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Communicating within your group, to the wider community, and to the outside world
By suggesting that you have just three audiences – your members, your wider, island community and the world beyond – we greatly simplify the matter.  Each island group probably has ten or 15 audiences.  It might be a good idea to brainstorm some of them right now:

Here is another way we can characterize multiple audiences:

1. Those who “get” it and are willing to work, sacrifice and give up their time, talent and treasure to work toward affordable housing and community sustainability

2. Those who don’t get and probably never will and their close cousins - those who need a lot of time and patient convincing to help them get it 

3. Those who would get it, if they knew there is a problem and if someone could articulate the problem to them in a language they understand.

Group 1:  In terms of the need for good communication, these people are may seem like the people you need to worry about least. But they aren’t.  These people, whether it’s your next door neighbor or a wealthy summer person, need information and transparency about your group’s work and its progress on projects, goals and events.  A very simple email list is a great way to be in touch.  Send out a short notice (not board minutes, but a simple breezy account of decisions made and future plans) within a few days after you have a board meeting.  If not much happened, write that not much happened.  If an idea came up and you need volunteers, ask for them from among this group.  Timeliness and consistency is really important with Group 1.  Make it a point to collect someone’s email address when, after a conversation, you get a sense that he or she is really interested.

I know a physician who has, for the last several years, rented a house for two weeks on one of the RCDI grant islands.  Each time I bump into her, since I’ve been working for the Genesis Fund, she asks about affordable housing on that island.  She has the potential to be a true believer AND a significant donor to that island’s organization, but she doesn’t know much about it.  She is fairly invisible to the island community but the island community is not invisible to her and her experience on the island means a great deal to her and to her family.  Go get her!  The notion of membership in an island group is very attractive to many people who have the means to give back.  Many visitors yearn for a symbol that offers a sense of belonging to your island community. A system of organization membership may, over time,  open the door to a major gift of cash or, even better, land!

Group 2:  This is the toughest group of customers, but perhaps the most important to reach out to because they can often become your staunchest supporters when they finally are converted.  The voice of the former unbeliever is a strong voice indeed.  People like this need the one-on-one approach with a peer or someone he or she deeply respects.  Again this can be the First Selectman whose family goes back generations or the grand summer matriarch who doesn’t like the word “affordable”.  Identify someone in your organization whom this person will best respond to and think about how that person can tell a compelling story about why your group’s work is important.  This is where soaking the beans comes in.  After a conversation with your naysayer, leave him or her alone for awhile.  Let the person stew on what was presented.  Be prepared to fail, but it is worth the effort to try to convert your influential and/or outspoken naysayers because you want them on your side.

Group 3:  A lot of us are so busy with life and work that there isn’t much time to be concerned about “issues.”  However, recognizing that different people are captured by different communications strategies can help gain the support of those who might not be otherwise engaged by your work.  Some people are story people.  Tell a story person a detailed example that illustrates the need for affordable housing on your island community and you might hook them.  If they don’t already know about your work, you have to go to where they are.  On islands with larger populations that might mean talking with elders at a weekly lunch or a library meeting.  It might mean getting onto the agenda at a school meeting or at asking to speak at a public supper.  Some people are statistics people or visual learners who suddenly get it when they see a pie chart or a graph.  A good communications effort will take several strategies into account and use spokespeople who can best reach a certain type of person.  Got a good storyteller among you?  Let her loose!  Got a retired businessman who can put your message in “just the facts” terms?  Enlist his help to talk to his peers!  

From John Abrams’ book, The Company We Keep, 2005 --

“Historian and Vineyarder David McCullough has been tremendously helpful to the Island Affordable Housing Fund’s efforts.  Talking to a group of potential donors recently, he said:


We’re failing here on Martha’s Vineyard.  We’re failing in a more serious way than we know.  What we came here for, what we love about the place, is eroding before our very eyes.  The essence of civilization is continuity, and continuity must exist for everybody.  


It ought to become socially unacceptable among people of affluence on this island not to take part in helping to solve these problems.  We ought to be saying to everyone, to ourselves, if you want to be here, you want to be a citizen here, you want to own a home here, you want to take part in the community here, open up your wallet and pay your part proportionately.  Because if the people who need to live here year-round, who do the work, who make it work, can’t live here, it’s all going to collapse.  Simple as that.  And this isn’t charity.  Let’s forget that.  This isn’t charity.  This is reality.  This is being members of a great community.  And it’s emblematic of the oldest, simplest truth in the world:  if you want to be happy, do everything you can to make other people happy.”
Some people don’t need a personalized message, but some people will respond only to a personalized message.  A successful communications strategy has done its homework on how to most effectively send the message to its various audiences.

A few words about language…

There is a lot of jargon that comes along with federal grants: capacity-building is one that drives me crazy.  Even the word we use so often – affordable- can suggest different things to different people.  There are also too many acronyms….RCDI, CDBG,  yada yada.  Resist the urge to use them when writing or talking about your work. Appoint some wise, no-nonsense person in your group as the Jargon Cop.  Simple, descriptive language is best.  

· affordable housing

· workforce housing

· sustainable housing

· year-round housing

· specialized housing

· adult family care homes

· town-donated property

Each of these phrases may have different connotations for different people.  Let’s come up with some simple language that can defuse any mistaken ideas about the work of your group.

Communicating with the wider world
If you have someone on your board who is an excellent ambassador for your group, ask him or her to invite a mainland newspaper, TV or magazine editor/reporter or freelance feature writer out to the island for the day.  Offer them lunch, a tour and a chance to talk with some people involved with your work or, better yet, who have benefited from your work.  If you ask the right person to take on this, your group can get some really great press and make some serious allies for the cost of a couple of lobster rolls. Because your stories are so unique and compelling, consider approaching national media outlets as well as those in Maine and New England.  The Genesis Fund can help with that.
Developing a Press Kit for your organization

What is a Press Kit?

A Press Kit is a folder with information about your group and the work it does.  The basic contents of your press kit should be evergreen, i.e. contain information about your group that doesn’t change.  Members of your board should each have a few on hand for those moments that come along when a reporter (perhaps visiting the island) or a potential donor crosses their path and says, “Gee, I’d like to know more about the work your group is doing.”  And, voila!  You produce a Press Kit out of the backseat of your car or drop one off later in the day. 

Your basic Press Kit can be easily customized to help reporters/donors/interested others understand any big news about your work or an event.  Simply add a press release about the current news item and you are ready to go.  Reporters love press kits.  They help them do their job better and help you tell your story in your own words.

Here are some of the components that go into a complete and helpful Press Kit:

· A brief, one or two paragraph history of your organization

· A fact sheet about your island community and facts/statistics about issues your group is most concerned with, e.g. eldercare, workforce housing for young families, land conservation.  It should also include a few sentences (or bulleted points) that distill your group’s core values and goals.  Make it simple for reporters (and donors) who may be very unfamiliar with island life to understand what your group is working toward.  

· Contact information for your group’s spokesperson.  Choose this person with care.  Choose someone who is gifted in talking to people but who also knows how to listen to questions and articulate your group’s vision.  The contact sheet might also include a list of your board of directors.

· If your group has some history, include a timeline of your work and accomplishments, including date of organization, facilities built or purchased, successful campaigns, grants awarded

· Photocopies of positive press clippings about previous events or projects

· A brochure about your group, if you have one.

· A page with two or three quotes by the president or leaders that a reporter could use in a story.

· Adding a welcome letter from the president instantly turns a Press Kit into a Donor Information Packet 

Consistency of look – font, type size, paper color and size – on all these pages is important.  Each page in your Press Kit should look like it is a part of the whole.  

The cover of the Press Kit is an opportunity to make the package really inviting.  A cover decorated with a card by an island artist, artwork by island school children, or a iconic island photograph will set a Press Kit apart from all the others lying on a reporter’s or editor’s desk.  This can be done with very little effort.

Getting Your Group’s News into Print

A nonprofit organization cannot afford to operate without good publicity. For any organization that has a message or a mission, a press release is one of its most effective and vital means of communication.   
Even in a world where everything seems to revolve around the Internet, a local newspaper still provides one of the best ways of sending a message out to the general public. You can get your communications published regularly if you write interesting, newsworthy press releases. 

Where To Start 

Newspapers receive massive amounts of print material daily, and editors have to pick and choose what information is really of interest to their readers. An editor would much rather read a good press release from a nonprofit publicity chairman than get a call and a request for a time-consuming meeting. 
The most welcome way to send a press release is in the body of an email message.  Avoid attachments if you can because different offices have different computer software.  (More about sending/attaching photos later.)  In the olden days of the 80s and 90s, the best way to send a press release was to fax it.  It got the instant attention that the regular U.S. mail didn’t.  Today, your release is more likely to be published if it is already in digital form.  The easier it is for editors to ship it along to the production room, the more likely – as long as it’s interesting – it is to be published.  If you drop off a hard copy, mail it in or fax it, that means someone at the paper has to TYPE IT OVER and that is time consuming and allows more room for keyboard errors. Email to the editor or reporter’s direct address (call the office and ask for it if you don’t already have it) then cut and paste the release in the body of the message.

In the case of Maine’s widely read weekly newspapers, the best day to contact a reporter or editor is the day the paper officially comes out.  For example, if the paper is printed and distributed on Wednesday and dated on Thursday, then Thursday mid- to late-morning is the best time to call a weekly editor.  It is the start of a whole new week and the editor will be his/her most relaxed and willing to take moment to hear what you have to say.  (Put another way, don’t call on the day the paper goes to print.  That’s a surefire way to annoy a busy editor who doesn’t have time to talk to you.)

Email your release first thing in the morning and then make a follow-up call about 10 or 11 a.m. after the editor (or reporter if you have a good relationship with a reporter) has had a chance to take a look at your release.

After you’ve identified/introduced yourself (and unless you know the person well, don’t assume he or she will make the connection between you and your organization), say something like:
“I wanted to call to see if I can add anything or answer any questions about the press release I emailed you this morning?”  
You might also take this time to inquire whether the paper could use a photo and, if so, what format and resolution to send it (more later) and to whom.

A few of things might happen, in order of desirability: 1) you might get brushed off (that happens, it’s not personal – unless it is, in which case your organization needs someone else to do its publicity) 2) the editor might ask for a photo (be prompt and responsive!) to use with the release as sent 3) the editor might ask if a reporter can be sent to expand on the release and do a bigger story.

Deciding what news merits a press release…

There are two schools of thought on press releases among communications people.  The person who sends a press release about EVERYTHING that happens in the organization,  e.g. a headline like:  “Our Island Housing Group to hold its monthly meeting.”   Then there is the person who saves press releases for big news events, e.g. “Our Island Housing Groups celebrates its 15th anniversary and its 15th affordable home! Live music and free chowder!”   If you inundate even the nicest, most supportive editor with press releases every few weeks, you run the risk of annoying the heck out of her, especially if you follow each one up with a phone call.  It is much better to save your publicity capital and good will for those events and news items that 1) are really big news…a new purchase of a parcel of land for a project and/or 2) have a great news hook…moving-in day for a young year-round family who, without this opportunity would have had to move to the mainland….if they have newborn twins, hey, all the better. 

Some other news items worthy of a press release:

· If you have a famous speaker at a lecture or fundraising event open to the public

· A profile of some of your new board members, especially if they are well-regarded in the community

· Any event where you will offer will be free food

· An announcement of a large grant or gift (with the donor’s permission) to further the work

Remember to develop a boilerplate paragraph to go at the end of each release that in one or two sentences encapsulates your organization.  Often it is cut out but its inclusion leaves the editor with no question about the basic facts about your organization.  Something like:

“Our Island Housing Group (OIHG) was created in 2000 by ten island residents who recognized the need for permanent, quality year-round housing for year-round island residents.  OIHG, a nonprofit organization supported by grants and private donations, has helped develop seven units of housing since its formation.  For more information about how you can be involved in this important work, call Joe G. at 555-1212”.
Presentation: some nuts and bolts 
A press release should be typed or word processed on  8 1/2" x 11" paper. Provide wide margins and double-space the copy. If you have a logo, be sure to use it.   At the very least, develop a consistent letterhead.  You don’t have to have it professionally printed…just run it off as you need it.  Letterhead should include your organization’s name, address, and telephone number and email address, single-spaced, in the left margin of the page. This is the source of the press release. On the right side also include the publicist's name, email address, telephone number and the date. This is the contact. If you do use a pre-printed letterhead, but be sure to remember to include the date, contact's name, email address and phone number. 

Keep a hard copy of each release in a file marked, “PRESS RELEASES – 2007”.  Your organization’s next publicity chair will thank you.
Centered above the title or headline of the release, comes the release date, which tells the editor the general time frame you want the information released. It should be typed in capital letters. Most press releases simply say, "FOR IMMEDIATE RELEASE.” If you need to promote something that is extremely time-sensitive, write more specific details, such as "EMBARGOED UNTIL JUNE 18, AFTER 10 a.m." 

It is a good idea to include a suggested headline. Most editors write their own headlines, which are typically created after the graphic artist lays out the copy on the newspaper page and determines how much space can be used for a headline. Although your headline might not be used, it immediately tells the editor, at a glance, what is the most important element of your press release. 

The lead is the crux of your message. It is the first sentence, which draws the reader’s interest in the news to follow.  The lead must be short and succinct, and get the message across in as few words as possible.  The lead needs to lead your reader to the next paragraphs.  They should want to find out more after reading your lead.
A good press release answers the all-important journalistic questions known as the Five W's — Who, What, Where, When, and Why. The press release should also answer the Five W's tagalong — How. 

A journalistic style is quite different from most writing styles. In most writing, you slowly develop and describe something that leads you to a particular point or conclusion. Newswriting gets straight to the point, and develops the story backwards. The main point is stated at the beginning, and the rest of the information reveals itself from the most important to the least important.  Paragraphs should be kept to two or three sentences.
Choose your words carefully and keep the style simple and direct. The body of the press release should be double-spaced, so that there is room for the editor to edit. 
If you write a one page press release, at the bottom of the copy add three pound signs (###), the number thirty (-30-), or the word "-END-". These are abbreviations signify the conclusion of the press release. If you need to use more than one page, write "-MORE-": at the bottom of the first page, and on subsequent pages, until you get to the final page. 

Double-Check and Reevaluate 

When your press release is ready to go, take an extra moment to double-check all facts, dates, names, spelling, and grammar. Reread your press release. Is it informative? Is the information clearly defined? Does it speak to the general public? Does the headline and lead grab you and make you want to find out more?  Do you need to eliminate any jargon or acronyms that the general public might not understand?  If you do need to use an acronym for brevity, write it out in the first reference and put the acronym in parenthesis directly after.  Thereafter you can use the acronym to refer to it.  For example:  
“Our Island Housing Group (OIHG) will celebrate its 15 project on June 5.”  

In the next paragraph you may write:

“Founded in 2000 OIHG, has raised more that $2 million on behalf of the community.”
A standard guide for all newswriting and public relations is the Associated Press (AP) Stylebook which is available for at www.apstylebook.com for $13.75.  This gives newspaper editorial standards for punctuation, use of upper and lower case, sentence structure, paragraph length, abbreviations, and other requisites. 

Share Feedback 

Every now and then, it is nice to send a thank-you letter to the editor who places your press releases in the paper. Send a brief note of thanks, and relate any positive feedback you've gotten from the exposure, such as increased inquiries, new members, good attendance at certain events, or donations. The size of your organization and its members, supporters, and fund raisers, will grow and progress in proportion to your ability to "get the word out." 

Adapted from Judith Prebyl’s “Anatomy of a Press Release” Friends of California Libraries, 1995.
More Press Release Tips

· Don't bury the 'lead' —get to the point. Whatever it is—tell it the first paragraph! Then tell them who you are
· When planning programs or events, try to throw in an element that involves another nonprofit organization or community group.  That will increase your chances of success because that organization brings with it a built-in following of its own. 
· Freelance writers can be your best allies in placing a story so find out who they are, what they like to write about, and how to reach them.

Sample Press Release

Genesis Community Loan Fund
P.O. Box 609





Contact: Heidi Shott,
26 Water Street




Communications Officer 
Damariscotta, Maine  04543



Phone: 207.563.6073
www.genesisfund.org



Email: heidi@genesisfund.org 

FOR IMMEDIATE RELEASE

The Genesis Fund publishes "Adult Family Care Homes: A Case Study in Maine"
[DAMARISCOTTA, MAINE] -- In 2005, with a grant from the Maine Community Foundation, Genesis Associate Director Liza Fleming-Ives set out to study and research the effective long-term care options for frail elders in rural communities.  The result of interviews with state officials and administrators, staff and board members of adult family care homes across Maine has resulted in a 30-page case study.  
AFCHs provide housing and supportive services for up to six frail elders in a home environment. Residents typically have their own room and share common space, including kitchen and dining facilities, with fellow elders. Elderly residents in the AFCH setting are generally in good health, but require assistance with activities of daily living such as bathing, dressing, and taking medications. AFCHs provide choice, independence, and flexibility for elders while also meeting basic needs. 
  
The study surveys current elderly housing options, outlines the history of adult family care homes, identifies local organizations, presents common themes, describes challenges and presents recommendations.  Creative strategies for finance, construction and management of AFCHs are highlighted.
Read the study at www.genesisfund.org/documents/AFCHfinalreport-web.pdf
-30-
Photo Tips for Publication and Display

· Never take a photo of people eating, unless it’s exactly what you want (A kid eating an ice cream cone with her grandpa…).

· Take lots of photos…in the digital age, without the cost of film and developing, it’s cheap.  The more photos you take the more likely you are of getting  a great shot.

· If you are doing a posed shot (of new officers or a groundbreaking),  make sure you keep shooting until you’re sure you have one that you can use.  It’s hard to herd people back into place because someone blinked or looked goofy.

· Take photos of people doing something that relates to your story…talking together, laughing together, doing something with tools or architect plans, painting, raking… Communicate that you are a group that makes things happen on your island.

· Try to avoid full body shots.  They are too small for a newspaper to use.  Do close ups when possible.  A good rule of thumb is to make sure that the principal subjects’ heads are as big as a dime.

· The best photos tell stories in and of themselves.  As you roam around an event or a work session of your group, look for the photos that tell the stories about how you are accomplishing your mission.  Walk around with your camera at your side for a few minutes, take the entire scene in and then make a plan.

· If you're sponsoring an event that doesn't necessarily warrant a story, call your local newspaper and let photographers know what's happening.  There might be someone sitting around.  

· Make sure your camera is set for export photos at print-quality 300 dots per inch (dpi).  Some newspapers accept 200 dpi but 300 is industry standard. If you deall with the same newspaper often, ask the editor the preferred dpi, format (jpg or tif), and if color is okay.  The resolution necessary for website display is only 72 dpi.  It is good to save photos at both resolutions (at 100 percent of the height and width they’ll be used).  The lower dpi on websites is important because it helps your page load faster.  

· Offer an architect's rendering instead of a ground-breaking shot. In place of a check-passing photo, take a photo that illustrates what the money will be used for. Instead of a ribbon-cutting photo, how about a photo of a business person with a customer on the first day of business?
· When submitting a photo with a press release always put the descriptive cutline (the newspaper business special word for a caption) beneath the body text.

Beyond print

Here are some other options for getting your message out:

· Getting a website up and running is much, much easier than it was ten or even five years ago.  There are many free options out there including blogger and wordpress (which is what Liza uses for the on-line Grant Forum.)  These free tools work very well with the free photo sharing websites like Picasa and Flickr.   You don’t have to have a professional webmaster or buy any specialized web-authoring software or even have more than a general knowledge of computing. The Genesis Fund can help get you set with that as well.

· Develop a permanent display that shares photos and descriptions of your group’s work.  These can be placed in shop windows, at the library, in the town hall or any public space.  Maine Coast Digital and Photo has a website that allows you, for a fair price, to easily order photo enlargements on-line by uploading the photos from your computer.  They can then send them to you on the island. They have shops in Belfast, Camden, Brunswick and Damariscotta.

· Give a talk.  Using the Islands Challenge Fund video, your display and one of your best storytellers present a talk about your work at the library, the school, the town hall or any other venue.  Offer food.

· Create a culture around your group’s work by developing and selling a t-shirt with your message.  Print a bumper sticker and buttons and hats with the same pithy message and design.  
Coastal Press List - 2007

Bar Harbor Times 
(207) 288-3311 | bhtmail@courierpub.com
Greg Fish, Editor; ext. #213; gfish@courierpub.com

Camden Herald
(207) 236-8511 | cherald@courierpub.com
David Grima, Editor; ext. #17; dgrima@courierpub.com
Courier Gazette - Rockland
(207) 594-4401 | (800) 559-4401
Stephen Betts, Editor;
ext. #254; sbetts@courierpub.com
Sarah Reynolds, Community/Religion Editor;
ext. #244; sreynolds@courierpub.com
Republican Journal – Belfast
(207) 338-3333 | trjmail@courierpub.com
Daniel Dunkle, Editor; trjmail@courierpub.com
Waldo Independent - Belfast
(207) 338-5100 | waldoindependent@courierpub.com
Toni Mailloux, Editor

The Ellsworth American
Phone: (207) 667-2576
FAX: (207) 667-7656
news@ellsworthamerican.com 

Mount Desert Islander
(207) 288-0556
Fax (207) 288-0559
Earl Brechlin, Editor
ebrechlin@mdislander.com
Bangor Daily News
Carroll D. Astbury, 
bdnnews@bangordailynews.net
News Editor, 990-8138
1-800-432-7964
Judy Harrison
jharrison@bangordailynews.net 

Coastal Journal
207-443-6241
800-649-6241 (Outside Bath-Brunswick area)
207-443-5605 (Fax)
Greg Steiner (news@coastaljournal.com )

· Portland Press Herald/Maine Sunday Telegram
(207) 791-6320
Fax (207) 791-6920 – 

· Andrew Russell, City Editor
791-6320 arussell@pressherald.com 

· Barbara Walsh, Reporter
(207) 791-6382 bwalsh@pressherald.com 

· Tom Bell, Reporter
(207) 791-6369 tbell@pressherald.com 

· David Hench, Reporter
(207) 791-6327 dhench@pressherald.com 

· Beth Quimby, Reporter
(207) 324-4888 bquimby@pressherald.com 

· Gregory Kesich, Reporter
(207) 791-6336 gkesich@pressherald.com 

· Bill Nemitz, columnist
(207) 791-6323 bnemitz@pressherald.com 

· John Richardson, Reporter
(207) 791-6324 jrichardson@pressherald.com 

Metro Desk (Greater Portland news) 

· Grace Murphy, Metro Editor
(207) 791-6360 gmurphy@pressherald.com 

· Kelley Bouchard, Reporter
(207) 791-6328 kbouchard@pressherald.com 

· Justin Ellis, Reporter
(207) 791-6380 jellis@pressherald.com 

· Josie Huang, Reporter
(207) 791-6364 jhuang@pressherald.com 

· Ann Kim, Reporter
(207) 791-6383 akim@pressherald.com

· Tess Nacelewicz, Reporter
(207) 791-6367 e-mail tnecelewicz@pressherald.com 

· Mark Peters, Reporter
(207) 791-6325 mpeters@pressherald.com 

Regional Desks 

· Dieter Bradbury, Metro Editor
(207) 791-6360 dbradbury@pressherald.com 

Features

· Linda Fullerton, Assistant Managing Editor for Features
(207) 791-6450 lfullerton@pressherald.com 

· Tom Atwell, Assistant City Editor
(207) 791-6362 tatwell@pressherald.com 

· Meredith Goad, Reporter
(207) 791-6332 mgoad@pressherald.com 

Village Soup Belfast
Belfast, ME 04915 
Phone: 207-338-0484 
Fax: 207-338-3491

VillageSoup Times (Knox County) 
21 Elm Street 
Camden, ME 04843 
Phone: 207-236-8468 
Fax: 207-236-8504

VillageSoup Times (Knox County) 
235 South Main Street 
Rockland, ME 04841 
Phone: 207-594-5351 
Fax: 207-594-5481

The Quoddy Tides
qtides@midmaine.com  

Lincoln County News
207-563-3171
Fax: 207-563-3127
lcn@lincoln.midcoast.com  
Judi Finn, Editor

Working Waterfront
David Platt (dplatt@islandinstitute.org ).
1-800-339-9209

Downeast Magazine
800-766-1670 or 207-594-9544
Fax • 207-594-7215
Email • [image: image1.png]


editorial@downeast.com
Portland Magazine

tel. 207.775.4339
Colin Sargent
staff@portlandmonthly.com
Journal Tribune

Drew McMullin dmcmullin@journaltribune.com 
Managing Editor

Castine Patriot/Weekly Packet (Blue Hill)

Nat Barrows, Editor

Castine: Phone:(207)326-9300
Fax: (207) 326-4383
E-mail: cp@penobscotbaypress.com
Weekly Packet
Phone:(207)374-2341
Fax: (207) 374-2343
E-mail: wp@penobscotbaypress.com
Boothbay Register
Tel: (207) 633.4620
Fax: (207) 633.7123

Kevin Burnham editorkburnham@boothbayregister.com 

Times Record
Jonathan White - Features Editor, 
(207) 504-8236 – e-mail
James McCarthy - Managing Editor, 
(207) 504-8231– e-mail
Cape Courier
Elizabeth Brogan editor@capecourier.com
767-5023

Island Ad-Vantages – Deer Isle, Stonington, Isle au Haut
Phone:(207)367-2200
Fax: (207) 367-6397
E-mail: ia@penobscotbaypress.com
The Forecaster
Marian McCue, editor mmccue@theforecaster.net   
Phone: 781-3661 • Fax: 781-2060

Chebeague.org
Beverly Johnson
bjohnson@nlis.net  

Sun Chronicle 
26 Common Street 
Saco, ME 04072 
Phone: 207-283-1878 
Fax: 207-286-0597

Wiscasset Newspaper
Paula Gibbs wiscassetnewspaper@verizon.net 
(207)882-6355 Fax (207)882-4280

York County Coast Star
Phone: (207) 985-2961
Fax: (207) 985-9050
dking@seacoastonline.com
York Weekly
Phone: (207) 363-4343
yorkweekly@seacoastonline.com 

Maine Public Radio and Television
News fax: (207) 761-0318
Phone: 207-874-6570
Keith Shortall, news director
The Good Word List

Support
Generous
Generosity
Kindness
Kind
Caring
Thoughtful
Thankful
Heartfelt 
Thanks
Dedication
Commitment
Loyalty
Allegiance
Faithfulness
Devotion
Grateful
Indebted
Hard-working
Service
Serve
Gracious
Continued
Constancy
Patronage
Foundation
Sustain
True
Reliable
Trustworthy
Donation
Contribution
Offering
Bestow
Assistance
Endowment
Valued
Vital
Critical


Indispensable


Integral


Fundamental


Essential


Uphold


Encourage


Champion
Advocate
Patronage
Proponent
Selfless
Charitable
Advance
Beneficiary
Considerate
Attentive
Exemplary
Outstanding
Extraordinary
Excellent
Uncommon
Exceptional
Commendable
Praiseworthy
Leadership
Guidance
Sincere
Genuine
Gift
Funds (never use the word 'money')
Altruism
Philanthropic
Philanthropy
Necessary
Imperative


Accomplishment
Achievement
Vigilant
Families (use instead of 'people')
Community (same as above)
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