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Write minutes not just to please the people who attended the meet-
ing—syour only duty to them is to write the truth ; write so that the
minutes might be clear five years down the track, to an interested outsider,
or a court of law.

As a matter of procedure, some minute-takers circulate draft minutes
to the people (or some of them) who attended the meeting This is a good
idea, but it can make it hard to settle on a final agreed form of words. The
chair of the meeting is the person who needs to sign off on the minutes,
so confer closely with her or him. But whatever else you do, write the
minutes so they make good sense fast, and not only to the people who
were at the meeting,

Good minutes include action points. For each item. Here's a tip: settle
the action points first and circulate them as soon as possible mo:osgzm the
meeting; don't wait till you've wrestled the minutes into shape and won
final approval for them in all their glory. It’s amazing how quickly things
can be forgotten or remembered in a different light.

7 Media releases

Write a media release as though you were a journalist unassociated
with your company. Practise detachment; step back from your habitual
tropes, your corporate idiom; contemplate the organisational triumph,

the mass sacking, the merger, the profit result, the conclusions of your

audit, the results of your experiment, the sales numbers, the move of
your manufacturing operations offshore ... from the point of view of a
detached observer.

Write the story you want the press to run—word for word, if you
can. But know that they won't (they shouldn't, and you shouldn't expect
them to) run it in the way you might write about it m:-ro:mmi;ﬂicz%rmﬁ

evasive, managerial, bureaucratic, academic, legalistic, or scientific; don't

write it in the kind of prose the vimmbm documents you received were

¢
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probably written in. Theyre not running your business or moﬁm v\os.w.
bidding; they’re informing and entertaining the public, which is their
business. So they'll run your story, if they run it at all, in the moﬂm .Ow
language stories need. And if you don't like the language (or the politics
behind it) with which the press tell stories, write the story better. Look at
it from their perspective; they're busy, deadlines are looming, they’ve got
apagetofill,and a compelling, well-written story that’s going to H.om.ozmﬁm
with their readers suddenly lands, fully formed, on their desk. What’s not
to like? And a word of warning; stories in bureaubabble just don't play.

A press story is a lead followed by some vivid detail. A lead is what
your thing amounts to in a sentence. Not some lofty abstraction, not the
fact that your research breaks new ground—what new ground, how, why,
when and where and for whom and why that matters. In a sentence. The
rest of the story is whatever numbers, quotes, explanations, 9%9% opin-
ions, examples and illustrations you need to offer to ground, justify and
flesh out the lead.

Here are some leads that work.

Paying the lowest price for your website isn't always the most cost-
effective way to reach your customers, according to experienced

marketing specialist Jane Dear.

A new guide, launched today by the Minister for Small Business
Development, removes the guesswork from hiring freelancers.

As reported recently in numerous media outlets, many companies are
struggling with the implementation of environmentally friendly practices.
Green Dreams is proud to offer a range of solutions for businesses of all

shapes and sizes.

Banks, the regulator and Storm Financial’s founders are at a road block
about who should be accountable for the failure of margin lending calls

to reach margin loan borrowers.
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And remember: if youTe sitting on a lead, a thing youd rather not, for
whatever reason, say in so many words, you can be sure the press will—
and you can be sure the way they report it wor't be as pretty as you might
make it. So say it your way and try to stop them spinning it in a way you
may like less. Were talking PR 101 here, we know. Don't try to fool the
press or the public, but by all means write the lead the way you think the
story really runs. It’s okay to manage the message, but even though they're
sometimes lazy, like the rest of us, the media are not, on the whole, stupid.

Your purpose isn't to spruik or cover up or crow or blame or shame:
it’s to find and tel] the story of the facts. A little detachment will help.
And if you don’t want the media to muck it up, or get it wrong, get it right

and write it so well they stick to your script.

8 Newsletters

When you write a newsletter, you really do write the news. Only, the news,
as with a website, is not the real point. The stories you tell, the information
you offer, are a cover for the real enterprise, which is Smwﬁoﬁbmfgmfsm
connections, developing relationships, keeping yourself and your work in
the market’s mind. Newsletters are for branding; in particular, they’re for
building and maintaining community. They're for making and sustaining
connection with one's constituencies. Businesses, public and private, use
newsletters, delivered online or in the old-fashioned paper-based way, to
stay in the hearts and minds of their customers and their employees—
their external and internal stakeholders.

By spreading the word across your catchment about what you’ve
done, what your people have succeeded at, what fun you've all had, what
new products and ideas you've got to offer; how you’ve contributed to the
welfare of the community, you'e really advancing the story of who you
are and, by implication, why youd be good to form or sustain a relation-
ship with.
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