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Project Summary
Our Rights, Our 
Communities is 
a new project, 
running from 

October 2022 to 
November 2022. We 

want to empower and 
increase equality and rights for New 
Scots women. 

The project is a partnership 
between the Govanhill Baths 
Community Trust (GBCT), and New-
Scots led Community Organisations 
Milk café and Unity Sisters. 

At the heart of the project is a 
series of advocacy training sessions. 

https://www.govanhillbaths.com/projects/community-action/our-rights-our-communities/
https://www.govanhillbaths.com/projects/community-action/our-rights-our-communities/


By having advocacy done by New 
Scots women for New Scots women 
in our own communities, we create 
our own power to change things we 
want changed. 

To find out if this project is 
successful, we created a peer-
research group. 

This project helps us to share 
knowledge and build stronger 
relationships between our groups 
and our communities. 

Our Rights, Our Communities 
is currently funded by the New 
Scots fund - Scottish Government, 
European Union, COSLA, University 
of Glasgow. 



MILK CAFÉ is a Social Enterprise. We 
hold space for refugee and migrant 
women in Glasgow to develop their 
power. We have several activities, 
including women’s groups, English 
conversational classes, IT classes, and 
a cooking group. 
UNITY SISTERS is a self-organised 
support group for asylum-seeking 
women, refugees and their children. 
We do not have a hierarchy and want 
to provide a safe space to support 
women who have similar experiences. 
We have several events and meetings 
in Langside Parish Church and Kinning 
Park.
GOVANHILL BATHS COMMUNITY TRUST  
is a grassroots organisation supported 
and developed through active 
involvement by members of the 
local community. It is responsible 
for running the baths’ community 
wellbeing, arts, environmental and 
heritage projects, as well as education 
and training. We run a social enterprise 
project and upcycling project Rags 
to Riches. We also run the People’s 
Pantry, a membership-based project 
aimed at reducing food poverty and 
food waste.

https://www.milkcafeglasgow.co.uk/
https://www.facebook.com/UnitySisters
https://www.facebook.com/GovanhillBaths


What is a 
communication 
toolkit?
Good communication helps you 
create strong relationships which 
last a long time. It also reminds you 
of why your organisation exists. 

A communications strategy is 
important in achieving your 
organisation's goals.

Hopefully this document will help 
you find:

What you’re trying 
to do with your 
communications (your 
goals) and why

Who are the people 
you’re trying to reach 
(your audiences), and 
why 



The channels you’ll use 
to reach these people 
(e.g. email, social media, 
print magazines, press 
releases, and so on)

The kinds of messages 
which you think will 
interest these  
audiences 

Ways to measure  
your progress and 
success 

This toolkit is a simple, easy-to-
read document for those that have 
never created a communications 
strategy. If the words are blue and 
underlined, it will lead you to a 
safe external link where you can 
find out some more information. If 
you have any questions regarding 
communications or this toolkit 
please contact  
info@govanhillbaths.com

mailto:info%40govanhillbaths.com?subject=


What is your current 
situation?
Write down a short 
list of what you and 
your organisation 
have and what you 
need. 

This will help you set your goals 
and create a communications 
strategy. 

Think about these questions: 

◉ What are the strengths of 
your project?

◉ What are the project’s 
weaknesses?

◉ Do you know what the project 
opportunities are? 

◉ And what about the threats 
to your project?  



Once you have this written down, 
answer these points: 

◉ Who you are communicating 
with? 

◉ How you are communicating 
with them? 

◉ Why are you communicating 
with them?

Then, think about the following: 
◉ What do we do well? 
◉ What’s unique about our 

organisation? 
◉ What do others like about our 

organisation? 
→ The people we work with
→ The wider community
→ Other organisations we 

work with
→ People that give us money

◉ What can be improved? 
◉ What do we need to do these 

things well?



Set goals and 
objectives 
Then think about what 
you want to achieve 
and what goals you need to set. 

SMART goals are essential to 
creating a good communications 
strategy.

Specific - set real numbers with 
detailed goals

Measurable - make sure you 
track your progress 

Achievable - set goals that 
are challenging but possible 

Realistic - be honest and know 
what you are able to do 

Timebound - set yourself real 
deadlines 



There are so many ways of 
communicating these days, it can 
be very confusing!

The first thing you need is to focus 
on your objectives.  Without having 
a clear “why” to guide what you are 
doing, the results can be messy or 
disappointing.

This toolkit will cover how to 
use communications for raising 
awareness, raising funds, and 

recruiting 
volunteers. 



Raising awareness, 
but to whom?
Raising awareness means getting 
more eyes on your organisation and 
what you have to say. 

This can help you get more partners 
and funders, and make a bigger 
impact. 

Now that you have your goal, it's 
time to think about the people you 
want to engage with - your target 
audience. Who do you want to talk 
to about it?

Before choosing how to raise 
awareness first consider 
your audience. 

Each communication 
channel has its 
own strengths and 
challenges, so it’s 
important that you 
research before you start using one. 



Keep in mind your target audience 
but also how they use social media 
- look at demographics (their age, 
location, gender, languages), their 
likes and dislikes, interests and 
behaviours. 

Are they laptop or phone users, 
what social channels are they on, 
when are they active online? 

Participants: 

Participants are the people who join 
the activities you offer. They are the 
ones that benefit directly from your 
work.  



1. Sharing information to 
your participants
The most important thing is 
to know how to empower your 
participants. 

Empowerment means giving 
someone the power or strength to 
do something. 

You can do this by giving them 
as much information on your 
organisation as possible, such 
as events, resources, objectives, 
approaches, budget, staffing, and 
contact details. 

They should know what they should 
expect from you and how to make a 
complaint with your organisation. 

Your organisation is responsible 
for taking care of your participants 
properly. 

This can help people feel respected 
and important.



Information should be shared in 
easy ways, in the local language, 
and using pictures with few words. 

To do this, you can use signboards, 
posters, pamphlets, pictures, social 
media, media, etc. You can :

◉ install signboards on your local 
meeting place, update regularly 
with pictures and posters of 
events and resources to your 
participants.

◉ use private channels on social 
media to keep in contact with 
your participants. A group chat 
on WhatsApp or Signal is an 
easy way of keeping in direct 
contact with them. 

Have someone in your 
organisation who is reading 
the conversation to answer 
questions, and regularly 
use the chat to promote 
opportunities.



◉ empower your participants 
by giving them IT and tech 
training. This will make 
communication easier for your 
organisation, but it also is an 
essential skill to empower 
people. 

◉ give people the option to 
keep up to date with your 
organisation by adding a 
link on your social media 
or website. A mailing list or 
newsletter can be helpful for 
keeping your participants 
updated about longer news 
about your organisation. 

A newsletter can also help you 
stay in contact with existing 
members and donors. 

Services like MailChimp and 
other email marketing services 
allow you to send customized 
newsletters to your email list. 



2. Talking with your 
participants
Talking with participants helps 
you understand their views, skills, 
needs, and worries. 

Since these may change during the 
life of a project, it’s important to 
talk to participants regularly. 

Make sure participants' voices 
are heard and their opinions are 
reflected in the decisions of your 
organisation.

Ask questions, and get feedback 
- this can be done after an event 
or project, but it can also be 
done annually to make sure your 
organisation is keeping people 
happy.

This can be done with the help of 
surveys, phone calls, meetings, 
individual meetings, etc. 



3. Inspire meaningful 
participation
It’s important to consider the voices 
of your participants and use their 
feedback to make change! 

Your participants should have 
the opportunity to be involved 
in project design, planning, and 
decision-making. 

Their participation is important for 
shaping the project, and you should 
encourage participants to help get 
involved in, and where possible 
lead the project.

You can also use the skills and 
talents of your participants to 
celebrate the skills for your group - 
do something creative and fun! 

Give people the chance to host 
their own community or individual 
meetings/workshops, drama or 
music events, and more.



The Media: 
Newspapers,  
TV, radio
The media is a great 
way to raise awareness for events, 
and it is very easy to connect with 
them. 

Create a media-friendly 
website
Journalists use the internet to do 
their research. Make it easier for 
them to write about your group by 
creating a media-friendly website. 

The better it looks, the more likely 
people will take a look at your 
group and keep an eye out for you 
and your activities. 

When creating and updating your 
website, you should include the 
following:



◉ Have a link on the home page 
leading to a page containing 
names, emails and telephone 
numbers of those the media 
can contact. 

◉ A one-paragraph explanation 
of your organisation. 

◉ High quality pictures (logo, 
pictures showing your 
programs, important staff etc).

◉ Important information about 
your work and impact.

 A good website should:

◉ Clearly 
communicate your 
values

◉ Explain the 
impact you're making

◉ Make viewers engage and take 
action

◉ Make it interesting to potential 
donors



◉ Make online giving easy and 
secure

◉ Be accessible to those who 
need to use your services or 
want to work with you

◉ Appeal to a wide range of 
people

If you haven't yet made a website, 
Wix has a great free plan with 
templates for charities that comes 
with built-in contact forms, donate 
buttons, social media integrations, 
and more.

Reach out to media 
organisations
Sometimes, journalists 
will reach out to you. 
But sometimes, you 
will need to reach 
out to them. 

By doing this, you will 
start building relationships and 

https://www.wix.com


you’ll stay on their mind when 
they have opportunities for future 
pieces. 

Top tips:

◉ If you’re reaching out, there 
must be a news angle in your 
story for it to interest them. 
Find an interesting point and 
go from there.

◉ Editors will most likely want 
to see a cover letter or press 
release. 

◉ Keep an eye out for other 
stories - if there is already an 
article similar to the topic or 
viewpoint you want to take, 
you likely won't get chosen. 
On the other hand, if there's 
an event or crisis that has 
come up on the news about 
something related to your 
group, they will be more likely 
to pick up your story.



◉ Personalise your 
communications and be sure 
that you are sending them to 
the right journalists. Email 
and call editors yourself (they 
should be available on the 
website), and write your story 
to fit what each newspaper 
usually publishes.

◉ Your email communications 
should appear to be 
individually sent, even if they 
are not. You can use the Bcc 
option on Gmail to include 
many people in an email 
without them knowing. 

◉ Make it easy for media 
organisations to work with 
you. Reply quickly and be easy 
to work with. If a journalist 
reaches out and you don't have 
time, ask the interviewer what 
their deadline is and make an 
appointment for a later time.



Local Community
Every organisation is part of a 
community. How are you engaging 
with your local community? Are you 
helping to create new community 
leaders?

When it comes to raising awareness 
about your organisation, there’s 
nothing more useful than 
communicating directly with the 
community.

Make use of 
social media
Use social media 
to spread awareness, 
get people to learn 
more about your organisation and 
get involved in other activities. 
Share information, celebrate 
anniversaries - make sure to keep 
everyone involved in what’s going 
on in your organisation. 



Social media is always changing but 
the good thing is that if you know 
how to work it, you can attract and 
keep people's interest, remind your 
audience why they're supporting 
you an gain more supporters. 

The best part about being active on 
social media is that it doesn’t take 
a lot of time, as you don’t have to 
create too much original content. 
You can just post about what’s 
going on in your organisation, as 
well as share useful and interesting 
content with your followers.

Top tips:

◉ Pick days that are relevant 
to your audience and your 
message.

◉ Test different times and posts 
to reach different audiences. 
Try things and get to know 
what works for you. 

Use scheduling websites to 

https://www.socialpilot.co/social-media-scheduling-tools


reduce the time you spend on 
social media. 

◉ Try and think about personality 
and voice when you're writing 
for social media

◉ Use hashtags to attract more 
people. 

◉ Don't post content for no 
reason! You're more likely to 
lose followers from posting too 
much rather than too little. 

◉ You need pictures to get more 
attention and followers on 
social media. If you can't get 
the pictures you need for 
social media, you can use stock 
images, but people tend to not 
look at these. 

Anything is better than 
nothing! You can show what's 
happening at events by taking 
pictures at angles where you 
can't see faces, etc.



Different social media 
platforms:

→ TikTok is a great social media 
site if your audience is younger.

→ Instagram is great for sharing 
photographs, short videos of 
what you're doing, and sharing 
information repeatedly.

→ Facebook has now become 
hard to work without spending 
money. This makes it hard to 
make your content seen but 
you can run and promote your 
events using Facebook. 

→ Twitter is good to share quick 
updates about yourself and 
connect with your audience. 
Businesses in the charity 
sector use Twitter a lot.

→ LinkedIn is very slow-moving 
but more professional.



Use your website
Creating new content 
for your website is a 
great idea. 

You can write about things that 
you are an expert in to continue to 
promote your group as an expert in 
its field. 

Making sure your website can  
be easily found on Google is 
important.

Google Analytics is free and a great 
way to use your website. 

It can be a bit difficult to set up but 
has lots and lots of information.

Looking at what your analytics  
say to start with is helpful because 
you might find that you can 
rejig things to make them more 
prominent. 

Use your research to see what you 
can improve.

https://www.google.com/nonprofits/resources/how-to-guide/googleanalytics/


◉ What pages users are visiting 
on your website, and how long 
people use each page?

◉ What browser people are 
using?

◉ Are they coming to you from 
your social media or your URL 
directly? It helps to learn where 
people are hearing of you.

◉ Is your 
website 
welcoming to 
your target 
audience? 
What more 
can you do?

◉ Is it a place for 
supporters to donate? 

◉ Is it trying to inform your 
audience?

Check on things regularly to see if 
there should be changes made. 



If people are leaving 
your website in 3 
seconds - this means 
there's something 
wrong with your 
website! 

Keep an eye on things 
and make sure you're spotting 
things if they're not right.

You can also set up a marketing 
dashboard for your results. 

Think about what you want to 
measure before you do this and 
decide how often you want to track 
these things. 

Make a graph of how many visits 
there are to your website, how 
many purchases and donations are 
made. 

This will help you review these and 
show them to other people in your 
team.



Participate in local events
Seeing community members face-
to-face helps you raise attention for 
your cause – people are more likely 
to talk to a friendly face than they 
are replying to an email asking for 
money, or a social media post.

Consider hosting a booth at a local 
community event. Many places 
have annual festivals and fairs, as 
do churches and other community 
centres. Getting in touch with these 
organisations – especially if they 
share an interest in your cause 
– is a great way to build up your 
network. Stay informed and keep an 
eye out for what's going on in your 
neighbourhood and community!

Form a partnership with 
other organisations
This doesn’t have to be with a 
charity. Partnering with local 
organisations is a great way to 



get attention for your group. 
Partnerships can be done in 
person. This could be as simple as 
having a themed fundraiser night 
at a local restaurant or working 
with a large company for a charity 
drive or a service day. But the 
best partnerships are the easiest 
ones. Sharing other people's posts 
and stories can bring up your 
engagement and help you engage 
with the people in the community 
you're working with.

When you connect with other 
people on social media and share 
posts for them, they'll share yours 
as well. Tagging other organisations' 
accounts is a good way to get your 
posts seen. If you tag and ask 
others to engage in your post then 
that's really helpful for your social 
media following. Maybe Direct 
Message certain organisations if 
you think it'd interest them. Ask 
people to share things!



Raising funds 
Where you get funds depends on 
your organisation and goals, but  
you can get funding through:

◉ Big funders like the National 
Lottery Fund, CORRA 
Foundation, ROSA, etc. You 
can also get funding from 
your Council and the local 
government. 

◉ Individual donors : people that 
heard about your work and 
want to help.

The main goal of every third-sector 
organisation is to raise funds that 
support their causes and achieve 
the long-term success of the 
organisation. 

You can do this by using 
communications effectively, working 
with stakeholders and creating 
meaningful relationships. 



Using communications you can: 

◉ Keep donors engaged and 
giving. 

→ Use newsletters to 
communicate how you are 
spending the money 

→ Use surveys - listen 
to people’s feedback 
to make them want to 
stay supporting your 
organisation! 

◉ Connect with one-time and 
lapsed donors and move them 
to give again.

→ Create mailing lists and give 
them the opportunity to 
communicate with you

→ Use marketing dashboards - 
how did you make previous 
donors donate to your 
organisation, and how can 
you do it again?



◉ Attract new donors.

→ Create a brochure or 
pamphlet showing the 
impact of previous 
donations 

◉ Partner with 
corporate 
donors for 
funding and 
volunteer 
hours.

→ Use press releases to 
show the impact of your 
organisation.

→ Use cover letters to engage 
businesses on the impact 
your organisation has been 
making on communities. 

For instructions on how to do the 
above have a look at the end of the 
toolkit.



Recruiting  
volunteers 
Recruiting 
volunteers is very 
important for small 
organisations. 

Volunteers give their time and 
skills to support you and can help 
you provide better support to 
participants, increase contact with 
the community, and give more skills 
to your organisation. 

However, many organisations have 
a hard time getting volunteers. To 
get more volunteers try doing these 
thing below. 

Clearly communicate 
expectations
Be clear with what you want 
the volunteers to do so they 
understand how their work 
contributes to your project. 



Teach your volunteers about 
their role descriptions in detail, 
how you run your organisation, 
who their point of contact is and 
how you communicate within the 
organisation. 

Make sure they have a clear point 
of contact and that they are getting 
any help that they need. 

Sometimes the work they're doing 
can get overwhelming - so make 
sure they also have a support 
system, for example a group chat 
for other volunteers. 

Make volunteering 
enjoyable and useful
To get volunteers, you need to 
promote your work as attractive but 
also important. 

They need to be getting something 
out of it to keep volunteering – 
whether it’s skills or fun. 



Thank and recognise 
volunteers
Thank every volunteer who helps 
in any way and make sure no ones’ 
work goes unnoticed. 

Make sure you recognize active 
volunteers in your organisation 
(with a special reward or thank you 
card) as this will make them feel 
proud of their work and increase 
their engagement. 



Useful 
tutorials



Create a brochure  
or pamphlet
In the digital age, a lot of people 
forget how effective brochures can 
be! 

You can hand them out at social 
and educational events, leave them 
with consenting local businesses, 
or put them somewhere 
obvious in your local 
meeting place. 

However, this 
method requires a 
lot of manpower (as 
you need volunteers 
to distribute these brochures) and 
is less environmentally friendly.

To be successful a brochure or 
pamphlet should be done well. 

If you cannot afford to pay for 
high-quality paper, for instance, 
you should choose a different 



way of attracting new donors or 
volunteers.

As a brochure needs time to be 
read, there must be a reason for 
people to read them so you need to 
think about what is the goal of your 
brochure. 

It’s important that you know who 
your audience is so that you are 
able to meet their interests. 

Top Tips:
◉ Make it visual! Make it 

pretty!
◉ People don't like reading 

lots of text.
◉ Be creative and unique. 
◉ Use simple English to 

make it easy to read 
and interesting for your 
audience. 

◉ Add images that are related 
to your organisation and 
objective.



Creating mailing lists
Mailing lists are a great way to 
keep your donors and supporters 
updated. 

It might take a while to set up, but 
once you've got it done, it saves 
time.

Mailchimp is a 
great web browser 
for mailing lists, 
newsletters 
and any form 
of email 
campaigning. 

You can create a 
free account with tons of helpful 
features here, while you can access 
tutorials to help you get started 
here.

But if you're wanting to keep it 
classic and traditional with a simple 
mass email, follow the instructions 
below.

https://login.mailchimp.com/signup/
https://mailchimp.com/en-gb/resources/mailchimp-101/


◉ Go to Contacts on your 
Gmail account.

◉ Press "Create contact" on 
the top left and add the 
email addresses of people 
who have signed up to your 
mailing list or newsletter.

◉ Note: it would be helpful 
to create an up-to-date 
spreadsheet on Excel with 
people's emails with a note 
on when they signed up, 
as after a year you should 
give them the option to 
unsubscribe.

◉ Next, name your label.

◉ Go to Compose, click BCC 
and type in the name of 
your label. Next time you'd 
like to promote an event or 
update your supporters, you 
should be able to reach out 
to everyone in a matter of 
seconds.



Using signboards
You only have 3½ seconds! 
Seriously! Less Is more. In as few 
words as possible (seven or less), 
create the message you wish to 
convey to your target audience.

Combinations of colours, types of 
fonts, graphics and images (a good 
border always helps!) are essential. 
Here's a tutorial on how to use 
Canva effectively to create a good 
signboard.

LOOK 
AT OUR 
PROJECT!
JOIN US!

https://www.canva.com/designschool/tutorials/designing/


Making a newsletter
Now that you've got your mailing 
list, you now need content to go 
with your newsletter. 

As mentioned above, you can use 
Mailchimp. 

But sometimes you 
don't have time to 
learn and get used to 
new software.

In that case, you can use your trusty 
friend Canva to create memorable, 
readable content - have a look at 
some of the templates they have 
available. 

Canva for Nonprofits is a free, great 
resource to make eye-catching 
materials for both in-person and 
digital media. 

◉ Identify the purpose of your 
newsletter.

https://www.canva.com/newsletters/templates/
https://www.canva.com/canva-for-nonprofits/


→ Have a different theme or 
concept every month to 
keep your content new.

◉ Create your contact list of 
recipients.

→ With your trusty mailing 
list, this shouldn't be a 
problem!

◉ Establish the value your 
newsletter will have.

→ Have a call to action - 
people won't read your 
newsletter if they don't 
know what you want from 
them.

◉ Consider the design.

→ Newsletters should be 
informative but visually 
interesting. Add visuals, 
infographics while 
keeping it relevant and 
easy to scan.



◉ Create an effective subject 
line.

→ You will be sharing your 
newsletter through 
email. This means that 
an effective subject line 
is essential, especially as 
your email may end up 
being blocked if it looks 
too general or spam-like.

◉ Collect data.

→ You want 
to know if 
what you're 
doing is 
worth the effort. If 
people aren't reading 
your emails, then what's 
the point? Mailchimp 
helps you by providing 
digital marketing analytic 
reports after each email. 
Click here to learn more.

https://mailchimp.com/en-gb/features/reports-and-analytics/


Surveys
Surveys are difficult because they 
don't tend to get much attention 
unless you give people a reason to. 

This can be hard if you have limited 
resources. It could be a good idea 
to give people the option to enter 
the draw for a prize. 

Another good idea would be to ask 
people to fill in surveys directly 
after a workshop or meeting. 

Doing in-person surveys will likely 
be more successful because people 
will fill it in on the spot, rather than 
postponing and forgetting if you 
send it by email.

If you'd like to do surveys online, 
there are a number of ways you can 
do so. 

The easiest would be through your 
Google account, by using Google 
Forms. This can be done for free 
under a personal Google account. 

https://www.google.com/forms/about/
https://www.google.com/forms/about/


A separate Google account can also 
be made for your organisation if 
you want to separate your personal 
and professional activities. 

Have a look at this link if you want 
to learn more! After surveys are 
made, it’s important to follow up 
with feedback to share the results 
and discuss the results. 

This helps you make 
change, and make 
your participants 
feel heard. 

Remember:

◉ Before any sort 
of external 
communication, 
you should always have a 
purpose. People are less likely 
to engage if you don't have a 
purpose in mind, and just send 
a mass email. A purpose can 
be: a survey of satisfaction, 
feedback form, etc.

https://www.google.com/nonprofits/


◉ Make every question count! 
If you have 15 questions, 5 of 
which have no meaning, people 
are likely to quit halfway 
through. Keep your questions 
concise and your survey short.

◉ Use response scales. For 
instance: on a scale of one 
to ten, how often have you 
seen our Facebook posts? Or: 
how effective have you found 
our digital campaigns? (Not 
effective, slightly effective, 
effective, very effective). It is 
much easier to accumulate 
data from response scales than 
other response options.

◉ Ask one question at a time. 
Keeping your survey short 
doesn't mean you should 
ask three questions in one 
section - this can lead to bad 
data. Don't be afraid to make 
it specific, even if your survey 
will be a little longer.



Cover Letters
There is no right or wrong way to 
write a cover letter. 

Often, when you follow templates, 
it can be helpful but unimaginative 
which leads your reader to not feel 
interested in your idea.

Thus, here's a checklist of all the 
things you should and should not 
include:

◉ Your cover letter should be 
one page long, maximum.

◉ It should be conversational.

◉ It should be formatted as a 
letter with salutation and 
sign-off.

◉ It can be more persuasive 
(like how a cover letter for a 
job mentions why you’re the 
best person for it).



If you're wanting to present a cover 
letter to a journalist or editor, it 
should present a problem and you 
should have the solution to it. 

For example, 
if you want 
to write an 
article about 
the lack 
of access 
to mental 
health 
services, 
you should 
present why 
this should 
be of interest 
to your editor.

You should have a purpose - 
"lack of access to mental health 
services" is not an original idea, so 
it is important to show what your 
perspective or take on this is. 

Dear editor,
We have a 
story you 
want to 
hear...
Yours,

Le
t m

e 
in

tr
od

uc
e



You should have a solution - of 
course, the solution should be 
"invest more in mental health and 
hire more psychologists", but this is 
a rather obvious solution and does 
not provide the new take that the 
editor is likely wanting.

When I say solution, this does not 
mean lay out every single idea you 
have. 

Your editor does not have time for 
that, and it can be more confusing 
than helpful. 

Remember that a proposal cover 
letter is similar to writing a cover 
letter for yourself - show yourself 
and your ideas, but don't go off on a 
tangent.

To get design inspiration, have 
a look at some of the ideas that 
Canva has for you here.

https://www.canva.com/create/cover-letters/


Press Release
Your press release should answer 
the following questions

◉ Who: Who is the press release 
about? Who are the main 
players involved?

◉ What: What is the topic of the 
press release? Why should 
readers care?

◉ Why: Why are you sending out 
the press release? How does it 
affect your readers?

◉ When: When is the subject of 
the press release (the program 
release or an event, for 
example) taking place?

◉ Where: Where is your 
nonprofit located? If there’s an 
event, where is it taking place?

◉ How: How does the subject 
of your press release provide 
value? How does it help your 
readers?



Your press release should be 
structured in this manner:

◉ A short, clear headline that 
tells media what the story is 
about

◉ Paragraph 1: sums up the 
entire story in one or two 
sentences

◉ Paragraph 2: puts story in 
context – why it’s important

◉ Paragraph 3: 
presents 
details – who’s 
involved, how it 
came about, etc.

◉ Paragraph 
4: includes a 
relevant quote to add 
information, credibility and/or 
opinion

◉ Paragraph 5: shows where 
people can find more details, 
get involved, etc.



Here's a checklist of all the things 
to put on a press release:

◉ When the release can 
be distributed (e.g. FOR 
IMMEDIATE RELEASE or FOR 
EMBARGOED RELEASE – a date 
on which the press release 
is to be published). This can 
be put above or below the 
headline and can be on either 
side of the page.

◉ Headline. Your headline 
should be centred across the 
top of the letterhead.

◉ Organisational information. 
This can go above the 
headline or below. Usually 
appears on the left side.

→ Name of Organization

→ Address

→ Phone Number

→ Website URL



◉ Contact info: Can go above or 
below headline; and on the 
right or left side of the page.
→ Name (can be a person’s 

name or a generic place 
such as “the Public Affairs 
Department”)

→ Email address of person or 
department

→ Phone Number (include 
office phone and cell 
phone numbers)

◉ Place, day, date: Start the first 
line of release.

◉ Body of release
→ The first paragraph 

should contain all of the 
relevant information. It 
should contain who, what, 
when, where, how, and 
why. Always assume that 
the first paragraph is all 
readers will read, so you 
should inform them as 
much here.



→ The succeeding paragraphs 
should support everything 
you wrote in the first 
paragraph. Each paragraph 
should be no more than 
4 to 5 sentences and 
separated by a space.

→ Here, you should include 
any supporting data: 
quotes, case studies, and 
testimonials. If you have 
them, include in the body 
any hard numbers, such 
as statistics, that you may 
have.

◉ Information about the 
nonprofit organisation

→ ### - These symbols 
should be centred just 
below the content of the 
release and signal the end 
of the release.



◉ Notes to editor: To avoid going 
into the fine details in the 
core release body, ‘notes to 
the editor‘ is often used to 
summarise the core facts and 
provide any more relevant 
information such as what else 
you can offer – Interviews, 
more images, statistics, about 
etc.



Marketing Dashboard
Why do you need a marketing 
dashboard?

Marketing has always involved 
a fair degree of measurement--
understanding how projects drive 
towards achieving company goals, 
and analysing campaigns to see if 
they deliver the required results. 

With such a variety 
of digital 
communication 
channels 
available, it 
is now more 
important than 
ever, to separate 
good data from the bad, and useful 
numbers from the fluff. 

So a digital marketing dashboard 
online, becomes invaluable, to 
readily track the marketing data 
points that really matter.



How do you make a 
marketing dashboard?
Use Google Analytics for Nonprofits! 

Google Analytics allows you to 
better tailor your email campaigns 
and other ongoing marketing 
efforts to focus on those channels 
that engage your supporters and 
work most effectively for your 
organisation.

Find out more about Govanhill 
Baths Community Trust 

govanhillbaths

GovanhillBaths

GovanhillBaths

www.govanhillbaths.com

This toolkit was written by Haneul Lee

https://www.google.com/nonprofits/resources/how-to-guide/googleanalytics/
https://www.instagram.com/govanhillbaths/
https://www.facebook.com/GovanhillBaths
https://twitter.com/GovanhillBaths
http://www.govanhillbaths.com

