN: Amherst H. Wilder Foundation 
 
Style Tips, APA Online Website: www.apastyle.org/previoustips.html. 
 
Warnstadt, N, and Leno, T. (2002). Tight budget? Try no cost and low cost ways to get 
your message out!, Centralia, WA. Centralia College Literacy Program Learning 
Resource Center. 
 
Vineyard, Sue. (1999). Marketing for volunteer managers: mastering its magic in a new 
millennium. Washington, DC: Points of Light Foundation. 
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YEAR: TIMELINE OBJECTIVE CHART TEMPLATE  

 
Instructions: Use a separate sheet for each goal. Goals may have more than one objective. Activities are specific to accomplishing an objective. 
 
 

   

Goal:    

Objective 1:    

Time Line (in months) Activities to 
Accomplish Objective 

 (bulleted steps) 

Lead 
Role 

1 
Sept

2 
Oct

3 
Nov

4 
Dec

5 
Jan

6 
Feb 

7 
Mar

8 
Apr

9 
May

10
Jn

11
Jl 

12 
Aug

Measures of 
Success 

(indicators) 

•                

•               . 

•                

•                

Objective 2: 

•                

•                

•                

•                
Adapted from the timeline on the American Legacy Foundation website. 



 

 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

This document was designed and created by the Virginia Adult Learning Resource Center, located at 
3600 West Broad Street, Suite 669 

Richmond, VA 23284-4930. 
This document is available on the Virginia Adult Learning Resource Center website, 

www.valrc.org, under Publications. 
 

 
 
 
 
 
 
 
 

 
This product was paid for under the Adult Education and Family Literacy Act  
of 1998; however, the opinions expressed herein do not necessarily represent 
the position or policy of the U.S. Department of Education, and no official 
endorsement by the U.S. Department of Education should be inferred. 

 

As you plan any effort, identify the support you need, especially in 
terms of people who can go to bat for you. Your effort to get them in your 
corner is actually just another type of marketing:  You will ask for their 
support and offer them something of value in return. Often this is simply 
seeing a shared dream come to fruition, or a success in which they can feel 
a part.  
 
 Strategize what support you need: Public? Hierarchy? Key Volunteers? 
Key staff? Legal? Organizational? Know ahead of time what you need and 
make plans to obtain it. 
 

Sue Vineyard, 
 Marketing for Volunteer Managers: Mastering Its Magic in a New Millennium 


