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Introduction

All historical organirations are capable of
effective promotion in the printed media.
Although very desirable, a hull-time specialist is
not required to achieve a basic program of
effective promotion. Likewise, a basic
promotional program can be maintained on a
very limited budget:

Ristng operating costs, competition for
attendance and gift Income,and grant eriteria
that demand demonstrated involvement with
and service to the public leave most historical
organizations no choice but to tell their story
canvincingly to the public.

The programs that visitors Lo your
organizafion enjoy are the same activities that
make good stories for the media. Do everything
you can to make your organization worthwhile,
educational, and fun. and then tell the media
what you have done to achieve those ends.

Far from inappropriate, promotion is
fundamental to the growth, comservation, and
interpretation of historical organizations and

their collections. In addition: 1o pounshing the
tiscal well-being of the organiration,
promotional programs obfer undimiied
opportunities for interpreting collections,
through the commercial printed media, to broad
new audiences. Through involvement with the
media, the curator can extend the interpretation
of the institution's collections far beyond the
walls of the organization and probably can
expect new gift accessions and increased interest
to result from publiched gories.

Getting Started

To start your promotional program, have a
brainstorming session with your associates in
the organization and list every story idea that
emerges. Story suggestions are made later in this
leaflet. but because each organization differs in
its purpose and collections; vou will have to
learn to view everything that you have from the
perspective of “will it make a story that would
be interesting to the media and the public?™
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Perhaps you will want to organize 3 publicity
committee composed of interested local people if
yvour organization’s staff s Umiled Lo only one
or two professionals:

You may want to attend workshops for
beginning writers such as those sponsored
annually by the New York Publicity Club. See
the appendix of this leaflet for where to write
for mformation on its courses.

If you personally do not have the time to
wirite starfes. consider ane or more of these
aliernatives.

1. Print 8 x 10 stock with the name of your
organization and "Possible Feature,” then
send an outline of the idea—the who,
what, where, why, and how—to selected
media you think might be [nterested. Be
sure to include your telephone number.

2. Telephone the story idea to an appropriate
reporter, perhaps offering it on an exclusive
basis to that one publication.

3. Invite reporters to visit your organization
so you can talk about the story idea with
the hope that they will write about it. You
may visit them at their offices but call
ahead. make the visit short, and don't
pester them with repeated visits, The most
elfective way to inlerest wrilers in a story is
fo have them make a personal visit to your
organization,

Beyond having story material for writers,
vou will want lo be a good host for them
when they visit your organization. I is
common to allow free admission to all
media persons who show their credentials
al the entrance, Be sure your media
admission policy is well stated and
understond by everyone in your
ofganization.

4. Consull area colleges and universities o see
if public relations or journalism students
could be assigned specilic stary ideas about
your organization for release to the media.
It would be best to have them turn the
finished stories in to you so you can lake
the release to the media. Perhape students
could serve a prolessional internship for a
semester in your office. Students also may
provide some necessary photography. High
schoals and junior colleges might be
consulted if vou are not near colleges.

5. Among the friends of most historical
organizations are persons trained and
experienced v journalism,. sometimes
including retired newspaper writers, who
might volunteer their services, Given
direction by you, they might write stories,
enlist the support of their friends in the

media, and help host visiting writers.

Changing exhibits, new accessions, special
events, educational programs, lectures, and

other activities the public will be interested in
learning about and becoming involved with will
all help to bring your organization to the
attention of the media. It vou have very little
activity al your organizalion, examine your
collections to see how they relate to current
issues in the news. For example. you may have
a bed warmer that would make an interesting
short feature fo offer newspapers during cold
fuel-short months. Mast likely, your
organization is working with local schools,
children are sending yvou thank-you letters, and
you have unpublished material of local interest
in your library: Iﬂufﬂuﬂmﬂﬂrrﬂlh,lﬂ:b
that can be offered to the media.

Once you bave succeeded in placing stories. it
1s important that you keep a clippings book and
that you observe attendance upturms. increases
in gift income, and other changes you feel may
be attributable to the increased publicity. This
data camn be an important justiBcation for
increased staff and for securing an adeguate
promotion budget.

Above all, do not be afraid of vour publicity
responsibility, There are too many historical
organizations whowzs programs have been greatly
diminished because there was no one on the
staff who thought he or she could write a story
to send 16 a newspaper or magazineg.

You can do if, and as a person who shares
the responsibility for the financial well-being of
vour organization and the ¢fective
interpretation of your collections, you must!

The Basics

Every story must accomplish three things:
1, meet the editors criteria or it won't be

published;

2. interest the reader or it won't be read;

3. be absolutely accurate or the arganization’s
credibility with the media and the public
will satffer.

First Olgective: Meet the Editor's Criteria

Every day newspaper and magazine editors
receive many times the amount of material they
can use. As “gatekespers” of what goes on their
pages, they know what interests their readers.
Editors select only a few of the mass of releases
they receive each day.

The following guidelines will help assure that
yvour story will at least be considered by the
editor.

B Use the correct release tormat.
1.  Imprint your 8x10 release paper with a
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simple masthead at the top. Prominent in
the head should be the name and address of
your institution, the name of a contact
person who is qualified to give further
information, and the telephone number
where the contact person may be reached
You may wish to list an evening home
number as well as the office number,
Design the masthead to take a minimal
amount of space on the sheet and keep it
the same indefinitely so editors can spot
immmediately that the release is from you.
Lise of a mas= of color in the masthead
design can further help distinguish vour
release.

Unless there are extenuating circumstances,
such as an announcement of a gift that
must be timed with a donor's wishes, type
FOR IMMEDIATE RELEASE at the top left
of the release and underline it If it is
absolutely necessary to control the date and
time that a story is published, you may
substitute FOR RE[.EASE P.M. TUESDAY,
MAY 9. Also, you may wish 1o release a
story EXCLUSIVE IN YOUR CITY or
SPECIAL TO THE DETROIT NEWS,
which means it is being issued to the News
in advance.

You may wish to type a suggested headline
at the top right of the release. Keep it
short, interesting. and descriptive and type

it in all capitals. For example, EDISON'S
INVENTION OF THE PHONOGRAPH TO
BE RE-CREATED AT HENRY FORD
MLUSEUM,

Leave about six blank spaces so the editor
can write in a headline, then type flush left
the dateline {where the release is being
mailed from) followed by two hyphens.
Begin the story on the same line. Use a five
space paragraph indentation. Double space
the release, but it is permissable to single
space the last few paragraphs it il will
permit you to Finish the story on that page.
Keeping your story tightly written and to a
minimum number of pages will make it
more altractive to editors.

If the release is more than one page, lype
—MORE— centered at the bottom of £ach
page and ai the top lefi of the following
page type PAGE_____ OF PAGE
STORY. HENRY FORD MUSELM.

Type -30-, the editor’s symbol for the end.
at the end of the story.

li there is a significant media misconception
about your institution that can be corrected
by repeating on every release a short
statement of clarification, type that
statement in all capitals at the bottom of
the last sheet below -30- The use of a
clariication statement on every release is
based on the concept that if you say the
same thing often enough it will be
remembered. For example. Henry Ford
Museum often is wrongly thought of as
being part of Ford Motor Company. Thus,
the statement GREENFIELD VILLAGE
AND HENRY FORD MUSEUM ARE
INCORPORATED AS THE EDISON
INSTITUTE, A NON-PROFIT
EDUCATIONAL INSTITUTION is typed
at the end of most releases From that
arganization.

The last entry on the release, typed in the
bottom left comer, should be your code to
aid you in recalling at a future date who
received the release, when it was mailed,
who wrote it, and any other useful
information. A simple code entry would be:
110778 GH PEM E2 (274). From this we
know the release was written November 7,
1978, by our wriler whose initiale are GH
It was sent to our distribution lists thar are
coded PRM and EX. A total af 274 releases
was mailed.

Do not ask to see the story after it has lefr
vour hands and before it is published.
Likewise, when a story is based on an

‘ This sample relegse papar Niusirales 8 umpie,
dizlincfive masrhead. Sse page wefve for @ sam
pole press relsaze

mterview, do not ask to check it before it =
published. Nearly all writers will check
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with you before publication if they have a
gquestion or the subject is complex. Indeed,
you will find that most writers are as
concerned with accuracy as you are. It is
important {o understand that once they
receive a story, the media treat it as their
property and will make decisions on how
to publish it, perhaps combining it with
similar stories or combining one or more of
yoir relegees,

B Editor’s criteria vary.

Editor's criteria vary with local, weekly, and
daily newspapers, larpe area dailies, and
Mmagazines.

1. The weeklies and small dailies in your
institution’s home community are lkely to
be interested in all of vour releases but are
apt to be the only publications interested in
names of local people and stornes solely
related to the local community. Programs
with the local schools, member recognition
and fund-ratsing affairs, and volunteer
awards usually are among subjects of
interest only to local newspapers. Don't
overlook the weeklies and wmall dailies in
the hometowns of your employees, guest
lecturers, exhibitors, and others. These
hometown stories that emphasize the names
of local people probably are the moist
frequently published and widely read
stories that yon will release.

If you do not want to put the local
weekly that may publish on Thursday at a
disadvantage by having the same ﬂm.ie
break in the large area dailies before
weekly can use it. you may wish to delay
releasing to the daily until late Wednesday.
Thus, you will be certain that the story will
not appear in the daily prior to iis
Thursday edition. Get acquainted with the
deadlines of the newspapers with which
you deal. Deadlines for weeklies and for
Sunday editions of dailies vary
considerably,

2. Large area datlies usually are located m the
nearest large cities. They are read by people
in your home community and in 3 broad
geographical area surrounding vour
institution. Their editors are likely to be
interested only In those local people who
are prominent throughout thelr reader area.
The exception is the large area daily with a
regional edition published tor the town
where your organization is located, in
which case the regional editor may be
interested in local persons. Large area
dailies usually have staffs of several writers,
some af whom are specialized. Make it a

habit to read the area dailies to become
familiar with their editors. Then get
pcrmmll;r acquatnted with such editors as

calendar, travel, antiques, art. and regional,
prd'erai:ll]' by inviting them for an
individual visit or a simple press luncheon
where you can get better acquainied in a
friendly social setting. If the cty where
your large area daily is published has a
press club, g will that by jbining it
you will have opportunities to meet
important editors.

Send stories on all public special events
to the large area dailies three weeks in
advance of the event. Never send the same
photograph to two or more newspapers in
the same reader area. Consult the photo
section of this technical leaflet for more
Information.

Don't overlook reaching large nombers of
newspapers by occasionally sending the
most interesting of your Feature shorts and
photos to the nearest bureau of the
Associated Press or United Press
International or to syndicates whose
addresses you can find in a syndicate
directory listed in the appendix of this

leaflet.
Magazines focusing on history, collecting,
and travel and Sunday feature magazines
published by newspapers are most likely to
be interested in historical organizations.
First read a few issues of the magazine to
become familiar with its approach and
style—adwventure. scholarly, photo feature.
A magazine story usually is prepared
specifically for and distributed to only one
magazine. The exceptions when you would
mail copies of the same to several
magazines would include ar listings
of forthcoming events, informational or
news stories of equal interest to a gup
magazines such as new accessions
antigues magazines or new group programs
amd special events for travel magazines.

The major difference in releasing stories
to magazines versus newspapers is that
magazines need Lo receive stories further in
advance of the desired publication date—
psually eight weeks or mom if color photos
are not involved, three months or more i
there are color photos.

Magazine feature-story queries usually
are sent first to the largest circulation
magazine that would be interested in the
subject on an exclusive basis; the query
would be sent to the next magazine only if
the first choice has reiected the idea,
Different angles on the same story subject
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may be developed and sent as queries on a
non-exclusive basis to non-competing
magarzines, but this approach should be
used with caution. Before mailing the query
letter, be certain you can follow through
promptly and completely aon what the
query promises. A typical query letter
might be:

Dear Mr. Smith:

We hate just firshed the largest exhibir
reinstallation ever attempted by a

museum. More than a quarter of a million
objects were moved and re-exfibifed
under the supervizion of our director of
friferpretation.

As an articulate it of modern
musenm exhibit concepts, he would make
sy excellent subject for an trleresting
exclusive feature story in your magazine.

I have enclosed his vita. Please advise if
wou would like additional information.

Sincerely.

Following are a few suggested subjects
selected from the many that might interest sach
tvpe of magarine:

Historical and collector magazines

&, NEW ACCESSIONS

b, curators and conservators and the work
they do

t. highlights of special collections

d. exhibits, festivals, and other special events
and activities

Sunday newspaper magazines

a. photo feature on an interesting person on
your staff, perhaps one who is engaged in
unusial work that Is of interest to the
public, such as restoring old textiles

b. photo features emphasizing artifacts and
exhibits related to the special interesis of
readers in the circulation area of the
Sunday magazine

Travel magazines

a. travel consumer heature stories—how o gel
to yvour facility, the best time to visit,
availability of foud and lodging. special
attractions for children —accompanied by
photos of visitors enjoying your {acillty

b. photo features of an annual special event
such as a quilting bee—photos may be
taken at the event this year to be used by
the magarine in advance of the same evient
next year

Second Objective: Interest the Reader
Releases are of two types—news and feature.
All is=e similar criteria for capitalization,

punctuation. and other stylistic considerations.
Purchase and adhere to either an Associated
Press or United Press International sivle book.
The addresses for ordering the books are in the
appendix of this leatlet.

B News Stary Content

Readers expect the who, what, when. where,
why, and how of the story, nol necessarily in
that sequence, in the first paragraph. They
expect these aspects of the story to be developed
clearly in order of their importance with the
least significant material at the end. Thiz not
only allows the readers to grasp the story
withoul having to réead all of it, but also allows
the editor ta cut From the end of the story to Hi
available space. Expect most dailies to rewrite at
least the lead sentence to assure that they are
nol publishing the same story that will appear in
their competitors’ editions. Romancing of the
subject, especially when a colorful special event

‘or exhibit s involved, is permissable but should

be done only to strengthen the most important

elements of the story.

B Hard News Story Content

Historical organizations seldom generate
“hard news" stories—those dealing with subjects
such as crime and disasters. When they do, the
news release should be i and dstributed
promptly, should be straighttorward, and
should not attempt to conceal any of the facts,
even if they can be construed by the reader to
reflect negatively upon the organization. The
release should present the institution's point of
view and should emphasize actions being taken
ta solve or recover from the problems invalved

For example. a “hard news™ story might be:

XYZ Museum officials met last eveming in
the aftermath of vesterday’s fire that
destroyed a fine urts gallery to plan &
550.000 fund drive for an improved fire
warning system, Museum President James
Browm announced today.

He explamed that afthough ir exceeds sfate
and federal requirerments. the prresent
systemt, which was mstalled i 1956, was
M sensitive gnough to detect the fire in
irs beginning stages. A more sophisticated
systom s proposed bwice, in 1978 and
1978, but budget limitations prevented its

prrclinse.

It is expected that the drve will reach ils
rmark within eight weeks amil the system
will be functioning oithin three months.
Uritil the new systern is operating. the
present warming devices will remain
operable.
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B Feature Story Conlent

Most stories written about historical
organiations are of a feature nature. While the
news story emphasizes the bare facts, the
Feature story uses human inberest anecdotes,
colorful descriptions, interviews, moving
narration, and vivid description. The beginning
sentence in the feature story need not tel] the
who, what, where, why, how, and when of the
news lead, but it must arrest the reader’s
attention and create the desire to read on. Most
newspapers and magarines prefer to have a
writer on their staff write their feature stories:
thus, the publicist’s role usually is to present
sound feature ideas through a well-executed
query letter.

Third Objective: Be Accurate

Historical organizations are seen by the public
and the media as highly credible information
sources. If 8 curator from XYZ Museum says-it,
it must be true,

The following guidelines will serve as a
checklist to assure that you have dene all you
can to make your stories accurate.

1. In the role of publicist, rely on your
curators for expertise bul express the facts
of the story in a langunage that will interest
and be understood by the general reader.
Copy can be just as accurate in clear and
interesting language as it can be in scholarly
[argon.

2, If there is any question In your mind about
vour [acts, check them with the appropriate
curator before releasing the story to the
media. Make it clear that the curator will
not have the opportunity to review the
story again after the publication has it.

3, Ui persons in your organizalion do not have
the answers to a question, be
straightforward in telling the media that
and supgest other sources.

4. On matters involving the general policy of
your organization, consull your top
executive in preparing the story and credit
that person as the source

5 Never release information on objects that
are not on exhibit, Collectors are easily
motivated to travel across the countrv (o
view objects that are of particular mteresi
to them, and historical organizations can
nod afford to mislead or disappoint any
visibors.

6. Never mention monetary values of artifacts
to the media and avoid relerences to such
factors as rates of appreciation and relative
rarity among like objects. By selecting
objects to accession and exhibit, museums

can nol avoid affecting antique values in
the marketplace. but overt value references
should be avoaded.

Photographs

Most newspapers have a greater need for
interesting photographs than for copy.

The publiciz) for the historical organization
with no staff photographer may suggest photo
ideas (o newspapers and magazimes or may
enlist local photo buffs or college photography
students in faking pictures on a voluntary basis,
An occasional photo contest sponsored by your
organization with the requirement that all
pictures be released for your use can yield
excellent results at litle cosl. Leaming to fake
and process good photos yourself is not difficult
OF eEXpEnsive.

Once you have developed a capability to
shoot and produce photographs, observe these
guidelines to make your pictures oseful to the
media.

1. Stay with sharp. glosy, black and white
Bx10 prints for newspapers. Occasionally.
to cut cost and provide more photos,
consider printing four different photos on
one Bx10 sheet. Don't use paper clips which
can mar the surface of the photograph.

2. Keep your photos simple, no mare than
two or three people, and fill the frame with
the subject —avoid a band of grass in the
foreground, a band of subject in the
distance. and a band of sky.

3. When possible. plan your picture so the
print can be cropped to horizontal. vertical,
or square formats.

4. Photos tend to darken when printed in
newspapers, Be sure the subject is well
lighted and lean toward overall lightness in
the print.

5. Fublications almost always prefer people in
the photo. They should be doing
something. No one should be looking at the
camera and all should be identified.
Photograph people enjoying your
collections and facilities but be sure they
are doing only the things the general public
is allowed to do. lf you do not allow the
public to sit in vour collection chairs, do
not picture @ model sitting in one.

o, Never release photos that were taken
randomly of visitors whose faces show
clearly enough so they can be identified
unless you get the permission of the persons
in the photo. Who knows, the man in the
photo could be on a weekend holiday with

hiz neighbor's wile! When photographing
visitors, ask them to sign a simple release
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When takirng phorograpfis far press refeases. fill the
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form and be sure you get their names and
the city where they live so yvou can identify
them in Lhe caption. A signed release form
i especially important if you ever use the
photo for paid adwvertising for your
organization. A sampie of a3 release form
can be found in the appendix.

frame wilh peopla anoying yvowr Facilitins
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Fublications like close-up pictures that
show action. They do indeed like children,
pretty girls, and pets in photos, They like
subjects photographed from a unigue angle
such-as a highwheel bicvcle rider
photographed straight up from the ground
Mever send the same photo to two
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publications that are read in the same
community. Instead, take several pictures
of the same subject, each trom a different
angle. You will be safe even if the variation
between photos is small

Avoid releasing photos of collection replica
artifacts. If vou do, indicate they are
replicas.

Compile a small e of 35 mm slides.
Mearly all publications, including glossy
magarines, will use 35 mm, but many
prefer original dides rather than duplicates,
Mpzt can not be counted on to réturn the
slides when they are finished with them.
Thus, il is advisable to shoot the same
subject several times, giving voursell file
copies of original slides. Shoot several ol
vour slides in a vertical format kevping in
mind that magazines often print color only

T =

Pubilicationg are mora
Nkedy [0 use your
i'.'"":'!'ogf"—::h:- T fhey
&an be crapped eirher
viertically or
horzantally,

on their covers. You may wish lo compose
some of vour vertical slides with open sky
spaces in the upper right cormer where
magarines can print thelr name and other
cover material. Shoot exterior slides in each
season of the year and be certain yon have
good slides of all exhibiis and evenis that
are held annually for use in advance
promaotion

Compile a more extensive Hle of 3x10 black
and white glossy prints and have a number
of duplicates of your best photos an flle all
the time. Number vour negatives as they
are hled and rubber stamp, do nol

write, the negative number on the back of
each prnt to make mordering Easy,
Whenever possible. keep all neigatives in
your possession as most of your print
orders will have to be processed quickly lo
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meel media requests, Do not write an the
back of prints as your writing may show
through when the photo is processed for
offset printing.

12. Spend time writing your photo captions.
The captions may be the most widely read
copy in yvour story, Make them brief.
bright, and interesting.- Attach the caption
to the back of the photo with a small
amotint of rubber cement or tape, Rather
than using separate caption sheets for each
color slide, number the slides and key the
numbers to captions typed on a single sheet
of paper.

13. Prints always should be packed tor mailing
between two pieces of light cardboard the
same size as the photos. Slides are best
mailed inserted in the plastic pockets of
Bx10 dide protector sheets designed for ring
binders and avallable at photo stomes.

14. During peak visitor seasons. most historical
organizations restrict all discuptive
photography involving set ups with lights
and models to hours before the miuseum
opens to the public or after it closes.

15. Be sure that someone from your
organizalion’s staff accompanies visiting
photographers at all Hmes. For their
protection and yours. never allow a visiting
writér or photographer to handle any
art ]

Beyond the Basics

Given a small budget and at least one full-
time promotional person with clerical assistance,
many additional promoticnal tooels can be
implemented.
B A writer's guide, updated and reprinted
annually in large enough numbers to mail copies
to all writers at all newspapers and magazines in
your major markel area, is a valuable resource
for writers and a useful handout for visiling
media. A typical writer's guide might contain-

1. A description of your organization, when it
was founded. its histary, type of
collections, and location with instructions
on how to reach the facility by public and
private transportation;

2. Telephane number, hours, admission price
and special admission rates, description of
food, gift, and souvenir outlets, and a list
of convenient campgrounds, hotels, and
molels:

3. A list of crafts that are practiced and other
special attractions that operate daily;

4. Educational programs:

5. Library facilities that are available to the

public and other public services offered by
your organization:

6. List of special evenis and dates:

7. Brief description of each of the major
collections, perhaps citing examples of one
ar two of the outstanding pieces in each
collection area:

8. A list of curatorial persons by name and
area of expertise—note in this section that
writers should be encouraged to contact
curators throujth you.

B An events calendar can be issued bi-weekly
or more often depending on the number of
public events offered by vour organization. It
should be mailed to calendar editors at
newspapers in your major market area.
Newspaper calendars provide one of the mos!
important vehicles for making the public aware
of what is going on at your organization and
also generate media interest in covering your
events.

B A periodicals calendar mailed one quarter in
advance of the perfod it covers—mail January 1
for the period April, May. and June—ic
important for magazines that have long lead
times. A gquarterly periodicals calendar often
will make the difference in whether a magazine
is able 1o carry a mention or a story on an
evenl at your organization.

B Fillers mailed monthly or quarterly are usetul
to editors who need short one or two paragraph
stories Lo Hll holes in their pape layouts, Try to
make the filler shorts relate to such subjecis as
current issues in the news and anniversaries of
the invention of artifacts in your collections. On
two sheets of paper you can include six short
tiller features.

B A stock of general press kits that include a
wriler's guide, background story on the history
of your organization. a current events calendar,
and background summaries of your collections
and your educational and special evenis
programs can be left at the entrances to your
facilities to be given to media visitors who
arrive unannounced on wevkends or at other
times when you are not around.

B If budget allows. you might consider a press
preview of an exhibit with cocktails and
refreshments or an annual press family day with
relreshments and entertainment, Writers are
accustomied to fine treatment at such affairs. so
avoid holding them unless yvou have the budget
to do them well,

B As your budget grows, you might consider
bitving some ocutzide services to help vou reach
more newspapers and magazines and to make it
easier for you to evaluate your work, These
services inchude:
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A clippings service. which can be
contracted to clip stories published on your
organization (N NEWSPApErs in your state or
ovn regional or national levels, can help you
see which publications you are most
successful with and can provide you with a
portfolio of results to wse in documenting
your work. By keeping track of which
nEwspapers aré CArrying vour slories. you
may find that some are not using any of
vour material. Knowing that, you may
wish to make personal calls on their
editors,

Mat services; that for a fee distribute your
short teatures to their member newspapers,
will prodhice a lot of clippings bul usuatly
are-expensive and most successhul in placing
stories only in small circulation newspapers.
Mewswines, which usually are available
only in large cities, will send your release
over their wires to subscribing mwedia. Their
tee is based on your choice of city,
reglonal, or national distribution. IF you are
in a metropolitan area, the newswire can be
a good vehicle to use in reminding the press
of a special activity.

Mailing services, especially those that are
computer based and keep all media up to
date by name of editor, can be an effective
investment if you wish to make a national
or even large regional mailing of writer's
guides or other materials and yvou do not

Sampie formal for & phorogrAph capglian which
provides compiele informalion About Nis pholo
might be

SRS 28D CENTURY—Roberr Kpolakian,
kegper of the Menio Park LEboraiovry compjies ar
Greenfield Village in Dearbom, Mich., checks
replicas of early light bulbz lor the cemlennial of
Thomas Edigon's imeention of the firsl practical
incandescent lamp Koolakian oversess the
faboraiory in which Edison performed his
invenive feal, keeging in working oraer he
mercury vacuum pumg (foreground, righr-amd
et a2nd the eleclric generaling slalicn whch
Edizon compieled betwesn Ihe bulb’s jmeention
an Ocrobar 27, 1878, ang the first public display
ot incandescen! lighting in Nis Merlo Park, N.J
complex on December 31, 1878 Adlo pioness
Henry Ford reconstructed and movad the six
buifdings fo-Dearborn more (hae Nfly years ago
&% the cenler ol his historic complex of more
ffhan eighly ancient American bundings and a
fowriesn-acre musewm

want Lo trust vour own lists or miss anmy
important editors.

5. Public relations counsel. although perhaps
rather expensive when retained full-time,
coiuld be contracted for important special
projects such as the promotion of a fund-
raising program,
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APPENDIX

Selected Samples of Services and Publications

Clusses

NYU Business and Management Programs
Room 1412, 310 Madizon Avenue

New York, New York 10017

Clippmigs Serivices

Luce Fress Clippings

420 Lexington Avenue

New York. New York 10017

Burrelle's Press Clipping Service
75 East Northfield Avenue
Livingston, New Jersey 07039

Maifing Services

Public Relations Aids, Inc.

221 Park Avenue South at Eighteenth Streel
New York, New York 10003

Mar Sérmiors

Perus Media Service

& West Hubbard Street

Chicagn,. Tllincis 60610

North American Precis Syndicate, Inc.
220 West Forty-second Sireet

New York, New York 10036

Modia Dhirectories

Ayer Directory of Publications
Aver Press

210 West Washington Square
Philadelphia, Pennsylvania 19106

Svndicated Columnists

R. Weiner, Inc,

888 Seventh Avenue

New York, New York 10019

Newsusires _
Press Relations Newswire
24500 Southfield Road

Public Relations Handbooks
Effective Public Relations
Cutlip and Center
Prentice-Hall, 1978

Publlic Relations Hosdbook
Philip Lesly
Prentice-Hall, 1978

Shile Bpoks

The Associated Press Stylebook
The Associated Press

50 Rockefeller Plaza

New York, NMew York 10020

The UPI Stylebook

Uinited Press International
220 East Forty-second Street
Mew York, New York 10017

Maodel Photograph Release Form
Name of Organization

advertising. and exhibition photographs of me
taken at either using or
no! using my name.

Subject’s Signature

Witness Subject’s Name {printed)

Subject’s Address & Phone
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American Association for State and Local History
1400 Eighth Avenue, South
Mashville, Tennassese 37203

TECHNICAL LEAFLET 124

Technical Leaflets are published by the
Amercan Association feor Stalte and Loeal
History for the purpose of bringing useful
information to persons working in the state and
local history movement. The selecton of subject
matter is based upon varied Inquiries received
by the Association’s home office. The leaflets,

which are detachable [rom the magarine, arc
copyrighted & 1980 by AASLH and-should be
catalogued as part of HisToRy News.
American Association for State and Local
History, Technical Leaflet 124, HisTorRy News.
Volume 35, Number 2. February, 1880.
Reprints are avallable. For inflormation on
prices, write to the Association at 1400 Eighth
Avenue, South, Nashville, Tennes=ee 37203,
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Training for Docents:

How to Talk to Visitors

by Gerald H. Krockover
Purdue University
and Jeanette Hauck

Indianapolis Children's Museum

DOCENT: Now let’s all move to the dinosaur
exhibit. Thic is a life-size model of
Tyrannosaurus Rex. It was about
fifty feet tall, and its jaws were
about four feet long. Tyrannosaris
Rex lived about seventy million
vears ago and ate meat, Before we
mouve to the next exhibit, are there
any gquestions?
What kind of meat did the dinosaur
eat?
DOCENT - Other dincsaurs. Arnty other
questions? If not, let's proceed to the
next exhibit area.

A museum serves as a repository for some of
the most fascinating and interesting exhibits
available to the public. A key component in
presenting these exhibits to school groups and

the general public is the guided tour given by a
docent who may or may not have been trained
through a docent education program,
Unfortunately, many docent education
programs simply focus upon improving the
subject-matter background of the docent rather
than including an equal dosage of methods and
techniques for involving the museum visitors in
the tour. The development of an effective
questioning technigque enables the docent to
focus each visitor's attention upon the museum
object being explained, this enriching the

miiseEum bolr.

Training Workshops

Conducting workshops for docents that focus
upon the development of question-asking skills
and techniques is one way to improve guided
tours. The workshops might include such topics
as the role of questioning in conducting tours,

AASLH Technical Leafle: 125
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Sample docen! aciivity caid,

evaluating guestioning technigues. An
additional feature useful in these workshops is
the involvement of the docents in the
development of their own questions. This can
be accomplished by utilizing activity cards
mhrlmmnﬂyhﬂng&tdmmhlmm
the “experts” present their opinions.

The docents probably will discover quickly
that the key to a successful tour is not only that
body of knowledge they have mastered, but
alsa how well they involve the tour group
through questioning. Figure one outlines the
different levels of questioning that may be used
during tours. Docents should be encouraged to
analyze the levels of questioning and practice
asking questions at these levels in the cognitive
{content) and in the affective (attitudinal)
domains of learning. After the docents have
developed some competence in recognizing and
using the varying levels of questions, they are
presented with an individual activity card,
shown in Hgure two, which requires going out
into the exhibit area and preparing questions for
ﬁ:hnflhtlwdsul:ptﬂmnhsthitmuhﬁbe
‘used with a tour group.

The docents then return to the workshop area
to discuss the gquestions that they have
developed and to analyze the gquestions for
clarity and effectiveness. The questions prepared
by each docent are collected and classified by
exhibit area resulting in a set of gquestions for
each exhibit area that will be made available to
all docents. Thus, each docent has acquired not

only the ability to ask a variety of questions,
but also a packet of questions to serve as a
resource for future tours.

Questioning Levels

As indicated in figure one, can be
classified into the thought level required of the
person by a docent’s question. Most docents
simply ask cognitive-memory questions because
they have not been made aware of the level of
thought which their questions can and do elicit
in their tour groups. Docents need to
understand that a question asked at a given
level will result in a response identified with that
same level. In other words, a cognitive-memory
question, the lowest level, will cause a
cognitive-memory response and so forth.

To mm&mmmuﬁm
each of the four levels and utilize examples from

specific docent questions:

1. Cognitive-Memory Questions require the
lowest level of thought on the of the person
responding. They demand , memory,
recognition, dmmﬂmﬂmﬂym
factual knowledge, or observation, These
questions call for predictable responses and
often demand only one-word answers from the
respondent. Examples of cognitive-memory
questions include:

*What kind of animal is this?
*What year did the Indians leave this area?
*Can you see any differences in the various
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kinds of Indian pottery?
*How was slate used by the Indians?

We have found that most docents only ask these
types of questions.

2. Commuergent Questions include more broad
types of questions that demand putting facts
together in order to obtain one right answer.
The respondents are required to know facts and,
using their own words, to explain concepts and
describe their interrelationships, solve problems,
or make comparisons. Examples of convergent
guestions include:

*Can you explain the differences between the
Woodland Indians and the Southwest Indians?

When demonstraiing an
artitect, 8 docent show/d ash
gquestions thal regquire e
visifors o think aooul The
feum ang draw heir own
canclysions aboul ifs
funtolion andg e people wWho
used it

Ingdianagolie Children's Museum

*“What comparisons can be made between the
indians and French settlers with respect to
trading?

*What is meant by the word “pioneer?”

*How is this mattress like that one?

3. Divergent Questions not only provide the
respondent with a new situation, but also allow
for more than one possible right answer, These
are questions that permit originality by the
respondenis which is evident in the hypotheses
they make and in the way they use their
knowledge 1o solve new problems. Divergent
questions are those that permit predicting,
hypothesizing, and/or inferring. Examples of
divergent questions include:
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*What material do you think is inside each of
these matlnesces]

*Suppose you were rying to convince someone
to trade one of their articles for one of yours,
How would you do it?

*What do you think the Indians weed
porcupine quills for?

*Suppose you wanted to make a model of a
French trading post. What would you include
in yvour model?

4. Evaluative Questions require the respondent
to judge, choose, value, or defend. They cause
the respondent to organize knowledge,
formulate an opinion, and thereby assume a
self-directed position, In order to make a
judgement, the respondent has to use evidence
which in turn meguires the use of criteria. The
visitors make judgements of good or bad, right
or wrong, according to standards that they
designate or to standards someone else has
established. This is the highest level of
questioning and involves all three of the other
levels. This level of questioning is used least by
docents, Examples of evaluative questions
include:

, docenls should nor be o
irs fo be fossed around among all members of the lowr

0 QuicH o

Give tha gl answer Dol shouia

*Which exhibit do you prefer and why? What
constitutes a “good” exhibit?

"Do you think that the trading between the
Indians and the French settlers was fair?
Justify your answer.

*Which of these pioneer mattresses would you
prefer to sleep on and whyT

*Why did early man paint on cave walls? Does
modern man paint on cave walls today?
Justify vour answers.

*Why do you think the wearing and collecting
of jewelry is valued so much by people?

In conducting a tour, it Is important to use a
variety of levels in your questioning and to
make guestions clear, concise, and to the point.
What do you think this isT How do you think it
was made? What do vou think it was used for?
Why do you say it was used that wayT All are
examples of good questions.

Dacents are usually too eager to spout off at
once all the facts about an exhibit without
giving visitors Hme for observation and
thinking. Once guestions are asked, answers
should be tossed around to all members of the
tour group, not just between the docent and one

Indll@nageolis Chlldmn's Musaum
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tour group member. Docents should not be oo
quick in giving the "right” answer; they need to
learn to wait [or answers when asking thinking
questions. On the average, dncentswmlﬂnhr
one second for a response before answering
their own questions. Try waiting two to four
seconds for a response, and you will find that
the interaction level will double or triple, At
some exhibits you might begin by asking, “Tell
me wha! you aiready know about this exhibit.”
You may be pleasantly surprised.

Self-Evaluation
To determine your questioning effectiveness
as a docent try this eight-step evaluation.

1. Give yourself one point each time you ask
your tour group what they know aboul an
exhibit before you start your preseniation.

2. Measure how many seconds you wait for a
response. Give yourself one point if you waited
longer than two seconds for a response.

3. Give a point if you developed interaction
between the members of your tour group rather
than simply between yourself and one other

person.

4. Give a point each time you ask an evaluative
guestion.

5. Give a point each time you reinforce an
answer without saying that the response is
correct.

6. Give a point each time you do not stop
discussing a point when the “right” answer is
given, but ask if there are other answers.,

7. Give yourself a point each time you ask a
question requiring predicting, hypothesizing,
inferring, or reconstructing events,

8. Give yourself a point each time you are a
good listener.

Such self-evaluation should help docents
improve their questioning skills and result in
more effective tours of your historical site or
TTIESe1m .

Conclusion

It has become increasingly evident that in
museums where this approach to improving
docent questioning techniques has been
employed, questioning methods have improved
and that docents are more aware of the types of
questions that can and should be asked. It is
important to remember that if we removed all
the labels From an exhibit, there would still be a
wealth of information to be gleaned by a visitor
through such questioning. This method, mare
than any other, utilizes those observational

Gee——r— =l T _

skills that the visitor brings to the museum.
Retuming to our dinosaur exhibit, one can
now hear:

w w w

DOCENT: Can you find a close relative to
Tyrannosawrus Rex in this room7
Pt your hard wp when you've
found it.

DOCENT; How would you chavige
Tyrannosaurus Rex's legs to look
like Archaeopteryx’s legs?

DOCENT: Of all the reptiles we have discussed.
tohy do you think that certain types
have continued o live while others
lave become extinct?

C

These types of questions cause the visitor to
think and pursue an active role in the tour.
Providing more stimulating and informative
tours may help promote active visitor support,
requests for additonal information, and return
trips to the museum. We feel that such
workshops will enable the docents to ask a
better variety of questions and lo more actively
inwalve visitars in their tours. Additional docent
workshops can then focus upon an analysis of
the questions developed in the first workshop
and methods for continued improvement.

Glossary ol Terms

Affective—area of learning dealing with
attitudes,

Cogmnitive—area of learning dealing with
content.

Cognitive-memory—area of leaming that
includes recall, memorization, and facts.
Convergent—putting facts together to obtain
one answer.

Designate —the individual selects an object or
event from two or more that might be confused.
Divergent—putting facts together to obtain
more than one answer,

Evaluative —requires the formulation of an

opinion or seli-directed position.
Hypothesize —to generalize statements of
explanation,

Identify—the individual selects 3 ramed or
described object by pointing to it, touching i,
or picking it up.

Infer—involves the interpretation of an
obzervation.

Name—the individual specifies what an object,
event, or relationship is called.

Predict—a specific forecast of what a future
observation will be,
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Planning and
Conducting Successful
Seminars and
Workshops

By George Rollie Adams

Assistant Director for Planning and
Development, American Association for
State and Local History

and Patricia A. Hall
Director. Education Division, American
Association for State and Local History

Whether devising educational programs for
the public or developing training programs for
historical-agency staff, whether planning two-
hour programs or two-week offerings, the
requirements for success are the same. Seminar
and workshop coordinators must understand
how adults learn, know what learning is needed
and plan effective ways to facilitate it, and pro-
vide a conducive setting in which it can occur.

Understanding how adults learn
According to Malcolm 5. Knowles, one of the

nation’s foremost adult educators, adult learmers
differ from child learmers in four critical ways
Adults are self-directed. They have experiences
that can be built upon. They are motivated by

the developmental tasks of their social roles.
And they want learning that has immediate
application.

Adults are self-dirécted. Children enter into
the world in a state of dependency. That depen-
dency, encouraged by adults, becomes a self-
concept that is generally retained throughout
youth. It is reinforced by the praditional educa-
tional process. Parents, teachers and curriculum
planners all tell children what they must learn.
Adult learmers, on the other hand, are largely
independent. Their self-concept is one of self-
direction. They can and will choose what they
learn, and this has a number of implications for
educators. It means that adults will be more
highly motivated than children. It means that
adulis will want to participate in the instroc-
tional process. It means that if they are given an
opportunity to help plan their learning activi-

A geminar coordinator’'s survival kit contains
ftemsg ranging from Bandaids to projector bulbs,
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ties, they will learn more effectively, And it
means that they must be instructed in appropri-
ate physical and psychological climates. In
short, adults require friendly instructors,
informal settings, individualized attention and

i learning activities.

Adults have experiences that can be buill
uport. Any group of 30 children, randomly
selected, will have much more in common than
any group of 30 adults, ﬁndurmlyﬁ:l!tmd
Adults have accumulated more experiences than
children, and this can both hinder and benefit
learning. It can hinder learning because adults
tend to have fixed habits and patterns of
thought and therefore often are less open-
minded than children. On the other hand, the
experience of adults can benefit learning because
a variety of teaching techniques can be used to
draw upon those experiences. Group discussion,
role playing. simulation exercises and cake proj-
ects are a few examples. All of those are experi-
ential or participatory, learmer-centered ac-
tivities. They enable participants to experience
principles, problems and issues, as well as vari-
ocus responses to them. In such activities each
adult learner adds a special perspective or point
of view that is instructive in some way to other
individuals.

Adults are motivated by the developmaental
tasks of their social roles. Children learn best
those things—developmental tasks—that they
must know to movie from one stage of psycho-
logical and mental development to the next.

Each stage presents a teachable moment, a time
when the child is ready to learn. Adults have
developmental tasks and teachable moments
too, but those result chiefly from evolution of
ysocial roles. Adults learn best those things that
mmhkclytubumﬁllhﬁmh'l their work, leisure
activities and relationships with others. In short,
what adults are willing to learn at a given mo-
ment depends in large part upon where they are
in the course of their own personal growth and
development.

This has implications both for the sequence in
which learning can occur and for how learners
should be grouped. For example, if a workshop
coordinator is training role-assuming interpre-
tive docents, he or she should not try to teach
them theatrical techniques for a particular
character role until they have learned the appro-
priate historical background necessary to under-
stand that role. If a workshop coordinator
wants to teach a group of museum personnel
how to design exhibits, he or she should first be
certain that each understands the functions of
museum exhibits and has, as well, a strong per-
sonal interest in how they are designed. And if
an adult educator in a central-Kentucky agricul-

tural museum wants to conduct a seminar on
the history of farming for academicians, that co-
ordinator should not begin the seminar in the
same way he or she would if most of the
participants were farmers, political leaders or
urban business leaders. Each of those groups
would require at least a different introduction
and probably a different sequence, or even dif-
ferent kinds, of learning activities,

Adults want learming with ivomediate applica-
tiort. Children have to learn facts and concepts
that are accumulated, stored and used at some
later time when they may or may not be appli-
cable. Adults do not have time for that. Adults
want facts and skills that have immediate rele-
vancy. If adults cannot see some immediate use
for information or skills—if that information
and those skills are not enjoyable or practical in
terms of their own individual needs—then
adults will not be interested. Thus, a seminar or
workshop coordinator must carefully assess
audience needs and interests and provide pro-
grams that meet those,

Planning a seminar or workshop

Assessing needs and interests is the first of
seven basic components of successful seminar
and workshop planning, The others are analyz-
ing resources, selecting high priority objectives,
selecting and organizing leaming activities,
selecting instructors, determining format and
developing a plan of q:uafuah-:m

Assessing needs and interests. The purpose of
any iustml—ag:my educational or training
program—seminar, workshop, audiovisual pre-
sentation or whatever—should be to enhance
knowledge of the sponsoring institution’s collec-
tions or field of interest or to improve the skills
of individuals whoe work toward those ends. To
learn effectively, the individual must have a
need to know the material and skills the pro-
gram offers. A variety of sophisticated survey
techniques are available with which to assess
audience needs, but there are also some rela-
tively simple, vet fairly effective ways. The First
is through expressed preferences. A seminar or
workshop coordinator can ask—either verbally
or in a simple guestionnaire—persons attending
one kind of program whether they would attend
or prefer some other kind of offering. The sec-
ond is through demonstrated willingness. It is
possible to draw conclusions about audience
preferences simply by observing which kinds of
programs people attend and which kinds they
avoid. The third is through the conclusions of
experts. A coordinator at one institution can
find out what kinds of programs have worked
for other institutions similar in purpose, collec-
tions and location. For best results, the coordi-
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nator should use all of these methods and com-
pare the findings.

Analyzing resources, Any educational or
training program that an institution offers must
be appropriate for that particular institution’s
purpose and other programs. It must also be
appropriate for the institution’s financial re-
sources and personnel, both paid and volunteer.
And decisions about what programs to offer
must take into account the current offerings of
other, similar institutions. For example, in
Tucson, the Arizona Historical Society offers a
highly successful historical film-lectuie sevies
using movies shot on location in Tucson since
the 1930s. This series has proven an excellent
way to draw new visitors to the society and
both entertain and instruct them. Although the
program is successful, the Arizona State
Museum, which is situated across the street
from the historical society, probably would not
want to duplicate it. A different kind of pro-
gram geared more to Arizona State Museum
collections and other audience needs would have
a better chance of attracting new adult visitors
to that institution. Similarly, if the Arizona
State Museum offered an effective exhibit-label-
writing workshop for historical-agency person-
nel throughout the state, and everyone who
wanted to attend could do so, there would be
no need for the historical society to offer a simi-
lar program.

Selecting high priority objectives. When plan-
ning any new seminar or workshop, a coordina-
tor is likely to identify many more worthwhile
objectives than can easily be accommodated in

-any one learning activity, session, seminar or

series of seminars. Still, he or she should list all
those objectives on paper. The coordinator
should then screen them for desirability and fea-
sibility and select only those that are important
for basic program purposes and that are realistic
in view of the institution’s resources and audi-
ence. In addition to helping with planning, high
priority written objectives, if stated in terms of
intended participant knowledge, skills and atti-
tudes, will help learners know what to expect
from the program and will help instructors
know what they are expected to contribute to
the program. A much better program will result.
Selecting and organizing learming activities.
Because adults learn best through participation,
it is desirable to plan for participatory learning
activities. There are several from which to
choose, including role playing. simulations and
case projects. To select the kind of activity that
is best for a particular program, keep in mind
the following: (1) appropriateness for the objec-
tives and content, (2) suitability for the audi-
ence, (3) effectiveness in relation to particular
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stages of the program, (4) variety, (5] compati-
bility with teaching styles and (6) amount of
time available.

Selecting instructors. Effective instructors are
critically important for the quality of any semi-
nar or workshop. To select them successfully it
is necessary to know the characteristics of an ef-
fective instructor, Effective instructors must be
knowledgeable about their subject matter. They
must be good teachers or willing to learn how
to become good teachers. They must be able
and willing to devote adequate time to prepar-
ing for their presentations They must be willing
to work with the coordinator to shape their pre-
sentations to program objectives. And they
must be able and willing to spend sufficent time
at the seminar or workshop site to meet parfici-

At the seminar, set up & display area for bro-
chures that participants may bring from their
own Institutions.

pants and get the feel of the program prior to
speaking and then to talk with participants
afterward.

To be sure of obtaining instructors who
possess those qualities, a program planner
should first investigate potential instructors.
Observe them at the programs of other institu-
Hions and at annual meetings and similar func-
tions. Talk to colleagues who may have heard
them speak or “perform.” Selicit resumes from
potential instructors and interview them in
person or by phone.

Mext, a seminar or workshop coordinator
should approach potential instructors with
confidence. To be timid and assume that a
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potential instructor would be doing a program a
great favor merely by appearing is a sure way
to ruin it, Be polite, of course, but also be
aware that to ask a potential instructor to par-
ticipate is to do him or her a favor. Most effec-
tive instructors are motivated by both profes-
sional pride and dedication to their Feld.

If selected instructors are not accomplished
teachers of adults, help them understand the
special ways in which adults learn. Give them a
detailed memo, letter or set of guidelines on the
subject. Provide all instructors with specific in-
formation about the backgrounds of the learners
so that they can gear presentations specifically
to the audience. Then evaluate instructors’” per-
formances and share that information with them
so they can make adjustments for future presen-
ations.

Finally, reward good instructors. Whether the
rewward is an honorariom, a book, 2 nice letter
or a simple pat on the back, it will pay impor-
tant dividends the next time that instructor is
needed to help with an educational or training
program.

Determining format. Successful seminars and
workshops must be of appropriate length for
both the participants and the topics being
treated. And so must individual sessions. Those
must follow in logical sequence, and the entire
program must be paged in a manner that will

_hold participants’ interest but not tire them
unduly.

A number of variables help determine pro-
gram length. Those include the subject, depth of
coverage, educational and experiential levels of
the participants, amount of time they can
ﬂaﬂubem&mpmgﬁm,ammmuiﬁmﬂt .
coordinator and the sponsoring organization can

upmhpedﬁcsessinnmpics.ﬂmﬁm;tzpislu
decide which will be Formal, instructor-led ses-
sions and which will be informal sessions.
Sessions can vary in length from one to three
hours. Sessions can be lectures, panel discus-
gim.parﬁﬂpltwylwnlngacﬂvitiﬁnramm-
bination of those. Before actually scheduling
sessions into hard-and-fast time slots, consider
other kinds of seminar or workshop activities.
These can be receptions, registration procedures,
partnpammtmdu:ﬁnmandpmnnuhmh]d
tripsandmm,hmhmd‘msmu&:rkmdsd
pl:mdgmpmﬂsandmkinddﬂnll
dinner or celebration. Whatever sessions and
activities are chosen, they should be sequenced

logically and in a way that ensures variety.

Seminars and workshops must be properly
pﬂd.m?:hmldbesdwdukdﬂghllybut not
oppressively. 1f given a choice. participants
pnfﬂtnnmkehﬂus:nf&mh'ﬁm. Beware of
scheduling big chunks of free time without
offering an optional activity, such as consulta-
tions with instructors or tours of museums. On
the other hand, do not be unrealistic in allotting
time. Remember that there will be questions,
answers and discussion. No matter how strict a
timekeeper the coordinator is, sessions—espe-
cially good, provocative ones—maore often run
overtime than end early. Schedule some “soft”
time between sessions and between activities to
allow for transitions.

Once a coordinator has developed a prelimi-
mryscheduk.h:nrﬂw;hmﬂdﬂpectilmgo
through numerous changes before it emerges in
a final form. Usually it helps to prepare a pre-
]i::rﬂmrysdwdu]zinar_haﬂfmtmldhave
other persons check it for possible overlaps or
discrepancies. The final printed schedule should
be neat and legible. It should indicate sessions
and activities, times, locations and instructors.
It should also contain capsule session descrip-
tions, but it should not be overloaded with
minor details.

Developing an evaluation plan. When a
ceminar or workshop is concluded, it is desir-
able to know whether, or how well, it suc-
ceeded. Whether the evaluation tool is oral or
written, it should tell the coordinator whether
he or she planned effectively, matched the pro-
gram to available resources, selected appropriate
objectives, met those objectives, used appropri-
ate activities, chose instructors success-
ful]yandidﬁ[ltdlh&nceﬁnfﬂwaudienchm
method of evaluation should be selected and the
evaluation tools designed and prepared during
the seminar or workshop planning process.

Conducting a seminar or workshop

Once the seminar or workshop has been
phud—&wsasicmchmandmﬁuﬁmd. the
instructors selected and the format determined—
the coordinator must arrange for a conducive
setting. This requires paying special attention to
a number of logistical variables.

Deciding what to take and what to send. A
seminar or workshop can take place in the
sponsoring organization’s facilities, across the
street from them or across the country. Regard-
less of proximity, the coordinator must ensure
tlwprumctnfmysupphumwduqﬁp»
ment. Even if the coordinator can arrange to
have some equipment and supplies provided at
the site, there will still be essential items that he
or she must either send ahead or pack to carry

(_
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to the program. Taking too much or too little
or being caught short of a needed item, can ruin
an otherwise well-planned program.

Necessary program equipment and supplies
can inciude, but are not restricted to:

* Seminar packets or notebooks, These can in-
clude the final program, inetructor and partici-
pant lists and biographies, evaluation forms, ex-
pense report forms, session outlines, copies of
the learning objectives, other instructional mate-
rials and information about the sponsoring organ-
ization and host institution.

» Name tags. These should be typed or printed
in large, legible letters for participants, instruc-
tors and hosts. Some coordinators prefer to in-
dude individuals' titles: others prefer to delete
titles or all but first names in order to facilitate
group interaction.

e Exhibitable publications and materials. Provid-
ing a table on which participants, instructors,
hosts and the sponsoring organization can
display publications also encourages group inter-
action. -

® Tape recorder and tapes. Recording the ses-
sions can facilitate evaluation. If sessions are to
be recorded, don't forget necessary jacks and
cords.

a Sgriinar survival kit. Every coordinator needs
a survival kit, or a portable “coordinator’s
friend.”™ This can include such necessities as ex-
tra pens, pencils, several kinds of tape, twine,
scizzors, paper punch, small pocket knife, slide-
projector bulb, gavel, chalk and chalkboard
eraser, large marking pens, extension cords,
sewing kit and first-aid kit.

Which supplies to take along and which to
send ahead depends on several factors. Send
ahead items that can be prepared or packed
early and that are not irreplaceable. Take along
itemns that are of great value and materials that
must be updated at the last minute. A checklist
is a necessity when packing equipment and sup-
plies. Pack all materials in sturdy, clearly
labeled boxes. Address cartons sent ahead to a
contact person, not just to a destination, and
mark them to be held for the coordinator’s
arrival.

Running the program. Once program mate-
rials have been sent or packed to travel, the
seminar or workshop coordinator should be
ready for the on-site activities. Whether the pro-
gram is being held down the hall, across town
or in another city, plan to arrive well in ad-
vance, a few hours or even a day, to meet with
any persons who may be assisting with logistical
arrangements and to make certain that all are in
order. One or several meetings with representa-
tives of the host institution and hotel to go over
checklists can make the difference between a

The seminar packets contain a final program,
faculty list, sessipon outlines . and other mafte-
rials the participanis will need.

smooth, trouble-free program and one that is
fraught with unanticipated difficulties. Discuss
and clarify the final schedule, contracts, billing
procedures, special events, transportation, divi-
sion of responsibilities, contingency plans and
special requirements. Be prepared to confer fur-
ther with these individuals as needed during the
course of the program,

MNext, check the meeting facilities, even if they
are familiar, and make certain they are arranged
in a way that is conducive to learning. Space is
a key factor in any good seminar or workshop. -
The ideal meeting room is spacious, well-lit and
temperature-controlled and has movable tables
with comfortable—not squishy—chairs. Furni-
ture arrangement should vary according to
learning activities, For most activities that in-
volve 10 to 35 persons, tables arranged in a
U-shape or classroom format work best. Be sure
that the meeting room can be darkened for
audiovisual presentations and that it has an
easel, chalkboard, head table or podium, and
any other necessary equipment. Locate light
switches, electrical outlets and thermostats
ahead of time. When sessions are underway, the
coordinator should sit near the speaker and in a
location where he or she can facilitate discus-
sion, and also have easy access to lights and
audiovisual equipment.

Once the seminar or workshop is underway,
the coordinator can—and should—wear a
number of hats. To ensure that program goals
are achieved, he or she must be prepared to
handle a variety of responsibilities ranging from
keeping things on schedule to assisting with in-
struction, attending to amenities and dealing
with emergencies and annoying crcumstances,
such as equipment failure or less-than-perfect
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You may want fo make rapes of the sessfons fo
use iater for evaluation purposes. -

hotel service. This reassures seminar and work-
shop participants that someone is “in charge.”

The coordinator’s first task during the pro-
gram is to greet and introduce participants, in-
structors and hosts. An informal opening session
—such as a brief reception or registration time—
is a good way to begin. Whatever the event, it
should set an appropriate tone for the program
and make everyone feel relaxed and comfortable
in the learning envigonment.

Time is particularly important in a seminar or
workshop, and the coordinator is the time-
keeper. He or she must instill in the group a
sense of punctuality. Always begin sessions on
time. Remind instructors that they must adhere
to the schedule and then alert them when their

%ime is running out, Don’t delay starting ses- .
sions on time because of a few stragglers. If an
instructor is late in arriving, proceed with a con-
tingency activity. But get started. Otherwise,
participants and instructors will assume that for
future sessions 9:00 a.m. really means 9:20 a.m.
There are, of course, certain instances when
operating flexibly and changing the schedule can
enhance a program. However, when making
such changes, be aware of the overall effects
that they can have. For example, accepting an
unanticipated opportunity to take exhibit-design
workshop participants through an exciting new
exhibit gallery might help them understand
several learning objectives, but it might also
deprive them of time to consult individually
with instructors.

The coordinator is also responsible for semi-
nar and workshop “creature comforts,” regard-
less of where the program is being held—in a
hotel, another historical agency or some other
setting. No matter how trivial those considera-
tions may seem, people do not learn when they

e — R —

are uncomfortable. See that meal and cottee-
break schedules are adhered to, room tempera-
ture is comfortable, noise is controlled and rest-
rooms, lounge areas and eating facilities are
accessible.

Every coordinator has his or her own “style”
for running a seminar or workshop, depending
upon personality. No one style is better than
another so long as the coordinator is both pro-
fessional and cordial. Whatever style he or she
pursues, the coordinator must serve as the pri-
mary facilitator and discussion leader for the
program and ensure that participants leave with
their money's worth: a worthwhile educational
experience. To do that, it is necessary, by
example, to instill at the outset and then main-
tain throughout the program a relaxed mood of
inquiry and learning.

Evaluating the program. Schedule an evalua-
tion session during the last day or hour of the
seminar or workshop and elicit participants’
thoughts and opinions about the program. Begin
the session with specific questions and lead the
discussion of those, but also be sure that partici-
pants have a chance to talk about any aspects
of the program they want to. Take notes and
offer explanations when necessary but avoeid
making defensive rebuttals. Be prepared to hear
both positive and negative comments. Remem-
ber that although some participant suggestions
may not seem at the time to be directly applica-
ble or feasible, all should be noted for later con-
sideration. Finally, even if no formal written
evaluation form is used, encourage participants
to submit any special concerns in writing.

Following up the program, Once a seminar or
workshop is over, the coordinator will most
likely be exhausted, but his or her work is not
done. After unpacking and participating in
appropriate debriefings with colleagues.
promptly pay all bills and write appropriate
letters of thanks to all persons involved with the
program. Study evaluation notes and written
comments. And finally, write a summary
memorandum incorporating participant and in-
structor reactions to the program with personal
ones. This will be a valuable and useful tool for
planning future programs.

For Further reading

Anderson, Florence, et al, Conferences That
Work (Washington: Adult Education Asso-
ciation, 1956).

Practical little volume that is part of a series
of pamphlets issued by the Adult Education
Association, 810 18th Street, N.W., Wash-
ington, D.C., 20006. Other titles include:
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Tested Techniques for Teachers of Adults;
When You're Teaching Adults; and How
Adults Can Learm More Faster.

Butler, F. Coit, Instructional Systems Develop-
mernt for Vocational and Techmnical Training
{Englewood Cliffs, N.].: Educational Tech-
nology Publications, 1972).

Deals with “kinds” of learning and factors
that affect learning. Includes sections on
learning objectives, selection of instructional
media, and how to work with speakers and
mstructors.

Conferences That Work (Leadership Pamphlet
g11) (Washington, D.C.: Adult Education
Association of the U5 A, 1956).

A helpful pamphiet covering planning. man-
agement, organiring, leadership for confer-
ences, One of a number of pamphlets avail-
able as practical help for adult educators.

Craig, Robert L. (ed.), Training and Develop-
ment Handbook: A Guide fo Human Resource
Development, 2nd ed..(New York: McGraw-
Hill, 1978).

Sponsored by the American Society for
Training and Development. Covers a wide
range of topics with emphasis on industrial
and professional training programs. Most
useful sections for museums are those on
methods and resources, especially speaker
selection.

Davis, Larry Nolan, Planning, Conducting, and
Evaluating Workshops (Austin: Learning
Cmpts, 1974).

A good guide to program planning and
implementation. Covers needs assessment,
learning objectives, coordinator styles, meet-
ing spaces and follow-up evaluations. Also
includes excellent sample forms for contract-
ing, facilities arrangements and materials
lists.

Finkel, Coleman, How to Plan Meetings Like a
Professional (Philadelphia: SM/Sales
Meetings, 1971).

Definitely a profit-sector guide to making
sales, but contains sound advice about elicit-
ing audience participation, working with
hotels, and selecting and instructing speakers.

Kidd, J. R., How Adults Learn, revised ed.
{Mew York: Assodation Press, 1973).

This work is less ponderous than most on
this topic. It is particularly good on the ways
in which adult learning differs from child
learmning. Includes chapters on motivation,
theories of learning, environmental factors in
learning and the role of the instructor in
learning. Useful bibliography.

Knowles, Malcolm S., The Modem Practice of
Adult Education: Andragogy versus Peda-
gogy (New York: Association Press, 1970).

Enowles is the chief proponent of the term
“andragogy” to refer to aduit education. This
work is an expanded and updated version of
his classic Informal Adult Education, pub-
lished in 1950 and now out of print. It is a
solid overview of the major steps and con-
siderations in planning effective adult educa-
Hon programs.

Knowles, Malcolm 5., The Adult Leamer: A
Neglected Species, 2d ed. (Houston: Guilf

Puhh!.hi.rlg Company, 1978).
A provocative review of adult learning

theory. Bibliography.

Enox, Alan B., Adult Ler.tmnggmd' Develog-
ment (San an:iﬂ:u: Jossey-Bass Publishers,
1978).

A standard reference for teachers of adults.
Has a strong chapter on “Adult Learming™
and excellent bibliography.

Knox, Alan B. (ed.), Assessing Educational
Needs of Adults, Number 7 in New Direc-
tions for Continuing Eduration (San Pran-
cisco: Jossey-Bass Inc., 1980).

Most recent and one of the more comprehen-
sive volumes on needs assessment. Deals
with concepts, models, and characteristics.
Bibliography.

Knox, Alan B. {(ed.), Attracting Able Instructors
of Adults, Number 4 in New Directions for
Contirruing Education (San Francisco: Jossey-
Bass Inc., 1979).

This is ti'u,- nearest to dﬁrﬂﬁvr_ work avail-
able on the selection of instructors for adult
education programs. Deals specifically with
recruiting, selecting, supervising, monitoring
and rewarding instructors,

Knox, Alan B. (ed.), Enhancing Proficiencies of
Continuwing Educators, Number 1 in New
Directions for Continuing Education {San
Francisco: Jossey-Bass Inc.. 1979},

Knox is a professor of continuing education
at the Unijversity of [llinois at Urbana-
Champaign. This work presents an overview
of the proficiencies required of effective adult
educators. It is particularly helpful in identi-
fying those gualities necessary in successful
instructors and resource persons. Good bibli-

ography.

Knox, Alan B. (ed.), Teaching Adults Effectively,
Number 6 in New Directions for Continuing
Education (San Francisco: Jossey-Bass Inc..
1980).

Another basic work. The chapters on "Small
Group Instruction” and “Helping Teachers
Help Adults Learn” are especially useful.
Good bibliography.

Mager, Robert F., Preparing Instructional Objec-
tives, 2nd ed. (Belmoent, Calif.: Pitman Man-
agement and Training, 1975).
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First published in 1962, this thin little walume
has become a classic on writing learning
objectives. It is extremely helpful, but users
should know that Knowles, among others,
disagrees with the minute specificity and’
total measurability that Mager advocates,
Marual for Small Meetings (Philadelphia: Suc-
cessful Meetings Bill Communications Inc.,
1975).
Reprinted from Successful Meetings maga-
zine, this publication covers leadership tech-
niques, participation techniques, opening
techniques, role playing, emergencies, learn-
ing environments, audiovisual techniques and
presentation techniques.
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Site Analysis for Tourism Potential

by Linn Keller

To get the greatest benefit from this form, it is
suggested that you first read and think about the
questions. Then, accurately fill in your answers, con-
sidering the responses as contributing to an overall
summary of the site’s tourism potential. Each seg-
ment of this form yields specific information to
assist in analyzing that component and to indicate
support of the site’s mission statement, as should
all brochures, activities, or promotions, forming a
positive, but accurate, picture

Site Accessibility determines the amount of signsge
needed to let people know who or what you are and where
to find you. This information also will assist in determin-
ing the kind of map necessary for any promotional
literature

Site Appearance and Facilities are what constitute the
visitors’ “first impressions” including on-site con-
veniencesiconstraints. Answers to these questions should
be given objectively and from a visitor’s viewpoint, care-
fully including negative as well as positive points.

Site Security/Saflety Procedures are paramount to the
security of the site and its collection as well as to visitors
on the property. The better known the site and collection
are, the greater their potential as targets for thieves. Anal-
y=is of potentia! problem areas should occur before an
eMEergency OCCurs,

Site Operation pertains to the establishment of regular
hours. Altering hours demonstrates flexibility of opera-
tion that could benefit the site's future growth.

Linn Keller, the former director of Kent Plantation
in Alexandric. Louisiogna, now is the director of
Chingua-Penn Plantation located in Reidsville, North
Carolina.

Museum Shop, a potential monevmaker, must be managed
carefully, paying attention to tax status, conflicts with
state or local laws, and using realistic buying to support
the efforts and overall message of the site

Tours are important because they permit more visitors to
interact with the site. Tt is also important that they give
the message the site wants communicated about itsell
This complex issue involves both people and expenses and
determines whether changes in the site or its structure(s)
are required to increase visitation

Marketing Plan/Strategy, made realistically. with goals,
methods of evaluation, and sensible time frames for
achievement are critical to increasing public awareness of
the site Measurable, consistent change in marketing in
under a vear is unlikely, with three to five years probable
for motorcoach sctivities.

Staff and Funding expenditures demand constant
resources. It is important to decide realistically how much
can be afforded before any commitment to staff or fund-
ing. Prioritizing also assists if needs to cut back arise

Group Services are extremely important to the ongoing
visitation of the site Any “no” answer in this group should
be closely examined, for a site should never promise what
can not be delivered.

Co-operntive Ventures yield benefits for all Not everyone
benefits equally all the time, but over time the cost is less
and the benefits greater Additional indirect benefits
accrue Lo participants with professional interaction and
training,.

Site Assessment should include staff assessments com-
pared with visitors' lists. Differences should be analyzed
and validated. The positive, best, and most interesting
points should be highlighted in site literature and releases
along with & summary of the site's collection; the nega-
tive should be identified for change or elimination.

e e e e



Site Accessibility

Site Appearance and Facllities

Site Name: Deseribe the sito’s surroundings:
Site Address:
Site Location: urbun suburban

rural oLher,

Distance from nearest interstate highway?
Estimated driving time to site?

Ensy directions to site? yos no.
Giood ronds? yes nio;

2-lane 4-lane.
Highway signs? yes no,

Distance from nearest state highway? .
Eatimated driving time to site?

Easy directions to site? yes no
Good roads? yes ney,

2-lane 4-lane.
Highway signs? ves na

Distance from closest city?

Describe the parking area, h:cludt:ﬁlnhnpe. flatness, sur
fnce matorials, relation to site, visibility from road, handi-
capped area, approximate size/number of cars, number of
buses, obatructions, ete:

Estimated driving time to site?

Ensy directions to sitel ves nao
Giood ronds? yus no;

2-lnne 4-lane,
Highway signs? yes no

Distance from closest town?
Estimated driving time to site?

Ensy directions to site? vi no
Good roads? yes no;

2-lane 4-lane.
Highway signs? yos ni.

Distance from closest othor attraetion?
Estimated driving time to site?
Easy directions to site? ves nio.
Giood roads? yes no;

lane _ lane

Highway signs? v no,

Type of attraction?
history museum

— art museum
— sclence/nnture
— children's/hands on
amusement park

sports stadiuvmicomplex.

Do they advertise? yes no
don't know.

multimedia ™
print radio other.

Does the site's staff know the administrativeldecision
mnkerts) at each altraction?

i n

Do they know the administrativeidecision maker(s) at

this site? ves o,

Have the staffs visited each other “professionally™?
yes no.

Have the staffs worked together on a joint promotion?
you no.

If yes,

Deseribe the physical layout of the property, including size,
nature of grounds, access to visitor, outbuildings and their
access, paths, gardens, hazards, security, guides, ete:

Describo physical loyout of the facility, where objects are
displaved/intorpreted and including number of floors,
rooms, levels, stairs, elevator, etc;




Site Security/Safety Procedures

Does the site have a security system?

yes no.
Is the site fenced? v no;
orpomental _ security,

Is the site patrolled? yes no.
Lf yes, is the site patrolled 24 hourdiday?

ey no
Live-in? ye no.
Contracted? yes no.
Stalf? yies no.
Time clocks? you no
Dogs? yes no.
Mechanicals? yes no.
Maonitored? yes no
24 hoursldny? _ _ yes no,
Puassive? yus no,
Interior? yes no
Exterior? ves n.
Silent alarm? yes no,
Fire alormismoke detector? _ you fie,
Current/updated call list? yes no.
Is there currently s relationship with local law
enforcement forces? yes no,
With the local fire department?
I—. no,
With the locsl emergency medieal department?
ves no.
Are these existing relotionships good?
yus no,

If any existing relationship is less than good, is work
underway to improve the situation?

yes o,
Site Operation
Are the site's hours of operation regular?
yes I,
Is the site apen daily? yes no,
What are the hours of operation for each day:
Mo, Tues,
Wed, Thurs.
Fei _ Sat
Sun.
Is the site's administration willing to open the
focilities other hours? vis no.
Can the site be open other hours?
yes no.
Is grounds lighting avalloble for evening hours?
. yes no,
Is grounds lighting adequate for evening hours?
yes no.

Other operation features not otherwise noted:

Museum Shop

Do you have s museum shop?

yes no.
If yes, is thore a demonstrated relutionship between
shop items and the museum?!

yes no.
Can the museum shop truthfully be called a “gift
shop™ yesy no

Is the site's administration aware of UBIT (Unreloted
Business Income Tax)?

yes na,
If yes, did UBIT influence item selections?
yuli na,
Does the museum shop pay for itself?
ves no.
Tours

Does the site have guided tours?

&"‘E ik
Self-guided tours? you no,
Are both types of tours available?
yioh no,
Guided only? ves ni.
Solf-guided only? you na.
Does the site have paid guides?
yos no.
Are voluntesrs available to nssist with tours?
yes no.
Volunteers only? yes no
In addition to paid guides? VEs no.

Available to tour buildings and objects only?
yus no.
Availoble to tour grounds only?

Yes no,
Available to tour both? yes na.
Is there an existing volunteer program?

yus no,
If yes, is there a designated coordinator for the

. volunteer program? ves no.

If ng, is a formal volunteer program being considered?
yos mi,

I= the site 8 member of any tourism organization(s)?
yes na,

Do ony staff members attend tourism functions?

yes no,
If ves, do Lthey receive registration?

nao.
ves no
Maonls? Vi no,
Mileage? Vs ne,
Do any staff members participate in FAM tours?
yes no.

It yes. wha!




Marketing Plan/Strategy

Does 5 marketing strategy exiat?
yes ni

Who determines marketing strategy?

How is it determined?

What market segments can be pursued?

Is there money available for film and developing?
na.

= yea

Brochure design? yes no
Printing? yeq no.
Postage? yes no

Is there money available for advertising?
yes no maybe.

Costs of ad design and production in house?
yes no maybe.
Costs of ad design and production outside?
yes no mayhe.
Where are advertisements placed?
magazines newspapers

Who determines where advertising/promotion funds
would be spent?

How would success of a promotion be determined?
increased inguiries
increased visitation

increased gate receipts

increased shop receipts

other (specify)

When/how frequently would comparison/
analysis occur?

daily _ weekly

maonthly _ & months

annually

other {specify) 5
Time frame anticipated for results?

i ate  _ 0-3 months

3-f months 6-12 months

1-2 years 2-3 vears

other (specify|

Staff and Funding

How many staff hours per week are available for site
promotion?

What staff members are available to work on tourism
promotions?

Are these staff personable! yesg no.
Skilled? yes na.
If no, are they willing to learn new skills?
yes no.
Is there someone available to teach these now skills?
Vs nio.

_ radio ™
billboards other.

Other mformation to be noted:

Group Services

Can the site's parking lot handle increased traffic?
yes no.
Can the parking lot accommodate motorcoaches?
yes no.
Can the entrance/ticket area adequately handle more
people? YES no,
Can the current tour staff handle more peaple?
yes no
Is the current tour staff willing to handle more
people? yes na.
Are more tour staff needed to handle any anticipated
increases in attendance? ves no.
Can the tour staff handle groups?
yes no
Are current restroom facilities adequate to
accommodate more visitors? yEes nao.

Are other facilities appropriate for more visitors?
yes no.

Can the site's space safely accommodate more people?
yes no,

Can the building tolerate more people?
yes no.

Can the grounds support more visitors?
yes no

Are other site staff willing to support more visitors?
yes no.

Is the security system adequate to handle more
visitors? yes __ no.

If ANY of the Group Services questions is answered with
a “no,” is the site's administration willing to support the
work necessary to correct the situation?

yes no.




Cooperative Ventures

Are cooperativeicollaborative promotional efforts being

made with another site, institution, property, or
group? yos no.

I no, why not?

Is there a history of cooperative efforts?

yes no;
R U ane timo.
Currently doing? yes no;
— on-goi first timae

Are cooperative efforts planned in future?
ves no,

If no, why not?

Cooperative partner(s) include:
other museum|s)fhistoric sites,

Public:
CVB (local or associnted)
. other local tourism-related office
state office of tourism;
Private;
other attraction(s)
— hotel/motel {local)
hotelimotel (national chain)
— motorcoach
eampground
other (specify)
Giroup:
formaliorganized non-profit
informal
Active involvement from your site?
i na,
Co-op grants? yves no.
Granting ngency:
public rriv.t.a
atate oeal.
Does staff write grants? yes no,
Partner write grants? yes no,
Dollars? yes no,
In-kind? v no.
Rate the institution's cooperative ventures:
— wvery successful
_ succeasful
modorately successiul
— not very successful
unable to rate

Are cooperative efforts evaluated when completed?

no,
By partner? yos
Joint evaluation with partner?

yea no.
Individual evaluation without partner?
no.

yes
Shared with partner? yes no

What is the of dolng tourism?

maore visitors

more money

____ for operations

o for projects

— incrensed reputation

Inereased communitylarea visibility

economic development for
commun

other (specify)

nao

Site Assessment

Using n professional point of view, list the five specific sig-
nificantly positive items about the site, including :rg
nspect of the property from structure to component of col:
lection, feature of grounds, or personnal:

Using a professional point of view, list the five signifi-
cantly negative aspects of the site:

Using n visitar's point of view, st the site's five best and
worsl qualitios:
Best:




How were these determined!

Are there plans to correct the negative qualities?

Are the positive qualities being utilized to their fullest
potential?

Describe your collection, including approximate number
of pieces, geographic area(s) reflected, time (s}, over-
all themes, scope of collection (nres, regional, internationul,
etee), typels) of bem (furniture, textiles, decorative art, folk
art, etc), and significance of collection:

Summarize the nature, scope, and depth of the collection
described above:

What do visitors recognize as the two most interesting
pieces in the collection?

Are these pieces readily accessible?

yes no.
Are they pointed oul during tours?
ves no generally.

SummuryiAdditional Site Information:

) 1990 by American Association for State and Local His-

s Tochnical Leaflot #172, “Site Analysis for Touriam Poten-

" History News, Volume 46, Number 2, MarchiA pril 1990,
Technical leaflets are issued by American Association for
State and Local History to provide the historical agency and
miuseum field with detailed, up-to-date technieal advice Tech-
nical leaflots and are nvailable History News
magnzing to AASLH membem or through the AASLH Press

catalog Lo mhluutnd buyer, Membership information or
technical or roprinta may be ordemsd by contact-
ing American Assoclation for State and Local History, 172
Second Avenne Narth, Suite 202, Nashvilla, TN 37201, i615)
255-2971, FAX (615) 255-2979,

American Association for State and Local History endomis
no particular product, service, or institution,
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Fancy Fonts,
Borders,
and Boxes:
Ten Tips

to Better
Newsletter
Design

BY REBECCA JACOBSEN HAGEN

any historical organizations produce some sort of newsletter, be it monthly, quarterly,

or bi-annually. If your organization is small or mid-size, your newsletter may be your only publication.

Naturally, you want to get the most out of it.

The best newsletters are those that beg to be picked up and read. Their headlines jump from the

page, their stories flow easily from page to page, their illustrations and photographs do not detract from,

but enhance their stories. Such newsletters not only reflect well on the producing organization, they do

a better job of getting information across to membership.

TECHNICAL
LEAFLET

A PUBLICATION OF THE
AMERICAN ASSOCIATION
FOR STATE AND LOCAL HISTORY



With advances in personal computers and the pletho-
ra of software for word processing, newsletters can be
produced with ease, and with greater sophistication
than ever before. However, producing an effective
newsletter takes more than the use of the fancy bor-
ders, boxes, bells, and whistles available with most soft-
ware packages. If you understand some basic do’s and
don’ts of newsletter
design, and exercise these
in conjunction with the
right software features,
you can create an inviting,
reader-friendly publica-
tion. The suggestions in
this leaflet will get you
moving toward better
newsletter design.

December 1087

A WORD ABOUT
DESKTOP
PUBLISHING
SOFTWARE.
Thinking about pur-
chasing desktop publish-
ing software? You might
want to think twice. While
such software includes
features that make
newsletter construction
easier, it has one draw-
back: it is very expensive.
Unless you are planning
to produce a bi-monthly,
twelve page, full-color
glossy spread, special
software is not needed to
produce an effective
newsletter. Most basic

Newsletter of the Alaskan Maritime

If you are re-thinking an existing newsletter, ask
yourself the same questions, and also ask, “is this
newsletter doing what it is supposed to be doing?” If
you do not know the answer to this question, you
should do some research and find out. Then you can
move forward and plan your refinements.

Once you know what you would like to do with your

For Firgt Union's Benefit Bonhing Customers
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Musenm

ALEIDO-SCOPE

Newslettar of the Clearwater Childien's Musaurm
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word processing pro-
grams include

Sample banners. Font choice should reflect the content and tone of your
newsletter. Other elements, such as taglines, dates, and volume numbers
should be worked in to balance with the title.

some desktop publishing
features, which are

more than enough for
you to put together a
simple, professional-looking publication.

PLANNING, PLANNING, PLANNING.
Putting together a newsletter is easy; putting together
an effective, readable newsletter requires some thought
and planning. Before you start a newsletter, or rework
an old one, you should think about a number of issues.
® Who is the intended audience and what are their
needs and interests? ® What is the purpose of the
newsletter? ® Will it be a public relations tool? ® A slate
for advertising? ® Will it entertain, or educate? The
answers to these questions will help determine the over-
all tone and content of your newsletter. For example,
the look and content of an educational newsletter for
investment bankers will probably look much different
from the informal newsletter for the local garden club.

newsletter, you should think about what you can do.
You may envision a twelve page, four-color glossy publi-
cation, but the financial reality may be closer to the sin-
gle page, black and white, photocopy-it-in-the-office
newsletter. How long will your newsletter be? What
type of paper will you use? Can you afford more than
the basic two-color newsletter?

Keep in mind that newsletter costs are not limited to
the costs of the finished product. There are distribution
costs to consider. Who will receive your newsletter and
how will they receive it? Will you mail enough copies to
utilize a bulk mailing permit? How often will you pro-
duce and distribute your newsletter? Will you distribute
complimentary copies? To whom? When you start
counting, you may find you need more newsletters
than you think.



Your local print shop should be able to help you at
this point. A printer should be able to give you a sense
of how much it will cost to produce the type of newslet-
ter you envision in different quantities. A good printer
can also offer advice on how to get the look you want
within your budget.

Once you have determined a theme and purpose for

Antique Bicycles Roll Inte Historical Museum

by John V. Johnaon

Thia wesk, the Martha Stewveng
Public Museurn welcomed the smtval of
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newsletters of other organizations. How have others made
use of different column arrangements, graphics, and
fonts? Do any of the banners catch your eye? Is it appar-
ent what the other newsletters are about and who their
intended audience is? If you see particular details you like,
save the newsletter and put it in an idea file for later use.

Consistency is one of the characteristics of good newslet-
ter design, and perhaps the
best way to maintain overall
consistency is to utilize a lay-
out grid system. The sim-
plest newsletters use a one
or two column grid — that
is, they have one or two

thinty vintaga bicycies for & new exfilbk.
Tha exhibit, entitded Fi

ane on oan from the St. Sloud Transpor-
tation Musaym.

Jdtai nzoljgkjansglvmmy. .
)Mlulurnﬂm::vlhnn Flgind kijaal] ilf of lafk  §
Titheifda; da Merciikmn diteiltked
numrg-uummu] gifegk niglhplknl

sttt [v ka efhbir etheciatiihgan

gaidar; ialorkiw ki kojt Aleir] etk a3 18
kit e lak{iderkitvn;ar cikpioat kmnv

columns per page. Three
and four column grids are
also used, though the more
columns there are, the more
complicated the layout will
be. No matter what type of
grid you choose, it is impor-
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Oops! Lost a few lines. The placement of this illustration tricks the eye into
thinking the top of column two is below, not above, the illustration.Your

reader might miss the two sentences at top right.

your newsletter, and defined its physical parameters,
you are ready to move to the next step: more planning.

MORE PLANNING.

You have a good idea of the tone and message you
want to deliver with your newsletter. You have a gener-
al idea of what it will look like in terms of paper size
and document length. You probably even have a good
idea of the types of articles and features you would like
to include within your pages. The next step is to start
fine tuning the design of the package.

There are no limits to the number of ways your total
newsletter package can appear. Further, each individual
element from body text font to article heading alignment
will contribute toward that look. Before you begin making
your own detail choices, you should take a look at the

lgdpor kporkedfikg prosailk pidight;ark podin

tant that the same grid be
used on every page.
Professional designers often
I ole rowha ol cewl) oswiatnawehtusikidah sketch out grid lines on
ik o I I ekiolelifoeiflak Kjgoiet t= osle) allic scratch paper to assist in
iala)iagtisal] Tokeiefion] .
item placement.

In setting up your
grid, you should think
about how much space
you want between
columns, how large
margins will be, and
how headings will align
with margins, articles,
and columns. As you are
sketching out various
grid designs, do not for-
get your inner pages. It is
very easy to get wrapped
up in your cover design
and forget that there are
other pages to consider.
The look you choose for
your cover should carry through to the inner pages.

Searching for a different look for your newsletter?
You might consider a different paper size or orienta-
tion. A larger size piece of paper folded in half makes a
squarish document. How about larger paper folded
newspaper style? By all means experiment, but keep
your budget restraints in mind. Non-standard paper can
add to overall production costs.

Finally, as you plan your design, you should give seri-
ous thought to your choice of fonts. You want people to
read your newsletter, therefore you should pick out a
readable font, especially for the body text. Different fonts
have different “feels” from the whimsical to the modern
and you should select a font that is consistent with the
theme of your newsletter. Most computers come with a
variety of fonts already loaded, however if you do not find
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something you like, font packages can be purchased at
software stores, or even downloaded off the Internet.
You should pick out one or two fonts and stick
with them throughout your publication. As you are
choosing, think about how each of your possible choices
would look in all caps, in italics, in bold face, and in dif-
ferent sizes. Since you will be working with it a lot, you
will want a font that looks
good in a variety of styles.
Generally speaking, the
font size for your body
text should be somewhere

ments in the banner line up with items in the underly-
ing grid? How does the whole banner grouping relate
to the underlying grid?

There are no limits to the ways you can combine
and place banner elements. Do not be afraid to
try different combinations until you find the one
that feels right.

THE PRESIDENT’S PEN

in the 10 point range.
Depending on the needs
of your readership, howev-
er, you may wish to use a

by Sheryl Marlinson

une 1397 markm  She relgned for 64

the 100th year  years, finally relin.
antlversary of  guishing the throme to
GQueen Vietaria's ber son Alhert Edward

{later King Edward

slightly larger font.

MAKING AN
ENTRANCE.

Your banner is that
thing, usually at the top of
the cover page, that says,
“Here I am. I am all about
X. You want to read me!”
At least, that is what a ban-
ner should do. A well
designed banner has sever-
al elements: its various
parts balance nicely, it fits
within the layout of the
page, and it boldly lets the
reader know what the
newsletter is about.

The title is typically the
key element of a banner.
Your title should clue the
reader in to your theme
and content, and one of
the best ways to reinforce
theme is through font
choice. The only way to
select the right font for
your theme and title is to
experiment. Remember, you want something fitting,
but you want it to be readable.

A banner can also include a number of elements
such as the date, a volume number, a logo, or a
“tagline,” a one sentence statement describing the
publication’s purpose or audience.

When pulling banner elements together you have
two goals: the banner elements should work together
as a unit, and the full banner should work within the
underlying grid. Again, the best way to find out what
works is to experiment. Start with your title—try it in
different fonts and different sizes. Try centering the
title at the top of the page, or justified right or left.
Then try adding your other chosen elements. Where
will your tagline go? Are there open places within the
design to insert small items such as the date? Do ele-

ms at (B13) 267-3503
with thoughts, deas,
or just to
chat about our Society.

2 Victorian Society Nawsletter Summer 1997

Creative use of text, such as drop caps (upper left corner) and pull quotes
(upper right) can help visually break up long columns of text.

ANOTHER ATTENTION GRABBER.
Nothing draws the eye like a well selected, well
placed photograph. Photographs should not be used
just for the sake of using them, however. A photograph
should complement a corresponding story, or offer a
deeper, or different perspective. Unfortunately, not all
photographs make good newsletter photographs. A
blurry, poorly composed, or boring photograph will
actually detract from the look of your newsletter.
‘What makes a good newsletter photograph? Generally
speaking, black and white photographs reproduce better
than color photographs, so you should use black and
white if you can. A good photograph is a clear photo-
graph. Fuzzy photographs lack detail and will lose even
more detail when they are reproduced. A good photo-
graph has high contrast and a wide range of tonal values.



Whites should be white, blacks should be black, and
there should be several shades of gray in between. Action
shots are more interesting than static head and shoulders
shots, so depending on the content of the corresponding
article, you should use action shots. Also, remember that
you can crop a photograph to improve its composition.
Scanners and software will allow you to manipulate

places you specify. If you go this route and you are using
photographs that are part of your collection, you should
make sure that your printer understands the nature of
the items he or she is working with. You do not want to
suddenly find yourself with crop marks and other nota-
tions on your collections items.

If you prefer to do your own reproduction, or if you do

Society Fund Raiser a Success

The Nowhare Courtty
Histordcal Soclety fund-raking
banguet braught In over
$10,000 thie vear. The monay
was raked through banquet
ticket sales, donations, and a
dlant auction held on the
night of the benguet,

Attending the banguet
were Mayoer Fred Frazer and
His wite Dr. Angela Fazer, Mr.
and Mis. Don Schelper of the|
HAst Naticnal Eank of Mo-
where, and rencwned autho
Lisa King.

The speaker for the
avening was Mr. Vincent van
Cleve, a nationally known
artigh with lecal rects M van
Cleve spoke of the impar-

Thank You!

To the volumesrs who made the
fmd raiser a succeas!!

tance of preserdng our
memeries and our heitage
through many different me-
da, Including art, music.
dance, theater. and museun
exhibltion. Mr. van Cleve
generousty donated ore of
his recant works to the slent
auelion, and donated an-
other smal work o be
added to the Historkeal Sock-
aly Coliection,

The funds wil g Into the
bullding fund for the new
Histerlenl Soclaty pulding.
The bulkding has been in the
pRanning stages snce 1995
and one half of the funds
have been sacured,

Volunteers Needed
to Guide School
Tours

As the season fnr school
tours approeches,

are needed to WE:[“[
children in the museum,
Guides are needed for
both morning and efter
noch hours. Thera are
also openings for Satur-
day and Sunday discovery
four guides. ' you are
interested in working wrth
children and have d
hours zvailable, call a
bara, cur Museum Educa-
tor at 353-555-5553.

not feel that you can afford
the services of a printer, it is
still a good idea to consult a
printer regarding photo
reproduction. Your printer
can help you determine the
best parameters for your
scans, or suggest other
reproduction options.

In addition to selecting
photographs, you need to
decide where to place pho-
tographs within the docu-
ment. It is a good idea to
keep the underlying grid in
mind when you are placing
photos. It is also a good
idea to place photos consis-
tently, rather than random-
ly, throughout your
newsletter. Select a type of
alignment, such as cen-
tered in a column, centered

between columns, or hang-

The Historical Society would ike tn exiend s tharks to fohr
ared Louise Fabmer of Harwon Tovenship for their recent

doruion of an 18008 parior organ.

ing in the margin, and
place your photographs
throughout your document
based on that alignment.

Too much! The only thing holding this page together is its three column
grid. Any message this newsletter might be trying to deliver gets lost in
too many fonts and boxes.

scanned photographs to correct for things like poor
contrast and tone. However, if you do not have a high

resolution scanner and access to a quality laser printer,

you might not be happy with the printed results of
your scans. You should also be aware that altering
images with computer software, or by cropping, may
infringe on copyright. In fact, when placing any photo-
graph in your newsletter, it would be wise to establish
your right to do so.

The method that you choose to reproduce your pho-
tographs depends upon the final quality you want and
your in-house production capabilities. Perhaps the best
way to insure that your photographs will reprint in the
best possible manner is to let a print shop do the repro-
duction for you. For a fee (usually per image), a print
shop can scan in and place photographs for you in the

It is important to remem-
ber that the composition of
a photograph gives it inter-
nal direction. In other
words, the content of a
photo may draw the eye
one way or the other. You
must be careful where you
place a photograph with
strong lines, as those lines become part of your docu-
ment. You would not want to place a photograph where it
would draw the reader’s eye right off the page.

A poorly placed photograph can disrupt text. Be sure
to leave enough white space around placed photographs
to prevent confusion. Also, be careful not to place a pho-
tograph in such a way that it causes the reader to skip
over a section of text.

WHAT IF | DON’T HAVE A PHOTO?

If the world was a perfect place, we would have a
perfect photograph to accompany every article in our
newsletters. Unfortunately, the world is not a perfect
place. Fortunately, there are other newsletter illustrat-
ing options. Clip art, charts and graphs, and text art
are all possible alternatives to photographs.
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Clip art—pre-made graphic images—can be pur-
chased on disk, CD ROM, in booklets, or downloaded
from the Internet. Chances are, some clip art even
came loaded on your computer. Depending on the for-
mats that your software will support, clip art can be
pasted right into your document and sized to suit your
needs. Most clip art also has the advantage of being
copyright free. It can be
expensive to purchase CD
ROMs of clip art, especial-
ly if you only use one or
two of the images. Clip art

DON’T BE AFRAID OF WHITE SPACE.
In your zeal to design the perfect grid, place the
right articles, and select the best possible illustra-
tions, there is one design element that can easily
be overlooked: the use of white space.
It is easy to think of white space as wasted space that
could, or should be filled with another article

books, which can be found
at most book stores, are

ANNALS OF THE SAMPLE COUNTY

HISTORICATL

less expensive. These
images can be scanned in,
sized and placed or pasted
on a document and copied.
These images, too, tend to
be copyright free.

Most word processing
programs offer limited
paint or draw features that

SOCIETY

Work started on new museum additlon

Last month, the Smalltown Construction firm of Jones and Sons broke ground
for the museum's new curatorial wing, Work has been progressing slowly due
to some poor weather, but the crew is optimistic that the wing will go up quickly
once the weather improves. The new wing was designed by the architectural
fitmn of Smith, Smith, and Harrls of Blgcity.

allow you to create your
own graphics. Even if you
are no artist, the simple
tools included with the pro-
grams let you draw perfect
geometric shapes and lines.
These same programs also
offer table, chart, and graph
options. If a chart or graph
is appropriate to your arti-
cle, you can add one by
selecting a pre-made chart
type (pie, bar, line) and
plugging in your specific
numbers and labels.
Another way to add visu-
al interest to your docu-
ment is through creative
use of text. Creative use of
text can be effective in
breaking up long, uninter-
rupted columns. Can your article be broken into different
sections? Try printing the subheadings for each section in
a slightly larger, bolder, or italicized version of the body
text font. Drop caps, those large single letters that begin
an article or article section, are also effective in creating
visual breaks in long columns. Most word processing pro-
grams come with built in functions that let you select, size,
and place a drop cap with a few clicks of the mouse.
Another creative use of text is the “pull quote.” A pull
quote allows a section of text to act like a larger graphic.
Pull quotes are small statements copied from the text,
enlarged, and set within the text of an article. Body text
“wraps” around the pull quote in the same way that it wraps
around photographs. Such quotes break up columns, and
let you emphasize important statements from your articles.

*| The historical socisty Is con-

‘| douing its fundraizing ef-
forts. Sample County offi-
clals have generously pro-
vided $500,000 to the bulkl-
ing project, however an ad-
ditionat $200,000 to com-
plete the praject.

Volunteers Needed

Ocwober 28—3C and November 2—4

Valuntests are needad to help with various activites during the
soclety’s Fall Festival. Volunteers are needed to run children’s
game booths, greet visitors, man the Information desk, and sell
concessions. If you are interested kn helping, please call Jenny,
the museum educator at 234-567-8900.

This cover could use a little help.The banner at top speaks in a whisper—it
is the Volunteer headline that grabs the eye.The bottom paragraph seems
thrown in. It looks as though it has been pulled over just to fill the large
hole at page bottom.

or piece of clip art. It is better, however, to think of white
space as a tool. Leaving the right amount of white space
around a photograph, for example, will add emphasis to
the photograph. White space makes an effective break
between different articles and does not clutter the way bor-
ders, boxes, and rules can. It also offers the eye a nice
visual break on what could otherwise be a text heavy page.

You may wish to consider actually planning white space
into your grid. A nice example is the newsletter page that
leaves a wide, blank margin or empty column on one side.
The white space can be used to “hang” article titles or
photographs. Even if you choose not to purposely incorpo-
rate white space into your grid, you should watch for
instances where the best thing to put in that little blank
space is nothing at all.



DO NOT GET CARRIED AWAY WITH
YOUR TOYS.

Computers and word processing software offer a wide
range of design options at the click of a mouse. If you real-
ly explore your software you will find that you have the
ability to twist text into scrolls, place boxes around it, bor-
der it, fill it with pattern, and turn it on its head. With all
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newsletter production easier, and will give you a more
professional looking final product.

Because you are working with so many variables-body
text fonts, title fonts, caption fonts, different paragraph
indentation, etc.—it can be difficult to maintain consistency
through a large document. Style functions are helpful in
that once they are set, they remember such details for you.
For example, if all your
titles were to be set in
Times Roman, 36 points,
and boldface, those parame-
ters could be set up under
the style function and given
the name “title.” Each time
you came to type a new title

Work Started on New Museum Addition

Last month, the Smaliown Construction firm of Jones and Sons broke ground for
‘Work has been progressing slowly due to some

go up quickly once the
weather Improves. The new wing was designed by the architectural firm of Smith,

the museum's new curatorial wing.
poor weather, but the crew is optimistic that the wing witl

Smith, and Harris of Bigeity.

The historical soclety Is conifnu-
ing its fundraizing efforts.
Sampie County ofﬁr:l:!s have

to the building
an additional

1999 Fall Festival Is Planned
Oaober 2830

Plans are underway for the Sth annual Fall Festival.
The Festival wilt be held in the gymnasium of the
Smalltown Community Center, from 9 o 5 an Octo-
ber 28, 29, and 30. There will be a varlety of
children"s actlﬂﬂesﬁ:umpumpkin carving to face
painting. For full detalls, see the flyer enclosed in
this issue. Hope to see you at the festivall

Volunteers Needed For Fall Festival

Yolunteers are needed to help with varlous activi-
tes during the sociely’s Fall Pestival. Yolunfeers
needed children’s

If you are interested 1n helping, pleaucall]enny
the museum educator at 234-567-8200,

By increasing the banner font size and changing the box a bit, this banner
suddenly finds a voice.When the volunteer article is aligned to the single
column grid, there is more than enough space for another short article
and a graphic. Consistent size and alignment of article titles pull the
cover look together.

these available options, it can be very tempting to try
them all out at once. You should resist this urge.
Excessive use of different fonts and boxes are two of
the most common examples of getting carried away with
your software. Too many fonts and boxes on a page make
the page cluttered and confusing. The eye does not know
where to focus on such a page as there is too much going
on. Use fancy fonts and borders in moderation, sticking
with one or two readable fonts. Use one or two boxes
instead of five, or use white space to separate items.

TOYS YOU CAN (AND SHOULD) USE.

While you should use your box and border tools spar-
ingly, there are other tools you should learn to use and
use often. “Style” features, master page or template func-
tions, and typesetting symbol keys will help make

200,000 15 still
needed o complete the project.

in your newsletter, you
would select the text, and
click on Style: title. The
selected text would be for-
matted as specified.

Master pages, or page
templates, also allow you to
pre-set certain parameters
but at page level. You may
choose to set up a template
with your underlying grid/
column lines in place. You
may wish to set up a cover
template with your banner
already in place. In fact, any
details that will be perma-
nent features can be pre-set
into a template. When it is
time for a new issue, simply
open a new template and
insert your specific articles
and illustrations.

Your software manual
should show you where to
find and how to use these
features in your particular
word processing program.

The use of typographers
characters will give your
publication a much more professional look. These char-
acters can be found under “symbol” or “character” menu
options in most word processing software programs.
The following are some of the most common typesetting
symbols and the keystrokes they replace:

500,000
ect, however

Correct: Incorrect:
“smart quotes” "regular quotes"
— (em dash) -- (hyphens)
— (en dash) - (hyphen)

.. (ellipsis) ... (periods)
italicized underscored
PROOF IT!

You have taken all the right steps. You have an attrac-
tive layout and an exciting banner; you have selected
appropriate fonts and photographs; your articles are
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interesting and your typesetting looks professional.
Everything seems to be in just the right place. Next,
you need to check your work.

When we think of proofreading, we tend to think in
terms of checking for typos. While checking for typos
is certainly important, there are other aspects of your
newsletter that should be proofed as well. In addition to
checking your spelling, you should check the flow of
your articles, the balance of elements on the pages, and
the consistency of your details.

The best way to check the flow of your articles is to
print a hard copy draft of all your pages and give them
to someone to read. Ideally, your volunteer reader will
not have been involved with the newsletter production.
Ask the reader if she understands where the articles
start and stop. Are there places where parts of text get
skipped due to their placement? Do your chosen font
size, column style, and line spacing make for easy to
read text? If your volunteer reader expresses any diffi-
culty, shift some elements to correct the problem.

Placing your draft newsletter pages side by side as they
would appear in the finished product will allow you to
proof your layout. How do blocks of text and photographs
balance on each page? Are all elements properly aligned?
Are each of the sections distinctly separate? Could more
white space or a rule help to better separate items?

Finally, double check your details. Do all photographs
have captions? Are all footers, headers, by-lines, page
numbers, or other details in place and are they consis-
tent? Have you updated volume numbers and dates? Did
you follow up your spell check on the computer with a
spell check by human eyes? Spell checkers are wonder-
ful for catching spelling errors, but they are notoriously
poor at catching grammar errors and properly spelled
but incorrectly used words.

When you have made your adjustments, print it. And
then, go back and do it again!

STILL NEED MORE?

Tried everything and still want something new for your
newsletter? Consider adding color to your publication.
Adding color may sound costly and complicated, but
there are alternatives for adding color to your newsletter
without adding great cost.

You might consider printing on a different color of
paper, or in a different color ink. There are many colors
and qualities of paper out there and just as many ink col-
ors—just ask any printer. Be aware of the fact, though,
that text and photographs are clearest when printed with
black ink on white paper. If you choose to try a colored
paper, select a light colored paper. If you choose a differ-
ent color of ink, select a dark color such as navy blue or
forest green. Be warned, though. Photographs can look
a little strange when printed in colored ink.

Adding “spot color” is a popular way of adding color to
a publication. While this is a more expensive option, it is
still less expensive than many other color printing options.
When you add spot color, you typically pick out specific
elements, such as banner, article headings, and “bullets”
or other graphics, that will print in a color of your choice.
The rest of your document will be printed in standard
black. Getting the two colors on the paper requires two
separate runs of your paper through the press. The first
run prints color elements. The second prints black ele-
ments. It is the additional ink color and the second run
through the press that add cost to the spot color process.

If you have specific features in your newsletter that do
not move or change with each issue, you might consider
putting your spot color on those features. That way, your
printer could print a large run of your paper with the col-
ored elements, say a year’s worth, all at once. This would
allow you to have spot color printed on all of your issues,
but only at the cost of one additional run of paper
through the press.

You do not need to be a graphic designer or a comput-
er genius to design an effective, attractive newsletter.
With some careful thought and planning, some basic
knowledge of design tricks, and a little help from your
standard word processing software, you can build a
newsletter that works for you.

Bibliography

Beach, Mark. Newsletter Sourcebook. Cincinnati, OH:
Northlight Books, 1993.

Gosney, Michael, John Odam, and Jim Benson. The
Gray Book: Designing in Black and White on Your
Computer. Chapel Hill, NC: Ventana Press, Inc., 1990.

Grossman, Joe and David Doty. Newsletters From the
Desktop: A Desktop Publishers Guide to Designing Newsletters
That Work. Chapel Hill, NC: Ventana Press, Inc., 1994.

Parker, Roger C. Looking Good in Print, Deluxe CD
ROM Edition. Chapel Hill, NC: Ventana Press, Inc., 1997.

White, Jan V. Graphic Design for the Electronic Age.
New York: Watson-Guptil, 1988.

Credits

Graphic images in sample newsletters from Planet
Art, 505 South Beverly Drive, Suite 242, Beverly Hills,
CA 90212.

Rebecca Jacobsen Hagen has a degree in Art from Hamline
University, St. Paul, Minnesota. She has produced newsletters,
brochures, and advertising flyers for historical societies and
several other organizations. She is currently working in the
Collections Department at the St. Petersburg Museum of
History, St. Petersburg, Florida. She can be contacted at

170 87th Ave. N,, St. Petersburg, FL 33702; 813-579-4563;

or e-mail: rebeccaj@gte.net.

© 1997 by American Association for State and Local History. Technical Leaflet #200, “Fancy Fonts, Borders, and Boxes: Ten Tips to Better
Newsletter Design,” included in History News, volume 53, number |, Winter 1998.Technical Leaflets are issued by the American Association for
State and Local History to provide the historical agency and museum field with detailed, up-to-date technical information. Technical Leaflets and
Technical Reports are available through History News magazine to AASLH members or to any interested person. Membership information or
additional Technical Leaflets may be acquired by contacting American Association for State and Local History, 530 Church Street, Suite 600,

Nashville, TN 37219, (615) 255-2971; fax (615) 255-2979.



	Title Page BNDL013
	BNDL013
	Tech Leaf 124
	Tech Leaf 125
	Tech Leaf 146
	Tech Leaf 172
	Tech Leaf 200


