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BOOST YOUR VISIBILITY

Share Your Expertise Through 
Speaking Engagements
By Erin Sandage

Nonprofit organizations are struggling to stand 
out, and their public relations and commu-
nication efforts can easily get lost among a 
sea of competitive voices. Public speaking is 
a great way to boost that important visibility, 
says Steve Markman, founder and president, 
Markman Speaker Management (Needham, 
MA). Speaking at conferences, seminars and 
forums can give your organization exposure 
while setting you up as a thought leader. 

Markman says public speaking has a lot of 
benefits, including being able to share your 
expertise with attendees, increasing your 
visibility in your sector, gaining branding for 
your organization and even generating new 
supporters. He shares his best practices for 
getting on a speaking circuit:

1. Create a high-impact presentation. 
Markman says presentations should be 
educational, not promotional. “Audiences 
want to acquire actionable information 
they can take back to their organiza-
tions,” he notes. “A solid, informative 
presentation will create instant credibili-
ty, obviating the need for a ‘sales pitch.’”

2. Target the right audience. The right 
speaking engagements, whether you’re 
a solo presenter or panelist, will have au-
diences made up of clients and custom-
ers you want to reach, says Markman.

3. Be proactive about getting speaking 

engagements. Markman suggests aggres-
sively identifying opportunities, developing 
relationships with event organizers and 
writing and submitting speaker proposals. 
“The results should yield an increase in the 
frequency of speaking engagements.”

4. Learn the process for submitting a 
speaker proposal. Processes can be 
formal, like filling out a Call for Speakers 
application, or informal, like simply sending 
an email to a decision-maker. Markman 
says no matter the process, take mea-
sures to submit all the required information 
— a presentation abstract tailored to the 
event objectives, bio and speaker exper-
tise — and have it all in by deadline. 

5. Be persistent. Markman says it’s OK to 
be persistent when it comes to earning a 
speaking spot. But it’s best to reconnect 
with the event organizer with additional 
information to support your proposal. 
Follow up consistently with event organi-
zations to help make your proposal stand 
out from others seeking the same slots.

Markman says these steps will help you con-
tribute to your organization’s marketing, PR and 
thought leadership development objectives. ◆

Source: Steve Markman, Founder and President, Mark-
man Speaker Management, LLC, Needham, MA. Phone 
(617) 962-5711. Email: smarkman@markmanspeaker.
com. Website: www.markmanspeaker.com
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PLANNING PROCEDURES

Steps for Building an Editorial Calendar
It takes more than great writing to make a nonprofit blog a suc-
cess. While a talented wordsmith is certainly an asset, a reliable 
calendar may be even more important.

“More than anything, an editorial calendar offers a way to stay 
organized and ensures that you share your message consis-
tently while also providing value to the audience,” says Amy 
Steinmann, principal for Halbrooke & Elm Strategic Communi-
cations, a firm that lends support for small businesses and non-
profits. A well-maintained calendar is as much an accountability 
tool as it is a guideline for presenting clear and useful content to 
the people who need it most. 

Steinmann, who has guided healthcare organizations in their 
blogging efforts, offers steps for building an editorial calendar: 

1. Start planning six months in advance. This time frame offers 
enough lead time for blog writers to prepare their topics but also 
leaves room to pivot if necessary. “The COVID pandemic was 
a situation in which a shift in content was necessary for many 
organizations,” Steinmann shares. “Even in instances where 
you have to change course, you may find that there is still highly 
relevant content. It’s nice to be able to look at your six-month 
plan and see what you can pull or update to fit your needs.”

2. Choose topics that reflect organizational goals and au-
dience needs. “For example, healthcare organizations that 

want to raise awareness of services may consider sharing 
patient stories, profiles of doctors and staff or health tips 
related to awareness months,” Steinmann says. “Often 
organizations and associations that support awareness 
events can provide content and social media posts which 
can be used as a starting point.” 

3. Publish high-quality content consistently. While a 
weekly posting schedule is ideal, this should only be pur-
sued if it can be maintained long-term. “If you’re only pub-
lishing once a month, it’s especially critical to make sure 
every post is well-written and engaging,” Steinmann adds.

4. Experiment with different formats. “The traditional text blog 
is great, but try sharing the occasional two-minute video and 
include the transcript, or present an audio interview accom-
panied by a blurb with the highlights,” Steinmann suggests. 
“Doing so will keep your blog dynamic and interesting.” 

5. Reference metrics. “Check in quarterly to see how many 
views, comments and shares your posts have garnered,” 
Steinmann says. “It won’t give you a ton of data, but it can 
help you shape your content plan for the next six months.” ◆ 

Source: Amy C. Steinmann, MS, Principal, Halbrooke & Elm Strategic Commu-
nications, LLC. Phone (804) 404-8522. Email: amy@halbrookeandelm.com. 
Website: www.halbrookeandelm.com

MEDIA RELATIONS

Know What’s Key to Story Placement

QIn your experience, what are the most important 
tactics you’ve applied to get articles placed in 

various media publications?

“Communications professionals today understand that we are 
functioning in unprecedented times as the COVID-19 pandem-
ic has deeply impacted so many of our institutions. As you 
strategize to amplify your messaging, during the pandemic 
and beyond, your ability to navigate challenges and opportu-
nities to effectively communicate your organization’s vision is 
critical.

“It is essential to research, focus and pitch media op-
portunities and distribute news in a tailored and targeted 
manner to multiple media channels. Measure results to en-
able strategic goal setting. Use a variety of touch points to 
engage regularly with producers, reporters and influencers 
to reach key audiences, promote your mission and initia-
tives and position your organization as innovative and for-
ward looking. Monitor media coverage, breaking news and 
trending stories as well as social sentiment so timely events 
propel you on a successful path to promote your leadership 

and expertise and generate top-tier media engagement.”

Laurie Pine, M.A., Director of Media Relations, 
Seton Hall University, South Orange, NJ. 

Phone (973)378-2638. Email: laurie.pine@shu.edu Website: www.shu.edu

“When sending your pitch, it’s important to get right to the point. 
It’s also important to be relevant. You have to have a solid un-
derstanding of what is going on in your industry and how those 
topics are being covered. Make sure you are adding value, and if 
you can supply new data or information from a new and exciting 
angle, that can really help with getting placements too. 

“Try pitching stories with a heartwarming or localized per-
spective. For example, our team here at Smith & Harroff created 
a series of press releases for the Council for Exceptional Chil-
dren (CEC) ‘Yes I Can Awards.’ By reaching out to local news 
outlets and spotlighting the accomplishments of exceptional 
local children in different parts of the country, we were able to 
help the CEC gain a broad range of national exposure for their 
efforts and programs.” ◆

Carina May, President, Smith & Harroff, Inc. Alexandria, VA. 
Phone (703) 740-1764. Email: cmay@smithharroff.com.  

Website: www.smithharroff.com
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Create a  
Not-to-Do List
“Our to-do lists always focus on what we 
have, should or need to do. Flip it!” says Pro-
ductivity Consultant Lisa Montanaro. “Think 
of some items, activities, goals or projects 
that you can delete to free up some time, 
space and energy.” She suggests eliminat-
ing the extra noise, which will foster more 
opportunities to focus on wants and loves 
(instead of only needs, shoulds, and have-
tos). A more balanced schedule can lead to 
fruitful tendencies and, ultimately, a happier, 
healthier life. ◆

Source: Lisa Montanaro, Productivity Consultant, 
Success Coach, Business Strategist, Speaker, Author. 
Phone (530) 302-5306. Email: Lisa@LisaMontanaro.com. 
Website: www.LisaMontanaro.com 

INTERNAL COMMUNICATIONS

Organize Virtual Town Halls 
For Your Community
By Megan Venzin

When Rowan College at Burlington County (RCBC; Mount Laurel, NJ) was 
forced to shift to a remote learning model last spring, students saw their higher 
education experience turned upside down. The last thing leadership wanted 
their constituents to feel was out of touch. In an effort to promote connectivity, 
the college’s Strategic Marketing and Communications Department, helmed by 
Executive Director Greg Volpe, launched a series of virtual town halls, which 
addressed topics like COVID-19, mental health and food access during the pan-
demic. These often put RCBC President Michael A. Cioce and other in-house 
experts center stage and gave students the ability to address concerns and ask 
questions in real time. 

Using Google Hangouts, Open Broadcast Software (OBS) and Facebook 
Live, the organizers were able to create a clean and polished presentation and 
invite their stakeholders to join in on the conversation via live chat. “By opening 
the virtual town halls up to the community, we could be confident that we were 
helping current or prospective students every time,” says Director of Marketing 
Mindi Cahall. 

These efforts did not go unnoticed by the National Council for Marketing & 
Public Relations District 1, who awarded RCBC with a Gold Medallion for Commu-
nity Relations. RCBC also received a Silver Medal from the Collegiate Advertising 
Awards. Here Volpe and Cahall share tips for nonprofits that want to launch their 
own virtual town hall events:

1. Allow content to drive frequency. “If you have the resources, something 
weekly or biweekly makes sense,” Cahall says. “We’d typically be preproduc-
ing the next episode as we were airing, so organizations with a small staff or 
limited content may want to host town halls less often.” 

2. Plan topics in advance. Launch your series with more than a single weeks’ 
worth of content in the can. A four- to six-week advance outline will provide 
time to secure guests, prepare their segments (don’t forget to run a practice 
call) and market the following livestream to viewers. 

3. Appoint a moderator. “Students tuned in on Facebook Live and submitted 
questions in the comment section — that was like our insurance policy so we 
didn’t have to worry about Zoom bombing or inappropriate language,” Volpe 
says. He then transmitted those questions to the president who could provide 
feedback during the stream. Other times, Volpe provided students directly with 
links and resources as needed.

4. Consider ADA compliance. Some nonprofits (such as universities) need to 
provide live captions and a sign language interpreter to meet different needs 
for various audiences. 

5. Spread the word. Let your community know that these town halls exist. Email 
reminders, post on social media and share press releases when covering 
topics that local news outlets may find compelling. ◆

Sources: Greg Volpe, Executive Director, Strategic Marketing and Communications, Rowan College 
at Burlington County, NJ, Mount Laurel, NJ. Phone (856) 222-2514. Email: gvolpe@rcbc.edu. Website: 
www.rcbc.edu. 

Mindi Cahall, Director of Marketing, Rowan College, Burlington County, NJ, Mount Laurel, NJ. Phone 
(856) 242-5214, ext. 1229. Email: mcahall@rcbc.edu. Website: www.rcbc.edu
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