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Introduction
The Grange Communications Handbook: A Public Relations Guide, Style Book and
Graphic Standards Manual is a fully-updated handbook that is an essential read for every
Grange leader. In it you will find a combination of information about public relations practices, including how-to guides and step-by-step task sheets for the construction of great
communications materials, with detailed information about the use of terms, logos and
fonts, in both our designed and printed material, and expectations for Grange publicity or
public information chairpersons. This is an all-inclusive handbook for each Grange, large or
small, that has nine chapters and several appendices with examples, checklists and more.
This book should serve as a practical guide for novice to expert Grange members
seeking to increase awareness about our organization. As will be repeated again in the
text, this manual should be consulted when constructing any Grange communication.
The policies, style guide and graphic standards outlined here supersede all other similar
manuals issued at the local, Pomona and State Grange level, as well as previous editions
of National Grange public relations, graphic standards and style guides.

What is included in this Handbook?
Chapter 1 introduces fundamental details about communication, defines and provides
discussion on the importance of public relations for the Grange, and introduces information about media relations and formats. Along with this chapter, Appendix A provides basic details about the Grange including a one-page history, good for use when introducing
potential members to the Order. The Grange Declaration of Purposes is included in text
and brochure form in Appendix B.
Chapter 2 consists of a discussion about branding, information about the general
need for consistency throughout our printed products and an introduction to the concept
of style. A primer on Associated Press Style and a list of commonly misspelled words is
found in AppendixC. Appendix D is the Grange Style Addendum to be used by all Granges in all communications.
Chapter 3 provides an overview of internal, member-to-member communication methods and best practices. This chapter also touches on the record keeping and archiving of
your Grange’s activities, efforts and individual accomplishments.
Chapter 4 presents a basic guide to identifying and creating news events and delivering the Grange message to external audiences. Examples of tools of the trade, including
press releases, media alerts and more are found in Appendix E, and a guide to creating
brochures as well as thumbnail images of all National Grange brochures can be found
in Appendix F. Also related to this chapter is the Grange Website and Electronic Social
Media Code of Conduct found in Appendix G. Photo and model release forms are found
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in Appendix H. Traditional and social media tools are discussed and the National Grange
website program, available for free to all Granges for creation of websites, is introduced.
A guide to creating and managing your Grange website and free Grange e-mal is found in
Appendix I.
Chapter 5 is a basic introduction to the media, with information on how to establish a
rapport with local media, entice journalists to cover your Grange activities, events, member accomplishments and more, make events media-friendly, interact with members of the
media at your events, and more. You will also find a primer in response to negative media
coverage and other tips. In addition to this chapter, Appendix J provides a guide to media
interviews.
Chapter 6 introduces basic design principles and provides specifications for Grange
graphic standards, including fonts, logo presentation, colors and more. Included with this
book is a CD-ROM with the current Grange Graphics in several formats. There are also
one-sheet descriptions of Graphic Standards available for copying and distribution in Appendix K.
Chapter 7 focuses on social networking and the importance of this new form of media
for the Grange. It also includes a description of different social media outlets that are most
commonly used. A member’s section that includes a Grange-only social network is part of
the improvements to the National Grange website. This platform is also introduced, and
expectations for individual member’s social media posts about the Grange, both in the
Grange-only social network and on public social networks, are also discussed. References
for this chapter can be found in Appendix L.
Chapter 8 turns our attention from the Publicity Chair’s tools to the ways in which we
can empower every member to strengthen the identity, brand and overall image of the
Grange by preparing useful and positive comments for the traditional media and approaching neighbors, friends and even strangers about becoming Grange members.
References for this chapter can be found in Appendix M, which includes information about
elevator speeches and establishing social media profiles.
Chapter 9 introduces National Grange communications material, available for use at
any level of the Grange, and includes directions on personalization or use of each product. Several promotional items can be purchased through the Grange store that assist in
drawing attention to the Grange. Also, many of our items can now be personalized for your
Grange and printed in small or large quantities as discussed in the chapter.
Prior to the appendices, you will find a useful glossary of terms used commonly in communication work. A Grange Communication Workbook is included after the appendices as
the final element of this manual. The workbook allows local, Pomona and State Granges
to fill in their own information as a quick reference guide and may be updated as often
as necessary to reflect accuracy in that information. As designed, it will be a stand-alone
directory that may be kept at the fingertips of everyone doing official Grange communication work.
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Chapter 1:
Communication Basics for the Grange
Communication is fundamental to every organization. Without clear and effective communication, organizations of any type suffer tremendously. For the Grange, communication exists in many forms, for many audiences and for various reasons. While there is a
heavy focus on public relations – an approach used by organizations to communicate
in ways that result in a positive perception of that organization – using and understanding the material in this handbook is not just for those who have been tasked with the job
of public information director in the Grange. In it you will find fundamental information
that every Grange member should know in order to improve, protect and help grow the
Grange.
This chapter will introduce a fundamental principle of communication, define public
relations as a form of organizational communication, illustrate the importance of communications and public relations for all Granges and provide an introduction to mediums
used to communicate.

The Foremost “Law” of Communication
“One cannot NOT communicate.” This law of communication comes from a body of
work by scholar Paul Watzlawick. While it may sound odd when talking about communication for an organization like the Grange, it is a fundamental starting point we must
accept in order to understand why a focus on communication is important. Often we
think of communication as only spoken or written messages. We forget that much of our
communication is actually nonverbal, like identification through branding – wearing a
shirt or piece of jewelry with a logo. We even communicate a set of values or judgments
when we choose to say nothing at all. Skeptical? Think of the last time you tried to talk to
your significant other or a family member about something you disagreed on. If they were
silent, you likely “got the message,” even without them saying a word.
The same is true when we choose not to speak about our organization. By not telling others about our events and our successes, we are devaluing the Grange. By failing
to construct messages about the Grange for our external audience, many of whom we
hope someday to become members of the Grange, we give credence to those who think
negatively about us or consider us an unsavory secret organization.
To put this law in greater context for our organization, we can first think about what it
means to our audience – our members and the general public – if we do not talk openly,
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consistently and positively about the Grange. Without a focus on communication in all
forms, be it internal Grange newsletters or external speeches, press releases about events
or status updates on Grange Facebook pages, we are still saying something.

What is Public Relations?
It’s important for us to define public relations, identify strategies of public relations
agents and understand the role of the publicity chair in your Grange. From this knowledge,
we can begin to understand how public relations can be implemented for our Grange every day.
Public relations is about communicating a consistent message that helps to build
knowledge and identity for an organization, product, service or individual. Often, public
relations and its practitioners get a bad reputation as “spin doctors” or liars. In fact, public
relations professionals, and our Grange publicity chairs, are expected to manage the reputation of their client (in this case, the Grange) in an ethical manner. PR involves improving
the public knowledge of and positive opinion of the client. Public relations also seeks to
influence public behavior – in our case, persuading people to support, actively engage in
the activities of or become members of our Grange.
Public relations is a planned and ongoing activity. Good public relations professionals
have a playbook, schedule and several interconnected goals. They understand their organization or client, they are consistent with their messaging and delivery, they are personable, reliable, responsive and always forward-thinking. Public relations professionals, and
our Grange Publicity Chairs, must have an excellent grasp of the English language and
grammar rules, understand and be comfortable with modern technology and have a basic understanding of public relations and marketing best practices. Publicity Chairs must
know who their members are and must also know or get to know the players of local media. They must communicate with the public and our members in multiple ways and must
always be positive in their presentation of the Grange.

Why is Public Relations Important for the Grange?
Since our founding in 1867, the National Grange has been widely recognized nationally
and in countless communities across the United States. Though the organization is still
quite active, the country’s communications media has greatly expanded, and many other
special interest groups and social organizations have risen to compete for the public’s attention. Because of this, the role of the Grange Publicity Chairperson has never been more
important to the success of our organization.
In our early days, word-of-mouth, flyers, public displays, local newspapers and personal letters were the primary mediums by which the Grange spread its message. Today,
the number of mediums has exponentially increased, and that dramatic growth in communications mediums has made way for more opportunities to share what your Grange
has accomplished. Externally, this will help spread the word of our organization to pro-
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spective members, magnify our voice on a local, state and national stage and create an
even greater sense of goodwill for your Grange within your community. Internally, great
communication will help build pride in membership and lead to an even more successful
Grange.
In this case, publicity begins at home. Read on to learn ways to transform your Grange
from the inside out in order to better market our organization to the media and to the
world.

Before you Begin, Brush Up and Take Inventory
Effective communication for our Granges, both internal and external, depends on
good writing and good equipment. Anyone can communicate for the Grange, but it is important for everyone who does to create messages that are error free. This means knowing about our organization as well as presenting pieces that are professional. You don’t
have to buy software or hardware that costs thousands of dollars. You don’t have to hold
a Ph.D. in English. You do, however, have to brush up on grammar, spelling and punctuation rules. You must be familiar with the basics of Grange history and present structure,
policy and efforts. You must have a few simple pieces of technology in order to complete
projects and get our message to the public.
Public relations material that is hand-written will almost certainly end up in the trash of
your local media outlet. Furthermore, material that is hard to understand because of poor
construction and grammar will also be tossed aside. Make sure you or the people you
choose to represent the Grange have access to a computer, will take the time to type
material in a consistent, media-friendly format, will use the internet, have at their disposal
a quality digital camera – something that used to cost several hundreds of dollars but
can now be less than $100 in most cases – and that that camera can take video as well.
Remember that communicating can and should be a team sport. The same person who
volunteers to send written communication to your local newspaper or television station
may not necessarily be the one who writes it. The person who writes it may not be the
one who takes photos or videos for traditional and social media. None of these people
have to be your Grange’s chosen “primary source” – or person with whom the media
interact to get quotes or who gives speeches on behalf of the organization.

Mail Anywhere, Anytime
As you proceed to put together your communications plan, you will find more and
more often that you need access to e-mail in order to quickly and effectively get your
message out. Many Granges and Grange members have already established free e-mail
accounts that they use for Grange business regularly. We know this because we receive
e-mails all the time from addresses like “fluffyGranger” or “imagranger.” While these are
wonderful personal e-mails, using them for official Grange communications is discouraged.
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The National Grange has established a single e-mail address for each Grange and
recommend that it should be used for all official communications and should be regularly checked for messages from potential members or media. This should be the primary
contact e-mail for a Grange so no matter what changes any Grange undergoes, there is
always a standard point of contact for anyone seeking to communicate with the Grange.
Information about this program and how to log into your Grange-provided e-mail is found
in Appendix J.
These are also the best e-mail addresses for establishing social media profiles because
notices of changes for accounts and alerts related to communication from other social
media users can come directly to the e-mail and be immediately answered. To make it
easy, you may consider forwarding the e-mails to a personal account you check often, but
turn off forwarding if you are no longer the point of contact for the Grange.
The National Grange will send the e-mail address and initial password for each to your
Grange. If you have any problems with the account, you can contact the National Grange
Information Technology (IT) Department. The IT Department can reset passwords, turn on
or off forwarding and much more. The National Grange cannot be responsible for checking your Grange e-mail account, so a trustworthy person who is connected to the Internet
should be charged with handling all communications to and from this account.

Additional Resources for Chapter 1
In order to aid Grange members in providing a clear, accurate and consistent message,
some materials have been included in Appendix A that may be useful as a refresher for
members or to introduce potential members or media to our organization. You will find a
copy of the one-page history of Grange success from 1867 to the present as well as the
Declaration of Purposes brochure and a fast-fact sheet about the Grange.
Any or all of these materials would be appropriate to include in a media kit that will
be discussed in Chapter 4. All of these materials are also available in digital form on the
Grange Communication Resource CD included with this handbook

Share your success
For members and Granges who have taken the time to focus on public relations, the
benefits are clear. Still, some members are reluctant to commit the time and energy. It’s
important that we share our successes, our failures and our newest ideas so that others
may avoid pitfalls and reap the rewards of positive communications. We encourage everyone to share their stories with the National Grange Communications Department through
e-mail or through the National Grange Communication Department Discussion Board on
the members’ section on the National Grange website.
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Chapter 2:
Ingredients for Successful
Communications
“Be Prepared!” The Boy Scouts of America have been using this tagline to give audiences, in just two words, a sense of the organization’s mission and values for decades.
Because of the tagline, we picture boys getting instruction and mentorship that will lead
them to be better men, ready to take on life and the world. The Boy Scouts understand
the need to embrace branding, to tell the public what they do and what they bring to the
lives of their members. So, too, must the Grange.
This chapter opens up the discussion about branding – the presentation of the idea
or image of a specific product or service that consumers connect with by identifying
the name, logo, slogan, or design of the organization who owns the idea or image – the
“brand” – and how the Grange, like all organizations, must create a strong brand for
many positive rewards. Special attention will be given to the use of local logos, taglines
or slogans and branding efforts as well as the interconnected nature of branding and our
ongoing trademark protection efforts. You will also learn about the need for consistency
throughout our entire spectrum of messaging and find an introduction on the concept of
style. The Grange Style Book is referenced and can be found as Appendix D of this handbook.

Our Brand
When we think of brands, most often we think of a label or a sign indicating ownership. We don’t often connect our organization with something as corporate or possessive
as branding, but in fact, every organization, public figure, business and entity needs to
be concerned with and understand the concept of branding and brand management.
For the Grange, the concept of branding has most often been discussed in regards to our
trademark battles. We fight for the right of our members and our organization to use and ultimately own the name “Grange.” But the reason behind our efforts is at the very core of marketing and
public relations: it is to strengthen and solidify our good name and reputation to the public.
A brand is defined by the American Marketing Association as the “name, term, design,
symbol, or any other feature that identifies one seller’s good or service as distinct from those of
other sellers.” In this case, the Grange is the seller. Our goods are those items we make and sell
often to fund our programs, community ventures, and other services. Further, our goods can be
defined as the benefits our members enjoy, such as fellowship and legislative action.
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Our seven-sided shield logo, a registered trademark, is part of our brand, as is our
name. Just like McDonalds, Coca-Cola or the Philadelphia Phillies, our brand also includes
the consistency in the use of that logo and name expressed in our typeface, or font, the
colors associated with that design and our overall tone in messaging.

Why is branding important?
In 1867, there were few community outreach and service groups. Most community service
was tied to churches and major organizations. The Grange’s name, especially
in rural America, was at the forefront of
TEST YOUR KNOWLEDGE
people’s minds when they thought of a
community service organization, a body
Can you identify the brands for each
of citizens interested in public affairs
of these taglines or slogans?
and legislative activity, and a place to
be educated and entertained. Today,
A. “Just do it!”
this describes many groups in one way
B. “I’m lovin’ it.”
or another all throughout the United
C. “M’m, M’m, Good.”
States. Having a consistent and easily
D. “Don’t leave home without it.”
identified brand assists us in all facets
E. “Good to the last drop.”
of our organization from our own promotions and choices in programming to
membership recruitment and requests
for donations and assistance.
A. Nike. B. McDonalds. C. Campbell’s Soup.
D. American Express. E. Maxwell House.

Further, we have all heard of individuals or small groups assuming the identity of a reputable organization to further their own interests – political, financial or otherwise. It’s important for non-members to know they are giving
their time and money to the long-established, highly reputable Grange.

Recent Grange Branding Efforts
A few simple words can be powerful. Words can connect an audience with a brand immediately and transmit a bulk of information, such as values and identity, in just a second.
These consistently used short statements are called taglines or slogans. These statements
are often so powerful that without any other prompt consumers can identify the brand with
which it is associated and can discuss their overall sentiment toward the product or service.
Taglines or slogans also assist in branding efforts. They distill the meaning of a big idea
into a message that is easy to say, easy to understand, and easy to remember. All of these
efforts, however, require a consistent use in order to be effective. While brands may, over
time, evolve and change their image or taglines – such as McDonald’s that has changed
its tagline from, “You deserve a break today” to the current iteration, “I’m lovin’ it” – any
evolution must continue to reflect the mission and identity of the organization and must
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help to foster goodwill and recognition among its audience.
In 2011, National Grange Master Ed Luttrell announced at the 145th Annual Convention a new tagline and, ultimately, a cohesive new message and identity for the Grange:

American Values. Hometown Roots.
Along with this simple, four-word tagline, new images have become part of our standard
library. These images all support the visual and emotional image of an organization standing for the hardworking American with strong family values and a deep sense of community who serves others, loves their country and is a good steward of the American Dream.

What this means for Local Branding Efforts
All marketing and branding experts will tell you, using more than one tagline is confusing for the audience. “American Values. Hometown Roots.” was chosen because we
feel it is reflective of the entire organization. Because of this, we feel confident that every
Grange can use the tagline as part of their communication strategy and on their products
in order to strengthen our overall brand, make us easily identifiable and better understood by the outside audience and promote a greater sense of unity within our fraternity.
We highly discourage the use of any other slogan or tagline, even if it was previously a
tagline used by National Grange on any new printed or digital communication by Granges. If a Grange chooses to use another tagline, the National Grange will not provide brochures, websites or other products with its use. Individual Granges will be responsible for
the production of such materials. However, because the “American Values. Hometown
Roots.” tagline appears on most of our products, including membership, E-membership,
Declaration of Purposes, Four-Step Recruiting Guides and other products, we hope you
will also use this tagline in your promotion of the Grange. This adds a layer of consistency, something essential to strengthening our identity and our trademark.
Individual convention and event slogans or titles are still encouraged. Each year, the
National Grange will continue to provide a slogan and logo to regions hosting the National Convention for marketing of that session. Grange Month materials will follow the
National Grange standards and include the “American Values. Hometown Roots.” tagline
through the course of its use, something that should aid in promotion of the awareness
of the Grange and events each April.

Let’s Get Together: A Plug for Consistency
Consistency is a core concept in branding and in public relations. Organizations require consistent use of logos, taglines and products in order to enhance their appearance
of professionalism and protect their brand or trademark. While the Grange is organized in
such a way that allows freedom in many aspects for local chapters, there are certain rules
that are found in the bylaws of the organization that every chapter must follow.
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Groups that use outdated, skewed, discolored, misshapen or other inconsistent logos,
fonts, facts or other pieces of their entire communication puzzle will find that they are less
sought after by potential members and often dismissed by media outlets. Every one of us,
often unconsciously, seeks a certain level of consistency in order to believe in and support
organizations. If a Grange uses their own logo or tagline, they will confuse the audience –
“Am I giving money or time to the real organization or a scam group?” or “These people
are really in the dark ages.” – and often unintentionally push them away.

A Primer on Style
In regards to public relations, style is a set of rules or standards for language and presentation expected to ensure accuracy, understanding and order. Specifically, style deals
with definitions, language, punctuation, capitalization, abbreviations, and so much more.
Most people are familiar with the MLA Style for research projects or reports. For media
professionals, the set of rules followed are found in the Associated Press Stylebook. Any
public relations or public information director for the Grange should have a copy of the AP
Stylebook at their disposal. There are many editions as the Stylebook is updated almost
yearly, but any recent edition will give you the basics.
In the AP Stylebook, you will find guidelines on spelling, grammar, punctuation and usage of words. It’s not a dictionary. The Stylebook is a reference directory for journalists and
public relations agents that offers limited explanation on terms, helps you to determine correct word choice, gives rules for the way news outlets write addresses and numbers, and
so much more. While you don’t have to commit the book to memory, there are certain very
helpful entries for anyone trying to draw media attention to or create media for the Grange.
It is highly recommended that internal Grange documents, such as newsletters, and external
documents, such as web entries, press releases and media kits, follow the Stylebook rules in
order to enhance our image, exhibit our professionalism and increase likelihood of coverage.
Most organizations and news outlets have addendums to the AP Stylebook that include
proper usage of terms related to their organization and fact entries to ensure accuracy in
writing. The Grange is no different. The Grange Style guide includes the proper use of the
title Master for internal documents and President for external release, the capitalization
rules for elements of our order and more. It can be found as Appendix D of this handbook.
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Benefits
In order to get the job done, public information directors for the Grange, like any public
relations professional, have many tools at their disposal. Each tool has its own unique
audiences, expected tone and overall benefits. Most public relations professionals will
tell you that like the repair of an engine, no one tool can do the entire job. However, all
the publicity, the attention to “the little things,” and all the service projects in the world
wouldn’t hold Granges together if members didn’t have fun doing what they do.
Public information directors must help the Master and the members stay informed
and make their Grange experience enjoyable and permeating throughout their lives. In
our fast-paced society, it is easy to forget our commitments to the Grange and other
organizations. Multiple forms of communication from the Grange to members will lessen the busy world effect. This, in a nutshell, is internal or member-to-member public
relations, the focus of this chapter. In it, you will find an overview of internal, memberto-member communication methods and best practices. This chapter also touches
on the record keeping and archiving of your Grange’s activities, efforts and individual
accomplishments.

Communicating Within
For Grange public information directors, a balance must be struck between talking to
your members and about your members to a larger audience. Communication materials
are great ways to keep your members active and engaged. Each item you produce for
your members should be informative and strengthen their connection with the Grange
and one another.
Members have a sense of the greatness of our organization. They also understand the
terms and rituals of our Order. For this reason, it is appropriate to use traditional Grange
terms, such as Master, in your member-to-member documents.
While you can speak more directly and openly about Grange issues in these documents, we encourage you to approach each internal document with a positive outlook.
If you are writing a letter about an upcoming fundraiser, starting with a sentence like,
“As most of you know, our Grange is almost broke,” is discouraging. While this may be
accurate, a better way to phrase such a letter may be to encourage participation in the
fundraiser; “Add to our coffers in order to enhance our ability to continue the great work
in our community.” The approach makes all the difference.
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Constructing a Member Directory
In order to do your best work, it is imperative that you have an up-to-date member directory. This should not only include the name, mailing and e-mail address, phone number
and years of service for each member of your Grange, but also some personal notes such
as the names of their children, grandchildren and spouse, whether they are members,
birthdays, major accomplishments, areas of interest and expertise and much more. This
will be a very handy guide for you and your information team when producing internal and
external communication documents.
Often Granges have something like this available in a book form, such as an address
book or notebook. It is highly recommended that you make it a priority to digitize this
information for ease of transfer and use. Microsoft Excel is a wonderful database program
that is available on most computers.

Methods for Informing and Engaging Members
There are numerous member-to-member communication methods, but some of the
most often used are Grange newsletters, Grange mailings, flyers and appeal letters. All of
these documents should carry a Grange logo and conform to Grange style as discussed in
Chapter 2 and expressed in detail in the Grange Style Guide found in Appendix B and the
Grange Graphic Standards that will be introduced in Chapter 5.

Newsletters
Many Granges already have newsletters, however, those that do not can realize many
benefits from creating such a publication. Newsletters are some of the best tools to keep
your members informed and enthusiastic about the Grange, and they can be as simple as
a one-page document or a full-scale newspaper or magazine.
There are several great reasons to have a Grange newsletter at any level, including
awareness of events, fundraisers, member education, projects, member accomplishments
or losses and more. Newsletters, along with all other member-to-member communication
tools, are proven to increase retention. If you currently send multiple mailings and letters
per year to your members, this can often save money for the Grange. You can use the
newsletter as a platform to educate your members about community issues and initiatives
as well as local, Pomona, State and National Grange programs, contests, legislative activities and more.
While this is considered an internal document, non-members will often see it and other
printed material as well. Members can use the newsletter to promote the Grange. This
should be a positive publication, highlighting the activities, fellowship and accomplishments of your Grange and your members. The details you offer and the tone of your contents – showing pride in the organization, action, service to community and commitment
to one another as Brothers and Sisters – can add significantly to the base of knowledge
prospective members have about the Grange and show them why they should join.
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Annual Reports, Master’s Letters and Other Official Mailings
All Grange mailings should come on Grange letterhead and in a Grange envelope. This
is professional and immediately signifies its importance to the receiver. With all the junk
mail we receive, letters that aren’t clearly marked can often mistakenly be thrown away.
Each year, the Master of your Grange should produce some member-centric letter that
addresses what the Grange has achieved, how many members you have, how many new
members signed up in that year, some of your priority projects, any contests, winners,
representatives to State or National session and more. This may be included in your
newsletter, but could be sent separately to members for their review. This letter allows
members to reflect on success and prepare for future projects. It also gives the Master
a way to encourage members to participate in specific projects, to engage more on the
State or National level and much more.
Granges may also send other official mailings, such as the announcement of a specific
scholarship, contest, legislative initiative, event, benefit or program. Any of these can
also be included in the newsletter, but updates or specific member-only information can
be provided in letters.

Grange Events
Remember, your meetings and events are also forums for communication. You can
take a moment to acknowledge a member’s recent accomplishment during a meeting, or
work with the Master of the Grange to prepare motivating and entertaining speeches for
members before or after service events, fundraisers and much more. If we put emphasis
on these “everyday” opportunities for communication in our Grange, we greatly add to
the value of member experience.

Cards and Letters
Not all communication has to be formal. In fact, much of what we do to make members feel connected to their Grange family are small acts of kindness, things that can
often be forgotten in this fast-paced day and age. A simple ‘get well’ card for the member who recently underwent surgery, a sympathy card for one who has lost a relative, a
‘missing you’ card for the member who hasn’t been at meetings recently are all ways to
keep in touch and show you care about them as a Brother or Sister in the Grange.
We encourage you to look at the stock of cards available from the Grange Store. Sympathy, Get Well and blank greeting cards with Grange logos are excellent stock for you
to keep and pull out when necessary. Many other cards will be coming soon, including
congratulations, missing you and happy birthday.
In addition to cards, hand-drafted letters for the member who is serving their country,
has moved but remains on your rolls, is suffering a hardship or has made a difference for
the community or the Grange are all great opportunities to remain connected. Often as
the public information director, you can initiate a letter-writing circle or encourage members to connect in this very personal way.
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Care Packages
A National Grange Youth Director has told the story many times: she moved away for
college and could no longer attend her Grange regularly. She began receiving regular care
packages, including home baked goods and notes from her Grange Brothers and Sisters.
While she was a devoted member, there is no telling if she would have been as committed to the Grange after four years away. Instead, when she returned from college, she was
even more active in the Grange and is now one of its leaders on the national level. She has
credited those care packages, along with great programming and other opportunities she
experienced while in the Grange as a youth member, as something that will always be illustrative of the type of family we are and the wonders of Grange membership.
Service men and women, members who have recently moved to assisted living or nursing home facilities, members who are moving into their first home or apartment or going
through other transitions can be served well by a Grange care package. Your Grange can
choose to include baked goods, notes, Grange magnets or stickers and so much more.
You may want to recruit someone to your team as the member outreach or sunshine
deputy for this job. They can also be charged with remembering birthdays and special
events for members, like the anniversary of a lost loved one, in order to enhance the member experience for everyone in your Grange.

A Special Note on Making New Members Feel Welcome
New members are often excited but nervous. They want to become involved in our
organization because something that we do or some benefit appealed to them, but that
may be lost among learning ritual, meeting new people, being asked to commit to meeting
times and dates, and other things that may take them out of their comfort zone. It is important that we communicate regularly with new members to make them feel at ease with
their decision to join the Grange and become actively engaged and excited to participate
and share the joy of their Grange membership with others.
Make sure someone from your team takes the time to learn what attracted the new
member to the Grange. Find out more about them and try to build a relationship between
them and other members, especially those that are enthusiastic and would make good
mentors. Provide past issues of your newsletter and make sure to send them a card from
the Grange welcoming them. Tell them about contests they might like, service projects
they can lend their skills to and initiatives that might strike a cord with them. Also, make
sure you encourage them to sign up for any State and National Grange publications and
benefits they are interested in, tell them to set up a social profile and invite them to log
onto the National Grange website to interact with members from across the country. Remember what made you love the Grange and share it with them.
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Chapter 4:
Spreading the Message of the
Grange
While informing members is a key responsibility for leaders of any Grange, attracting the attention and introducing members of your community to the Grange is just as
important, if not more so. Many of the events Granges hold or take part in each year are
newsworthy when pitched to the media in the correct way. Even when traditional media
outlets, such as newspapers, television and radio don’t cover your event, new media like
websites and social networking sites can be just as or even more effective.
With the exception of celebrities and high-profile people, businesses and organizations, no one can expect media coverage without working for it. Very rarely does a simple phone call, hand-written message or flyer in the local grocery store piqué the interest
of media. Even in the smallest communities, reporters are flooded with news and information. Sorting through all of the information to find the stories that readers most want
and need is a complex process. To aid reporters, and to reach out to your neighbors
on your own, you must understand a bit more about both the media landscape and the
tools that will attract attention.
In this chapter, you will find a basic guide to identifying and creating news events in
order to deliver the Grange message to external audiences. A discussion about the different approach and some notes on language and style changes for external communication is also included, as well as a guide for working with media outlets and journalists.
Also, several tools of the trade are introduced, with examples found in Appendix C.

A Changing Media Landscape
A decade ago, the aspiration of all organizations was to get coverage in their local
media in order to let people know about events, initiatives and accomplishments. Today,
that is still a goal, but it is not the only way to promote your Grange to the public. The
media landscape has changed drastically in the past few years, with social media such
as Facebook and Twitter, blogs and YouTube vying with traditional media outlets for the
public attention. While most people still see traditional media, such as newspapers, TV
and radio, as important and trustworthy sources of information, new media is becoming a major player in the game. Further, we have always worked to develop products,
such as brochures and letters to the editor, in which we can craft our own message and
image, but today we have even more resources to do so, including websites and social
media.
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These Grange-authored media products are sometimes even more effective because
they take our message right into the living room of members, prospective members, journalists and the public at large. They are often free, take minimal effort to create and have
broad dissemination. In this section, you can learn more about the usefulness and capabilities of different media, along with the boundaries and expectations related to each.

One-Way Communication Tools
Materials that are created to inform people about the Grange or Grange events but do
not offer a way for the audience to respond immediately are considered one-way communication devices. While these can create conversation, raise awareness and interest and
help define the Grange in the public mind, there is little room for follow-up. You have one
shot: either they like it or they don’t. If the material appeals to the public, they will seek you
out to learn more about the Grange, but if it doesn’t, you may never know if they heard
your message at all.
To make these the most effective resources possible, the materials must be succinct,
audience-centric and very well constructed. They must look professional, interesting and
easy to digest. Color is a big plus, as are high-quality photos, white space, appealing layout and impeccable grammar and spelling.

Grange Brochures
Organizations use brochures to convey messages and information to an audience that
is well defined. These are important tools to spark community interest in the Grange and
our programming and events. An attractive brochure can stimulate membership growth
and even generate contributions to your organization. Each member should work to distribute these brochures to people interested in learning about the Grange. Brochures
should also be displayed at local businesses and passed out at community events. They
should be given to people who attend your events and available for use by your town halls
and welcome centers.
Not every brochure fits every message, and the target audience who receives our brochures should see what benefits we offer and our programming for them as something
they need and want. This is the reason the National Grange offers several different brochures. The following brochures are available for all Granges:
•
•
•
•
•
•
•
•

Individual/Family Membership
Grange Youth
Junior Grange
Member Benefits
E-Membership
Four-Step Recruiting Brochure
Declaration of Purposes
Trademark and Licensing with the Grange

The National Grange has always designed and printed brochures for local, Pomona and
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State Grange use. Many Granges want material with their own name and information
included in order to best speak directly to their defined audience. Because of this, many
Granges made their own brochures with a local focus. However, this approach often led
to the distribution of material that was inconsistent with our branding and message, as
discussed in Chapter 2, and had poor reproduction quality.
The National Grange will no longer be able to provide brochures to Granges at no
cost; however, we are still committed to meeting the needs of every Grange in the country. In order to do so, and to provide clear, attractive, consistent, professional brochures,
National Grange has secured an agreement with Staples that will allow all Granges to
personalize brochures designed by the National Grange to conform with Grange standards. Through the Staples program, local Granges can choose images and add information that they feel best reflect and interest their local audience. This move will assist
local Granges with providing professional products for prospective members at no cost
for design.
Currently, four brochures are available for customization through this program: the
Individual/Family Membership, Grange Youth and Junior Grange brochures along with
the Grange Benefits brochure. For each of the membership brochures, local, Pomona
and State Granges will be able to add their name, their contact information, and specific
details about local projects and achievements in variable text fields. They will be able
to choose from a number of different photos to find the one most representative of their
Grange or community and because of the agreement, will be able to purchase small or
large quantities at minimal cost. Granges with specific benefits available to their members in addition to those listed in the National Grange Member Benefits Brochure may
contact the National Grange Communications Department to discuss additions and
changes in layout or design to accommodate their information, or they may produce their
own Grange-specific benefits brochure based off of the template available through the
Staples program.
Some of our brochures are designed in such a way that most Granges will not want
to or should not customize them, such as the Four-Step Recruiting Brochure, Trademark
and Licensing with the Grange, E-Membership and Declaration of Purposes brochures.
In these cases, brochures are available for purchase through the Staples site or the
Grange Store, but Granges will not be able to change photos or text on them.

Special Grange-Specific Brochures
Local Granges are encouraged to create their own brochures for specific events, programs or celebrations. Because of their small size and the ability to create them quickly
with free or inexpensive computer programs, brochures can be extremely useful tools
to give information to a target audience for any of these local, Pomona or State Grange
programs or brochures.
If you are planning a service event for your community or soliciting support for a program, brochures are effective tools to inform those you feel will be most interested in
participating. Those who donate or get involved in the program should also receive our
designed membership brochures that inform them about the other things Grange mem-
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bers do and stand for as they might consider membership at this time.
When designing a brochure, consider what information you want to present. Define the
mission of the publication and determine what are critical pieces of information you want
to include. Make sure you find someone comfortable with computer programs that can be
used to design your brochure and pick quality photos for use that will enhance the look
of the final product. Determine how much information you must present, what information
is the most important and how it should be organized both for logical flow and for readerfriendly design.
Most brochures are designed to print on a standard letter-sized sheet of paper – the 8
½” by 11” size. They are “landscape” oriented, meaning they are wider than they are high
and often folded twice, just like letters, to create a total of six panels. A detailed explanation of how to use the most common word processing program for computers – Microsoft
Word – to create brochures can be found in Appendix B.
The National Grange also offers assistance to any Grange looking to create an event or
program specific brochure. Granges seeking assistance should contact the Communications
Department several weeks in advance of their event and should provide all written content
for the brochure via e-mail. The National Grange can provide photographs if you do not have
quality images available for use. Granges are responsible for giving final approval and printing these brochures. The National Grange can give you some suggestions for cost-effective
printing options and work with printers to help you complete your project.

Flyers and Posters
Well-designed flyers and posters can
be very useful to attract attention to your
Grange. Both flyers and posters are used
to give a general audience a small amount
of information in a short amount of time.
They should include the time, date, place,
cost and a short description and purpose
of an event. For general promotional flyers,
bullet points or quick lines of description
are appropriate.

QR Code
A short version of the term Quick
Reader code; this 3-D barcode often
square with blocks of white and black,
can allow smartphone users to immediately go to a specified website, send a
specific text message to a designated
recipient, “like” something you’ve directed the code to on Facebook, call a linked
phone number, save contact information
and more into their phone, and many other quick functions. Free QR code generators can be found online and offer anyone
the opportunity to modernize their print
products by making them interactive.

A serious downfall to flyers and posters is the lack of portability for the audience. Most people see flyers or posters,
and before they’ve gotten to their car or
destination, they’ve forgotten what they’ve
read. For that reason, incorporating your
web address or a QR code into the flyer or
poster so smartphone users can immediately visit the website you’ve directed the
audience to will often serve as a great memory aide.
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When designing both flyers and posters, consider what catches attention. Large short
headlines, such as OPEN HOUSE, highlighted features, such as a star with the words
“Free pancakes,” or “Free cooking demonstration!” and of course, great pictures, graphics
or other visual elements, are all key to getting people on the go to notice your material.
The National Grange offers several pre-designed templates through the Staples program that should allow local, Pomona and State Granges to create professional, eyecatching posters at a low rate. In order to take advantage of the designs and savings, log
onto the National Grange website, enter the Members area and click on Promoting the
Grange to follow through to the shopping and design center.

Exhibits
Every town in the country has some event where organizations and businesses can set
up a display. Often these are available for free or at a reduced rate for nonprofit organizations. These are excellent public information tools that your Grange should take advantage of.
Your Grange should think ahead, plan what big events they can be a part of, and prepare a display that will capture the attention of the public. You don’t have to spend a ton
of money to have a really professional looking display, but your Grange should make an
investment in a banner, a display board and several brochures to provide more information to those who stop by.
Feel free to contact the National Grange Communication Department for information
on display boards and possible special printing rates. The department may also be able
to assist you in designing specific material for your exhibit. Make sure to contact the department early and provide as many details as possible, including the size of space you
will have, in order to determine what will work best for your Grange.
Make sure to visibly display the Grange logo and your Grange name. Have on hand
information about your meeting time, date and place. Consider using rip cards to gather
information from interested individuals. Wear Grange attire when staffing the booth or exhibit and have an elevator speech prepared. Use many of the tools in this kit to prepare
to be a Grange ambassador.

Grange Comic Book – “A Grange Story: Finding My Place”
In 2011, the National Grange produced a 20-page comic book, printed on newsprint,
about our organization. It features a “city mouse” that feels disconnected and wants to
do something to help her community. She finds the Grange, becomes a member, gets
involved in service and legislative projects and ultimately reflects on how great it has
been for her life. She then sets out to recruit her mother and get her to start a Grange in
her hometown.
This is a unique item that can assist you in introducing community members to the
Grange. While brochures tell the highlights, this story is told from the perspective of a
new member and shows some of the actions, friendships and opportunities prospective
members are likely to find in the Grange.
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The comic book is designed to appeal to all ages, though 18 to 35 year olds are most
likely to connect with the main character. This is an excellent product to add to any display, can be included with dictionaries given to children as part of the Words for Thirds
program, and can be handed out at large events.
These are available through the Grange store. If you are interested in ordering a large
quantity, you can personalize the back cover with specific contact information for your
Grange preprinted on the book. For smaller quantities, we recommend purchasing large
white mailing labels and putting the contact information for your Grange as well as the
time, date and place of meetings.

Two-Way Communication Tools
Communication mediums that include and encourage feedback systems are considered two-way tools. Some of these are familiar to Grange public information directors,
while some are new or untested. Using a variety of both one-way and two-way tools can
be very rewarding. While encouraging support or awareness of the organization using one
tool, you can solicit direct involvement in the Grange using another. Look for opportunities
to make contact with external audiences in various and complimentary ways. The following are tools that should be used to enhance the presence of your Grange in the community.
The effectiveness of several communication tools you create to call attention to your
Grange are at the mercy of others. These tools can, but don’t always, produce feedback.
Tools submitted for review and publication or airtime may be wonderful but still miss the
mark for inclusion in media space. In this case, beggars can’t be choosers. When we compete with many other organizations and individuals to have our voice heard in the small
window of free space or airtime, often we are disappointed by the results. Since we are
not paying for it, we are not guaranteed that our messages reach their intended audiences
when using tools such as letters to the editor, publicity photos, op-eds and public service
announcements.
A few ways to ensure at least a fighting chance to make it to light are to construct clear,
concise, well-constructed pieces of communication. Use the best possible tools when
creating photos, video or audio releases. Make sure to follow standard rules of grammar,
spelling and punctuation for written pieces. Speak clearly, with conviction and in an educated manner for audio and video clips. Look presentable in photos and video. With any of
these forms of communication, you are becoming a public face of the Grange and should
take that responsibility and honor very seriously.
For any attempt to lure media, consider going outside the box if appropriate. An example is submitting a photo of someone blowing out candles for their combined 100th birthday and 75th year as a Grange member celebratory dinner rather than a photo of a few
family members and friends smiling and looking at the camera as they’re gathered around
the birthday person/award winner. Action makes photos much more appealing. Use high
quality, digital equipment when taking photos and recording video or audio. If it doesn’t
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look professional, it won’t be used.

Letters to the Editor
Letters to the Editor are extremely useful tools in any public information officer’s arsenal. These allow you to speak directly to readers of a publication and eliminate the need
for a reporter to speak for you. The two most common styles of letters to the editor are
the “thank you,” in which someone shows appreciation for an act of kindness, support or
other good deed and the “response letter.” In response or rebuttal letters, you can add
support for or speak out against something previously printed or covered in that publication. While many people take this as an opportunity to attack the publication or be negative, it is important for official Grange communications to remain positive and present
facts in a calm and thoughtful way. Make sure your letter is clear and to the point. Have
an opinion and back it up with facts and, if applicable, a short personal anecdote. Typically, these letters are no more than 300 words and should stick to a specific point.
Make sure to scan the news and feature pages regularly to find opportunities to remind your community about our great organization. Often, you can respond to an article
that is not specifically about the Grange by providing a “Grange” point of view in a quick
bite.
Submit the letter as soon as possible. Don’t wait months after you’ve read something
of interest before writing to the editor. The more timely your comments, the more likely
they will be printed. Also, if you’ve received community support for a project or fundraiser, make sure to submit a thank you in the local press. This will create goodwill and may
prompt some last-minute donations or new members.
Letters to the editor must be signed and include contact information in order for the
publication to verify them for submission. While you may ask to remain anonymous, we
highly discourage this. The Grange is something to be proud of and if the contents of
your letter are things you feel you cannot be associated with saying, often they are things
Grange members would discourage you from writing for public consumption. Follow the
publication’s specific rules for submission. Remember most publications prefer letters
submitted electronically and will put a much higher priority on printing these instead of
hand-written ones they must transcribe.
Take the opportunity to invite interested parties to visit a Grange meeting and learn
more about becoming a Grange member. You don’t have to tell them everything about
the organization in your letter to the editor, but your writing can give readers an insight
into the character, values, benefits and activities of the organization.
Finally, like most of the other tools listed in this handbook, take the time to repurpose
this for new media. Post your Letter to the Editor on your Grange website. If it does run,
promote it through your social network by mentioning it in a post or linking to it. If the letter itself is in response to a specific article, feel free to post it in the comments under the
article online if your letter to the editor does not run in that publication within 10 days of
submission. Find ways to use a version of that letter to the editor in your internal communications as well.
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Op-Eds
Opinion-editorials are excellent tools for any Grange who wishes to affect opinion on a
topic or issue. These are authored by you and submitted for consideration to a publication, much like letters to the editor. However, what distinguishes op-eds from letters to the
editor is that they are a longer piece, typically about 750 words, in which the author advocates from the outset a specific point of view, and often includes a call to action.
This is a key persuasive communication tool for your Grange, and like every other communication product, you must rely on facts and produce high-quality writing in order to
expect your op-ed to run. You should also anticipate counterarguments or readers’ questions and work information into the op-ed that would answer them.
Just like letters to the editor, inspiration for op-eds can come from reading the news
regularly. For example, if you see an article detailing development in rural broadband
plans, you could easily use it as a launching pad for your op-ed that details the Grange’s
support for rural broadband expansion, what the Grange has done locally, at the state and
national level, in support of rural broadband access and why it is important for people in
your community – members and nonmembers – to whom the Grange gives a voice.
Submit op-eds to the editor of your target publication in the form of an e-mail. Make
sure to first address the editor, introduce yourself as a member of the Grange, including
your title if applicable, and give the editor some reason to believe this is a well-supported
piece of writing. In order to do this, you can note the Grange represents rural America and
agriculture, and give a statistic about the breadth of agriculture in your area or you can indicate the number of either local or State Grange members if you feel it is impressive. Tell
them you’ve included in the e-mail an op-ed for their consideration, that you look forward
to confirming anything they would like in order for it to be published in an upcoming edition and thank them for their time.
Remember that these are great pieces that your members will love to read in traditional
media or through your website or internal communications. Reprint the op-ed in your
newsletter, link to it through your online profiles and sites, and keep several copies that
can be laminated or otherwise matted to become part of Grange displays.

Publicity Photos
Publicity photos are images that you have produced specifically to relay a message
about your Grange, its events or values. These can be as simple as a good headshot of
your officers or as advanced as an aerial shot of many Grange members working on a
large-scale community service project. In any case, these photos are extremely helpful in
garnering attention for your Grange because pictures can be worth a thousand words.
Like many communication products in this new digital age, high quality photos are
expected because it’s become affordable and accessible for general users. Further, these
aren’t just to submit to traditional media anymore. In fact, today traditional media outlets
will never use most publicity photos. Instead, your Grange will use these as part of your
website, social media profiles, internal and external documents, such as newsletters and
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brochures, and so much more. No matter the intended use, photos should always be
sharp, well composed, and large so that they can be repurposed for anything from a
small web image to a banner-size image and beyond. Photos should also show action –
people doing something interesting. Photos of people shaking hands or standing in a line
are boring and add little to the appeal of a story for rebroadcast or print. However, they
do have a place on your website or archives for historical purposes.
Before taking your first photo, make sure you inform your subjects that they will appear in your photos and that you will be using these as publicity, displaying them on your
website and social media profiles as well as distributing them to the media. Unlike photojournalists who appear at your public events have certain rights to document these events
without explicit permission by every person in the photo, if you plan to use your photos for
any commercial purpose or as part of a Grange publication, advertisement or other public
display, you should get permission from your subjects. The National Grange has provided
a photo release form, found as Appendix H of this handbook, for your use. You can adapt
it for specific events or include your Grange name. You should keep a copy of this signed
document on file.
When submitting photos to news outlets, always check photography requirements
first. Almost all media outlets will require digital photos because the quality of reproduction is much higher. They can also be e-mailed to the editor, a big plus on tight deadlines.
If you are able to submit a printed photo, don’t assume the media outlet will return it.
Some newspapers will return photos, if you ask, but this is extra work and isn’t routine.
They may also require you to pay postage.
Before submitting a digital photo, make sure you find out the newspaper’s preferred
resolution (Usually 150 or 300 dots per inch, called dpi) and graphic-file format (.tiff, .jpg,
.bmp, etc.). 72 dpi images pulled off the web are not appropriate for print. They will print
small and blurry.
Every photo must be credited and include a caption. You must tell the editor who took
the photo and include a description, names of anyone in the photo, the location, date
and time of the event. Before you take a photo, however, make sure you have permission
from everyone in it to submit it for publication in the media. This should also be done for
any photos you plan to use on your Grange website or social media sites.
Find ways to use these photos, whether as part of Grange displays or in your hall.
When the community sees their neighbors or friends enjoying Grange events or programs, they are more likely to want to be a part of our organization.

Public Service Announcements
Network television stations and all radio stations are considered public utilities. As
such, they are required to provide at least some public service, often translated into the
broadcasting of public service announcements, or PSAs. PSAs are non-commercial advertisements on radio or television that are broadcast for the public good.
In the past, nonprofit, community organizations relied heavily on and expected sta-
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tions to air PSAs with good faith. However, as the Federal Communication Commission
has moved towards deregulation, broadcasters are now left almost entirely to set their
own standard for the appropriate amount and direction of public service. Because of this,
often PSAs will be played during off-peak viewing or listening hours; short PSAs, about
15-seconds in length, will be broadcast; broadcasters can pick and choose what charities,
health and safety issues are important to them and play only PSAs related to these areas
of interest. Further, many stations have adopted a community calendar format into their
regular programming cycle, eliminating traditional PSAs in the process. While this is good
for Granges to know – and use to their advantage – it does slightly dampen the potential
effect of this tool of persuasion for the Grange communicator.
Just like with any other type of media outreach, it is important that you determine who is
responsible for PSA scheduling at your local TV and radio stations. Work directly with this
person to learn more about getting your PSA on air. Make sure to thank them and the station for airing the product as this written note acknowledging their orientation toward public
service programming is something they can put in legally required documents about their
station. It will also greatly increase the chances that you will land airtime again.
There are still some markets where PSAs are well received, such as nonprofit, noncommercial radio stations, often established by colleges and run by students and faculty. With
a quick phone call to the station, you should be able to find out how to submit your PSA
and any other requirements the station has for airing materials. Also, you may be able to
cross-connect by scheduling a time to come on air during a talk-radio program to promote
a Grange event, activity or general membership.
Even though getting PSAs on air is becoming more difficult, thanks to the Internet, there
are more venues for your announcements than ever before. No matter your success with the
traditional media, make sure your product finds an audience. Use a video or audio PSA on
your website, social networking page or at your events. Ask if it can be aired or even acted
out before local theatre shows, read over Little League speaker systems, or used in other
nontraditional venues. The more people hear about your Grange, the more our organization
grows!
For Granges that attempt PSAs, there is one main tip for increasing the likelihood it will
air: make sure not to sound self-serving. Remember, the PSA is ultimately about the public
good, and while the Grange may do good for the public, ads that exclusively encourage
membership do not meet the standard for suitable PSAs.

Free and Paid Good Will Advertising
In print media, public service advertisements are rare because newspapers can easily fill
any available space with more news. If you wish to produce a public service advertisement
to run in your local newspaper, it may be wise to first contact the Advertising Department
to find out if the newspaper accepts unpaid ads from local nonprofit groups. If you hold a
nonprofit EIN, tell the ad director you will write a letter stating they donated ad space for
your organization, and list the value of the ad space at their highest one-time publication
rate so the company may use the letter for tax deduction purposes. It is almost unheard of
for a newspaper or magazine to accept a free ad and offer to design it free of charge, so
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you will have to plan accordingly.
If the newspaper does accept free ads, immediately begin working with them to determine the date they expect the ad to be submitted, the size of the ad, if it will appear in
black and white or color, how they expect you to get the file to them and in what format.
Make sure to create an eye-catching ad that conveys your message in a few simple
words. Design the ad to have no smaller than about 8-point font so readers don’t need
magnifying glasses to see what you’ve said. Make sure to write a thank you to the Advertising Department and publisher for including your ad after it has run.
If you are or are not successful in securing ad space in gratis, consider purchasing a
paid ad space. Be sure to request a reduced ad rate for nonprofit organizations. Any advertisements that thank the community or donors will build goodwill and raise the profile
of your Grange. A large, annual thank you ad to the community is a great way to tell your
Grange’s story in your own words without the editorial middleman. In it you can write a
short story about your Grange’s activities, successes and investments in your hometown
over the past year. You can also include a membership application or other information
about joining the Grange in the ad.

Tools Specifically Created to Garner Media Attention
If you’ve used most of the tools previously discussed in this chapter, you should find it
much easier to get media attention. Still, there is work to be done in order to court journalists to cover your Grange, your events and your programs.
Before we get started on specific tools, it’s important to note that the appearance of
these materials is a major factor in a journalist’s initial reaction to them. Materials that
come in front of media professionals are judged immediately by their design and adherence to accepted standards. Examples of many of the tools included in this chapter can
be found in Appendix C. It is imperative that you prepare material for media distribution
that is accurate, interesting, timely, constructed correctly and written well.

Press Releases
A press release is one of the most standard forms of public relations materials available to any public information director. Press releases convey specific information to the
media from your Grange that is intended for distribution to a larger audience. When constructed well, a press release can become the core of a news story, allowing the information you wanted the public to know to be seen and given added weight through media
distribution. Before it goes to the public however, press releases first are sent to gatekeepers – journalists and editors who have been trained to identify and report accurately
and fairly on news in their communities. Of course, just as with the other communication
tools we discussed, the traditional media are not the only sources of distribution for your
press releases, which has narrowed the role of gatekeepers in society.
Today, press releases can be posted on your website, and should be written clearly
and in a way that the public is used to reading them – therefore, modeled after news
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BOILERPLATE
A boilerplate is a paragraph that
contains a short description and
mission of your organization and
should appear consistently at the
end of every press release for your
Grange. The National Grange boilerplate reads:
Established in 1867, The
National Grange, a nonpartisan, nonprofit fraternal
organization, is the oldest
agricultural and rural community service organization. With
more than 2,100 local chapters, the Grange has evolved
into the nation’s leading rural
advocacy organization and
a major benefactor to local communities. There are
more than 160,000 members
across the United States. For
more information on the National Grange, visit our website at www.nationalgrange.
org.
Local Granges should personalize
their boilerplate to include information on when the Grange was chartered, some of the major initiatives or
focus of the Grange and your website address for more information.

articles. They can also be distributed for free
through press release services. We recommend PRLog.com, a free service that allows you
several releases a day, includes your contact
information and logo, and will publish the press
release in a way that will appear in search engine results for the general public.
Because you can, and should, use press releases in a variety of ways to help promote your
Grange, it is important to produce high quality
pieces from the start. You should limit the text of
these releases to between 500 and 750 words,
or two typed, double spaced pages including
letterhead, contact information and boilerplate.
A good press release will grab a reader, reporter or a radio/television producer’s attention,
while a bad one will be ignored or thrown into
the trash. If your story is interesting, you will
raise public awareness and get the coverage
you want, but you must make sure the pitch tells
the reporter or reader “This is something people
should know about and will want to read.”
Too often reporters receive press releases
with no news value. Granges can take a lot of
time to construct a press release but fail to have
it read widely or get coverage because they
have not presented the information in a way that
makes readers, reporters and editors excited.

Granges are also guilty of not issuing press
releases often enough. Many of the programs
and projects we undertake are of interest to the
media and media consumers. We don’t want to
waste time telling stories that will never be covered or missing opportunities to attract media
attention. Therefore, it is important to understand what makes information newsworthy.
You can learn more about this in Chapter 5.
There are several types of releases that can be used to tell your Grange’s story to the public often. To find more opportunities to tell your Grange story, think about “hooks” you can
use to get the attention of the media and the public. Here are just a few common hooks:
• Use a news event as a springboard
• Celebrate an anniversary
• Take nominations for or give an award or honor or hold a contest

Grange Communication Handbook								

33

• Appear before public bodies or pass a resolution
• Host an event or debate
• Announce the results of your election or the election or appointment of a Grange
member to a national committee or as representative to a non-Grange panel or board
because of their involvement with the Grange
• Prepare and deliver a speech of significance, especially related to social conditions or current events
• Announce a joint project with another organization or media outlet
• Conduct or release findings on a survey, report or analysis
• Tie-in with a holiday – ex. the Grange celebrates the Fourth of July by restoring
park benches to original red, white
and blue colors or hosts an apple pie
TIMELINESS OF RELEASES
contest
After you identify a piece of information as newsworthy, you must gather the
information needed to create a press
release. In this case, you must act like
a journalist – getting quotes, digging for
facts and constructing a story worth the
public’s attention. Once you gather all
your information, it’s time to write.

Remember that news is deadline
driven and must be timely. Make sure
to plan ahead for your press release.
Get information and quotes in advance
when possible and have the release
ready to send either before the event as
an EMBARGOED copy or directly after
the event ends. If you are working on
a release about your stance on something, make sure it arrives on editors’
desks quickly following news coverage
of the topic. If you do this, you will have
a much higher chance of being included
in stories. Press releases that are days,
weeks or months after an event are
ineffective. They tell a reporter or editor
that what you’ve announced is not that
important to you or that you’re not a
relevant information source.

Press releases require a specific style
of construction known as inverted pyramid. Inverted pyramid writing requires
the most important information to come
at the top of the story while the lesser
details appear at the bottom of the story.
In our fast-paced world, readers often
only make it to the second or third paragraph before they move on to another
story. Journalists and editors are the
same way. Give them the most important
information first, and then follow it with
some quotes and other details so they
may mine the release for extra pieces of
information when preparing to construct their own story.

Writing for the media or a web audience is different from essay writing or other more
traditional written communication in many ways. Here are some of the biggest differences:
•
•
•
•
•

For press releases, use only one space after your periods.
Never use exclamation points – it seems as if you are yelling at the audience.
Typically, each paragraph is only one sentence long.
Avoid terribly lengthy sentences.
Make sure to use the last name of a person on second reference unless you have
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several people in the same story with the last name. In this case, identify them in all
references by their full name.
• When quoting someone, use the “name said” construction – eg. “Without the
Grange’s support, this project would never have been completed,” Smith said.
• Remember that punctuation appears inside quotes.
Now that you know how press release writing differs from other written communication,
you should learn more about the most important element of any press release: the lead.
The lead is the first paragraph of a release that answers several of the most important
questions: who, what, when, where, why and how. You must engage the reader immediately or they are likely to move on without going further than your first sentence. Everything else in your story works to support and expand upon your lead.
After getting the readers’ attention through a strong lead, reinforce the message with
facts. Focus on how the news will have an impact on your community and its citizens.
As you write each sentence, consider its importance to the readers’ understanding of the
entire story and if it is of interest to the general audience.
To strengthen your release, add a quote from the appropriate representative of your
Grange. If your news involves a second organization or a beneficiary, a quote from them
adds necessary balance. Quotes also help journalists to identify a contact for potential
interviews. Finally, they add a great deal of credibility to your release. While quotes are
necessary and important, be careful not to include too many. Also, keep the number of
sources quoted to three or less – one is necessary, two is good, three can easily be a
crowd and so on.
A quick note about quotes:
• Quotes should be interesting. “This was fun” is not a good quote. “I’ll never miss
another Grange event” is an excellent quote.
• Quotes must have attribution.
• Quotes are the only place in the press release where you can explicitly state an
opinion.
• Quotes that include a lot of slang, jargon or other unfamiliar terms should be explained or excluded.
• Quotes must be exact. While you can write full words for those often spliced by regional dialect, you cannot change a quote to be more appealing. If you feel the quote is
inappropriate or would reflect poorly on the subject, paraphrase it instead. Ex. Grange
Master Smith said, “Our Grange hadda put up dat fence because it ain’t no good to
have kids playin’ games der in da street.” You could change this to read: “Our Grange
had to put up that fence because it ain’t no good to have kids playing games there in
the street,” but this still isn’t a great representation of our organization or the Master.
Instead, you can paraphrase by writing: President Smith said the Grange undertook
the fencing project because members often saw children playing in the street and felt it
was unsafe.
• As your Grange’s public information director, you can suggest something for your
members to say for press releases or when journalists request an interview. This often
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uotes are important because they are the only time
where opinions can be included in a press release or
news story directly. Remember, news stories are supposed to be a report of impartial facts, so you should
never write something like “The Grange completed this
wonderful project that will benefit the city.” You can,
however, write the same thing when you attribute it to
someone who has said it, therefore making it a quote.
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allows you to help construct good quotes for your press release.
As you continue through construction of your press release, always look at the presentation of your facts. Make sure you’re writing or editing them in a way that the story reads
from the most to least important details. Remember that you don’t have to tell everything, but do provide enough material that your release would make a good story that
can stand alone without follow-up by reporters or readers.
Make sure to finish strong. Consider closing with a profound quote. Do not introduce
new facts at the end that you should elaborate on.
Finally, make sure you present your story in a specific way to look professional, by
adhering to some specific guidelines for press releases. Media outlets expect you will
provide them with the relevant information in a consistent and concise manner so they
can quickly decide if they’re willing to invest the resources into coverage.
After you’re finished with the story and have added all the standard elements of a
press release, go back and give it a headline. When you construct your headline, make
sure it sells the story. Editors faced with a desk full of press releases look for something
to grab their attention, so the first words they read should make them want to read more.
Be exciting and brief, not dull and long-winded.
All press releases should appear on Grange letterhead and include a phone number
and/or e-mail for your Grange contact just below the letterhead at the right of the release. Under the contact information, to the left, you should write either “FOR IMMEDIATE RELEASE” or “EMBARGO UNTIL (time, date).”

Media Alerts
Media alerts are one of the simplest tools in the public relations toolkit. They are single
page documents that outline with bullets the important information reporters need in order to cover an event. They answer the questions “WHO,” “WHAT,” “WHEN,” “WHERE,”
and “WHY” quickly.
Media alerts should look similar to press releases at the top. They should appear on
Grange letterhead and include contact information just below. They should always be
titled MEDIA ALERT and then directly answer the most important questions in short
phrases or sentences. This can be difficult, for example, with the “WHY,” so make sure to
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boil it down. For example, if your Grange were hosting a fundraiser for a local agriculture
education group, a good “WHY” would be: “The Grange has been a long-time supporter
of agriculture education. This fundraiser will benefit hundreds of local students in order
for them to learn where their food comes from and more about the careers in agriculture.”
This tells a reporter that your Grange has a specific interest in agriculture education beyond the standard philanthropic gesture. A reporter knows he or she can make any event
preview story or article about the event much more interesting when they have a group
with a vested interest in what they’re involved in.

Feature Pieces and Pitches
Feature stories are often called fluff pieces, but serve as a valuable tool for any public
relations campaign. These stories are usually good reads at any time and often focus on
the more personal or historical aspects of an organization. They tell a story, emotionally
connect the reader to the organization in a way news pieces often cannot, and provide
specific insight into the character of the individuals or entire organization in focus.
While features are different from news releases, they still must hold up to a basic standard of being newsworthy. Why would someone want to read a long story about a program your Grange has started? Sure, they like to know what their neighbors are doing
within their community, but they also want to feel like it connects to a larger social issue or
that they have learned something new.
Feature stories are often longer than traditional news. For television, these typically are
at least 60-second stories, while newspapers will often allow between 20 and 40 inches
of copy space, or about 550-2,000 words. They often expect sidebars, or additional short
pieces, between 100 and 250 words, that give more detail about a specific aspect of the
story or provides an opposing or complementary view of a similar program, project or issue.
When considering a feature piece, find something that is touching. Did your Grange
members knit and donate scarves for local elementary kids last year after someone said
many children who waited for the bus near them were improperly dressed for winter? Did
your Grange provide a scholarship for someone who will be the first generation student
to attend college? While neither of these may make the traditional big headlines, they are
both great leads for feature stories. They connect the audience to someone’s plight, to
a larger social issue, or just provide a feel-good moment for media consumers who are
burned out on bad news. Tell the story!
Look for ways to provide a more personal message about your Grange through feature
pieces, however, understand that most news organizations won’t run something just as
you’ve written it. Many weekly newspapers and local or specialty websites will take direct
copy, but larger newspapers, and all television and radio stations interpret your story or
write their own. Of course, these feature stories are a great addition to your local Grange
website and can add a lot of value to your media kit.
If you’re not sure how to construct a feature, or just don’t have the time to do so, consider instead “pitching” a feature story idea to editors or reporters at these outlets. To
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pitch a story, you can send a short e-mail or make a quick phone call. However, the best
way to pitch something to the media is to provide a one-page document that includes
contact information for anyone you know who will strengthen the story with a note as to
their role or an insight into the personal story they can tell. Remember, features are about
human interest. Tell the story in a way that compels the reporter to want to write or cover
the feature for the audience to read or view.

Media Kits
Media kits contain a combination of materials produced by the Grange that give reporters and editors a holistic sense of not only an event, but also the entire organization.
These kits are take-away items provided to media members so they may prompt other
stories or reference in future articles. The media kit is an all-in-one reference guide for
any media member on deadline or searching for a new story.
While the contents of media kits vary, there are a few standard elements. First, make
sure to provide all of the material in a folder, called a “shell” by public relations practitioners. We recommend using a Grange folder, available through the Grange Store, so that
it looks professional and can be easily identified by media members who store this on
their desk or in files.
The entire kit should work together to tell a seamless and cohesive story. Because of
this, all the contents within the kit should support the message, both in tone, angle and
style. Consistency is key with this product. You should use the same fonts and graphics
throughout the kit.
There are two specific types of kits you will likely put together. The first is an eventdriven kit that includes details about the event and a bit of background information about
it and the Grange – both your local chapter and the National Grange. There is also the
promotional media kit, which includes a great deal of information about the Grange,
including brochures, backgrounders on major campaigns, events or successes, short biographies on the major officers of your Grange and the National Grange, reprinted news
articles about your Grange and National Grange and other relevant items of interest.
There is a method to the madness in the layout of your media kit. In the right hand
pocket, you should include time-sensitive news information like a press release and fact
sheet about the event or campaign and specific statements from a Grange spokesperson
related to the event or topic. In the left hand pocket, you should include background and
organizational materials such as visual materials, biographical information, backgrounders, position papers, feature stories or news clippings. If you have a business card, attach it or include it in the shell.
Media kits now include some digital material. We highly recommend you include a CDROM with professional headshots and digital biographies of your Grange officials, the
professional headshots of our National Master, as well as his biography, photos related
to your event and the official Grange logo. These will all be useful to journalists when
constructing their stories for different mediums and allows you greater control in the final
product. This CD should be slipped into the right hand pocket of your shell.
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If you are mailing the media kit to a journalist who couldn’t attend an event, enclose a
cover letter detailing the contents of the kit and why the event, project, campaign or organization deserves coverage. These cover letters should, of course, appear on Grange letterhead. Remember, journalists, especially at small media outlets, are often juggling many
stories. The easier you make it for them to quickly and accurately construct a story about
your Grange, the more likely you are to get great coverage again and again.

News/Press Conferences
Press conferences are events specifically designed to provide media with information
from an organization’s point of view. These are special occassion events when you have a
clear, informed and highly newsworthy issue that you wish to promote. News confrences
often allow you to garner prime media coverage, such as the evening news, because they
are timed in such a way that the topic ties in with a current hot issue and your event provides a local angle reporters seek.
These are not easy events - you can’t just put a speaker in front of a podium, invite a
few folks from the media and call it a press conference. Instead, these events should be
well-planned, visually appealing for photojournalists and TV reporters, and highly organized.
News conferences are great tools because you can provide more information than in a
press release, op-ed or any other tool so far discussed. However, you will still lean on several of the tools discussed as takeaways from the event, such as media kits, and tools to
be discussed such as text copies of speeches. Also, you should incorporate things such
as banners identifying the organization and Grange pins into the decorations and attire for
members at the event.
A great and sometimes stressful part of the press conference is its interactive nature. Because you’re in front of reporters, you can answer questions and stress points you might not
otherwise have a chance to make. However, you must maintain a consistent message and
not be baited into areas where you are not familiar or that are overly partisan.
In order to plan a news conference, first identify your issue and define your position.
Then consider where you can hold such an event that is visually stimulating and relevant,
such as holding a press conference about rural postal closings outside a rural postal office. Identify your best speakers and consider bringing in allies from other organizations to
show broader support for your position. Make sure everyone’s aware of the event, its purpose and your expectations. Make sure you won’t be competing for media attention with
large events. Finally, alert the press. Use media alerts, make phone calls, send e-mail, and
provide an EMBARGOED press release at least a day before the event to the media that
includes some quotes from the prepared speeches of your participants and other background information that shows the event is worth coverage.
A best-practice piece of advice for a press conference is to have one person in the
audience and/or a moderator for a panel who will signal participants if they are getting offscript or responding in a way that is against the organization’s mission or policy. This will
reduce the likelihood that members will become flustered or misspeak in such a way that
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backfires for the cause and the organization.

Self-Managed Tools
Two decades ago, this chapter would have ended here. For the most part, individuals did
not control their own media and information destiny beyond brochures, flyers and the occasional inclusion of a letter to the editor in their local paper.
Today, thanks to the Internet, new media has come on the scene that has changed the
media landscape and reality as we know it. Young and old, poor and rich can all use the
power of the web to have their voice heard. For organizations like the Grange, the good
guys with little budgets, this is an innovation that cannot be dismissed.
We must become more web-savvy, create our own messages and allow them to be heard
by as many people as we can. Most of the tools available for public relations directors in
relation to social media are free and fairly easy to use. Thanks to a National Grange program
being offered for the first time in 2012, once hard-to-manage and costly websites are also
free.

Grange Websites
While not all of your members may embrace the Internet, it is important that your Grange
have a website. Many Granges across the country already have their own websites with
varying degrees of complexity and information.
All Grange websites are subjected to the guidelines of the Grange Website and Electronic
Social Media Code of Conduct adopted by the National Grange Executive Committee on
Feb. 25, 2011. This code of conduct can be found as Appendix G of this handbook. Every member of the Grange should be aware of this code of conduct, and as your Grange’s
public information director, you should distribute copies to any member with access to your
website and with personal or Grange-related social media access.
Many Granges have found it difficult to establish websites either because they are too difficult to create and update or too expensive to operate. While there are several free options
available to the public, the National Grange has made it a priority for all Granges to have free
websites that are professionally designed and fit within our overall brand.
In early 2012, the National Grange established a free website program that allows every Grange at every level to have a mini-website hosted on the grange.org domain. These
websites allow Granges to update their own information, post their own photos and events,
and provide details about their meeting times, their halls and much more. Each site has the
correct Grange logo with the registered trademark, is designed with the Grange color palette
and includes the tagline, “American Values. Hometown Roots.”
A website guide will be available to all Granges through the National Grange site and can
be found in this handbook as Appendix I. Online, the guide can be found by creating a login
and password to the Members’ side of the site and accessing the Downloadable Files. The
National Grange Information Technology and Communications departments will update this
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regularly in order to provide a full step-by-step guide to updating and using your individual Grange
websites.
Initially, managing your own website may seem a bit daunting. Don’t worry. Follow along with the
guide in Appendix I, and you will be navigating your site like a professional in no time.
One of the best things that you can do to entice people to keep coming back to your site is to
consistently update it with new posts, pages, and media. If you host a fun event, write a post about
it the next day, and upload any pictures or videos from the event onto your site to show everyone
how fun it was. When others see how excited people are at Grange events, they will become curious
and possibly attend your next event.
The manual in Appendix I will give you a solid understanding of how to use your website to promote the Grange. This is an amazing tool that allows you to connect with people anywhere in the
world. Experiment with the program, create a website that truly reflects how you feel about your
Grange and make sure that people frequent your site by constantly updating it with positive news
about the Grange.
If you currently have a website and wish to continue using it rather than the predesigned,
free site created by the National Grange, you can contact the Information Technology office at
888-4-GRANGE ext. 101 to provide us with your current website address. By the end of 2012, all
Granges are expected to choose to maintain their National Grange provided site or request the
National Grange to route visitors directly to your local, Pomona or State Grange maintained site. If
you request redirection to your own site, the website must comply to National Grange standards as
outlined in the code of conduct.
Regular upkeep of any Grange held website is highly encouraged. Out-of-date information gives
the impression of an out-of-date organization not interested in informing its members or larger community.
You may be concerned with the technical part of having a website. This is where a little ingenuity and a quick look around at the skills and needs of your Grange family might help. You may be
able to find a Grange member who would be happy to help create and maintain a website. Remember, many teens and young adults grew up with computers and the Internet and have some skills in
simple web posting and editing. Also, younger members of your Grange may be looking for ways to
fulfill required community service hours for their school or pad their resume or college applications.
Make sure to promote your site. Community members will often bookmark and frequently visit
the sites of organizations or groups that hold events and service projects so they can stay informed.
People want to know what’s going on in that building down the road. Use your website to give them
a peek inside and entice them to join you!

Social Media for Granges and Members
With the explosion of social media sites, it’s impossible to create any guide to communication
without talking about the types of sites and users as well as the benefits and drawbacks of social
media use by and for the Grange. First, what is social media? This is media that is user-created and
shared, that appears on the web or web-based mobile applications. Social media sites allow people
to have different levels of connection with people who may be as close as next door or as far as

Grange Communication Handbook								

41

halfway around the world without ever leaving the comfort of their living room or putting
down their mobile device.
Users create profiles for specific sites and generate content that is linked to them as
the authors. Almost every social networking site is free and fairly easy to use, even for
the novice web-user. In Chapter 8, you can learn more about social media, how to create
profiles, best practices and users guidelines and much more. Remember that all Grange
social media profiles and posts by Grange members should adhere to the code of conduct found in Appendix G.
Facebook is the most common of all social networks, with more than 800 million users
in early 2012. YouTube is one of the most visited websites in the world, averaging more
than 4 billion videos viewed on the internet-based video on demand service every day at
the beginning of 2012. Both these, and other sites, are expected to grow in popularity as
more and more people across the globe become Internet users each day.
Journalists are becoming very social media savvy and most have profiles on social
media sites such as Twitter and Facebook. Often they use these sites to get ideas for
articles or contact potential sources. Because of this, it is important to be positive in your
posts – both in your official Grange posts and any posts on your personal social media
profiles related to the Grange. Imagine a reporter reading something like: “Grange was
boring tonight. Only 5 members showed. This is the sixth month in a row! Don’t know
how long we can stay alive if this continues.” What a scoop! The local Grange is likely to
close is an easy leap for any journalist and a great story for their portfolio, but not for our
organization.
Finally, as part of the new National Grange website, you will find a Grange-only social
network. This site allows users to post pictures, updates, information and more. It will
allow us to have greater member-to-member communication in a forum that is open only
to Grange members. To become a part of our online Grange community, visit www.NationalGrange.org and click on Members. Create a login and password and begin to use
the network to talk with members across the country. Create groups, link to your Grange
and use this as a forum for many other Grange-related activities.

Blogs
Blogs are online journals consisting of posts, or entries. A good blog revolves around
a central theme or subject – something built in when you create a blog for your Grange.
Blogs should contain personal perspective, opinions or commentary, not just recap
news. This allows you a forum to introduce readers to issues in terms of Grange perspective and policy.
You can create several blogs, all of which focus on different issues. You may create a blog dealing just with legislative issues and resolutions. In this, you can talk about
Grange policy in relation to current events locally, in your state or in the U.S. as a whole.
You can create another blog dealing just with Grange happenings, especially related to
community service or programming events. If you create more than one blog, you should
promote them as complimentary to one another in order for those interested in Grange
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information to get a full sense of the organization.
Blog entries are normally between 250 and 1,000 words. They allow you much more
flexibility in expressing views than the typical social media forums that are constrained to a
few hundred characters. You can include relevant photos and link to original source material, such as articles that appeared in traditional media outlets to give readers more background information. As with all public communication, writers should focus on accuracy,
consistency, excellent grammar and clear writing.
You should promote new posts through your other social media accounts. Consider
posting the title or a short sentence promoting new entries on your Facebook or Twitter accounts and link to the blog entry.
Using the individual Grange pages created through the National Grange website, you
can host blogs. You can also sign up for free accounts through services such as Word
Press and Blogger. More information about establishing blogs can be found in Chapter 8,
which focuses specifically on social media.

Podcasts and V-logs
Podcasts are audio-based reports, often constructed like interviews or event coverage
that you would hear on radio or television broadcasts. These are recorded digitally and
distributed through websites, iTunes or other online forums. They may also be included as
part of the publicity CD in media kits.
V-logs are video blog entries, a blend of the written blog and the podcast in that they
provide viewers information and commentary. These are not as popular as blogs or podcasts, but can work well in some instances. Specifically, you can create a V-log to include
on your website. Much like a television reporter, you can cover an event or program, offer
voice over or just interview subjects and allow the public to hear the Grange perspective in
a new way.

Speeches
Prepared speeches are one of the oldest forms of communications in your toolkit. Each
year our National Master presents two speeches – one for the internal audience and one
for the public – at National Convention that deal with policy, state of the organization and
more. Often, local Grange Masters do not present similar speeches, but can be called up
on to do so in settings other than a typical Grange meeting.
Speeches can come in the form of testimony or planned presentations. Being part of a
panel discussion or forum or being asked to speak on short notice are also possible venues for public communication for any Grange leader. These should all be taken seriously
and should positively and accurately reflect the organization and our policies.
We highly encourage you to record speeches and broadcast them through V-logs or
podcasts for those who were unable to attend. You can also include the full text of these
speeches on your website, in the notes of your Facebook page, as part of your media kit
or in a variety of other ways.
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Don’t let your options overwhelm you
It’s easy to become overwhelmed by all the outlets, tools and tricks available to provide the public with information about your Grange. Remember, you don’t have to do this
alone. In fact, most Granges will find that having a public information team is extraordinarily helpful. Combine your resources, play on your strengths and prioritize in order to
be the most effective messengers for the Grange you can be.
Remember that you can always contact your State Grange and the National Grange
office for assistance. However, you must commit the time and effort locally in order to
guarantee success. When seeking assistance, make sure you have done your homework
– prepared all the necessary facts, quotes and information about the event or issue. Also,
using information you find in Chapter 5 related to building a rapport with local media,
have a primary press list ready before you recruit assistance.
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Chapter 5:
Understanding Media & Journalists
Understanding how the media works, what makes news and how to make the news is
of utmost importance for any state or local community Grange. Favorable media exposure means recognition in the community, acknowledgement of Grange activities, services and accomplishments and a higher profile of your Grange among potential members.
Most people understand the importance—and competition—of media coverage, but
understanding it and knowing how to use media coverage as a tool are two different things.
So, how does your Grange get into the news? The key to media coverage can be simply explained as a two-step process: developing the right story and delivering it to the right media.
Any story that appears before an editor or journalist must have a news hook. In this
chapter, you will learn more about news values that make stories attractive to the media.
You will also learn that although all media outlets search out and welcome all types of
news stories, television, radio and print each have their own unique qualities that will affect
their interest in your story. Background work is also important, so you will be introduced to
methods to build relationships with media professionals and understand their job. You will
read more about how to interact with media and be a liaison for your Grange to the media
before, during and after events and times when you seek issue coverage. At the end of the
chapter, you will find a discussion about how to handle unfavorable publicity.

What makes a story news?
When we discuss news, most often we understand it in terms of what has happened
very recently. Because of this, you may believe anything you do in your Grange is newsworthy because you just made a decision, planned an event or gave an award. You may
also think there are few things other than events that deserve coverage by the media.
Both of these assumptions are false. Many things make a story newsworthy, although
timeliness is one of the key factors for any story.
The elements that make a story newsworthy are called news values, or basically a set
of criteria that attaches simple facts to an interesting story the public wants to know.
Each piece of information should touch on multiple news values in order to be considered newsworthy. When pitching a story to the media, make sure to touch on each news
value it addresses in order to see greater success with coverage. This concept is also
useful when reporting directly to your audience through social or self-controlled media
such as blog entries and website posts.
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The most common news values of any story that attracts attention are: timeliness, proximity, prominence, magnitude, consequence, relevance, human interest, conflict and the
out of the ordinary or bizarre.

Timeliness
By definition, news is something new or fresh for the readers. Events that happen today
should be covered by the media outlet today, or a press release just before or after the
event should convey the details about the event. This is the same with a reaction piece
where Grange members may weigh in on an ongoing topic that appears in the news.
Some news seems to be repeated over and over. These are often called developing stories. Developing stories include fresh bits, sometimes very small, in a larger, ongoing story.
For example, your Grange may offer a statement related to the Governor’s initiative announced the day before, stating Grange policy and including comment by local, Pomona
or State Grange officials or members that are in line with Grange policy.

Proximity
Most media are first and foremost interested in stories with a local angle. This doesn’t
require that a story originates in your community, but it is of interest to those in your area
and has a local hook. In our previous example, the Governor’s initiative likely did not originate in your town, but the reaction you provide the media shows local sentiment and is of
interest to the media. A good tip is to continuously read and watch your local media outlets to understand the types of stories that they are covering and get to know your local
reporters and anchors.

Prominence
Information about anything that is well known, including people, places, organizations
or events, are more newsworthy than information about unknowns. In the previous example, a Governor’s initiative is also newsworthy because it comes from a well-known
public figure. If your local grocery clerk proposed the same initiative or idea, it wouldn’t be
newsworthy. A way to use this in your favor, if your Grange is not well known, is to include
people of prominence in your events. For example, invite a political figure to speak or
judge an event or participate in a service project.

Magnitude
This refers directly to the scale of the issue. In our previous example, a Governor’s initiative affecting every member of your community and state has a much higher magnitude
than one that affects only a small subset of the population. In the case of the Grange, a
program or project that benefits the entire community, such as a free community health
care screening fair, is more newsworthy than one that only affects Grange members, such
as a hall renovation for a Grange that does not rent their facility to the public.

Consequence
Similar to magnitude, consequence looks at the effect something will have on people.
Most often the effect discussed is negative or potentially negative, however, consequence
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can also refer to a positive outcome. If the
previously discussed Governor’s initiative
would require an increase in taxes to fund,
this is a consequence. In Grange terms,
hosting a public debate between candidates
includes the element of consequence.

Conflict
At the heart of any good story is the element of conflict. Even in the most positive
of stories, you can identify conflict. A story
about Grange members creating a community garden at a homeless shelter by definition includes the element of conflict in that
there are those who are without homes or
food, something that conflicts with our idea
of minimum quality of life. The aforementioned debate between candidates would
have inherent conflict, as would the story
about the Governor’s announced initiative.
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How is my Grange newsworthy?
Having trouble coming up with a
reason the media should cover your
Grange? Ask yourself questions like:
What are you doing that no other
organization in your area is?
What skills, background or accomplishments of your members can you
emphasize to show relevance?
What information should the public
know in order to become involved in
the Grange or to further your Grange’s
goals?
What are timely issues your Grange
can or is addressing in policy, programming or events?

Human Interest
People like to read about one another. They especially like stories of triumph, perseverance, courage and compassion. These stories play on emotion and allow readers or
viewers to connect with their humanity and with their neighbors. Add personal elements
to your stories when you can. For example, if your Grange offers a $50 college scholarship annually, this can hardly be considered news when college tuition and costs average about $17,500 a year. In this case, find ways to tell the story about the student who
receives the award, and mention the award as a secondary fact. Get quotes from your
Grange officials about the merit of the student rather than how the Grange is assisting
them because most readers, journalists and editors will scoff at the idea that $50 would
make or break the student’s chances of attending college.

Out of the Ordinary/Bizarre
Stories about things that are uncommon attract readers’ attention and are some of
the most widely distributed. People like to laugh, shake their heads, or otherwise react
to their news. If you involve a candidate in an event for charity and they become a dunk
tank participant, for example, make sure to include this. It’s something people wouldn’t
expect or see everyday and therefore news.

What’s the right medium for your message?
Once you have decided on a story, it is time to target specific media outlets. Ask yourself which methods of coverage would be most effective for your story; will newspapers
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coverage be enough; and would the story work better with the moving images of television? Some stories offer very little in terms of visual appeal or sound bites. The election of
new officers, for example, is a great story to send to print media, but there is little to see
or hear, so they are not of great interest to TV or radio journalists. To better understand the
differences of mediums, let’s look at the strengths and weaknesses of each.

Print
What makes the print media unique is its ability to provide in-depth commentary by
publishing longer news articles. Basically, print publications provide the most important
details of a story, whereas radio and television only provide the snapshots or the fast facts
of a story.

Radio
Radio may not be a first choice when it comes to news coverage but when speed
counts, radio, just like television, has the advantage of being able to produce and air a
broadcast report minutes after news breaks. When radio is not covering breaking news, it
gets most of its news stories from local, regional and national print publications. Another
advantage of radio is that morning-drive and rush hour shows often have large followings
and loyal listeners.

Television
Television’s strength is its ability to blend pictures with storytelling to create a compelling and visual broadcast. It also can produce and air breaking news stories moments
after they occur, as well as extend across boundaries by covering news in other states
and countries while bringing live broadcasts from those areas to its local viewers. When
considering television as a medium for coverage, locations must be selected with accessibility, lighting and grouping considerations in mind. Make sure that there is a Grange logo
predominantly displayed, especially near a podium or area where a speaker will stand.
Remember, with TV and radio you will have to give your important comments and information in a concise way so that they can be used as a “sound bite.” Sound bites are typically
something compelling said in 8 to 15 seconds.
You should also know that newspapers could be your best allies when seeking broader
coverage. Always send your press releases to print media because television and radio
stations sometime pick up stories from print publications and send out news crews to further investigate the story for broadcast.
If you are primarily looking for inclusion in social calendars, send your announcement to
all media outlets in your area. As discussed in Chapter 5, most media have some sort of
community calendar, so even if you don’t get a full story, your event will be announced to
the public.
While your local media should always be included in the distribution list, sometimes
you may find stories that will have broader interest. If your Grange has comments on the
aforementioned Governor’s initiative, you should send your press release to political publications and media outlets in the state as well as outlets located in the state capital. If you
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are working on a unique project or program, consider working with the Communications
Department of the National Grange to get a press release out to national media markets.
The Communication Department can work to position the event or program in a way that
strikes at trends or larger social issues and can carry greater weight when received by
national media.
Remember that there are niche media outlets, including websites and magazines that
focus on things such as crafts, politics and education, that may also be interested in a
story about a local Grange’s activities. Again, these should be constructed in a way that
illustrates a larger trend so the outlet feels it would appeal to a broad, non-geographically
oriented audience.

Building Media Relationships
The first step in developing an effective PR program is to conduct a media survey.
Consider what forms of media reach your desired audience and make a list. Newspapers, magazines, radio stations, television stations, and local websites are examples.
Take that list and gather the names of their respective reporters, editors, and news directors to contact for story ideas. Most libraries have media directories that list every daily
and weekly newspaper. Similar directories for various regions, states or provinces, and
nations can be found on the World Wide Web. Collect addresses, phone and fax numbers, e-mail addresses, and useful information such as publication deadlines.

Establishing Rapport
While journalists are fairly straight forward, it never hurts to learn a bit about
them. Do they have a favorite hobby such
as fishing or reading? Do they have a family? Are they a graduate of a college with
a great sports program? Good journalists
try to learn little things about their sources
in order to build goodwill and get better
quotes and scoops and put them in files
called sourcebooks. Similarly, you should
take a few minutes to learn things about
journalists you work with and put the information in your Media Directory.

Respect from the first handshake
Just like on job interviews, a handshake can tell a lot about a person.
While it seems silly, take a moment to
brush up on giving a good handshake.
Don’t offer your hand or take their hand
like a limp fish; be firm but don’t overpower the person. Remember that
women expect you to shake their hand
as well as men as it is a sign of respect.

You can begin to create your own using
the Workbook enclosed with this handbook. Next time you speak with the journalist who
is not on deadline, take a minute to allow them to be human and discuss their interests
or common ground. Telling them their team looked great in a game, that you heard about
a great fishing location or asking how their family is doing goes a long way. You’ll become a person they want to hear from rather than someone who makes contact in order
to get their message out. The more you genuinely invest in the journalists you work with,
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the less your pitches will feel like cheap, self-serving tips and more like good ideas that
may have enough meat for a story.
Once you’ve built a rapport, you will have a greater ability to draw attention and make
suggestions, requests or give brief input. In this case, consider sending a brief e-mail to
call attention to Grange policy regarding an issue in the news, and suggest the journalist contact your Grange’s Master or the national office for comment. Invite the journalist
to visit a meeting where they might get some story ideas. Ask the journalist if their outlet
holds “editorial boards,” interviews with individuals or small groups in which several journalists and/or editors from the outlet ask questions and develop stories or keep comments
in their files for later. These are great ways to illustrate the breadth of the Grange mission,
from community service to legislative activities and advocacy.

Preparing for coverage
Even before your first pitch, arrange to meet with the journalists and directors of local
newspapers, radio, and television stations in your area, and introduce them to the Grange
or your goals for the year. During your visit, ask how can you better serve the news professionals in your area. Find out how they want news from your Grange given to them. Do
they prefer telephone calls in advance of your meeting or event? Do they prefer mail, fax,
or e-mail when being contacted? What are their deadlines? Do they take submitted photos
or only reproduce or broadcast their own images? The more you know, the more effective
you will be for the Grange and less bothersome you will be to journalists.
Get the basic shell and contents of your media kit, as described in Chapter 4, together.
Put brochures, backgrounders and biographies in the folder and create a folder on your
computer that includes Grange graphics, a photo of your Grange officials as well as the
Word document or PDF of their biography, and other relevant information that would be
included on any media kit resource CD-ROM. Be well prepared so that you’re not rushed
when you host an event or otherwise seek coverage.

Working With the News Media
First, you must understand that the easier you make the job of the busy journalist, the
more often they will offer you coverage. Most journalists are juggling multiple stories and
hate interruptions. Because of this, e-mail is the preferred method for information both for
editors and journalists. Editors can print the information or forward it to the reporters for
coverage. Journalists can get back to you between events or interviews.
Further, when you send an e-mail, make sure to check for a response frequently. If you
don’t check e-mail often or don’t have access, be clear in your e-mail that the best way
to reach you is by phone, and provide a number or multiple numbers at which you are
always available. Nothing is worse than opening a line of communication but not following
through. You must be available or the reporter will drop the story or move on to another
source, and you will lose a great opportunity for exposure. Being unavailable will also
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quickly reduce your stock at any media outlet for future coverage.
In your e-mail, make sure to address the editor or reporter by name, if at all possible.
If you are sending information to a list of people, use the BCC line rather than TO or CC.
BCC stands for blind carbon copy and will show the recipient only their name. They will
not see who else you sent the information to.
Be brief. Tell the journalist what you’re contacting them for, show in your first sentence
or two why this is interesting for coverage, and tell them how best to contact you. If you
have established a personal rapport, feel free to include a brief personal note, but don’t
ramble.
If you have an attachment, consider adding the text below your signature in case the
journalist is on the move and cannot download what you’ve sent or if your software is
incompatible. Include a link to a website with more details if applicable, but make sure
the site looks professional.
If you must call, respect deadlines and time constraints of journalists. Be prepared,
keep your conversation brief and remember that your conversation cannot be referred
to later. You may find yourself repeating information again or getting a request for something you’ve already told them. This does not mean the journalist wasn’t listening, but it’s
easy to misplace notes or fail to remember something you’ve already said on the phone.

Following up with the Media
It is always helpful to follow-up with a media call a few days after sending out press
releases. Be specific when calling. Ask if the reporter or producer received your press
release and whether or not you could have two minutes of his or her time to explain the
contents of it.
Do not forget to tailor your pitch to the specific media. If they’re unsure, ask them if
they’d like to come to a meeting or get more information about the Grange so they can
see if there is a story worth covering. If the reporter or producer says they are not interested in the story, then no means no. Don’t push. Thank them for their time and move on
to another call.

Make Your Events Media Friendly
As public information director, you are your Grange’s media liaison. Whenever a reporter appears to cover an activity, you should place yourself at his or her disposal and
assist in any way you can, answering questions, pointing out those who should also be
interviewed and providing any information they might need in order to positively portray
the event and organization.
One rookie mistake is to be too assertive. Most journalists have good instincts and
good intentions. They know where there is a story, when they can find a good angle and
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t is not the responsibility of the journalist to make you or the Grange
look good. It is your responsibility to be an appropriate, respectful, and
inviting representative of our Order.

what they need in order for people to read, watch or listen to their piece. Remember they
want to appeal to their audience and will work to produce the best piece possible, so
walking them through every step and interview is often more irritating and time consuming
for the journalist than helpful.
Prepare your members for coverage. Make sure they all know what the event or program is about, why the Grange is involved and why it is important to them and the community. You are responsible for helping them craft the message that the journalist will take
to the public.

Everything’s fair game
In any case, journalists are by nature good record keepers. Editors require proof of
quotes that are controversial or confusing. They also require them if the accuracy is questioned by the source. For this reason, journalists will take notes and often use an audio recorder when interviewing you. In most states, people are required to inform the other party
or parties that they are being recorded. This is not the case in every state.
For Grange purposes, we expect that nothing you say would be “off the record,” or unfit
to print. You are representing the organization, so contradicting our policy, speaking ill of
any political candidate or otherwise saying something that you would not like broadcasted
should never be an issue. Remember, if you say something controversial or in a way that
is unexpected, it increases the news value of the story and is more likely to find its way to
print or air, so know what you want to say and what you should avoid. It is not the responsibility of the journalist to make you or the Grange look good. It is your responsibility to be
an appropriate, respectful, and inviting representative of our Order.

How to Handle Unfavorable Publicity
Bad publicity can be just around the corner for even the best-run, most successful
organization. It takes only one disgruntled community member to go to a newspaper, one
aggrieved member to post something on the Internet or one unforeseen incident to occur
and suddenly your organization’s reputation is endangered.
In the case of the Grange, more often than not bad publicity comes when members talk
about a shrinking organization, disinterest in the Grange or other negative comparisons
to “better days.” While it is true that we have fewer members today than at some times in
our past, the organization is still thriving and relevant, and we are starting new Granges,
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Little Things That Make Your Reputation
Upholding a positive reputation for your Grange should be a priority. This is a
responsibility you share with your members and leaders. Further, if you take this
responsibility seriously, you will find your Grange garnering more coverage, new
members and general interest in our organization. Media outlets are more likely to
find you and those you interact with are more likely to mention you in conversations,
on social media sites and in their own media interviews. All of this improves the image of your Grange. Here are a few suggested steps to shine:
•
Extend genuine hospitality to every guest who attends a meeting or event
•
Write thank-you letters to speakers and all those who contribute time, effort, or money to Grange activities. Present a certificate of appreciation if appropriate.
•
Extend invitations to editors, station managers, mayors, school superintendents, and other public officials to visit meetings to get acquainted with your
members
•
Write letters of congratulations to newly elected leaders of other service,
civic, church, and community groups in your area.
•
Send letters of appreciation to local public officials who perform their duties in an outstanding manner.
•
Extend support to worthy community efforts such as the Red Cross blood
bank, Salvation Army shelter, etc.

revitalizing Granges and bringing in new members everyday. Moreover, every social organization like the Grange is facing similar decline in membership from their glory days.
Most journalists will not seize on the fact that your Grange or the National Grange has
fewer members today than at other times in our past, but if they do, it likely comes after
a member has said this. Journalists who do ask such questions can easily be reminded
that like the Masons, Elks, Lions, bowling leagues and gun clubs, we are competing with
a much faster-paced life in which many people have little disposable time or income or
focus more attention on entertainment in their home than outside of it.

When members go negative
Often when members talk to journalists, visitors or neighbors in terms of the shrinkage
or lack of interest in our organization, it’s a sign that they are disconnected or dissatisfied. It is also a sign that they may not be willing to think outside the box or connect with
and introduce non-members to the Grange.
Like in any group, Grange members can become insular and cliquey. As a public information director, this is not your biggest concern, but consider working with your lecturer,
membership chair and Master, or other members of your Grange leadership team, to talk
about introducing new programming, a greater emphasis on membership gains and posi-
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tive messaging to your Grange. A single new member or a slight change in your programming or community service focus can bring new life and a positive change to any Grange.
If your Grange faces a crisis, such as an injury at an event or negative backlash from another organization, it is important to deal directly with the issue. Public information directors should work with their Grange Master and other officials to have a plan in place before
any such crisis occurs. Consider what your mission is, what positive things you bring to
your members and community, how you handled the situation and will continue to handle
or stem a similar issue in the future.
A few rules for dealing with negative publicity or crisis situations:
• FIRST AND FOREMOST: Refer any questions to the Master or appropriate and designated spokesperson for your Grange.
• DON’T avoid reporters’ questions or ask the media to suppress the story. The media will report the story because it is news.
• DO assist reporters in getting all the facts so the story will be fair and balanced.
Be sure of your information — never provide conjecture just because the media has a
need for information.
• DON’T speak before you have the facts or place blame elsewhere when you know
you share blame in an incident. Put the public’s interest first, be open and honest, and
cooperate with the media.
• DO assess what happened and improve your crisis communications plan in case
something negative happens in the future.
• If the story involves a personal injury, there is only one aspect you should refuse to
discuss — the question of whether your Grange was negligent or at fault.
If properly handled, an unfavorable incident can be turned into a public relations asset. If you provide the facts quickly and accurately, the press will appreciate your help,
and these contacts can lead to a closer working relationship in the future. After a crisis,
emphasizing positive stories such as improved practices and community involvement will
help to restore your reputation in the longer term.

Getting Past ‘No’
Don’t get discouraged if your story does not run or is rejected. News of a higher priority could have filled all available space or airtime that day. You may also have submitted a
story very similar to one previously run or something that just doesn’t “play” in that market.
Don’t write off the media outlet or journalist. Look at what is covered and craft your next
release or alert to capture attention.
Also, don’t be disappointed if your release is rewritten. This doesn’t mean you presented the journalist with something that isn’t well written or appropriate. Journalists must
make changes in order to “byline” or author pieces, something that is often counted weekly in order to show their productivity. They also change stories to attract more attention,
sometimes broadening the scope so that it ties in with recent news or trends in a way that
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you may not have thought of. Also, due to space limitations, it is common for only a small
portion of your story to be used – that is why it is crucial to include the most important
information in your story up-front, because the rest may be cut. See more about writing a
good press release in inverted pyramid style in Chapter 4.
If you continue to have problems getting coverage, see if there is another journalist at
the outlet who covers nonprofit, community organizations, politics, local news, agriculture or other beats – areas of specialty and emphasis – that would be a better choice for
your material. Contact an editor and ask how your news should be submitted for consideration of coverage. Ask if you can visit the newsroom and speak to a journalist about the
Grange so that you have a contact for releases. Finally, if none of these are well received,
focus your efforts on other outlets and let competition play out in your favor. Remember,
if one outlet gets attention by their audience for covering the Grange, others are sure to
follow.
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Chapter 6:
Basic Design Principles and Standards
The first impression of an organization is often conveyed by its verbal and visual
communication. The impression is strongest when those communications are positive,
unified and consistent. With this in mind, certain design rules must be in place in any
organization that help answer the questions: Who are we? What do we do? How do we
communicate our mission, vision and goals to the world? How can we be unified and
easily identifiable in a complex world?
Presenting uniform and consistent communication material helps answer these questions for members, potential members and the general public. These standards honor
our past, substantiate our present and secure our future. It will also help us maintain the
integrity, purpose, image, vision and brand of the Grange and will allow us to endure.
All of this, however, requires that you as local, Pomona or State Grange public information directors, Masters, officials or members do your part. While the National Grange
respects the uniqueness of every individual Grange, the standards outlined in this
manual are the tie that binds all Granges together in the common cause of building and
advancing our organization. By adhering to the verbal standards as outlined in Chapter 2 and presented in full in Appendix D, as well as the visual standards outlined in this
chapter, you will ensure our consistent image is presented to the public. There must be a
commitment by every member to adhere to and keep a watchful eye out for breaches of
the style and graphic standards outlined in this handbook.

Trademark Protection
Before we dive directly into design principles and graphic standards, it’s important to
discuss specifically our trademark and the use of proprietary marks in order to continue
our success when faced with those who infringe upon the Grange name. We have spent
more than a million dollars in the last five years alone defending our good name, but
maintaining our consistent identity and specific use of our name and logo are imperative,
so that money has not gone to waste.
In 1876, Grange leaders filed for and received trademark protection for the name
GRANGE. Today, the National Grange of the Order of Patrons of Husbandry holds trademarks for the following:
• GRANGE
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•
•
•
•
•
•
•

NATIONAL GRANGE
NATIONAL GRANGE OF THE ORDER OF PATRONS OF HUSBANDRY
The National Grange P of H logo
The Junior Grange and Grange Youth logos
THE GRANGE FOUNDATION
VIEW FROM THE HILL
Several other logos and taglines previously used by the National Grange

Authorized users of the Grange trademarks, such as employees, affiliates, Grange members, local Granges, etc., must be acquainted with and educated as to the rights and obligations that arise from trademark ownership. It is important to become familiar with these
trademark usage guidelines and to learn to identify and report suspected misuse to the
Trademark Protection and Brand Management Director Leroy A. Watson so that such instances can be brought to the attention of our legal trademark counsel. An example of a
past instance of enforcement actions we undertook on the Grange’s behalf to protect its
rights in the Grange Trademarks was to prevent the use of the mark GRANGE PRODUCTS.

Logos
The National Grange of the Order of Patrons of Husbandry Logo is a registered trademark and as such requires specific use guidelines. First, the logo may not be altered from
its original colors or designated colors as outlined below. Second, the logo should be
sized proportionally as to eliminate issues of improper skewing.
All uses of the Grange Logo shall conform exactly to the requirements, description and
specifications established and authorized by the National Grange and shall be used on or
in connection with Grange goods and services only in a manner approved in writing by the
Washington, D.C., office or as permitted by the most recent edition of the National Grange
Digest of Laws.
The Grange Logos should not be used on or in connection with any goods or services
which, in the sole opinion of the National Grange, consist of or comprise of immoral, deceptive or scandalous matters, or matters that may disparage, falsely suggest a connection with people, institutions, beliefs or national symbols, or bring them into contempt or
disrepute.

Unacceptable/Obsolete Logos and Taglines
There have been a number of logos for the Grange and specific Grange products
throughout our history. Today, the seven-sided P of H logo is the only one that should be
used on any Grange products. Similarly, taglines such as Building Communities and Imagine the Possibilities are out of date and should not be used.
All specifics on logo and tagline usage are outlined in Appendix K of this handbook. All
uses should conform to these standards.
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Simple Design Principles
If you would like to design something on your own, be it a flyer, brochure, webpage or
anything else, there are a few principles that you must adhere to, in order to effectively get
your message across. By following these guidelines, you will be able to create a page that
will draw the reader in, is easy to navigate and understand, and is pleasing to the eye.

Positioning
When choosing where to place a picture, block of text, logo, header or anything else
on a page, you must keep in mind that you are creating a relationship between that item
and the objects around it. Because of this, you do not want to insert a picture next to a
block of text that has nothing to do with it. This will make your page seem disorganized
and difficult to read. To prevent this, only group items together that are related, only
leave equal amounts of white space between items that are related, and avoid having
too many separate elements on a page. By doing this, you will allow the reader to quickly find all relevant information to their topic without confusion or distraction.

Alignment
If you have a well-organized document, any reader will intuitively be able to browse
through all of the information without getting lost. One way to make sure that all of the
information on your page flows well and is clearly connected where it should be is to maintain consistent alignment with related elements. When you align the elements of a section
together, you are creating a visual connection that aids the reader in processing all of the
information of that section. While this may seem trivial, it can make a huge difference in
whether or not your page is actually read. Alignment makes the text easy to follow and
read. Using multiple alignments for text, such as centered and left aligned, in one layout
should be avoided, as this will destroy the continuity and clarity you are striving for. If you
would like to see a good example of effective alignment, visit CNN’s website, www.cnn.
com.

Consistency
There are certain items that should remain consistent throughout your entire project
in order to create a sense of unity and organization. This consistency can be created in
a number of different ways, but the overarching idea behind it is the repetition of visual
elements. These elements include, but are not limited to, color, background, layout, images, graphics, lines, font, spacial relationships, etc. By making all of your headers the
same font, size, and color, repeating the front page graphic, or having a table of contents
on every page of a website, your project will feel unified, and your reader will feel comfortable on any page.

Contrast
Contrast is what pulls and guides the reader’s eye to the page. To be effective, contrast must be bold. This can be achieved using colors, lines, shapes, sizes, fonts, thickness, etc. By using bolder and bigger font for a headline, you allow readers to browse
through your document quicker and find the information they need. Remember, contrast
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must be bold, therefore creating multiple elements that are too similar, such as grey text
against a white background, is ineffective and will deter readers from your page.

Programs
There are many design programs on the market today, which can make choosing one seem
like an intimidating task. While we understand that this software can be very expensive and
you may not be prepared to make such a large investment in it, here are a few of the more
popular programs: Dreamweaver (especially useful for web designing and writing code), Acrobat (ideal for proposals, legal documents, project binders, etc.), Photoshop (useful for editing
images), Illustrator (similar to Photoshop), InDesign (the choice for graphic designers working
with layouts). Regardless of whether you choose to utilize one of these programs, it is important for you to be familiar with some of the terms relevant to design:
Bleed – When an illustration or image is designed to run off the page
Bolt – Any folded edge of a section other than the binding/spine fold
Bulk – The relative thickness of a sheet or sheets
CMYK – Abbreviation for Cyan, Magenta, Yellow, and Black, used in four-color process printing. Combined they approximate colors in the spectrum
EPS – Also known as Encapsulated PostScript, EPS is a file format often used for
images generated in object-oriented drawing applications, like Illustrator, and also
for scanned images
Extent – The complete number of pages in a printed work
Feet/Foot Margin – The white area at the bottom of a page between the type area
and the trimmed edge
Flush Left/Right – Type that aligns vertically to the left or right
Footer – Recurring information at the foot of a page, often repeating the title, subject matter, or heading
Full Color – Interchangeable term for four-color process (CMYK)
Gutter – The margin closest to the spine of the publication
Impose/Imposition – The arrangement of pages to fit the press being used and to
provide the correct margins such that when the sheet is folded after presswork, the
pages appear in their correct sequence
JPEG – One of several compression methods for storing images. In some applications quality can be set on a scale from high to low. Resaving JPEGs recompresses
the file, losing further data
Page Markup – The organization of text and graphics into the desired design and
format
Proof – The representation on paper of the final printed product. This can be used
for color reproduction checking or purely for positional purposes

Grange Communication Handbook								

61

Range – To cause type or illustration to line up on or to a certain point, either vertically or horizontally
Runaround – To lay out type on a page whereby the line beginnings and endings
follow the shape of an illustration
Scale – To calculate the percentage of enlargement or reduction of an image
TIFF – A high-quality file format for images, especially photographs, that is ideal
for print production purposes
Trapping – The technique of slightly overlapping one image on an adjacent one
thereby preventing unsightly small white gaps between the two
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Chapter 7:
Social Media for
Social Organizations
As defined by the Merriam-Webster Dictionary, social media is a “form of electronic
communication (as Web sites for social networking and microblogging) through which
users create online communities to share information, ideas, personal messages, and
other content (as videos).”
Social media grants Internet users the opportunity to interact with each other using
a dedicated forum or site. Popular social media outlets include: Facebook, Twitter, YouTube, Blogger and LinkedIn. Using one or all of these sites, users can send out notices,
chat, upload video and pictures, update personal information, share their views and
opinions, and many other things.
Although initially intended for social interaction, in recent years social media has become a vital tool used by businesses and companies worldwide to communicate with
consumers and help maintain a positive image for their brand. Social media is now the
preferred marketing outlet for businesses and organizations everywhere. If used properly,
social media can be an excellent tool to help grow your Grange and stay connected with
members.
In this chapter, you will be introduced to the benefits of social media, learn who uses
social media and how we can use it to grow the Grange. This chapter provides a primer
on the strengths of specific social media sites and how to optimize these sites. This
chapter also introduces the Grange-only social network created through the National
Grange website. This chapter references Appendix E, the Grange Website and Electronic
Social Media Code of Conduct. Also, a social media guide can be found in Appendix L
that details how to create accounts on some of the most popular social media sites.

Benefits of Social Media
For business and organizations such as the Grange, social media carries the ultimate
benefit of being completely free. There is generally no charge to sign up and maintain an
account; whether it is Facebook, Twitter, YouTube, or a different outlet.
In addition, through social media sites, we are literally able to reach millions of people
instantaneously. For the Grange, that means reaching current members, potential members, industry experts, other agricultural organizations, and possible business connections.
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Because social media is the way of the future, utilizing it as a means of communication
helps the Grange establish a reputation for being up-to-date and trendy; permeating our
message and appealing to a new generation of potential Grangers.

Who Uses Social Media?
According to Pew Research Center, the number of people who use social media has
doubled since 2008. According to an Internet sample taken by Pew, 79% of American
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adults use the Internet, and nearly half of them (47%) engage in at least one form of
social media. Of that 47%, over half of them are now over the age of 35. Not surprisingly,
86% of adults ages 18-29 utilize social media as well. However, even more important to
note, the number of people over the age of 65 who use social media has grown from 4%
in 2008 to an astounding 26% today. That means nobody is too old to use social media!

Using Social Media to Grow the Grange
As previously stated, the most popular social media sites are Facebook, Twitter, YouTube, Blogger, and LinkedIn. Each site was developed with different purposes in mind,
and each one provides a valuable and unique way of connecting with Grange members.

Facebook
Facebook is undoubtedly the most popular social networking site available to Internet users. According to Pew, 92% of social media users are on Facebook. This is for many reasons, but primarily because it was one of the first available and has the widest array of uses.
There are three types of Facebook accounts: individual, group, or a page. Individual
pages are for individuals. It’s your personal account. A group account is pretty much the
same except it can have multiple administrators; meaning multiple people can make updates, post information, etc. Most importantly though, a group account still acts like an
individual account in that people can post comments and information to the wall. Last, a
page virtually acts as a marketing platform for people to visit in order to learn more about
a company, band, celebrity, etc. Unlike the other accounts, pages have “fans” instead of
“friends,” and can be easily tailored to include more logos and graphics.
The National Grange maintains a Facebook group and utilizes it on a daily basis. You
too can create a Facebook group or page for your State or local Grange and use it as a
means of growing your Grange and staying in touch with current members.
You should use Facebook to do all of the following:
• Update your members on important issues like upcoming events, Grange meetings, issues such as the trademark battle, etc.
• Post links to news articles, relevant websites, registration forms for conventions &
conferences, & other valuable resources.
• Attach your Facebook URL to anything & everything you distribute (e-mail signatures, business cards, pamphlets, etc.) allowing potential members or contributors to
easily learn about your Grange.
• Look up fellow members or potential contacts when travelling, providing an opportunity for face-to-face contact.
• Market special membership deals & new programs like e-membership.
• Join other agricultural groups, or organizations with similar interests, to share industry information or engage in joint lobbying efforts.
• Use the friends list from similar organizations to solicit new members interested in
the Grange.
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Twitter
As self-defined by Twitter, they are “a real-time information network that connects you
to the latest stories, ideas, opinions and news about what you find interesting.”
Twitter allows users to send out pieces of information in 140-character messages called
“Tweets.” Companies, organizations, and even governments have found Twitter to be an
incredible tool for communicating with, and receiving feedback from, users.
Look at these incredible Twitter statistics:
•
•
•
•

Twitter has over 175 million members worldwide
On average, 460,000 new accounts are created every day
Over 140 million tweets are sent out on a daily basis
456 Tweets are released per second

Like all social networking sites, Twitter has some advantages that are all its own. For example, when you want to communicate with another person or group, Twitter is as simple
as running a search for an individual, group, band, etc., and clicking follow. Twitter keeps a
constant public record of all updates made by those whom you are following. You’re able
to ask questions and get instant feedback. And, thanks to Twitter’s web effect, you will
have access to tons of traffic.
The National Grange maintains a Twitter account that we use to keep in touch with our
members and share information with the entire Twitter community. Similarly, you can use
Twitter to help grow your local and State Granges as well.
Here are just a few of the many ways we at National encourage you to use Twitter in
your local Granges:
• Use Twitter to get your Grange in front of potential members, industry analysts, experts, and those in your state legislatures.

The Anatomy of a Tweet

Note: when you copy and paste a link into your tweet, Twitter will automatically shorten it to fit within the 140-character limit. Other forms of social media will not necessarily
do this. To make a shortened link for those sites, go to https://bitly.com/ and follow the
instructions.
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• Communicate with your members instantly and effectively by Tweeting about
events, Grange meetings, and other things going on in your local communities.
• Constructive promotion: use TwitterSearch to see what the agricultural community
is discussing and then get in on the conversation by tweeting & making connections
with those in the same field.
• Check who other agricultural groups are following on Twitter & begin following
them as well.
Twitter is a free and effective tool that we can use to grow our Grange and let others know
who we are and what we stand for. REMEMBER: just because Twitter is a global information
source, that doesn’t mean we can’t start with people in our own local communities. In addition, you should also be careful when attaching hashtags (#) to material generated by the
mainstream media while simultaneously expressing your opinion in a Tweet. Adding hashtags
means that whenever somebody runs a search for that topic, your Tweet will come up. It’s
now public information. Take care to represent the Grange professionally and accurately.

YouTube
YouTube is a video-sharing social media site, where users can upload, share and view
videos. Chances are, if you have viewed a video on the Internet recently, you did so on
YouTube.
Although most of YouTube’s content is uploaded by individuals, companies and organizations have found it to be a useful tool in communicating with the public. Television
commercials, political ads, and news specials are just a portion of the content released
by companies and broadcasters on YouTube.
Users are able to run searches using YouTube’s search function if they are seeking
specific content, or they can subscribe to a user’s “channel” to view uploads made by a
certain account holder. In addition, YouTube’s home page provides a stream of the day’s
most popular and most-watched videos. Often times, videos go “viral,” meaning they
have experienced immense popularity through Internet sharing- typically through e-mail
and social media sites.
The National Grange has taken advantage of this media outlet as well, and we encourage our State and local Granges to do the same. Here are just a few of the ways we can
use YouTube to benefit the Grange:
• Viewing videos like our “President’s Monthly Message” allows for more personal
interaction with members and those curious about our organization.
• Upload footage of events like Grange meetings and State Conventions for those
who were unable to attend.
• Use multiple “tags” -keywords detected by search engines.
• Search to find others in our industry and connect with them online, or even narrow
it by geographic location and help build a face-to-face relationship.
• Post your videos as video responses to others in our industry.
• Create playlists of similar videos to yours, putting them together for others’ convenience.
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Blogger
Blogger is a free website that allows users to share their thoughts through a web-based
personal journal. Individuals and groups can write up views, opinions, or just random
thoughts on a Google-based forum and upload that content to their “blog site” for others
to read.
The National Grange maintains several blogs that we use to keep members informed
about what is going on in the Grange, things on Capital Hill that have an impact on agriculture and our members, and various other topics relevant to the Grange.
Likewise, you can use blogger in your local and State Granges to keep members informed and let others know the values and opinions of the Grange.
Here are a few ways your local and State Granges might find blogger to be useful:
• Use keywords. When people Google keywords contained in your blog titles, the
blog itself will pop up, driving traffic to your site.
• Keep members updated on Grange policy, & allow them to inform you of issues,
legislation, etc. that might have missed your radar.
• Allow readers to comment. This helps you to learn their opinions on various issues,
allowing you to better represent them.
• Invite experts in the field to be guest bloggers on your site.

Optimizing Your Social Media Accounts
Fully capitalizing on your social media accounts is going to be a joint effort. Assign two
to three people within your Grange the duty of checking each account on a daily basis to
ensure that no message, comment, or request goes unnoticed. Generally, you are able to
have multiple administrators on group accounts and login information can be shared between those assigned to the task of checking and maintaining your social media accounts.
In addition, it’s important that your social media communication have an upbeat and
positive tone. Tweets such as; “Pennsylvania closes another Grange due to membership
decline,” will not generate a positive image to readers. “Come join PA Grangers for their
annual membership drive!” sounds far better.
Remember, everything you release onto the Internet is forever. Double-check spellings
and the content of your message before pressing the Update button.

A Social Network just for Grange Members
As introduced in Chapter 4, the National Grange has established a members-only social
network in conjunction with its new website. The social network available to members can
be found when you click on the Members tab on www.NationalGrange.org.
After you create a login and password, you will automatically enter our social network.
In this you can post updates, create groups, upload photos and link to your Grange. You
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can publicly post information or privately message other members. It is a great forum for
speaking about Grange issues with other members. This social network is also governed
by the Grange Website and Electronic Social Media Code of Conduct found in Appendix
G of this handbook.

Expectations for Grange-Specific Social Media Accounts
When managing your Grange-oriented accounts, remember whom you’re representing
and act accordingly. Avoid cursing, avoid posting inappropriate material, avoid misrepresenting the Grange by stating views that aren’t in alignment with Grange policy, etc.
Follow the guidelines outlined in the code of conduct in Appendix G and your good judgment.
These moral standards apply to posts made with your personal account as well. Avoid
posting something to a Grange page from your personal account that contains inappropriate content or language. Remember, you are representing the Grange and everything
you post to Facebook or any other site is forever.
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Chapter 8:
Empowering every Member to become
a Grange Ambassador
Previous chapters have documented how to interact with the media and how you can
use print media or social media to reach people. While all of these elements are important when publicizing the Grange, one of our best resources has been overlooked: our
people.
The Grange is made up of wonderful members, committed to the organization, its
values and mission. In this chapter, we will explore becoming a personal Grange ambassador, in word and image, and empowering those around you to be the same. We will
also discuss how to prepare your personal Grange story or “elevator speech,” effective
ways to ask others to join your Grange, and the use of effective signage and recruitment
materials to help attract new members to your Grange.

You are a Grange Ambassador
Every member is a Grange Ambassador. You cannot help it; what you say, and how
you say it, will make a, hopefully, positive impression about the Grange. Make it a point
to speak in positive terms about your Grange. What you say about the Grange is very important because what others hear you say about the Grange influences their perception
of our Order. If you speak about the leadership skills you’ve acquired, or the community
service projects your Grange is involved with, you can open the door for your friends,
neighbors and others in the community to become involved.
It is not necessary to present your Grange “elevator speech” every time you speak
about the Grange, but it is an important exercise which we will get to in a moment. For
now, share your positive impressions, feelings, and lessons learned in your Grange journey. Be natural and conversational; you are simply speaking with one or a few friends or
acquaintances. It should not cause anxiety.

Empowering others to see themselves as Ambassadors
As an elected or appointed leader in your Grange, you are in a unique position to
demonstrate leadership yourself, but you can also increase the leadership effectiveness
in others by delegating leadership tasks. The key is to delegate tasks appropriate to the
skills and abilities of the one to whom you are delegating. The more accurate your insight
into other’s skills and abilities, the more effectively you can delegate leadership tasks to
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Tips to Increase Visibility in the Community
• Always have large signs identifying your Grange on display wherever your
Grange is working to serve the community or raise funds. It’s also a good idea to
keep Grange brochures or business cards on hand to give to anyone who is interested in learning more about the Grange.
• Adopt-a-highway programs include roadside signs that identify the participating organization. Keeping a section of road free from litter is a good service project,
and it also provides a permanent, high-traffic display of the club’s name in a service context.
• Be alert for opportunities in storefronts, lobbies, and shopping centers to present a display on the Grange and its services to rural communities. Please ask for
permission first.
• Annual fairs and parades are great opportunities to be visible to the public.

broaden the overall leadership of your Grange.
If you know that a particular member is good at organizing details, ask them to take on
the responsibility of coordinating the annual Grange yard sale. If another member enjoys
communicating with others, ask him or her to be responsible for inviting members, friends
and others in the neighborhood to your Community Service Awards. If another member is
a home gardener, ask them to be a department chair for your local Grange fair. The key is
to identify tasks that align with the experience and skills of the members. By asking someone to do something they are already confident about, they are more likely to accept the
responsibility and complete the task with confidence.
The other side of delegation is to be prepared to assist the one to whom you have delegated, BUT not to rush in to rescue that person just because their path to successfully
completing the delegated task may not be the same as yours. The hard part of delegation
is allowing, accepting and celebrating HOW someone else accomplished the task at hand.
Once you have had a couple successful experiences delegating tasks, you’ll become
more comfortable with delegation versus doing it all yourself.

Grange Signage and Displays
One way to make people feel welcome in our Grange is to provide an attractive hall or
meeting place. What does your hall or meeting place look like from a public perspective?
Does your Grange have clear and attractive signage? Is everything in good repair (landscaping, paint, lighting, signage)? Can passers-by readily identify your hall or meeting
place as Grange? Is a telephone number or website address visible for follow up?
Several professionally-designed marketing and recruitment items are available to assist
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with your marketing and recruitment initiatives. Appendix G lists several items (banners,
brochures, roadside signs, etc.) available in the Grange Store.

Wearing your Grange Pride
Another way you can make the Grange visible is by wearing Grange-logo items or
jewelry. Members can do some of their best work just by acknowledging their affiliation
with the Grange with the larger community. When members wear Grange merchandise,
add Grange decals to their cars and use other products with the Grange name and logo
on them, they draw attention to our organization. This is most often a very beneficial
way to keep members engaged with the Grange and to draw attention to it. In some rare
cases, however, it can negatively impact the organization or our image.
Grange members should be reminded not to wear Grange merchandise, like shirts or
pins, if they are campaigning for a specific party or candidate. We are political, however,
we are nonpartisan. If the Grange supports a specific issue, or is providing voter services, such as registration days or poll transportation, it is entirely appropriate to wear
Grange merchandise in the process. For example, when a Grange member speaks on
behalf of the Grange before legislators wearing a pin or shirt with the Grange logo this
adds value to their communication because the public officials understand this person
represents the voices of many in their community or constituency base. On the other
hand, if a member wears a Grange shirt while at a public demonstration for a political
candidate, our image of being nonpartisan is damaged.
Make sure to encourage all of your members to show their Grange affiliation in many
different ways. Also, find ways to use Grange merchandise as prizes for contests and
special awards.

Prepare Your Grange Elevator Speech
So, you do a good job of wearing your Grange Pride, do you also speak to others with
Grange Pride? What do you say when someone notices your Grange apparel or jewelry
or decal on your car? Usually, the questioner will only have 30 – 90 seconds to hear your
reply before they are moving on to another task or topic. Have you thought about your
Grange message…your Grange “elevator speech”? Why is it called an “elevator speech”
anyhow? Imagine you are riding in an elevator in an office building or hotel and someone
asks you about the Grange…it is likely you will only have 30 – 90 seconds before the
doors open and they step out. That’s why it’s called an “elevator speech”.
Your elevator speech is your personal Grange story, not a generic “what is the Grange”
story. How has the Grange impacted your life? What is your favorite Grange activity or
experience? Share your personal anecdote to explain what the Grange is to you or what
you have been able to accomplish because of your Grange involvement. That is your
Grange elevator speech. Tell it with enthusiasm and with a smile. Share the fondness you
have for your Grange.
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Immediately after you share your personal Grange story, ask the person if they would
like to join your Grange. Do not be concerned if they say no; in fact most people are not
ready to join an organization after hearing a brief explanation. They may ask for more information. The timing may not be right for them,or you may be delighted to learn they would
like to join your Grange but didn’t know how to go about it.

Ask Others to Join Your Grange
Each of us is responsible for recruiting new members to our Grange. If you do not ask
others to join your Grange, you are giving them the impression that either we would not
welcome them, or that we do not need them in our organization. They may, or may not,
choose to join, but until you ask them the question…until you actually say the words,
“Would you like to join our Grange?”… you have not given them an opportunity to become
a Grange member.
Remember, it is not a personal affront if you ask and the other person says “NO.” Do not
take it personally; rather know that you are one ask closer to a “Yes.” So, continue to tell
your Grange story and ask others to join your Grange. Invite them to a meeting or special
event and make them feel welcome when they do join you.
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Chapter 9:
Assistance & Tools available from
National Grange
The National Grange has many tools available to local, Pomona and State Granges
in order to more effectively communicate with the public. From brochures to banners,
the Communications, Sales and Membership departments make materials available free
or at reduced cost for all Granges that provide information in a professional, branded
format. Use of these products can assist in the awareness and growth of your Grange
and our Order as a whole. Further, the departments of the National Grange are available
to assist you in many ways. If you have an idea, request or concern, please refer to the
National Grange Staff Directory that appears at the end of this chapter.

Staying Connected Has Many Benefits
Before reading about specific tools, one way to stay informed and connected to National Grange is by providing the National Grange with your e-mail address. Frequently,
sales, legislative alerts and announcements, fraternal concerns and more are sent by
e-mail to those on the list.
You may join by visiting the National Grange website and clicking on Submit/Subscribe under the News tab, or you will automatically be enrolled by creating a profile on
the National Grange Members social network as introduced in Chapter 8. At a minimum,
every Master, public information director and membership director in the Grange should
be subscribed to this e-mail service. Encourage your members to become part of the list
as well.

Investing in your Grange
The National Grange has a wide variety of items available to help you and other
Grange members show their pride, as well as assist with membership growth. We have
jewelry, belt buckles, rip cards, banners, ties, town markers, brochures and stationary, to
name just a few of the items available. Many items can be ordered in bulk, personalized,
or otherwise customized to your needs. We are adding new items, styles and sales to
our catalog frequently. Please check the online Grange Store at www.GrangeStore.org in
order to see the most up to date items and offerings. In addition to placing orders online,
you can also place them over the phone or via fax.
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Apparel
Grange apparel, including T-shirts, sweatshirts, long-sleeve denim shirts, jackets and
more, is available through the Grange Store at www.GrangeStore.org. Prices vary by item.
All of these items are excellent tools for each member to spread the word about the
Grange. Members should wear these for Grange events, such as service activities and
programs, especially when you’re expecting media coverage.
Through the National Grange Sales Department you can request information for bulk
purchases with specific, personalized information for apparel and other items; however, all
items on sale through the store are generically labeled Grange or National Grange.

Banners
Banners are a great way to attract attention to your Grange and leave a lasting impression at events.
Through the Grange store, several banners with several standard templates are available. Granges can contact the National Grange Communications Department to personalize some banners. Others are preprinted with National Grange information.
These banners vary in price depending on sales through our printer, but typically cost
about $100 for 3’x5’ full-color vinyl banners with the “American Values. Hometown Roots.”
Tagline and $325 for pop up banners, including stand. Sales prices will be advertised by
e-mail and on the Members section of the website.
If you purchase a customized banner, allow up to three weeks for delivery. If you purchase a National Grange banner that is not customized, allow up to two weeks for delivery.

Brochures
As discussed in Chapter 4, the National Grange offers a range of informational brochures for your use. These have been produced in mass quantities and may be purchased
through the Grange Store at www.GrangeStore.org. In addition to choosing predesigned
National Grange brochures, you can make personalized brochures by working with Staples. Our brochures are also available through a program with Staples at a discounted
cost. In order to access these brochure templates, visit the National Grange website and
click on the Members page, which will help direct you through the process.
The personalized brochures allow local, Pomona and State Granges to type text into
variable fields, include their local Grange name and contact information, and provide short
descriptions of local projects, events and successes. You may also select from a variety
of images that you feel best represent your Grange. The standard template allows all of
us to communicate similarly, which will strengthen our entire organization and provide a
professional product for members and nonmembers.

Business Cards
All public information and membership directors are encouraged to purchase cards.
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These improve the image of our organization and are extremely useful for both communication and recruitment purposes.
The National Grange offers quality double-sided business cards at a competitive cost
for all local, Pomona and State Granges and Grange members. The cards are ivory with
the Grange logo, information provided by the purchaser including name and contact
information and Grange affiliation. On the back, the cards have a short description about
our Order as well as an image of a wheat sheaf.
Granges can customize these cards to include the date, time and location of meetings
or other details. These may be purchased through the Grange Store or by contacting the
National Grange Communications Department. Please allow up to four weeks for delivery.
Sales will be announced through e-mail and on the member’s side of the National Grange
site.

Car Decals, Magnets and Clings
Even on country roads that so rarely see bumper-to-bumper traffic, car decals are still
highly effective communication tools that help show your Grange pride. Decals and magnets for your home or vehicle are available through the Grange Store.
More bumper stickers and decals are planned. An e-mail announcement will be sent
when other styles and sizes are available.

Grange Comic Book
As discussed in Chapter 4, the National Grange has produced a comic book entitled
“A Grange Story: Finding My Place,” to promote and help explain the organization. The
story follows a young mouse who is seeking to become more involved in her community
and feel a sense of fulfillment. She becomes a Grange member, and we see her journey
to become an excited new member and much happier and confident individual.
The comic books are excellent tools for membership recruitment and awareness at
large-scale events such as fairs, as well as bonus material for Granges who participate in
the Words for Thirds program or hold open houses. A sample was included in the 2012
Grange Month mailing and single copy samples are available through the Leadership/
Membership Department.
These are available from the Grange Store. Granges can purchase one or tens of thousands. Any Grange that purchases 5,000 or more can request their contact information
and Grange name appear on the back cover at no charge.
If your Grange purchases fewer than 5,000, allow up to two weeks for delivery. If you
purchase 5,000 or more, allow up to three weeks for delivery.

Grange Greeting Cards
The National Grange offers several greeting cards with the Grange logo that you can
use to connect to your members and the community. Thank you, Get Well Soon and
Sympathy cards, as well as blank cards with the National Grange building, are available
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through the Grange Store.
More cards and assorted boxes will be available in summer 2012. Continue to check the
Grange Store for details. An e-mail will be sent when new products are available.

Rip Cards
As another tool to promote the Grange and gather information about prospective members, the National Grange has created rip cards. These color, 3” x 6.5” cards include the
iconic Grange image on the front and the “American Values. Hometown Roots.” tagline.
A short form requesting name, contact information and a few details from nonmembers is
printed on the back. The bottom is perforated so the nonmember has a business card-size
take away with information about the Grange and the National Grange website.
These are extremely useful tools to gather information for follow-up with prospective
members. They are excellent for fairs, community service events and anywhere at which
your Grange has an informational booth.
Rip Cards may be purchased in bundles of 25 for $2.50 from the Grange Store. If you
wish to purchase 5,000 or more, you can contact the Communication Department to order
and personalize the cards for your Grange. Allow up to two weeks for delivery for smaller
quantities and up to four weeks for delivery of orders of 5,000 or more.

Salutation Poster
Along with banners, brochures and business cards, salutation posters are a great way
to provide a professional, branded form of communication during events. These posters
are 18”x24” and list the principles of Grange members: Faith, Hope, Charity and Fidelity.
Salutation Posters also make great art for Grange halls, offices, the work place, and the
home as a reminder of the meaning behind the Grange.

Stationary
All Granges are encouraged to have their own standard letterhead. The National Grange
can customize and print letterhead and return envelopes for Granges. Requests can be
made through the Grange Store or the Communications Department.
All letterhead and envelopes will have the Grange name and contact information as well
as the “American Values. Hometown Roots.” tagline. Granges should request these at
least four weeks before expected date of arrival and will be required to approve a proof of
the letterhead and/or envelope for any errors in spelling or address.

Town Markers
These high quality 21”x26” metal signs are a great way to notify those in the community
about the presence and good work of your local Grange. They can be posted at Grange
halls or along the edges of town in order to spark interest in your organization as well as
strengthen a sense of community within current members. If preferred, we also have cardboard versions of these emblems for indoor use.
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What can the National Staff do for you?
The National Grange staff is available to assist you in many areas of Grange growth,
brand development and communications. We are committed to a stronger, more vibrant
Grange and hope you will use this and other National Grange products as a resource to
begin the journey to enhancing our organization.
You may contact the National Grange staff by e-mail or phone at any time. Each department deals with some specific concerns. Please refer to the list below to determine
who the best contact person or department is.

Accounts Payable, Human Resources
The comptroller and human resources manager for the National Grange collects payments for membership dues and provides all bookkeeping for our office. The department
can be reached at 888-4-GRANGE ext. 106. You may check the National Grange website
for a current e-mail address.

Communications
The Communications Department for the National Grange provides public relations,
assists with member communications, produces graphic designs and edits all National
Grange publications. The department can be reached at 888-4-GRANGE ext. 102. You
may check the National Grange website for a current e-mail address.

Events, Administrative Assistant, Building Manager
For any issues related to event planning, the National Grange headquarters-building or
to reach the National Master’s administrative assistant, call 888-4-GRANGE ext. 113. You
may check the National Grange website for a current e-mail address.

Grange Youth
The Grange Youth Department can be reached by e-mail at youth@nationalgrange.org
or by calling the National Grange headquarters at 888-4-GRANGE.

Information Technology
The National Grange Information Technology Department is the primary contact for
all website and e-mail issues. To be added to Grange mailing lists or to change contact
information, please contact the department by e-mail at info@nationalgrange.org or by
phone at 888-4-GRANGE ext. 101.

Junior Grange
The National Junior Grange Department may be reached by e-mail at junior@nationalgrange.org or by phone at 888-4-GRANGE.

Legislative Issues, Advocacy and Grange Policy
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The Legislative Department for the National Grange is the primary contact for all advocacy and legislative work at the national level as well as assistance with such work on
the state and local level. The department can be reached at 888-4-GRANGE ext. 114. You
may check the National Grange website for a current e-mail address.

Membership and Leadership Development
The National Grange Membership and Leadership Development Department is the
primary contact for all Grange organization, reorganization, revitalization and leadership
issues. You can reach the department by e-mail at membership@nationalgrange.org or by
phone at 888-4-GRANGE.

Programs and Grange Department Assistance
The National Grange Programs Assistant, working with all aspects of National Grange
programming but primarily with the legislative and communications departments. The assistant may be reached by calling 888-4-GRANGE ext. 107. You may check the National
Grange website for a current e-mail address.

Sales and Marketing, Member Benefits and Programs
The Programs, Benefits and Sales Department for the National Grange, handling all
sales, competitions and awards for Granges, is also the primary contact for member
benefits codes and program information. You can reach the department by phone at
888-4-GRANGE ext. 109. You may check the National Grange website for a current e-mail
address.

Secretary and Treasurer Needs and Member Awards/Certificates
The National Grange Marketing Coordinator who handles all member awards and certificates, secretary and treasurer requests and other miscellaneous local, Pomona and State
requests can be reached at 888-4-GRANGE ext. 103. You may check the National Grange
website for a current e-mail address.

Trademark and Brand Management
The National Grange Trademark Protection and Brand Management Department
dealing with all trademark, infringement and licensing issues can be reached by calling
888-4-GRANGE ext. 105. You may check the National Grange website for a current e-mail
address.

National Master
The Master of the National Grange can be reached for any matter at 888-4-GRANGE
ext. 112. You may check the National Grange website for a current e-mail address.
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Appendix A:
Quick History of the Grange
On December 4, 1867 in a small Washington, D.C., building that housed the office of
William Saunders, Superintendent of Propagating Gardens in the Department of Agriculture, the Order of Patrons of Husbandry, more commonly known as the Grange, was
born. Sitting around a plain wooden table, a group of seven earnest men, planned what
was destined to become a vital force in preserving and expanding American democracy.
They were all men of vision-they had faith in God, in their fellow man and the future. The
Seven Founders of the Order of the Patrons of Husbandry were: Oliver H. Kelley, William
Saunders, Aaron B. Grosh, William M. Ireland, John R. Thompson, Francis McDowell and
John Trimble, assisted by Caroline Hall, who was later named an honorary eighth founder of the Grange.
In January 1868, the National Grange met and formed the first local Grange, Potomac
Grange #1, which became a training ground for the organization of local Granges elsewhere. Kelley was commissioned to travel across the country, expressly to facilitate the
formation of local Granges. Organizing local Granges was slow going at first; a lesser
man would have become discouraged to the point of giving up. Suffice it to say that the
early days were not fruitful, and that the ordeal taxed the resources and energy of all
involved. After several months’ travel, Kelley finally arrived at his farm in Minnesota, his
money gone, and with only one local Grange to show for all his efforts.
Through 1875, the Order enjoyed a period of increasing success in organizing local
Granges across the country, and by the year’s end, 28 State Granges were established.
At times, their success astounded the leaders; in December of 1873, 1,235 new local
Granges were organized. 1874 saw 11,941 new Granges formed.
From the start of the Grange, women have had full vote and voice, more than 40 years
before the passage of the 19th Amendment. As such, the Grange has a long tradition of
advocating for women’s rights and other social and family issues important to women.
The Grange was a major advocate for rural free mail delivery, is cited when discussing a series of laws passed in the western United States after the Civil War to regulate
grain elevator, railroad freight rates and to address long- and short-haul discrimination,
and much more. The victories of the Grange on the legislative, advocacy and education
fronts are numerous and continue through today.
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Hand In History: 145 Years of Grange In America
The National Grange, founded in 1867, is the nation’s oldest general farm and rural public
interest organization. The history of the National Grange is a history of progress and achievements for farmers and rural communities across this country.
®

1867

The National Grange becomes the
first nationwide farm organization
and is the first national organization to give full voice and vote to
women, 60 years before the
adoption of Universal Suffrage in
the United States.

Important historical dates in the 145-year history of the National Grange:

1870

The National Grange is the first
national farm organization to
attempt to organize African
American farmers following the
Civil War.

1887-1919

The National Grange secures passage of legislation to protect the political and
economic rights of farmers and consumers including: the Hatch Act creating
“Experiment Stations” at state colleges of agriculture (1887), elevation of the
U.S. Department of Agriculture to the President’s Cabinet (1889) the Sherman
Anti-Trust Act (1890), rural free delivery mail service (1901), the first legislation
promoting ethanol as a motor fuel (1906), the Pure Food and Drug Act (1906),
direct election of U.S. Senators (1913), federal income tax (1913), Smith-Lever
Act for vocational education (1914), the Clayton Anti-Trust Act (1914), and
Universal Suffrage (1919).

1914-2008

Grange secures passage of successive pieces of legislation to finance
general transportation improvements
to
benefit
farming and rural
communities based on
dedicated user fees
deposited in highway,
waterways and airport
trust funds.

$

1947-2008

The National Grange steadfastly
supported national farm legislation as well as multilateral trade
negotiations and food aid
programs to open foreign markets
to U.S. farmers. The National
Grange advised Congress and
supported every periodic reauthorization of national farm legislation,
know as the “Farm Bill”. The
National Grange also gave counsel
and support to every U.S. President
on
international
discussions
leading to multi-lateral trade
agreements and international food
aid programs such as the General
Agreements on Tariffs and Trade,
the World Trade Organization, Food
for Peace, the Caribbean Basin
Initiative, North American Free
Trade Agreement and the Central
American Free Trade Agreement.
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1871

1874-2008

1876

1875-2008

Chicago entrepreneur Montgomery Ward begins his mail order
business as a contractor to the
National Grange selling exclusively
to Grange members.

Munn vs Illinois U.S. Supreme Court
decision affirms the constitutionality of Granger Laws to regulate
railroads and other monopolies in
the public interest.

1916-1941

Grange sponsored fairs, attracting
more than 1 million visitors each
year,
provide
entertainment,
education, a showcase for local
agriculture
production
and
community-based
economic
development opportunities.

The National Grange introduces
the “Rochdale” system of cooperative business organization to
America. Over time, successful
national and regional farm
cooperatives were formed from
locally organized Grange cooperatives and Grange stores.

1920-1950

The National Grange secures passage of federal legislation to assist struggling
farmers by strengthening their property rights and their bargaining position
including: the Federal Farm Loan Act (1916), the Packers and Stockyards Act
(1921), Capper-Volstead Act (1922), the Grain Futures Act (1922), Farm Credit
Act (1933), Produce Agency Act (1927), Perishable Agricultural Commodities
Act (1930), Agricultural Marketing Agreements Act (1937), Pure Seed Act
(1939), and the Livestock Theft Act (1941).

National Grange organizes mutual
insurance companies focused on
serving farm and rural markets.
Grange insurance companies were
among the first to offer property
and casualty insurance to
Japanese-American
farmers
returning
from
internment
following WWII.

1945-1970

1920-1980

The National Grange assists in rebuilding a world ravaged by economic
depression and war. The National Grange advised the U.S. delegation at the
founding of the United Nations (1945). The National Grange helped found
CARE or Cooperatives for American Relief Everywhere (1946). The
Grange/Germany Friendship program, a part of the U.S. Marshall Plan, brought
more than 1700 German and European farm teenagers to live with Grange
farm families to learn about modern agriculture practices and the advantages
of democracy (1950-1966). The National Grange participated in agriculture
development programs for the U.S. Peace Corps (1963-1970).

Grange is instrumental in organizing rural electric cooperatives,
telephone cooperatives, water
service cooperatives, public utility
districts, volunteer fire departments
and
state
police
programs
across the
U.S.

1953-2012
National
Grange
sponsored
community service programs
generate more than 1 million
volunteer hours annually for
community improvement projects.

These are just some of the accomplishments of the
National Grange throughout its proud history. We
encourage everyone to learn more about the important
role that the Grange continues to play in the history of
their community, their state, and their nation by visiting
www.nationalgrange.org.
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Appendix B:
Declaration of Purposes
Preamble
Profoundly impressed with the truth that the National Grange of the Order of Patrons
of Husbandry should proclaim to the world its general objectives, we hereby unanimously make this Declaration of Purposes:

General Objectives
United by the strong and faithful tie of an agricultural fraternity, yet welcoming all of
good moral character to membership, we mutually resolve to labor for the good of our
Order, our country, and mankind.
We heartily endorse the motto, “In essentials, unity; in non-essentials, liberty; in all
things, charity.”

Specific Objectives
We shall endeavor to advance our cause by striving to accomplish the following objectives:
To develop a better and higher manhood and womanhood among ourselves; to enhance the comforts and attractions of our homes; to strengthen our attachments to our
pursuits; to foster mutual understanding and cooperation; to maintain inviolate our laws,
and to emulate each other in labor, in order to hasten the good time coming.
We propose meeting together, talking together, working together, and in general, acting together for our mutual protection and advancement. We shall constantly strive to
secure harmony, good will, and brotherhood, and to make our Order perpetual. We shall
earnestly endeavor to suppress personal, local, sectional, and national prejudices, all unhealthy rivalry and all selfish ambition. Faithful adherence to these principles will ensure
our mental, moral, social and material advancement.

Business Relations
For our business interests we desire to bring producer and consumer into the most diAppendix B: Declaration of Purposes

83

					

Grange Communication HandbooK

rect and friendly relations possible, remembering that “individual happiness depends upon
general prosperity.”
We are opposed to such spirit and management of any corporation or enterprise which
tends to oppress people. We long to see the antagonism between capital and labor removed by common consent, and by statesmanship worthy of an enlightened people.
We are opposed to wages and salaries that exceed productive efficiency. We recommend that farmers buy wisely and produce efficiently to make their farms profitable; to
make maximum use of the innovations of science and technology; to systematize their
work and to calculate intelligently on probabilities.
To all we recommend sound money management that we may avoid insolvency and
bankruptcy.

Education
We shall advance the cause of education by all just means within our power.
Influenced by our strong beliefs in the institution of the family, we are convinced that
education begins in the family circle. Discipline is an essential part of education. Self-discipline comes with maturity. Until such time as this level of competency is reached, families
and schools have a responsibility for enforcing adequate discipline.
We recognize the necessity of experimentation to develop new and better methods of
education, but we caution against the widespread adoption of these innovative and experimental methods until they have been proven effective.
We recognize that education is a continuing process. We encourage all to continue their
education through adult education classes, by continued reading, observation and such
other methods as may be available, including radio and television.
We recognize the valuable contribution made to education by the printed word, especially in newspapers, periodicals and books, and will continue to advocate their widespread availability.

The Grange—Not Partisan
We emphatically and sincerely assert the oft-repeated truth taught in our Constitutional
Law, that the Grange—National, State, Pomona, or Subordinate—is not a partisan or party
organization.
The principles we teach underlie all true statesmanship, and if properly carried out, will
tend to purify the whole political atmosphere of our country; for we seek the greatest good
to the greatest number.
We must always bear in mind that no one, by becoming a Patron of Husbandry, gives up
84
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that inalienable right and duty which belongs to every American citizen, to take a proper
interest in the politics of one’s country.
On the contrary, it is right for every member to do all in his or her power, legitimately,
to influence for good the action of any political party to which he or she belongs. It is
reserved by every Patron, as the right of a free citizen to affiliate with any party that will
best carry out his or her principles.
We acknowledge the broad principle that difference of opinion is no crime, and hold
that “progress toward truth is made by differences of opinion,” while “the fault lies in bitterness of controversy.”
We desire a proper equality, and fairness; protection for the weak; restraint upon the
strong; in short, justly distributed power. These are American ideals, the very essence
of American independence, and to advocate the contrary is unworthy of the sons and
daughters of our republic.
We cherish the belief that sectionalism is, and of right should be, dead and buried with
the past. Our work is for the present and the future. In our agricultural fraternity we shall
recognize no North, no South, no East, no West.

Outside Cooperation
Our Fraternity, being agriculturally based, family oriented and dedicated to the pure
principles of equality under Constitutional Law, we appeal to all good citizens for mutual
cooperation and assistance toward reform that we may remove from our midst the last
vestige of inequity and corruption. We believe that harmony, equitable compromise and
earnest cooperation are essential to future success.

Conclusion
It shall be an abiding principle with us to relieve any of our oppressed and suffering
members by any reasonable means at our command. We proclaim it among our purposes to continue our historical appreciation of the abilities and equality of women.

Imploring the continued assistance of our Divine Master to guide us in our work, we
pledge ourselves to faithful and harmonious labor for all future time; to advance by our
united efforts, to the wisdom, justice, fraternity and political purity so earnestly sought by
the wise and courageous men and women who founded our noble Order.

(Adopted at the 109th Annual Convention of the Nation Grange—November, 1975 at Columbus, Ohio.)
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This Declaration of Purposes was
adopted at the 109th Annual Convention
of the National Grange—November, 1975
at Columbus, Ohio.

- Grange Motto
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To all we recommend sound money management that we may
avoid insolvency and bankruptcy.

We are opposed to wages and salaries that exceed productive
efficiency. We recommend that farmers buy wisely and produce
efficiently to make their farms profitable; to make maximum use
of the innovations of science and technology; to systematize
their work and to calculate intelligently on probabilities.

We are opposed to such spirit and management of any
corporation or enterprise which tends to oppress people.
We long to see the antagonism between capital and labor
removed by common consent, and by statesmanship worthy
of an enlightened people.

For our business interests we desire to bring producer and
consumer into the most direct and friendly relations possible,
remembering that “individual happiness depends upon general
prosperity.”

Business Relations

We propose meeting together, talking together, working
together, and in general, acting together for our mutual
protection and advancement. We shall constantly strive to
secure harmony, good will, and brotherhood, and to make
our Order perpetual. We shall earnestly endeavor to suppress
personal, local, sectional, and national prejudices, all unhealthy
rivalry and all selfish ambition. Faithful adherence to these
principles will insure our mental, moral, social and material
advancement.

To develop a better and higher manhood and womanhood
among ourselves; to enhance the comforts and attractions
of our homes; to strengthen our attachments to our pursuits;
to foster mutual understanding and cooperation; to maintain
inviolate our laws, and to emulate each other in labor, in order
to hasten the good time coming.

Our Fraternity, being agriculturally based, family oriented
and dedicated to the pure principles of equality under
Constitutional Law, we appeal to all good citizens for
mutual cooperation and assistance toward reform that we
may remove from our midst the last vestige of inequity and
corruption. We believe that harmony, equitable compromise
and earnest cooperation are essential to future success.

Outside Cooperation

We recognize the valuable contribution made to education
by the printed word, especially in newspapers, periodicals
and books, and will continue to advocate their widespread
availability.

We recognize that education is a continuing process. We
encourage all to continue their education through adult
education classes, by continued reading, observation and
such other methods as may be available, including radio
and television.

We recognize the necessity of experimentation to develop
new and better methods of education, but we caution
against the widespread adoption of these innovative and
experimental methods until they have been proven effective.

Influenced by our strong beliefs in the institution of the
family, we are convinced that education begins in the family
circle. Discipline is an essential part of education. Self-discipline comes with maturity. Until such time as this level of
competency is reached, families and schools have a
responsibility for enforcing adequate discipline.

We shall advance the cause of education by all just means
within our power.

We must always bear in mind that no one, by becoming a
Patron of Husbandry, gives up that inalienable right and
duty which belongs to every American citizen, to take a
proper interest in the politics of one’s country.

We shall endeavor to advance our cause by striving to
accomplish the following objectives:

Imploring the continued assistance of our Divine Master
to guide us in our work, we pledge ourselves to faithful
and harmonious labor for all future time; to advance by our
united efforts, to the wisdom, justice, fraternity and political
purity so earnestly sought by the wise and courageous men
and women who founded our noble Order.

It shall be an abiding principle with us to relieve any of our
oppressed and suffering members by any reasonable
means at our command. We proclaim it among our
purposes to continue our historical appreciation of the
abilities and equality of women.

Conclusion

We cherish the belief that sectionalism is, and of right
should be, dead and buried with the past. Our work is for
the present and the future. In our agricultural fraternity we
shall recognize no North, no South, no East, no West.

We desire a proper equality, and fairness; protection for the
weak; restraint upon the strong; in short, justly distributed
power. These are American ideals, the very essence of
American independence, and to advocate the contrary is
unworthy of the sons and daughters of our Republic.

We acknowledge the broad principle that difference of
opinion is no crime, and hold that “progress toward truth
is made by differences of opinion,” while “the fault lies in
bitterness of controversy.”

On the contrary, it is right for every member to do all in
his or her power, legitimately, to influence for good the
action of any political party to which he or she belongs. It
is reserved by every Patron, as the right of a free citizen
to affiliate with any party that will best carry out his or her
principles.

The principles we teach underlie all true statesmanship,
and if properly carried out, will tend to purify the whole
political atmosphere of our country; for we seek the
greatest good to the greatest number.

We heartily endorse the motto, “In essentials, unity; in nonessentials, liberty; in all things, charity.”

Education

We emphatically and sincerely assert the oft-repeated
truth taught in our Constitutional Law, that the Grange—
National, State, Pomona, or Subordinate—is not a partisan
or party organization.

United by the strong and faithful tie of an agricultural fraternity,
yet welcoming all of good moral character to membership, we
mutually resolve to labor for the good of our Order, our country,
and mankind.

Specific Objectives

The Grange—Not Partisan

General Objectives
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Appendix C:
Quick Guide to AP Style &
Commonly Misspelled Words

The Associated Press was founded in 1848 as a cooperative effort among six New
York newspapers that wished to pool resources for gathering international news. Today,
with over 3,700 employees in 121 countries, the Associated Press is the world’s single
largest news organization. Every day, more than a billion people read, hear or see AP
news.
From the beginning, AP reporters have written their dispatches for readers from diverse social, economic and educational backgrounds and a wide range of political views.
The AP therefore strives to keep its writing style easy to read, concise and free of bias.
The Associated Press Stylebook, first published in 1977, clarified the news organization’s
rules on grammar, spelling, punctuation and usage. Now in its sixth edition, the Stylebook is the standard style guide for most U.S. newspapers, magazines and public relations firms.

The following Quick Reference is taken from The Associated Press Stylebook and
Libel Manual.
a, an — use the article “an” in front of words that sound as if they begin with a vowel,
regardless of how they are spelled.
academic degrees — Put an apostrophe in bachelor’s degree and master’s degree.
This is to show possession. The degree belongs to the bachelor or master. Even when
shortened to bachelor’s and master’s (no “degree” afterward), you keep the apostrophe.
addresses — Abbreviate the words street, avenue and boulevard if they appear after
a numbered address. Also abbreviate compass directions, but only if they appear with a
numbered address. So, you would write 50 N. Richardson Blvd., but if you leave off the
house number, write North Richardson Boulevard.
affect, effect — Ninety-nine times out of 100, if the word you use is a verb, spell it with
an “a,” and if it is a noun, spell it with an “e.” In these two usages, affect means to influence and effect means the result of an action — and those are by far the most common
uses. Examples? Student: How will this affect (try substituting the word “influence”) my
grade? Teacher: I don’t know what the effect (try substituting the word “result”) will be.
ages – for ages, always use figures. If the age is used as an adjective or as a substitute for a noun, then it should be hyphenated. Don’t use apostrophes when describing
an age range. Examples: A 21-year-old student. The student is 21 years old. The girl, 8,
has a brother, 11. The contest is for 18-year-olds. He is in his 20s.
Appendix C: Quick Guide to AP Style & Commonly Misspelled Words
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a.m., p.m. — Recognize that 8 p.m. tonight is redundant. So, write 8 tonight, or 8 p.m. today.
cities – AP style does not require the name of a state to accompany the names of the
following 30 cities: Atlanta, Baltimore, Boston, Chicago, Cincinnati, Cleveland, Dallas, Denver, Detroit, Honolulu, Houston, Indianapolis, Las Vegas, Los Angeles, Miami, Milwaukee,
Minneapolis, New Orleans, New York, Oklahoma City, Philadelphia, Phoenix, Pittsburgh,
St. Louis, Salt Lake City, San Antonio, San Diego, San Francisco, Seattle or Washington
co- — Sometimes it’s followed by a hyphen, and sometimes it’s not. When the prefix is
part of a word indicating occupation, hyphenate, as in co-worker, co-owner. There are no
hyphens when the letter “o” is doubled, as is cooperate and coordinate.
collective nouns — In the United States, nouns such as team, Congress, committee
and group take singular verbs, such as “is.” These collective nouns also take the pronoun
“it” instead of “they.” So, if you’re confused about whether a word such as “team” is an
“it” or a “they,” try making up a sentence using the word followed by “is” or “are.” You
wouldn’t say “The team are playing well.” Try this, instead: “The team is playing well. It
may win this game.”
colon - Capitalize the first word after a colon only if it is a proper noun or the start of a
complete sentence: She promised this: The team will go to nationals this year. But: There
were three issues with the project: expense, time and feasibility.
comma – Place a comma before and after the following when they appear in the middle
of a sentence: A year, if it follows a month and date. Example: I was born on Aug. 8, 1982,
in Reading, Pa. A state, if it follows a city or county name. Example, I was born in Reading,
Pa., on Aug. 8, 1982. An appositive, which means a word or phrase that says the same
thing as a word or phrase next to it. Example: I saw my boss, Ed Luttrell, in the elevator.
(Adding Ed Luttrell clarifies who my boss is.) However do not place a comma after a title
that precedes a name. Example: President Barack Obama signed the bill today. Do not
put a comma before the conjunction in a simple series: Boston, Newton, Cambridge and
Lexington. Use a comma to set off a person’s hometown and age: John Smith, Newton,
was accepted to Brandeis University. Jane Smith, 22, graduated yesterday.
datelines – Newspapers use datelines when the information for a story is obtained
outside the paper’s city of publication. All press releases should include a dateline. Datelines appear at the beginning of stories and include the name of the city in all capital letters, usually followed the state or territory in which the city is located. The Associated
Press Stylebook lists 30 U.S. cities that do not need to be followed by the name of a state.
See cities below. Examples: DENVER – The Democratic National Convention began...; ST.
PAUL, Minn. – The Republican National Convention began...
Days/dates —Do not use both the day and the date, such as Monday, March 2. Always
use Arabic figures, without st, nd, rd or th. Unless you foresee confusion, do not include
the present year or the year if you indicate the previous or following year. Example: last December not next March 2013. Do not use yesterday, today and tomorrow because the time
element will be incorrect or confusing to readers/viewers.
dimensions — Use figures for all numbers that indicate height, weight, width, etc., even
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for numbers less than 10. Example: The book weighs 2 pounds.
directions and regions — Capitalize words such as North and South if they refer to
places you can stand and say, “I am standing in the -------.” That means they are nouns
referring to regions, and AP says capitalize them as such. When referring to compass
directions, such as “I am walking north,” then lower case them.
essential clauses, essential phrases — If you use the word “which” to introduce a
phrase or clause, precede it with a comma. Do not precede the word “that” by a comma.
Use “which” to introduce non-essential phrases and clauses, which can be eliminated
from a sentence without changing its essential meaning.
fewer, less — Use fewer for things that you can count. Example: I have fewer quarters
than you do. (You can count, “One quarter, two quarters, three quarters.”) Use less for
things you cannot count. Example: I have less cash than you do. (You don’t say, “One
cash, two cash, three cash.”)
hyphen - Use a hyphen for compound adjectives before the noun: well-known student, full-time job, 20-year sentence. Do not use a hyphen when the compound modifier occurs after the verb: The student was well known. Her job became full time. He was
sentenced to 20 years.
Inc. — Do not precede it with a comma.
it’s, its — “It’s” is a contraction that means it is, or it has. “Its” means “belonging to it.”
Whenever you must choose one or another in a sentence, try inserting the phrase “it is”
or “it has.” If one of those pairs makes sense, then use it’s.
Jr./Sr./generational designation – do not precede with a comma.
lay, lie — Not as tricky as it might seem. “Lay,” in the present tense, requires an object; in other words you can only “lay” something as in “I will lay my sword down.” The
word “lie” in the present tense means recline on a horizontal plane, as in “The sword
lies there.” In the past tense, lay becomes laid, and lie becomes lay. Examples: I laid the
sword on the floor yesterday. It lay there for several hours before I picked it up.
local — A word you almost never need. “He was taken to a local hospital” is silly. Just
say “He was taken to a hospital.” Better yet, name the hospital
majority, plurality — A majority is at least a tiny bit more than 50 percent. A plurality is
the largest percentage of something that is divided at least three ways, and yet is below
50 percent. Example: If John Smith wins 47 percent of the vote, Jane Doe wins 43 percent of the vote, and Ted Jones wins 10 percent of the vote, then Smith has a plurality,
not a majority.
military titles — Most military titles that appear immediately before a person’s name
are abbreviated, and all are capitalized.
millions, billions — Try to avoid long numbers with lots of zeroes, as in 4,000,000,000.
Instead, say 4 billion.
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months — Never abbreviate months when they do not immediately precede a date. Example: She was hired in March last year. However, when the name of a month immediately
precedes a date, abbreviate it if necessary. Abbreviation for months is as follows: January
– Jan.; February – Feb.; March – no abbreviation; April – no abbreviation; May – no abbreviation; June – no abbreviation; July – no abbreviation; August – Aug.; September – Sept.;
October – Oct.; November – Nov.; December – Dec.
names – Always use a person’s first and last name the first time they are mentioned in
a story. Only use last names on second reference. Do not use courtesy titles such as Mr.,
Mrs., Miss or Ms. unless they are part of a direct quotation or are needed to differentiate
between people who have the same last name.
numerals – Spell out numbers below 10 and use figures for numbers 10 and above with
some exceptions. Example: The man had five children and 11 grandchildren. Exceptions:
Never begin a sentence with a figure, except for sentences that begin with a year. Examples: Two hundred freshmen attended. Five actors took the stage. 1776 was an important
year. Use roman numerals to describe wars and to show sequences for people. Examples:
World War II, Pope John Paul II, Elizabeth II. For ordinal numbers, spell out first through
ninth and use figures for 10th and above when describing order in time or location. Examples: Second base, 10th in a row. Some ordinal numbers, such as those indicating political or geographic order, should use figures in all cases. Examples: 3rd District Court, 9th
ward. When referring to money, use numerals. For cents or amounts of $1 million or more,
spell the words cents, million, billion, trillion etc. Examples: $26.52, $100,200, $8 million, 6
cents.
period – use a single space after a period. Do not put a space between initials, such as
J.K. Rowling.
plurals (proper noun) —Note the unusual rule that when you form the plural of a proper
noun that ends in a “y,” you usually add an “s,” as in Kennedys, Grammys, Emmys.
possessives —To form a possessive of a singular proper noun that ends in “s,” add an
apostrophe. Example: Edys’ ice cream. To make something that is singular into a possessive, add ‘s. Example: Joe’s Market. To make something plural into a possessive, add an
apostrophe. Example: The students’ field trip.
quotations — Quote marks always appear outside a period, comma, semicolon and
colon. When a full-sentence quotation is introduced or followed by attribution, place a
comma between them. Examples: I said, “How could we not offer assistance?” . . . “This
was one of the most successful days on record for our Grange fair,” he said. One exception to the rule is that quotations in the form of a question do not need a question mark
and a comma — merely a question mark. Example: “What will we do now?” he asked.
[Note the lower case “h” in he.] When using a sentence fragment as a quotation, do not
set it off with a comma unless the sentence requires one for proper grammar. Example:
She said she felt “ready to take on the world” after she swam the length of the pond. [Note
that the only words he actually said were “ready to take on the world.” The rest of the sentence is a paraphrase, not a quotation, and thus does not have quote marks.]
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seasons – Lowercase spring, summer, fall and winter, as well as derivatives like wintertime unless part of a formal name like the Summer Olympics
second reference — Well-known abbreviations are acceptable on second reference. For
example, Internal Revenue Service can become “the IRS” the second time you refer to it.
Avoid using unfamiliar abbreviations. Do not put parentheses around an odd abbreviation.
state names — Spell out all names of states in sentences unless they are preceded
by a city, county or military base name. If so abbreviate all state names using the old
postal code abbreviations. Do not abbreviate Hawaii, Alaska, Idaho, Iowa, Maine, Texas,
Ohio, and Utah. Examples: He lived in Pennsylvania. He lived in Drums, Pa. She lived in
Texas. She lived in Abbott, Texas.
Alabama – Ala.				
Arizona – Ariz.				
Arkansas – Ark.				
California – Calif.				
Colorado – Colo.				
Connecticut – Conn.			
Delaware – Del.				
Florida – Fla.				
Georgia – Ga.				
Illinois – Ill.					
Indiana – Ind.				
Kansas – Kan.				
Kentucky – Ky.				
Louisiana – La.				
Maryland – Md.				
Massachusetts – Mass.			
Michigan – Mich.				
Minnesota – Minn.			
Mississippi – Miss.			
Missouri – Mo.				
Montana – Mont.				

Nebraska – Neb.
Nevada – Nev.
New Hampshire – N.H.
New Jersey – N.J.
New Mexico - N.M.
New York – N.Y.
North Carolina – N.C.
North Dakota – N.D.
Oklahoma – Okla.
Oregon – Ore.
Pennsylvania – Pa.
Rhode Island – R.I.
South Carolina – S.C.
South Dakota – S.D.
Tennessee – Tenn.
Vermont – Vt.
Virginia – Va.
Washington – Wash.
West Virginia – W.Va.
Wisconsin – Wis.
Wyoming – Wyo.

temperature — Use figures unless the temperature is zero. Examples: It’s minus 5
degrees. This morning it was 7 degrees.
times – use figures, but spell out noon and midnight. Use a colon to separate hours
from minutes, but do not use :00. Examples: 1 p.m., 3:30 a.m.
titles — Capitalize formal titles immediately before a name, and do not separate the
title from the name by a comma. Example: National Grange Executive Committee Chairwoman Betsy Huber accepted the honor. Titles that appear after a name or standing
alone are almost never capitalized.
United States — Abbreviate it as “U.S.” only as an adjective before a noun, as in U.S.
hockey team, U.S. economy and U.S. bonds. Otherwise, spell it out: Grange members
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love the United States.
vice president — No hyphen.
years — To indicate a decade, add an “s.” to the first year in the decade. Example: In
the 1980s, I was just a child. If you abbreviate this, do it this way: In the ‘80s, I watched a
lot of sci-fi movies. Remember that years are never spelled out. Even at the beginning of a
sentence, use a figure: 1999 was a good year. When listing multiple years, eliminate redundant century figures such as 1998-1999. Just use 1998-99. When a phrase lists only a
month and year, do not separate the month and the year with commas: The new Web site
will launch in December 2007.

Commonly Misspelled Words:
1.
2.
3.
4.
5.
6.
7.
8.
9.
10.
11.
12.
13.
14.
15.
16.
17.
18.
19.
20.
21.
22.
23.
24.
25.
26.
27.
28.
29.
30.
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accommodate (two c’s, two m’s)
acknowledge
adviser (AP likes an “e” in it)
afterward (no “s” at the end)
all ready (everyone is prepared; all are ready) and already (completed action)
altar (table in church) and alter (modify)
amid (has no “st” at the end)
among (has no “st” at the end)
busing (transporting by bus) and bussing (osculating, i.e., kissing)
calendar
canceled , cancellation (these are AP’s preferences)
cemetery (the vowels are “e”s)
embarrass (two “r”s and two “s”s)
indiscreet (meaning imprudent)
indiscrete (meaning separated into parts)
judgment (there is no “judge” in judgment)
knowledge
livable
maintenance
officeholder (one word)
personnel
piece (remember “‘i’ before ‘e’ except after ‘c’”)
principal (meaning primary or major, as in the title of the high-ranking school official)
principle (a fundamental law or doctrine)
privilege (no “d”)
secretary
sergeant (not sargent)
sheriff
vicious
withhold (two “h”s)
Appendix C: Quick Guide to AP Style & Commonly Misspelled Words

Grange Communication Handbook								

Appendix D:
Grange Style Book Addendum
It is recommended that all Grange members who are responsible for producing written
communications (letters, newsletters, brochures, articles, guides, etc.) for their Grange
purchase The Associated Press Stylebook. The book was originally written for journalists, but countless writers from diverse backgrounds with varying goals find that this
book is a valuable and indispensable resource. Appendix C serves as a quick reference
to the biggest AP Style rules. This, however, is a Grange-specific Style Guide that should
be followed in all communications.
Your local Grange may have specific programs, events or groups that should also appear consistently. You may choose to add entries to this Grange Style Book Addendum,
however, none should be in conflict with the style set by the National Grange.

Annual National Convention – Place convention number in front of official title: 140th
Annual National Grange Convention. The word meeting should not be used to refer to
the annual convention. Also see Session.
Annual Word – Always capitalize. Issued annually by the High Priest of Demeter as
a security measure to verify Grange membership for unrestricted entry into a private
Grange meeting.
Assembly of Demeter – Always capitalize.
Board of Directors – Always capitalize. The usage of the title Board of Directors varies among Granges. The standard practice is to use Executive Committee internally and
Board of Directors externally. Ask Grange Master/President for appropriate use at your
Grange.
Burial Ceremony – Always capitalize. This is the formal, graveside memorial service
for a deceased Grange member.
Charter – Always capitalize. A document issued by the National Grange authorizing a
local Grange to operate.
Charter Draping or Draping the Charter Ceremony – Always capitalize. This is the
formal memorial service performed at a Grange meeting or session for a recently deceased Grange member.
Degree – Always capitalize when referring to one of the seven degrees of the Order:
First Degree, Second Degree, etc.
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Delegates – Always capitalize. Refers to the representative, legislative, decision-making
body of the organization that meets annually at the National Grange Convention.
Demit – Always capitalize. A voluntary request to terminate Grange membership.
Digest of Laws – Always capitalize. On second reference, Digest, is acceptable. It is
the formal governance document of the Grange. It consists of the Preamble, Constitution,
Declaration of Purpose, Articles of Incorporation, Bylaws and Code.
Executive Committee – Always capitalize. The usage of the title Executive Committee
varies among Granges. The standard practice is to use Executive Committee internally
and Board of Directors externally. Ask Grange Master/President for appropriate use at your
Grange.
Grange – Always capitalize.
Grange Law – Always capitalize. Includes the formal written governance documents of
the organization, as well as the binding interpretive decisions made by Grange Masters/
Presidents.
Grange Names – Always capitalize the formal name of any State, Pomona, or Subordinate Grange: Alaska State Grange, Carroll County Pomona Grange, Perry Valley Grange.
Grange Officer Titles – Always capitalize when used directly before an individual’s
name: National Grange President Edward Luttrell is in Washington, D.C. today. If used after an individual’s name, offset with commas and lowercase: Edward Luttrell, president of
the National Grange, is in Washington, D.C. today. Always lowercase when not used with
an individual’s name: The president of the National Grange is in Washington, D.C. today.
Grange Regalia – Always capitalize. Refers to the proper attire and artifacts worn at
Grange meetings.
Grange Ritual – Always capitalize. Refers to the ritualistic work of the Grange.
Grange Symbols – Always capitalize: Shepard’s Crook, Spud, Gavel, etc.
G.R.O.W. Club - Always use periods. Go Right On Working Club is a part of the Grange
Youth program.
Installation or Installation Ceremony – Always capitalize. This is the formal, traditional
ritual ceremony for installing Grange officers.
Junior Grange – Always capitalize. This program is open to children ages 5 to 14. Specific Junior Granges can exist or individual children may be part of a State Junior Grange.
Master – Always capitalize. The usage of the title Master varies among Granges. The
standard practice is to use Master internally and President externally.
National Grange – Always capitalize.
Obligation or Obligation Ceremony – Always capitalize. This is the first four Degrees of
the Order that confers immediate membership privileges.
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Order of Patrons of Husbandry – Always capitalize. This is the formal, legal name
of all affiliated chapters and divisions of the organization; most commonly used in legal
documents. The full name of a chapter affiliated with the organization reads as follows:
Potomac Grange #1 of the Order of Patrons of Husbandry.
Order or the Order – Always capitalize. On second reference, this term is acceptable
when referring to the formal name of the organization (Order of Patrons of Husbandry).
This term is not generally used in legal documents.
Pomona Grange – Always capitalize. For external uses, County Grange is acceptable.
President – Always capitalize. The usage of the title President varies among Granges.
The standard practice is to use Master internally and President externally.
State Grange – Always capitalize.
Subordinate Grange – Always capitalize. For external purposes, you may refer to the
Subordinate Grange as a Community Grange or pluralized as local Granges.
Unwritten Work – Always capitalize. This refers to portions of the traditional Grange
ritual, which are not formally written but communicated orally.
Youth and Young Adult Grange – Always capitalize.

Your Grange Entries Here
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Appendix E:
Examples of Public Relations Tools

MEDIA ALERT
National Grange set to kick of 145th Annual Convention Nov. 8 to 12 in Tulsa
WHAT: The 145th Annual National Grange Convention
WHO: National Grange of the Order of Patrons of Husbandry, America’s oldest nonproﬁt
agriculture and rural America advocacy organization, with chapters in more than 2,700
hometowns across the United States
WHY: Each year delegates from 36 states attend the annual convention in order to draft and vote
on policies for the organization. Resolutions that come before the delegate body are drafted and
passed in the more than 2,700 local and state level Granges across the U.S. Also, Grange
members attend the convention to receive the Seventh Degree, the Order’s highest level,
participate in workshops and discussions on topics related to agriculture and rural America,
receive awards for community service, deaf awareness and other programs the Grange supports,
and enjoy fellowship with other Grange members.
All events are open to the public with the exception of the Opening of the Grange from 2 to
2:15 p.m. Nov. 8, the Convocation and Business Meeting of the Assembly of Demeter from 8
to 9 p.m. Nov. 10, and the Seventh Degree Conferral from 1 to 3 p.m. Nov. 12
WHEN: The convention ofﬁcially begins at 2 p.m. Nov. 8 and will run through 10 p.m. Nov. 12,
however delegates will work in committees beginning Nov. 6
WHERE: Tulsa Marriott Southern Hills. Parking is free. Please see attached schedule for room
assignments of speciﬁc events
NOTE: Enclosed you will ﬁnd a PDF of the 145th Annual National Grange Convention program
MEDIA CONTACT:
Amanda Leigh Brozana
National Grange Communication Director
Ofﬁce: (202) 628-3507 ext. 102
10 a.m. to 5 p.m. EST Nov. 1 and 2; all other
calls should be directed to mobile

Mobile: (508) 558-8526
abrozana@nationalgrange.org
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CONTACT: Amanda Leigh Brozana
Communications Director
Phone:
(202) 628-3507 ext. 102
or 888-4-GRANGE ext. 102
abrozana@nationalgrange.org

FOR IMMEDIATE RELEASE
FEBRUARY 6, 2012

National Grange Applauds Dept. of Labor
for Withdrawing Unnecessary Youth Farm Labor Regulations
WASHINGTON, D.C. – The National Grange, this week, applauded the Dept. of Labor
for withdrawing their proposed regulations to alter child labor rules as they apply to
children working in agriculture.

National Grange President Ed Luttrell said the organization commends the decision
because as written, the proposals would have had a negative impact on America’s
family farms and ranches.

- MORE -
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PAGE 2

- CONTINUED -

“As a family organization, the safety and well being of our youth is a top priority for the
Grange, because we know that we are training tomorrow’s farmers and ranchers,”
Luttrell said. “Bestowed with that responsibility, we understand that it is necessary to
provide a safe and secure setting where our youth can develop their interests in
agriculture and carry that knowledge into the future. Regulations that prohibit youth
from obtaining that knowledge are ultimately counterproductive to the larger legacy of
training tomorrow’s growers.”

The National Grange and numerous other agriculture organizations had decried the
proposed regulations in late 2011, citing concerns that such a move might lead to the
waning interest of future producers in agriculture and many other social consequences
outweighing potential benefits to changes in regulation.

“The Department’s proposals, though well intentioned, were far too encompassing and
limiting to farming youth,” Luttrell said. “We applaud their decision to withdraw, and
believe this to be a victory for America’s farming families.”

# # #!!
Established in 1867, The National Grange, a nonpartisan, nonprofit fraternal
organization, is the oldest agricultural and rural community service organization. With
more than 2,100 local chapters, the Grange has evolved into the nation’s leading rural
advocacy organization and a major benefactor to local communities. There are more
than 160,000 members across the United States. For more information on the National
Grange, visit our website at www.nationalgrange.org.
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Appendix F:
Guide to Grange Brochures
The National Grange provides several brochures for local, Pomona and State Grange
use for sale through the Grange Store. Granges may personalize Brochures using the
Staples discount and printing program. To find out more about this, contact the National
Grange Communications Office.
Brochures sold through these avenues are specifically designed to enhance our brand
and maintain consistency, an essential element to growing our organization. For this reason, the National Grange strongly discourages Granges to create their own membership,
benefits or other brochures.
However, often Granges will find times when brochures created for local events or programs are necessary. In this case, we offer a step-by-step guide to creating a brochure
in the most popular home office software, Microsoft Word. Granges may also contact the
National Grange office to request assistance. While we cannot guarantee assistance due
to time constraints, often the Communications office can offer sample brochures and
templates that may be customized for your event or program and still present a unified
message, branding, theme and professional appearance. For further assistance, contact
the Communications Department at 888-4-GRANGE ext. 102.

Guide to Creating a Brochure in Microsoft Word
1.

Open Microsoft Word

2. Click on the “File” or “Office” button in the upper-left corner of the screen and
choose “New”
3. Click on the “Brochures and Booklets” button from the list and choose “Brochures” from the listed options
4. Find the brochure template that you would like to use and either double-click on
it or select it and then click on download. This should open up a new document with a
sample brochure
5. To replace the sample text with your own writing, simply click on the text boxes,
highlight, and delete the text
6. Similarly, to insert your own pictures, simply click on the existing ones and press “delete”. Then, click on “Insert” from the top tab and select “Picture” to choose your own photo
Appendix F: Guide to Grange Brochures
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7. When inserting your own photos, remember to not skew the photo size by enlarging
them to fit the frame shape. Instead, click on the corner of the photo and drag to increase
or decrease the size, while maintaining the original shape and proportion of the photo
8. If you would like to crop a photo, double click on the image to bring up a new photo
menu at the top of the screen. Click on “Crop’ and adjust the photo using your mouse as
you see fit
9. To adjust the position of a picture, or place one overtop of another, double-click on
the photo and use the “Bring to Front” or “Send to Back” options in the photo menu
10. Remember to be mindful of the margins when inserting pictures or text, as you will
be folding the paper and do not want anything to overlap

A word about Templates
When you choose a template, you should consider your audience. Are you giving these
brochures to parents of young children? Older adults? Elected officials or business professionals? You should also understand your goal. Are you soliciting donations for a community service project that will help kids? Are you trying to bolster support for a local legislative action?
The template you choose must fit the audience and the message. A template that is filled
with lots of color and graphics that appeal to children is not appropriate for an adult audience asked to support something serious.
Microsoft has several templates as part of their software that comes pre-installed, however it also offers free templates that you can download and customize through their website. To find more templates, go to:
http://office.microsoft.com/en-us/templates/CL102209830.aspx

In the following pages, you will find thumbnails of all the updated National Grange
brochures available for purchase. Please take a minute to review the design and consistency in branding.
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If there’s no Grange near you, contact our Membership
Director by email at membership@nationalgrange.org to find
out more about starting a Grange in your hometown.

Speak to a member of your local Grange or find the Grange
closest to you by visiting the National Grange website.

Learn more and join today!

American Values. Hometown Roots.

Date of Birth: __________________________________

Date

_

Recommended by ____________________________________ and _________________________________________

Signature of applicant

______________________________________ _________________________ Application Fee $_________________

I desire to unite with others in elevating and advancing the interest of the American family and community life, receiving in turn the benefits and
advantages of those who belong to the Grange. I promise a faithful compliance with the By-laws of this Grange and the Constitution and Bylaws of the State and National Granges. I have not previously applied for membership in this or any other Grange during the past six months.

I hereby apply for membership in ______________________________________Grange # ______________________

For other family members, please add on second page.

Phone Number_____________________________ E-mail_________________________________________________

City: ______________________________________ State: _________________________ Zip: ___________________

Name: ________________________________________ Address: _________________________________________

Grange Membership Application

The Grange helps every member develop to his or
her fullest potential. In the Grange, the opportunities for leadership development, event and project
management, and the bolstering of other skill sets
are endless.

Members receive:
• Discounts on electricity, travel, cell phone services, prescription drugs, insurance, financial
planning, just to name a few
• Publications that inform members of Grange
events, advocacy efforts, legislative and regulatory successes and much more
• Members are eligible for scholarships, may enter
contests for cash and other prizes and are invited
to participate in social, advocacy-oriented and
other events
• Members can attend leadership conferences,
family events, retreats and state and national
conventions

In addition to being more connected with their hometown, leaders and other Grangers throughout the
nation, Grange members enjoy many other benefits.

Members Enjoy Discounts, Information
& Awards

The National Grange, founded in 1867, is a nonprofit,
nonpartisan, fraternal organization that advocates for
rural America and agriculture. With a strong history in
grassroots activism, family values and community service,
the Grange is part of more than 2,100 hometowns
across the United States.
The Grange is the first national organization to give full
voice and vote to women, 50 years before Congress
adopted the same. Our passionate style of grassroots
vigor has ensured that the average citizen is fully represented in public policy dialogue for nearly 150 years.
Family and community are the foundations of the
National Grange. Traditional family values are promoted,
taught and woven into Grange activities and events.
We are proud to have all generations come together to
learn from one another and build a stronger America,
one community at a time.

Who We Are

American Values.
Hometown Roots.

You Belong.

The Grange:
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Massachusetts Grange Member

Grange meetings, activities, and events always
include a social aspect that has fellowship as a
cornerstone. Members make friends in their community, their state, and across the nation that last
a lifetime.

Grange Members have fun!

Through the Grange, I can better myself, my future, my community, my nation
and the world.
– Chris Szkutak

Members say the lasting friendships, family environment, opportunities for community involvement, continuing personal growth and leadership
development, as well as the ability to make a
difference are all reasons they, and many of their
family members, have joined the Grange.

Grange Members serve their
communities and cultivate life-long
friendships.

Each year, the Grange supports students with scholarships, provides summer camps for children at low or no cost, raises awareness about local and
national issues and bears with joy the responsibility of being good neighbors
and stewards of the American dream.

responsible for a myriad of service programs, from providing dictionaries
to third-graders to raising thousands of dollars and contributing millions of
volunteer hours to worthwhile projects.

The Grange is active in local communities, and Grangers have been

•

•

Togetherness - The Grange is a place for
the entire family. Meetings and activities are
open to all ages. The Grange has always
met together in a family atmosphere where
everyone is equal.

Family Benefits of Grange Membership

•

•

•

•

•

Friendship - A key component of the
Grange is the friendship that develops
among the members.
Fun - Grange members make every activity
or task fun. Taking part in Grange activities
are a highlight in the lives of our members.
Networking - Our circle of acquaintances
grows and members find that other Grangers
can assist them in learning new skills, completing difficult tasks, and even offer career or
job assistance.
Leadership Skills - Each member has the
opportunity to learn and develop leadership
skills that will benefit them in all aspects of
life. Effective communication, participating
in and leading a meeting, being part of and
leading a team are just a few of the skills
members acquire in the Grange.
Opportunity to Make a Difference - Each
member is empowered to initiate action that
will make membership a richer experience
and to meet the needs of the community.
Grange initiated service and legislative
projects better the hometowns of America
everyday.
You may just live longer! - Studies have
shown that people who socialize with others and do volunteer work live longer and
healthier.

Role Models - Grange members are good
citizens with a great moral center. These are
the type of people that children can look up
to as role models.
Interests - The Grange offers many different
ways to involve and interest members and
allow families to come together in times of
service, community engagement, fellowship,
learning and entertainment.

Recently, The Grange has been highly engaged
with efforts in the following areas:
• Expanding affordable rural broadband
• Monitoring Farm Bill progress
• Improving rural healthcare/Medicare access
• And so much more

When joining the National Grange, expect to
be encouraged to engage with your local, state
and national representatives on legislative and
regulatory issues affecting your community. Each
year we host a National Grange Legislative Fly-In,
open to all members who wish to discuss issues
of importance to the Grange with their elected
Congressmembers. At the National Grange, we
have a strong commitment to civil stewardship
and celebrate the responsibilities of citizenship.

The National Grange is a highly engaged rural and
agricultural advocacy organization that is proud
to be the voice of Rural America’s communities
across the United States. Our 145 year legacy of
remaining non-partisan allows us to advocate on
behalf of our membership by letting our memberdriven policy be our guide.

Grassroots Advocacy

•

•

- Grange Motto

In essentials, unity; in non-essentials,
liberty; in all things, charity.

Personal Benefits of Grange Membership

•
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Date

Application Fee $__________

Recommended by ____________________________________ and _________________________________________

Signature of applicant

______________________________________ _________________________

I desire to unite with others in elevating and advancing the interest of the American family and community life, receiving in turn the benefits and
advantages of those who belong to the Grange. I promise a faithful compliance with the By-laws of this Grange and the Constitution and Bylaws of the State and National Granges. I have not previously applied for membership in this or any other Grange during the past six months.

I hereby apply for membership in ______________________________________Grange # ______________________

Occupation: ______________________________________________ Date of Birth:____________________________

Phone Number_____________________________ E-mail_________________________________________________

City: ______________________________________ State: _________________________ Zip: ___________________

Name: ________________________________________ Address: _________________________________________

Grange Youth Membership Application

For a membership application, please fill
out the form below.

Join today!
Contact your local community Grange,
state youth director or the National Grange
Youth Director, Charlene M. Shupp
Espenshade (youth@nationalgrange.org)
for more information.

Membership
The youth department of the community
Grange is the most important level of the
youth program. These are the general
requirements for Grange membership:
• Willingness to serve,
• Commitment to the degrees of the
Order, and
• Dedication and adherence to the
organization’s ideals.
Each Grange youth member is annually
assessed a dues fee, based on the dues
structure of the state Grange.

”

- Franklin Delano Roosevelt

Since the Grange began in 1867, we have been
committed to building the leaders of our country.
From the beginning, youth have played an integral
role in our organization, often responsible for the
literary programs at Grange meetings, where they
shared a skill or talent.
Full voting membership in the Grange begins at age
14, and unlike many organizations, youth members
are never separate from the Grange at large. Grange
Youth can hold office and vote on all Grange issues.
One of the greatest benefits of being a Grange
member is the ability to impact your community and
develop friendships with other youth that surpass all
social, cultural and geographical barriers. No matter
where a Granger is from, when they encounter other
Granger members, there is an instant connection.

Who We Are

“

We cannot always build the
future for our youth, but we
can build our youth for the
future.

American Values.
Hometown Roots.
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”

– The Grange,
First Century of Service and Evolution.

One of the mightiest
armies in America today
is that of our youth.

“

Grange Youth become leaders.
The National Grange advances youth
across the country to become skilled,
proficient and compassionate leaders by
learning through experience. Grange Youth
programs empower members by developing leadership skills such as public speaking and participating in meetings as voting
members.
Grange Youth serve their communities
and cultivate life-long friendships.
The Grange has positively impacted the
lives of Americans for generations through
its youth programming. Government leaders, leading agriculturalists, businessmen
and community leaders have all recognized
the Grange as one of their earliest influences that prepared them for their careers and
to advocate for rural issues.

With the tools provided through Grange youth programming, we build bridges
between all generations, and connect families to communities.

section of backgrounds committed to improving their communities. From our
rural farms to our towns, Grange Youth and Young Adult programs
provide community service and outreach opportunities, scholarships for higher
education, leadership training and fellowship.

Grange Youth and Young Adults come from a wide cross

– Joseph Stefenoni, California Grange Youth member

peers of similar values and interests and build my skills and
confidence in all areas of life.”

“Grange Youth programming allows me an outlet to meet

Connect with Youth Across the Country
Regional Youth Conferences are hosted by
the National Grange Youth Department every
year, in addition to “Youth Days” at the National
Grange Session. The conferences focus on
connecting youth and young adults together
for a weekend of fun, fellowship and member
development.

Achievement Awards
The National Grange Youth Achievement Award
program recognizes youth for their service at
all levels of the program. Focus areas include
public speaking, legislative experiences, deaf
education, drill and professional development.

G.R.O.W. Club
The G.R.O.W. Club continues to “go right on
working” for youth programs, as an alumni
program for all past Grange Youth representatives. The G.R.O.W. Club sponsors an annual
scholarship for Grange representatives to further
their education.
National Youth Officer Team
The National Grange Youth Officer Team is
a hallmark group of Grange Youth selected
through a competitive process to open the
Friday morning meeting of the National Grange
annual session and participate in leadership
and membership development activities.

National Grange Legislative Experience
Each year, a select group of Grange Youth are
given the privilege to take an active role in the
legislative policy development of the organization. Youth serve on policy development
committees to review proposed resolutions and
assist the Legislative Department staff.

Horizon Leadership Program
Annually, state Granges select Youth
Ambassadors between the ages of 16 to 21
and Young Couples between the ages of 18 to
35 to represent their Grange Youth Program.
In their state, they serve as spokespersons for
Grange Youth and the organization.

Special Youth-Specific Programming
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To learn more about Junior Grange, contact a Grange
in your area. No Grange or Junior Grange near you?
Contact the National Grange Membership Director at
membership@nationalgrange.org to learn how you can
start a Grange or Junior Grange.

www.nationaljuniorgrange.org

Parent/Guardian signature

Date

Date

____________________________ _______________

Signature of applicant

____________________________ _______________

Membership Fee $ _______ Annual Dues $ _______.

_______________________________ Junior Grange.

I respectfully petition to be enrolled as a member of
Please return this application to:

Phone Number_________________________ Name of Parent/Guardian: ___________________________________

Address: ________________________________ City: _________________________ State: _______ Zip:__________

Name of Applicant: __________________________________________ Date of Birth: _________________________

Junior Grange Membership Application

Junior Grange members can also compete for
cash prizes at regional events. Public Speaking,
arts and crafts, writing and Sign-a-Song contests
are open to Junior Grange members.

Each year, State Junior Grange Directors and
the National Junior Grange Director select Junior
Grange Ambassadors, children who have shown
exemplary knowledge of and enthusiasm for the
program and who are confident in their ability to
speak in front of others and interact on all levels
of the Grange. These Ambassadors attend State
or National Conventions, and become the face of
the Junior Grange program.

Additional Opportunities
for Junior Grangers
Junior Grange can be a local, statewide or
national experience. Members can take part
in special programs to broaden their horizons
and build on skills they learn in their local Junior
Grange.

Junior Grange programs are designed to provide
training for young members to take on leadership roles
as they learn about parliamentary procedure and public
speaking. They learn to serve on committees and have
fun at the same time. Junior Grange members also
create and lead teams to complete community service
activities.

Junior Grange provides an opportunity for children to
build character and develop self confidence,
responsibility, and respect. Grange encourages honor,
patriotism, and a concern for agriculture and the
communities where the children live and play.

Programs for Our Future Leaders

American Values.
Hometown Roots.
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– Nancy Wolfe, Maryland State Junior Grange Director

“

”

The National Grange, with a strong history of
grassroots activism, family values and community service, is part of 2,100 hometowns across
America. Membership in the National Grange
and Junior Grange are open to anyone of good
character who wishes to be a part of a national
family supporting a stronger America.

From my Junior Grange experience, I got so much —
confidence, poise, the courage to go after what I want and face
anything. Now as a Junior Grange leader, I see just how far the
Junior Grange experience can take children into adulthood.

In 1867 the National Grange became the first
nationwide agricultural organization. It is the
first national organization to give full voice and
vote to women, 50 years before Congress adopted the same. The National Grange allows all
members of the family to grow and realize their
greatest potential. Many of our members are
third, fourth or fifth generations Grangers.

About the National Grange

Do you want your child to have opportunities for positive growth, to participate in community service, and to have fun with others their age while being
supported by caring adults? The Grange recognizes that one of the greatest
needs of young families today is a place the family can go together — where
children are welcome. That place is the Grange. The children usually conduct
their meeting and take part in activities at the same time that the parents take
part in the Grange meeting for adults.

Note to Parents

Want more information?
Call 1-888-4-GRANGE,
or email junior@nationalgrange.org
www.NationalJuniorGrange.org

For: All boys and girls ages 5 to 14.
Teaches: Teamwork, self confidence,
leadership skills, responsibility, and
respect for others
Fun: Participating in games, camps,
parties, and making new friends
Community Involvement: Service
projects for community, elderly, hearing
impaired, and those in need of special help
Projects: Citizenship, environmental concern,
merit badges, study of various countries and
cultures, and safety projects
Contests: Crafts, creative writing, talent, art,
photography, and more

Junior Grange members interact with peers and
adults, are challenged to reach their fullest potential and are encouraged by their Grange family to
explore and grow.

Each year, a program guide is developed for
Junior Grange members and leaders, with a set
of goals and hands-on learning experiences.
Recent themes include: Plant a Seed & Watch
Us Grow, I Make a Difference and What’s Your
Story? Children involved with the Junior Grange
program realize personal growth in many ways,
from learning about:
• states, plants, farming, where food comes
from, dinosaurs...just to name a few
• community service
• issues in their community, state, nation and
world
• personal safety
• problem solving
• parliamentary procedure and leadership skills
• public speaking
• and so much more

Proven Programming for Growth
For more than 120 years, the Junior Grange has
been a part of our organization. We believe every
member of the family should be a part of the
Grange experience, including access to leadership and skills training, new areas of knowledge
and much more.

Grange programming is specifically designed to support
and develop the potential of our youth.

What is Junior Grange?
It is an organization that promotes individual
and community development.
It provides opportunities for:
• Community service learning projects
• Meeting other youth
• Personal and group recognition
• Personal and group enrichment projects
• Fun... Fun... and more Fun!

•
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potluck dinners!

www.NationalGrange.org today!

Join the Grange online by visiting

ence is what you make of it.

in the community. Your Grange experi-

other members as they make a difference

doing nationally and feel connected to

with what the legislative department is

schedule allows, or just stay informed

be as active in your local Grange as your

With Grange online membership, you can

Grange’s events such as meetings or

American Values. Hometown Roots.

®

www.NationalGrange.org

you’re always welcome to stop by your local

health discounts; and if you have the time,

National Grange
1616 H Street, N.W.
Washington, D.C. 20006
(202) 628-3507

benefits such as travel, communication and

View from the Hill. Receive Grange member

New Grange, and the Legislative newsletter,

such as the National Grange newsletter, the

Stay informed with electronic newsletters

tion with the flexibility of the internet.

member of a premiere community organiza-

joining the Grange online, you can become a

be involved in your local community. By

In today’s busy society, it can be hard to

Join Online

The Grange:

®
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✳✳

✳✳
✳✳
✳✳
✳✳
✳✳
✳✳

Donating to and volunteering at local food banks
Making care packages for our troops overseas
Donating thousands of dictionaries to students
Providing college scholarships
Providing summer camps for our children
Raising money and donating goods to charities
across the country

In addition to our grassroots legislative initiatives, the
National Grange is very active in local communities on
a daily basis. Grangers have been responsible for a
myriad of community service programs, including:

represented in public policy dialogue.

vigor has ensured that the average citizen is fully

passionate, non-partisan style of grassroots

the same. Since then, the National Grange’s

to women, 50 years before congress adopted

national organization to give full voice and vote

nationwide agricultural organization. It is the first

In 1867 the National Grange became the first

From Agriculture to Today’s Communities

About the National Grange

sider becoming a community Grange member.
The initiation fee is waived to those E-Members
who chose to join the Community Grange.

by keeping you informed through our electronic
newsletters, legislative updates, and a variety of
other publications. You also are eligible for a variety

”

Communicate with a national legislative department that advocates on your behalf
Stay informed with electronic newsletters such
as the National Grange official publication, the
New Grange, and the legislative department news
service, View from the Hill
Participate in community service projects in virtually every community
Access to Grange social activities
Receive discounts on car rentals, hotel accommodations, prescription drug coverage and so
much more.

- National Grange President Ed Luttrell

Whether in our halls or with
us online, our members are
committed to their communities
and their country.

“

✳✳
✳✳

✳✳

✳✳

✳✳

Sign✳up✳today✳for✳a✳1-year✳membership✳
for✳only✳$12,✳and✳start✳to✳enjoy✳the✳
following✳Grange✳benefits:

at the community, state, and national levels.

tion with a rich history of creating positive change

importantly, you become a member of an organiza-

Join your Community Grange
Sign up online at www.NationalGrange.org
and click “Join the Grange”

- Grange Motto

In essentials, un
ity;
in non-essentials
, liberty;
in all things, cha
rity.

Don’t have a Grange near you? We will help you build
one! Contact the National Grange at
membership@nationalgrange.org, or by
calling 1-888-4-GRANGE.

✳✳
✳✳

Find your local Grange by visiting
www.NationalGrange.org

If you enjoy your Grange experience online, con-

Becoming a Grange Member online benefits you

of National Grange member benefits, and, most

Want to become
more involved?

Grange Member
Online Benefits
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National Grange

Membership
Benefits
American Values. Hometown Roots.
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Hertz
As a Grange member, you
will receive discounted rates,
as well as other promotional
offers including a one-class car
upgrade, $10 off a weekly rental,
or $15 off a weekend rental.

Medical Air Services Association (MASA)
To make reservations, please
visit the Hertz website, www.
hertz.com, or call 1-800-6542200. The Grange CDP# is
1516203.

Life Line Screening
Life Line screening will
provide Grange members with
valuable information on how to
become proactive about their
health and their family’s health,
by offering a way to get highquality health screenings that
are accurate, convenient, and
inexpensive. They do this by
bringing their screening procedures to your community. Each
test takes only a few minutes
and is non-invasive. A boardcertified physician, licensed in
your state, evaluates the results
and you receive a report by
mail within three weeks. Grange

members can take advantage of
a three package screening that
consists of Stroke, Vascular Disease and Heart Rhythm Package, for $135 specially priced
for National Grange members.
You may also add the Osteoporosis Screening to the package
for only $10.
For more information or
to schedule a screening, call
Life Line Screening toll-free at:
1-866-204-9860 or visit their
website at www.LifeLineScreening.com/Grange and enter your
zip code to sign up.

LTC Financial
LTC Financial Partners will
provide education and the opportunity to learn more about
long-term care insurance. This
program enables active Grange
members, retirees and their
family members to tailor a plan
to fit their needs while receiving
discounted insurance rates.
To help educate members
about long-term care insurance,
LTC Financial Partners, one of
the nation’s premier experts in
long-term care planning, has
been selected to develop a
comprehensive educational
program to provide you with
all the information you need
to determine if long-term care
coverage is appropriate for you.
Regardless of how you choose
to address your long-term care
needs, considering this issue

Grange Communication HandbooK

is an important part of your
financial plan.
To request a one-on-one
appointment with a long term
care insurance specialist, or
if you would like to setup a
free long term care insurance
seminar at your next chapter
meeting, call (866) 471-4072 x
2486 (M-F, 8-5pm PST) or go
online to www.grangeltc.com.
Grangers can also contact
Samantha Johnson by e-mail at
sjohnson@nationalgrange.org
or by phone 888-4-GRANGE
ext. 109 with any questions.
Washington State and North
Carolina State Granges have
opted out of this program. If
you are a member in one of
these states, please contact
your State Master to participate.

MASA is a prepaid emergency transportation assistance
program. It includes: emergency
air transportation, commercial air
transportation, ground ambulance, repatriation/recuperation,
return transportation, non-injury
transport, escort transportation,
minor children/ grandchildren
return, vehicle return, mortal remains transport, organ retrieval,
and organ recipient transport.
Grange members can take
advantage of this benefit with
a discounted membership at
an annual rate of $290/person
and $390/family and MASA will

waive the $60 enrollment fee.
MASA also offers MedFlash,
which is a personal health
record/emergency medical
record—a USB storage device
to hold personal medical information that is HIPAA compliant.
MedFlash would be offered to
Grange members at $15 along
with membership. Grange
members can contact Medical
Air Services Association at 800423-3226 or info@medairservices.com and mention you are
a Grange member to get our
exclusive discounted price.

MetLife Auto & Home
The National Grange is
bringing you access to a BIG
new benefit with special savings.
Now, just for being a member of
a participating group, you can get
special group discounts on auto
insurance from MetLife Auto &
Home®.

Call today for your free
quotes. You could save up to
15% automatically with your
member group discounts. Call
1-877-491-5089. In just minutes
you’ll know what your savings
could be.

National Grange Travel Center
The National Grange Travel
Center makes traveling easy
and affordable! There are
exclusive member savings on
Cruises, Caribbean Getaways,
Escorted Tours, Hotels, and Car
Rentals.
Wyndham Hotels, including Days Inn, Howard Johnson,
Ramada, Super 8, Travel Lodge,
and others, offers members
savings of 20% on the best
available rates.
National Grange Members
save up to an additional 20%
off car rentals from Budget and
Avis. Plus, take advantage of
specials on daily, weekly and
weekend rates, and upgrades.
Cruises Only, America’s
largest cruise agency, offers the
absolute lowest prices. 110%
Best Price Guarantee! Shop and
compare thousands of cruises
from the world’s top fleets.

Cruises depart from 22 U.S.
Ports with itineraries around the
world.
TNT Vacations is the place
to book your “fun in the sun”
getaway with 26 tropical destinations throughout Bermuda
and the Caribbean. National
Grange members save an additional 5% on already low prices.
Renowned for tours to the
most interesting destinations
around the world, Go Ahead
Tours offers walking tours in the
Italian Riviera, food and wine
tours in France, and African
Safaris, just to name a few. National Grange members receive
an exclusive $150 per person
discount.
To start planning your next
trip or to sign up to receive travel
specials, please visit
www.nationalgrangetravelcenter.
com.

To request additional member benefit materials and savings cards, please contact Samantha Johnson at
1-888-447-2643, ext. 109 or e-mail sjohnson@nationalgrange.org.
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The Grange offers a hand of
friendship, fellowship, charity,
and grassroots activism to its
members. It also offers an
assortment of member benefits –
from discounts on rental cars
to insurance. As a member, you
can take advantage of these
money-saving opportunities right
away.

Allied Moving Benefits
Benefits available to National
Grange members through the
Allied Moving Benefits program
can save you thousands of dollars on professional moving, real
estate and mortgage services,
while guaranteeing you world
class service from the industry’s
top providers. You can learn

more about these benefits by
visiting the National Grange’s
Allied Moving Benefits website
at http://nationalgrange.
myhomebenefits.com, or call
toll free 866-606-1583 to speak
to an Allied Moving Benefits
representative.

American Income Life
All National Grange members in good standing will
receive a $2,000 Accidental
Death and Dismemberment
Benefit (AD&D) provided by
American Income Life Insurance
Company at no cost. American
Income Life provides other benefits as well. If you would like to
know about them, please con-

tact Larry Lozano at American
Income Life at 408-410-7811.
Tennessee, New York, Connecticut, and Nebraska State
Granges have opted out of this
program. If you are member in
one of these State Granges,
please contact your State
Master.

Beltone
Beltone’s new Hearing
Care Savings Program provided especially for you, offers
National Grange members and
their families complimentary
hearing screenings and a 20%
discount off the usual retail price
of any Beltone hearing instrument at any of more than 1,500
locations throughout the United
States. Plus, receive a compli-

mentary two-year manufacturer’s
product warranty and 48 hearing
aid batteries per hearing aid.
To learn more or find a
location near you, visit www.
beltone.com/Grange-program.
aspx or call 1-800-446-2350.

Be sure to mention your National
Grange membership or print out
a coupon!

Choice Hotels
Grange members save 20%
at over 4,000 Comfort Inns,
Comfort Suites, Quality, Sleep
Inns, Clarion, MainStay Suites,
EconoLodge, and Rodeway Inn
hotels worldwide.
Members receive free
Choice privileges membership – the fastest way to free
stays. They also get free deluxe
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continental breakfasts (available
at over 2,600 locations,) plus
children 18 and under stay free
when sharing a room with a parent or guardian.
To make reservations,
please call 1-800-2582847 and provide the ID
#T00211660.
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Constellation Energy
Constellation Energy is a
leading supplier of energy products and services. Enjoy price
protection against rate volatility,
hassle-free switching, no service
interruption, no sign-up fees,
and a single utility bill—as you’ve
always had—but, featuring
your new low electricity price.
The savings for electricity currently include: Washington DC,

Scrip Pharmacy Solutions Discount Card
Maryland, New Jersey, Pennsylvania, and Illinois. A discount
on natural gas is only currently
available in Maryland and Ohio.
To sign up, have a copy of your
current electric bill; log onto
home.constellation.com and
enter the member promo code:
NATIONAL GRANGE, or call
866-577-4700 and choose the
plan that best fits your need.

CVS Caremark
The CVS-Caremark program
offers the RxSavings Plus Card,
a NO FEE exclusive benefit to
National Grange members that
is not offered to the public. The
RXSavings Card allows members
to go to almost any pharmacy.
Simply show the card to the
pharmacist and they call it in like
any other plan. Members do not
have to provide eligibility or other
administration, and members can
use the card even if they already
have insurance. Members may
print additional cards online, as
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needed. The lowest prices are
guaranteed. A unique advantage
for our members is the mail order
program, with savings of up to
50%. Unlike other savings plans,
the CVS-Caremark program
applies to 99% of prescription
drugs. Save on Lipitor, Viagra,
Plavix, high blood pressure medications and thousands more—
even pet medications! For the
Rx Card Program, go to
http://nationalgrange.
rxsavingsplus.com.

Grange members can receive
up to a 20% to 25% savings on
prescription drugs through Scrip
Pharmacy Solutions. All major
pharmacies participate in the

program, including major chains.
Discounts are good on retail
purchases, as well as mail order
purchases for up to three months
of maintenance drugs.

TruHearing
TruHearing is offering National Grange members access
to the lowest pricing on a wide
selection of hearing aids through
the new MemberPlus membership program. Similar to how
a Costco membership works,
Grange members can purchase
a $108 annual TruHearing membership which gives them, and
their household dependents,
access to member’s only pricing
on state of the art digital hearing
aids. Check out their prices
right on their website. Even
with the $108 membership,

members can save hundreds
or thousands of dollars. Once
you’ve enrolled, you can offer
up to four guest memberships
to extended family members for
$79 each, so they can get the
great pricing too.
If you wish to participate or
learn more, go to
www.truhearingmemberplus.
com. If you wish to enroll, just

click on ENROLL and enter the
Group Number MPGW-Z5KS.
If you are a Grange member in
New Jersey, please check with
them to get your Group Number.

U.S. Pharmacy Card
U.S. Pharmacy Card is good
for individuals and families. It
can save members up to 65%
on either brand name or generic
drugs. U.S. Pharmacy Card also
covers many pet prescriptions
and gives up to a 50% discount

on Lab and Imaging Tests. To get
your free card contact Samantha
Johnson at the National Grange
either by e-mail sjohnson@
nationalgrange.org or phone at
888-4-GRANGE ext. 109.

Wirefly
You can shop and save now
at the National Grange Wireless
Center, powered by Wirefly, the
internet’s #1 authorized retailer of
cell phones and plans with savings on the latest phones from
major carriers, including Verizon
Wireless, Sprint, T-Mobile, Metro
PCS, Virgin Mobile and more.
Whether you’re upgrading,
adding a line or setting up a new
account, you can do it all at the
National Grange Wireless Center!
Our Promise to you:
• Straight Forward Pricing – Easy
to understand, with no rebates
or gimmicks

116

•

Better selection – More of the
latest cell phones from every
major carrier than you’ll find at
retail stores
• Greater Savings – Up to hundreds lower than retail store
prices
• Fast, Free FedEx Shipping
Both Ways – So you don’t
have to wait to start using your
phone
• Your Total Satisfaction – Every
purchase is backed by our
Wirefly Satisfaction Guarantee
Just go to this link to see
what is available: www.wirefly.
com/?r=GRANGE.
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Set the Stage
Listen
Fill the Need
Ask them to Join

We commend you for taking a
leadership role in the future of your
Grange. With patience and
dedication, the simple steps
outlined in this brochure will aid you
in becoming a successful Grange
Ambassador to your community.

The focus of any recuiting effort
should be to attract active members
rather than just looking for numbers.
The more your Grange is doing to
meet the needs of your membership
and your community, the easier it
becomes to attract new members to
participate in your Grange.

•
•
•
•

When Granges demostrate a positive
attitude, stay active in the community
and fulfill the needs of members, the
stage is set for Grange Ambassadors
to become successful recruiters. As a
Grange Ambassador, you are vital to
your Grange’s success by doing the
little things that make a big differnece
in a growing Grange. The four steps
below are time-proven to increase
your success in recruitment efforts
and are outlined in this brochure.

American Values. Hometown Roots.

®

To learn more about the Grange, visit:
www.NationalGrange.org

1616 H Street, N.W.
Washington, D.C. 20006

(202) 628-3507
or 888-4-GRANGE

membership@nationalgrange.org

For more information on Grange Membership
recruitment and retention, contact the
National Grange Membership Department at:

-Grange Motto

In essentials, unity;
in non-essentials, liberty;
in all things, charity.

Four Steps to
Successful Recruitment
of New Members

®

By Being a Grange Ambassador

g
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The reason to set the stage is to get a person to
ask, “What is the Grange?” or some variation of
this question. Once a person asks you for
information, move to Step 2.

To set the stage, you can:
• Wear a Grange pin, button, jewelry or
clothing item with an Emblem on it
• Place a Grange bumper sticker or decal on
your car
• Prominently display a Grange Emblem at
work or at home
• Mention upcoming Grange events/meetings
to people every day
• Talk about Grange projects and activities to
people every day
• Talk to people during fundraisers and
community service activities
• Use the Grange as a positive example when
discussing current events with people

Step 2: Listen

complete
If you don’t have time to
person a
these four steps, give the
d with your
brochure or business car
and ask for
er
mb
name and phone nu
up.
low
fol
their number, then

As you get to know the person you will have
the opportunity to identify needs that they
express. They may be lonely, be concerned
about their children, frustrated with local
government, or want to share their skills.

Some examples of good leading questions or
things you hope to learn as they talk are:
• Do they have a family?
• What do they do for a living?
• What are they worried about in the
community?
• What do they value?
• Are they looking for a way to make a
difference?
• What are their hobbies and recreational
interests?
• Do they need our benefits?

Briefly answer their initial question with a
sentence or two — an “elevator speech” about
the Grange — then ask leading questions of the
person. Learn what is important to them.

The second step is critical in that you will
spend time learning about the person and
their interests and needs.

If they decline and don’t want to share their contact
information with you, thank them for their interest and
time. Give them a Grange business card or brochure
or invite them to your next event. Remember that you
have planted a seed that may result in a new active
member in the future.

If they are not sure or want to think about it, ask for
their phone number or e-mail address. Offer to bring
them some Grange brochures or newsletters so they
can learn more and invite them to a public Grange
functoin. Carry and give them a Grange business
card. Thank them for their time and follow up later.

If they say yes, have an application for them to fill out
there. Offer to deliver the application and their dues
and fees to the secretary of the Grange. Follow up
to ensure that the entire family has the opportunity to
join. Let them know you’re excited about them
joining our family. Follow up before the next meeting.

After you have shared how the Grange can fill their
needs you must ask the person directly if they would
like to join your Grange family. Ask directly so that they
must say yes, no or maybe.

No matter how well you do with the first three
steps, the fourth step is critical.

Step 4: Ask them to Join

Some examples of how the Grange fills needs:
• If they are lonely, share your experience of
being part of the Grange family.
• If they have children, share the values of the
Grange and the opportunities of the Junior or
Youth programs
• If they are frustrated with government, share
the legislative program of the Grange and our
grassroots philosophy
• If they talked about a local problem, share
how our community service program works
and how they can make a difference through
the Grange

This is where you share with them how the Grange
can fill the needs they expressed in Step 2.

Successful recruitment of new Grange members
requires that you set the stage for conversation
about the Grange.

Step 1 is about being an Ambassador promoting the
Grange rather than just a salesman with an
organization to sell. You are only recruiting one person!

Step 3: Fill the Need

Step 1: Set the Stage
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Appendix G:
Grange Website and Electronic Social
Media Code of Conduct
All websites, Facebook groups or pages, and all other internet based social media
platforms representing the Grange must be under the jurisdiction of a Subordinate/Community, Pomona, or State Grange.
Each website must be clearly identified as being a Grange website and must have
contact information on or within one easily identifiable click from the home or index
page.
Each Facebook or other social media platform must be clearly identified as being a
Grange sponsored page or group and have a Grange contact person easily identified on
the page.
No partisan or sectarian comments, opinions, statements, or endorsements may be
posted on the website or page.
No negative or inflammatory (designed to insult or belittle) comments, opinions, or
statements toward any Grange or level of the Grange or toward any member of any
Grange may be posted on the website or page.
No inflammatory (designed to insult or belittle) statements, comments, or opinions toward any non-member, including public officials, may be posted on the website or page.
All policies of the Grange posted on the website or page must be clearly labeled as to
which Grange or level of the Grange has adopted the policies.
All content, including advertisements, must be within the guidelines of the Digest,
By-Laws of the State Grange with jurisdiction, and By-Laws of the Grange operating the
website or page.

Adopted February 25, 2011 by the National Grange Executive Committee
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Appendix H:
Grange Photo & Model Release
Forms
If you take a picture of a person that you intend to use for your own media - such as
websites or social media - or that you will distribute to the traditional media as a publicity
photo, it is appropriate to have a signed model release form. While it is not always necessary, as with photos taken at public events, it is encouraged especially when working
with children. Always consult with parents or guardians of anyone under 18 before taking
or using a photo of a child on your Grange communication documents or outlets.
If you choose to take a photo or use a photo taken by someone else, you should make
sure to have a signed photo release form on record. This is important because photos
can be seen as the intellectual property of the photographer, thereby giving them the
right to ask for compensation or request that it not be used. Photo release forms give
you some protection against such requests.
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Model Release
For valuable consideration, as well as in consideration of my engagement as a model,
I hereby confer on the National Grange of the Order of Patrons of Husbandry (National
Grange), upon the terms herewith stated, the absolute and irrevocable right and permission with respect to the photographs that have been taken of me in which the National
Grange may be included with others:
A) The unrestricted right and permission to copyright and use, re-use, publish, and
republish photographic portraits or pictures of me or in which I may be included intact or
in part, composite or distorted in character or form, that in the judgment of the National
Grange promotes the general good of the Order, without restriction as to changes or transformations in conjunction with my own or a fictitious name, or reproduction hereof in color
or otherwise, made through any and all media now or hereafter known for illustration, art,
promotion, advertising, trade, or any other purpose whatsoever.
b) I also permit the use of any printed material in connection therewith.
c) I hereby relinquish any right that I may have to examine or approve the completed
product or products or the advertising copy or printed matter that may be used in conjunction therewith or the use to which it may be applied.
d) I hereby release, discharge and agree to save the National Grange from any liability
by virtue of any blurring, distortion, alteration, optical illusion, or use in composite form
whether intentional or otherwise, that may occur or be produced in the taking of said picture or in any subsequent processing thereof, as well as any publication thereof, including
without limitation any claims for libel or invasion of privacy.
e) I hereby affirm that I am over the age of majority and have the right to contract in my
own name. I have read the above authorization, release and agreement, prior to its execution; I fully understand the contents thereof. This agreement shall be binding upon me and
my heirs, legal representatives and assigns.
This authorization and release shall inure to the benefit of the legal representatives, licensees and assigns of the National Grange for purposes, and under such conditions, that
the National Grange determines will promote the general good of the Order.
Date: ______________________ Print Name: ______________________________________

Signature:_____________________________________
Address:____________________________________
City:_______________________________________ State: ___________ Zip: ___________
Phone:_________________________ E-mail Address: _______________________________
Witness:_____________________________________
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Photo Release Form
I hereby grant the National Grange permission use my likeness in a photograph or graphic representation, in any and all of its publications, including website entries, without payment, or any other consideration.
I understand and agree that these materials will become the property of the National
Grange and will not be returned.
I hereby irrevocably authorize the National Grange to edit, alter, copy, display, distribute,
or any other uses for the purposes of publicizing the National Grange programs, events,
website content, or for any other promotional or marketing purpose. In addition, I waive
the right to inspect or approve the finished product, including written or electronic copy,
wherein my likeness appears. Additionally, I waive the right to royalties or other compensation arising or related to the use of the photograph.
I hereby release and forever discharge the National Grange from all claims, demands,
and causes of action which I, my heirs, representatives, executors, administrators, or any
other persons acting on my behalf or on behalf of my estate have or may have by reason
of this authorization.
I am 18 years of age or older, and am competent to contract in my own name. I have
read this release before signing below and I fully understand the contents, meaning, and
impact of this release.

____________________________________________
(Signature)							

_______________________
(Date

____________________________________________
(Printed Name)						

________________________
(Date)
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Appendix I:
Guide to Media Interviews
Basic Tips for Interacting with the Media
•
•
•
•
•
•
•
•
•
•
•
•

Reporters are usually on deadline, so be mindful of their time and schedule. Don’t
be late.
Be polite and avoid conflict during the interview.
Always remember that everything is on the record, unless stated clearly beforehand.
Be clear, coherent, concise and prepared with well detailed arguments, statistics,
figures and/or facts.
Thoroughly understand the interview topic beforehand and prepare any necessary
notes you may need.
Try to keep the conversation on track by sticking to the overall planned topic.
Remember that the media is searching for a good story. Journalists are always looking for a unique angle to a story, and you can try to provide them with that angle.
Always tell the truth.
Remember that media biases exist. Use them to your advantage or prepare to
combat them and still achieve your goals.
Know a little about the reporter/outlet before you speak to them. Do a quick search
for past articles they have written to gauge their position on the issue. This will
help you to develop a well thought out response.
Try to avoid acronyms or jargon
Reporters are not necessarily experts. Don’t assume they will know everything
about your issue.

Messaging
What you have to say is just as important as how you have to say it. It is essential that
the messages are connected directly to your organization’s mission and goals. Developing these message points is helpful before an interview, and brainstorming a few sound
bites would be a good idea. These phrases will help to get your message into the story;
they should be short and sweet and convey your overall message.

Bridging Phrases
•

“But let’s look at the wider perspective here…”
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“What we shouldn’t forget is…”
“That’s true, but there is more to it…”
“To a certain degree, yes, but let’s not forget…”
“You’re not the only one to ask that question, just remember…”

Phrases to buy you time
•
•
•
•

“That’s a good question…”
“I am glad you raise that point…”
“Before I answer that, let me provide some context…”
“What do you mean by that question…”

Troubleshooting Difficult Questions
Be aware of the different types of questions that may be asked of you.

Hostile Questions
A reporter my take a hostile tone and question you or your organization’s actions, motives or character. Remain positive and calm in your response.
Example:
Question: Why is the Grange consistently failing to do _________?
Response: As you’re aware, there are several interests of and within the Grange. As a result...

Speculative Questions
Reporters look to consultants and thought-leaders for expert opinions and will frequently ask them to predict the future about industries and technologies. A great way to answer
is by first setting the stage and describing the current landscape.
Example:
Question: Do you really think that the Grange can bring broadband access to rural areas?
Response: The Grange actually helped pave the way for free rural mail delivery in the early
1900s. We have taken several courses of action that are paving the way for similar legislative
action. Some examples of...

Hypothetical Questions
Again, many reporters rely on thought-leaders and consultants to answer “what if...”
questions about industries and technologies. These types of questions are OK to answer,
but if a reporter asks you a hypothetical question about your organization’s business, then
it may be best not to answer it and instead respond with “let’s focus on the here and now.”
Example:
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Question: What if the world economy experiences a crushing recession, what will
happen to the Grange?
Response: There are two possible repercussions…

Overly Specific Questions
In some cases, a reporter may ask very specific questions. To respond, you may instead want to speak to a “big picture” trend.
Example:
Question: In the past month, the Grange supported Resolution #XXXXX, but failed to
come to a consensus on #XXXXX, why?
Response: Let’s look at what’s happening with this issue overall and consider how
each region of the US is impacted differently.

Multi-Faceted Questions
When a reporter asks multiple questions at once, break it down by repeating each
part of the question before answering. Alternatively, you need not answer every part of
the question. Choose what you wish to answer – chances are your response will address
what the reporter is looking for.
Example:
Question: How are Granges planning on increasing membership? Is this related to
urban agricultural initiatives? Is this something that the Grange is planning on getting
involved with? What is the anticipated impact?
Response: Let’s start with your first question – how are we increasing memebership? We
have planned several projects, in addition to already completing…Now in terms of impact, it
means…

Vague Questions
If you’re not sure what the question is, ask the reporter for clarification before answering it.
Example:
Question: What do you think will happen over the next year?
Response: In which area do you mean?

Bi-Polar Questions
Not all questions have a yes or no answer and it’s OK to tell the reporter that the answer isn’t simply “yes” or “no.” Discuss the larger issue rather than getting boxed into a
corner.
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Example:
Question: Will the Grange abandon pursuing mail related initiatives?
Response: There isn’t a simple yes or no answer to your question. In time its possible, but a
lot of other things have to happen first…

Non-Questions
Some reporters don’t ask questions, but instead create a dialog or exchange. When
confronted with a non-question, you may simply add to the reporter’s remarks.
Example:
(Non) Question: I’ve seen this in other organizations as well – and a lot of people I’ve
spoken with think that it will continue to evolve.
Response: I agree with you entirely, and the reason is…

Impossible Questions
You may well be asked questions for which you have no idea of the answer, or which
is outside your remit to answer. It’s OK to say “I don’t know the answer to that point” but
follow it up with “but what we do know is...” and segue into a key message. In print interviews, offer to check out a more complete answer and get back to the journalist.
Example:
Question: What are other agricultural organizations planning to do about their outlook
for next year?
Response: I really don’t know what they are saying to their members – you’ll probably have
to ask someone over there. But, let’s look at what we do know about the current market and
what needs to happen for us to see continued growth…

Last But Not Least
After an interview or any other communication with the reporter, make sure to offer your
availability for any follow-up questions or if they need to reach you for future stories they
may be working on. This way you can begin to develop a good relationship with the reporter/outlet.
Have materials ready for the reporter should they need any statistics, facts, figures or
further information.
E-mail or write a note to the person who interviewed you thanking them for their time.
If a story comes out with a factual mistake, do not get angry. Rather, point out the error
calmly and ask for a correction. The reporter is looking for the correct facts, so they should
be receptive to a kind request.
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Before the interview
•
•
•
•
•

Know the reporter, publication/program, interview format, audience
Know your goal for the interview
Know what you want to say: review your key message points
Jot down likely questions, appropriate answers
Practice

During the interview
• Remember, it’s your interview
• Speak in “headlines,” offer conclusion first, briefly and directly, and back it with
facts
• Don’t overanswer- Short answers are better for quotes and clips
• Don’t be fixated by the question. Bridge to a related point you wanted to make
• If asked about a problem, speak about a solution
• Don’t let false charges, facts or figures stand uncorrected
• Don’t repeat a reporter’s negative statements or slurs. Frame your reply as a positive statement
• Don’t fall victim to hypothetical situations
• Speak clearly- avoid jargon
• Repeat your key messages
• Never fake an answer
• Keep cool. Do not be provoked
• Never lie

Television interview tips
•
•
•
•
•
•
•
•

Speak and gesture naturally
Talk to the reporter/interviewer- not the camera
Keep a pleasant expression; smile when appropriate
Hold your interview attitude from beginning until end
Sit erect, slightly forward in chair
Unbutton suit jacket when seated
Avoid wearing busy, loud or black and white patterns
Do not wear shiny, large or noisy jewelry

Telephone interview tips:
•
•
•
•
•

Buy preparation time
Use notes; keep message points in front of you
Repeat name of organization often
Speak slowly and concisely
Set up a time before the interview where you can concentrate and not be rushed
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Radio interview tips:
•
•
•
•
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Clear speech and tone of voice are important
Speak visually- paint a picture
Use notes; keep message points in front of you
Avoid long pauses
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Appendix J:
Grange Website & E-mail Manual
This step-by-step guide will outline the way in which you or your members may update
information on your free Natoinal Grange provided website hosted on the grange.org
domain.

Making Basic Edits
1.

Find your website in the Grange Directory.

2.
If you are currently logged in to the members section, you will need to
logout as the username and password for editing your Grange’s website is different. Click the logout button in the sidebar of your website. Then click Back to “My
Grange”.
3. You will now be able to login to your Grange Website as an administrator.
Click Login.
4. Your username will be the URL String of the website. For example: http://
www.grange.org/aaronsgrange - my username would be “aaronsgrange”. Your
password will be “update” until you change it (recommended).
5. After logging in, you will reach a screen called Dashboard. From here you
can do all of your webpage editing.

**NOTE: There are a lot of extra functions on this page, but for the most part we
are only interested in the section called “Pages” and “Posts”. This section is located
in the left hand sidebar.
6. Click on Pages. Here you will see the “Sample Page” page and a list of
any other pages. Pages appear across the horizontal navigation bar at top of your
website when created. You may trash the Sample Page and create pages such as:
Contact Information, About Us, etc.
7. Click on Posts. Posts display information on the homepage. Posts also can
be categorized to display information in the sidebars. A pre-defined category called
Appendix J: Grange Website and E-Mail Guide
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“Meetings” is set to display a block with your meeting information in the left sidebar.
Create a post with your meeting information, then check the “Meetings” category
box to the right of the post content box, then click Publish. Your meeting information
should now be displayed in the upper right left corner of the website content area. *
If you do not have a category called “Meetings”. Click on “Categories” listed underneath “Posts” and add “Meetings”.
8. Add Text. You can add text and images (see below) and even copy and paste
from Microsoft Word just like before. Remember to always hit the Green/Blue update
button on the right when you are finished. This will save your work and publish it to
the internet.
Keep a record here.
What is your Grange webpage administrator ID: __________________________________

What is your Grange webpage administrator password: ____________________________

Adding A Page
To create a new page, you can click on Pages → Add New from the main menu (or click
New Post button in the dark header area of the screen), enter a title and some text, and
click Publish. The new page will show up in your main navigation bar on the homepage of
your website.
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Adding pages will give you more room to add content and keep things organized,
however this is optional.

Adding Images and Files To Pages
After reaching the editing screen of a page, click on the Square Icon.
1. Click on Browse and select the image or file
you wish to add from your computer. Select the
file and click upload.
2. You will see the image appear like below.
You can specify a Title and image size. Then click
“Insert to Post”. The image will be placed where
you previously set your cursor.
3. Also, You can review all of the uploaded media for that single post or page under the Gallery
link.
The same procedure can be followed for adding
Homework files such as Word Documents and PDF
files.
Feel free to use the font color tools
and size tools to adjust the formatting of your webpage.
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Free E-mail for Every Grange
The National Grange has provided an email address for your local/state grange. This
will allow electronic communication to your members as well as potential members. This
is a free service. The National Grange strongly encourages each Grange to use these email addresses on all long-term printed and digitally produced communication products so
that there is no interruption in communication to the Grange should the e-mail administrator no longer be able to speak for or access their e-mail for the Grange.

What is the e-mail address for my Grange?
E-mail addresses for local Granges follow a specific system in order to create uniformity
and professional appearance. Each email address consists of the Grange name and number.
Ex. The e-mail address established for Alpine Grange #665 would be:
alpine665@grange.org

Accessing your e-mail
To accss your e-mail, go to:
http://siteground287.com/webmail
A box will pop up prompting your to input your email address and password.
You will then have to choose an email client to view your email. We suggest using
Roundcube as the email client because it is the easiest to navigate.

Forwarding e-mail to your pre-established or personal account
If you already have an email account established for your local/state Grange, the National Grange will gladly forward all emails from this account to the account of your choice.
The National Grange can also update passwords for your local Grange e-mail account in
the event the person who was charged with handling the e-mail account is no longer able
to do so, a password is forgotten or a password is being used by an unauthorized individual.
You may contact National Grange Information Technology Department by phone at (202)
628-3507 ext. 101 or 888-4-GRANGE ext. 101. Or, you may contact the department by email at swilkins@nationalgrange.org or info@nationalgrange.org for your password.
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Appendix K:
Grange Graphic Standards
Logo Usage and Guidelines:
The following guidelines describe how the Logo may be reproduced to maintain its
integrity across all forms of media.
All uses of the Grange Logo shall conform exactly to the requirements, descriptions,
and specifications established and authorized by the National Grange and shall be used
on or in connection with Grange goods and services only in a manner approved in writing by the Washington, D.C., office.

Logo Size:
The Logo may be proportionately
increased or decreased in size.

Logo Colors:
For printer use:
Blue: Reflex Blue, Pantone 2756, or CMYK 100-90-12-11
Gold: VS280 Medium Gold (metallic), Pantone 103, or CMYK 31-26-75-4
The Grange Logo may also print in black and white (see example on page 10).
In materials that are being printed with two spot colors, the gold color specified is
VS280 Medium Gold (metallic.) In situations where the printed piece is being printed in
four color process (CMYK) or metallic is not possible, use color Pantone 103. The blue
should be printed in
Blue

Gold

Pantone 2756
100% Cyan
90% Magenta
12% Yellow
11% Black

Pantone 103
31% Cyan
26% Magenta
75% Yellow
4% Black

Pantone 2756 if Reflex Blue is not available.
For electronic uses (Internet, intranet, e-mail):
Blue: # 000066
Gold: # cc9933
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Junior Grange Logo
The Junior Grange Logo contains the basic colors red and black.

Pantone Red 032

0% Cyan
96% Magenta
82% Yellow
0% Black

Grange Youth Logo
The Grange Youth Logo contains the colors hunter green and goldenrod.

Pantone 5535

Pantone 109

90% Cyan
43% Magenta
81% Yellow
46% Black

0% Cyan
10% Magenta
100% Yellow
0% Black

All Logos are available online at www. NationalGrange.org or on the 2012 Grange Month
Resource CD attached to this manual.
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Logo Extensions
The Grange Logos should not be printed or used in any manner on the business stationery or business cards of any person, firm or corporation, except the National Grange
and State, Pomona, and Subordinate Granges, without the prior written approval of the
Washington, D.C. office.
The Grange Logos should not be used in connection with any other goods or services,
or as a trade name, by any person, firm or corporation without the prior written approval
of the Washington, D.C. office.
The Grange Logos should not be used on or in connection with any goods or services
which, in the sole opinion of the National Grange, consist of or comprise of immoral,
deceptive or scandalous matters, or matters that may disparage, falsely suggest a connection with people, institutions, beliefs or national symbols, or bring them into contempt
or disrepute.

Unacceptable Usage/ Obsolete Logos
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Tagline Usage
Tagline:
The current Grange tagline is “American Values. Hometown Roots.”
The tagline must always be used in the font “never let go”, and must appear directly
below the Grange logo, or by itself. It may appear as one line, or two. It can appear in any
of the brand colors.

American Values. Hometown Roots.

American Values.
Hometown Roots.

Extended Name:

American Values.Hometown Roots.

The extended name of the organization is National Grange of the Order of Patrons of Husbandry.
Usage:
The extended name of the organization must be printed on all books, brochures, pamphlets, newsletters, flyers, and Web sites. Small scale pieces, such as postcards, business
cards, etc., do not have to include the extended name, but the Grange Logo must appear
on those items.

Typeface Usage
The design of the Grange features three primary typefaces: Trajan Pro, Times New Roman, and Helvetica Neue. These typefaces represent the image and style of the Grange
and should be used consistently throughout all materials. Preferably headlines are set in
Trajan Pro or Times New Roman and body copy is set in Helvetica Neue Regular.
Banners/ Headers:
Typeface: Trajan Pro (or Times New Roman Bold)
Subheads:
Typeface: Trajan Pro (or Times New Roman)
Bar Text:
Typeface: Helvetica Neue Bold (or Helvetica Bold)
General Text:
Typeface: Helvetica Neue Regular (or Helvetica)
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The Internet and intranet are exceptions to the above typography guidelines because
these typefaces cannot be reproduced on all computer interfaces, the default font for
Web and e-mail usage is Arial.

Special Logos
There are numerous special logos offered by the National Grange to be included in
any printed material. Simply request them from the Washington, D.C. office by calling
1-888-4GRANGE, ext. 102 or e-mailing info@nationalgrange.org

Our Brand
As part of our branding effort, a color palette that is suggestive of our identity has
been developed. Working from the image of a faded American flag that has been weather-worn and loved, something that shows character and the ability to stand the test of
time, specific colors were chosen that are both representative of and complimentary to
this imagery. These should be the primary colors used in all documents produced as
part of Grange communication as they build cohesion and stregthen identity within and
outside our Order. As an example, see the use of these colors throughout the redesigned National Grange brochures shown in Appendix F.

Green

Light Blue

Red

Beige

Gold

Off-White

Dark Blue

Pantone 7490
37% Cyan
0% Magenta
56% Yellow
37% Black

Pantone 659
61% Cyan
34% Magenta
16% Yellow
0% Black

Pantone 703
21% Cyan
81% Magenta
69% Yellow
9% Black

Pantone 7503
24% Cyan
27% Magenta
38% Yellow
0% Black

Pantone 7403
9% Cyan
12% Magenta
43% Yellow
0% Black

Pantone 7534
4% Cyan
3% Magenta
7% Yellow
0% Black

Pantone 2756
100% Cyan
80% Magenta
12% Yellow
11% Black
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Appendix L:
Social Media Orientation Kit
This introductory kit was established as a roadmap for creating profiles on social
media and making your first post. Each platform changes on a regular basis, so specific
steps may not always be correct, but the general outline for creating a social media profile will stay the same.

Facebook
A social-networking website intended to connect friends, family, and business associates by facilitating communication through a dedicated forum.

Creating an Account
1.

Go to www.Facebook.com.

2. The sign-up process actually begins right there on the home page. Enter your
information. You will have to enter an e-mail to complete the process. You may want to
establish a separate e-mail from your personal, as your inbox can become cluttered with
Facebook notices, unless you choose to opt out of them.
3. After you have registered with Facebook, they will direct you to a page allowing
you to begin finding friends based upon e-mail servers. Facebook will pickup the e-mails
in your address book, and then go into their database to determine if they are already
registered Facebook users. If so, it will allow you to send them “Friend Requests,” which
means they would be able to see your posts, status updates, pictures, etc. unless you
specifically block content to that user.
4. The next step will ask for your high school, college, and employer, aka—primary
locations where you might have made friends. Once you click Save and Continue, Facebook will generate a list of folks who also attended those schools or work for that employer. Simply click on the Add as Friend link under each photo of those you know and
wish to friend.
5. The third and final step is uploading a picture of yourself for others to see. You
can upload an existing picture from your computer or take one then using the camera on
your computer. I recommend using an existing picture—simply because it’s easier and
probably of better quality.
6.

Congratulations! You’re now “on” Facebook!
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7. You’ll now have the option to complete Steps 1-3 if you didn’t previously. You’ll also
be able to edit your personal information by clicking the Edit Profile link. Once you click on
that, a list of categories will appear to the right: Basic Information, Education and Work,
Philosophy, etc. This is your opportunity to reveal personal things about yourself such as
your interests, hobbies, marital status, etc. Share what you’d like, but remember this is a
public forum, which can and will be viewed by others.
8. Last, you’ll need to go to your e-mail to complete the sign-up process. They just
want to confirm that you’re a real person and not a computer.

Creating a Group site for your Grange
1.

Go to www.Facebook.com.

2.

Underneath the green Sign Up link, there’s a tiny little link called Create a Page.

3. The next page asks you to categorize your page. If you’re making one for your State
Grange, then choose Company, Organization, or Institution.
4. Under the Choose a Category dropdown, choose Non-Profit Organization. For
Company Name, put in the name of your State or Local Grange. Check the box next to I
agree to Facebook Pages Terms.
5. You’ll be asked to enter whatever words or numbers they provide. Again, they just
want to make sure that you’re a person and not a computer.
6. Next, you’ll be asked whether or not you have a Facebook account. Since you’ve
just created one, you can check I already have a Facebook account. Simply enter your email and password used to log into your regular account.
7. Your page is officially created now, and all you’ve left to do is spice it up and add
your Grange’s information.
8. For the image, use your Grange’s logo if you have one. If not, use your President’s
picture, or a picture of your Grange hall, etc.
9. Click the Invite your Friends link, and click on all of the people who are members of
your Grange. In this instance, Tell your Fans is essentially the same as Invite your Friends
and you shouldn’t worry about this step.
10. Go ahead and click the Post Update link and say hello to all your new members.
11. If you’d like to put a Like box on your website, go ahead and click on the Add Like
Box link under Step 5. Follow the steps provided by Facebook. If you have trouble, I found
this website to be a bit more helpful: http://www.askdavetaylor.com/add_a_facebook_like_
fan_page_box_blog.html.
12. Last, if you have a mobile device capable of sending and receiving e-mail, proceed
with Step 6.
13. Go to Edit Info to add information about your Grange, such as its mission, purpose, etc.
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14. That’s about it. Now feel free to explore your new Facebook page.

Creating Friends Lists
NOTE* Not the same as a group. A list is a specific segregation of friends into a related cluster.
1. On your profile page (your name on the upper right side), click Friends under your
profile picture on the top left side of your page.
2. A list of your friends will now appear. Click on any one that you wish to add to a
list and view the list of options; including New List.
3.

Simply type in the name of the new list and click Enter.

4.

Proceed down the list of your friends, adding each to the list of your choice.

Add/Change Administrators
1.

Go to your group’s home page.

2. Under the name of your Group at the top of the page, there will be a blue link
called Members; click on it.
3. A list of the Group members will appear, with gray boxes that say Make Admin
next to each one.
4.

Simply click on one to make that member the new Group administrator.

5. Similarly, to remove an administrator, find their name in the same Members window, and click Remove Admin.

Creating an Event
1.

Go to your group’s homepage.

2. In the top right hand corner, next to Notifications, there will be a gear-shaped button that when clicked will drop a list of options; including Create Event.
3. You will then be taken to a new page containing areas for you to enter the Event
details.
4.

Simply fill out the form, including your guest list, and click Create Event.

5.

All of your guests will now receive an invitation to your event.

Facebook Tools and Tips:
• Nobody can see that you’ve been looking at their page—so feel free to browse
around!
• Notices are not sent out when you “unfriend” someone by deleting them from
your friends list; just in case you “friended” someone whose updates offend or annoy
you. If you find they post too frequently, or you otherwise do not wish to receive their
updates, by clicking “Remove from feed” in a small box that appears next to one of
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their updates, you can remove them from your ‘feed’ or Facebook updates while still
maintaining a Facebook friendship.
• When uploading photos, holding down Shift & Command allows you to select multiple photos—saving lots of time. Or, you can download Facebook’s Simple Uploader
which allows for even easier uploading.
• News Feed, located to the right on your Home page, contains recent news updates
and stories from the pages and people you follow.
• http://www.facebook.com/help/ can provide help should you need it.
• Groups allow you to organize your friends into those with similar interests, hobbies,
political affiliations, etc.

Twitter
A social networking and microblogging service that allows you to answer the question,
“What are you doing?” by sending short text messages 140 characters in length, called
“tweets,” to your friends, or “followers” (Self-defined by Twitter).

Creating an Account
1.

Go to www.Twitter.com.

2. You will see a yellow Sign Up button in the right corner, along with spaces to enter
your name, e-mail, and password. Go ahead and enter this information.
3.

You will be taken to a page with the heading Join Twitter Today at the very top.

4. The information you entered on the previous page will appear in the new boxes, and
all you have to do now is choose your username. Go ahead and do that, and then click
Create My Account.
5. You will then be taken to your new Twitter account. A greeting saying; Welcome,
(your name) will now appear. Click Next.
6. A list of popular Tweeters will appear, but to search for a specific person, organization, etc., simply enter their name in the search engine box.
7.

As you begin following people, they will appear on the right in the list of Tweets.

8.

Congratulations! You are officially “on” Twitter.

9. You will now be given the opportunity to click on topics and fields that interest you. I
encourage you to click on those topics you will want to hear/read about on a regular basis.
Upon clicking on a topic, various individuals, organizations, publications, etc. will appear.
To the right of these Tweeters is a Follow button for you to click on, should you desire to
hear their comments and updates.
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Twitter Tools and Tips

• TwitterSearch: find people, organizations, groups, etc. or plug in keywords of interest.
      NOTE: when using the search feature, Twitter will automatically search for Tweets using
the keywords entered. To look for people, simply click the People link in the new window.
• Hashtags: add hashtags (#) to your Tweet to have it circulated whenever somebody runs a search for that word or topic. For example, you could Tweet “Looking
forward to helping with the urban community farming initiative this weekend #Grange
#communityservice” and those searching for the Grange or community service would
see your tweet.
• TwitterFox: view Tweets within your web browser (in a popup menu). Very handy
and eliminates the need to constantly go to Twitter.com.
• Tweetosphere: join a conversation or track topics & trends through e-mail digests
of keyword activity.
• Twitter for Facebook: forwards Twitter updates directly to Facebook as status updates.

Blogger
A site created and maintained by Google that allows individuals, companies, organizations, etc. to publish their own content.

Creating an Account
1.

Go to www.blogger.com.

2.

Click on the big, orange link entitled Get Started.

3. You’ll be directed to a page entitled Create a Google Account. You must already
have a Google e-mail account to be able to complete this step. If you don’t already have
one, go to www.mail.google.com and follow the steps. As a matter of fact, you can connect this e-mail to all of your social media accounts, keeping them separate from your
personal e-mail and avoiding inbox clutter. Fill out the information on this page. Your
“Display Name” is what will appear at the end of all your blogs; in other words, your signature.
4. After you complete the first page, you’ll be asked to title your blog and choose
the “Blog Address.” They can be one in the same, assuming neither is taken. Also, giving
them the same name makes it easier for others to find it.
Some tips on naming your blog: Don’t use the word “blog” in the title. It’s vague and
unimaginative. Use a title that’s both descriptive of your blog, but creative enough to
grab a reader’s interest.
5. After completing Step 4, you should be directed to a page entitled Choose a starter template. This is the background and layout that will appear in your blog, upon which
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the words will be written. Get creative and choose whatever you like, but remember that
presentation is key and busy, crazy, wild-colored backgrounds can be irritating. Whatever
you choose is not set in stone; simply by going to Dashboard, Design, and then clicking
on Template Designer, you can customize your blog to anything you’d like. You can also
upload personal backgrounds from your computer using photos, logos, etc.

Adding an Administrator
1.

Go to your Dashboard and click Settings.

2.

Click the Permissions tab at the top.

3.

Click Add Authors in the new window.

4. In the dialog box, type in the e-mail of the person you want to grant access to.
Note: this person must also have a Google account.
5. Click Invite. An invitation to be an author on your blog has now been sent to that
person. They must now accept it before you can move on.
6. Once this person has accepted your invite, go back to Dashboard, and click Settings once more, and again on Permissions.
7. You will now see that person’s username in the box. Click on the grant admin privileges link right beside it.
8. A warning box might appear now, warning you that this person can now make
changes to your blog. That’s alright; go ahead and confirm your decision.
9.

You’re done!

Blogger tools found under Dashboard in the main menu.
• Comments: view, delete or remove a comment from yourself or a commenter. Delete completely removes a comment, whereas Remove Content leaves a blank space
or says “Content Removed.”
• Settings: where you manipulate things such as the title, time zone, comment restrictions, etc. Feel free to explore and click on all the tabs to tailor everything to your liking.
I only suggest that under the Basic tab, under Let search engines find your blog, you
choose yes.
• Design: layout, fonts, templates, etc., for your blog will be found under this tab.
• Monetize: this is for advertising purposes only. Should you agree, Google will place
ads and images in your blog, and possibly pay to do so. As all Granges are under the
trademark of the National Grange, there could be legal issues involved and I would
advise against it.
• Stats: gives a summary of who is reading your blog, from what country, what posts
are most popular, how long people spend reading them, and what sites direct traffic to
your blog.
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YouTube
A website dedicated to the uploading, sharing, and viewing of videos.

Creating an Account:
1.

Go to www.youtube.com.

2.

Click on the Create Account link at the top right corner.

3.

Create a new account by filling out the information in the form.

4. Next, you’ll be taken to the second step where you’ll create your YouTube profile.
This really just consists of adding a picture to represent your profile should you choose.
You are not required to have a picture.
5.

That’s it. You now have a YouTube account.

YouTube Tools:
• My Channel: this is essentially your profile page. It’s what others will see when
they click on your username. You can customize it to anything you’d like, and I recommend adding as much information as you can. Some helpful websites to assist
you in customizing your channel are:
http://vidiseo.com/youtube-channel-optimization/
and
http://www.youtube.com/watch?v=NykI2cJ9o80
• Subscriptions: you can “subscribe” to a particular user’s videos/account simply
by clicking on their username located as a blue link under the video, and then clicking
the yellow Subscribe link on the new page.
• Inbox: any personal messages sent to you by others on YouTube will be stored
here. If you’d like to send a message, click on the username under the video and
once the new page appears click Send Message. That message will appear in their
inbox.
• Video Manager: this is where all of your personal, uploaded videos are stored.
From here you can edit their settings, delete them, etc.
• Settings: where you can adjust things such as the privacy settings, add your personal information, change your password, etc.
• Favorites: when you find a video you like, go to the +Add to dropdown and click
Favorites. It will be saved here.
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Appendix M:
Introduction to Elevator Speeches
What is an elevator speech?
Imagine that you have walked into the first floor of a multi-level office building or hotel
and you press the elevator button to go up to your floor. The elevator arrives, the doors
open, you and a couple other people walk onto the elevator. As you begin to ascend,
someone on the elevator greets you and asks you about the Grange. What do you say?
This is where an elevator speech becomes an important piece of your Grange promotion or recruitment strategy. It is important that you are able to communicate clearly,
concisely and confidently who you are, what you do and who you do it for. Don’t be
fooled by the thought of the location of the speech. Even though this brief statement is
developed with the notion of being in an elevator, there are many locations where you get
a short window to give your Grange elevator speech.

Tip to Prepare Your Grange Elevator Speech
Develop a relevant and targeted message that describes your Grange. The secret is in
practicing your message; say it out loud, regularly. Practice in front of the mirror and with
family and friends.
Your message should include the value your Grange brings to prospective members.
Individuals are looking for the “what’s in it for me” statement in your message. They are
seeking the thing that resonates with them.
Let your passion show. Even with all the practice and preparation, you should not deliver your elevator speech like a rehearsed or memorized script. Let your passion come
through and be yourself. People don’t care how much you know until they know how
much you care. Even though you are telling them about your Grange and inviting them to
join, they want to know that you care.
You can develop your elevator pitch by answering these questions:
•
•
•
•
•

What does your Grange do for the community?
Who benefits from the Grange?
What is your prospective member’s “hot button”?
How can your Grange address their issue?
What do you want the Grange to be known for?
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Glossary
Backgrounder – One-page description of the organization, its mission, history, goals
and principles
B-roll – Supplementary video clip that often is used between interviews or the main substance of a video’s message
Bleed – Artwork or text that runs off the edge of a page
Boilerplate – Background information about an organization usually found at the end of
a news release; typically one paragraph including a short mission or history of the organization. The National Grange boilerplate reads: Established in 1867, The National Grange,
a nonpartisan, nonproﬁt fraternal organization, is the oldest agricultural and rural community service organization. With more than 2,100 local chapters, the Grange has evolved
into the nation’s leading rural advocacy organization and a major benefactor to local
communities. There are more than 160,000 members across the United States. For more
information on the National Grange, visit our website at www.nationalgrange.org.
Caption – A sentence that describes a photo, including the date, location and person or
people included in a photo or illustration
Date of release – The date press releases are intended to be released to the public. This
is often post-dated, or Embargoed until a certain date, allowing journalists to see the
release before the event or expected publication date in order to have time to contact the
source and write a story based on the information provided
Dateline – The location of the event; this comes before the lead and appears in all capital letters. This should include just the city/town of the event unless your release is sent
to markets that cross state lines or the city or town has a more well known counterpart in
another state, such as Dallas, Pa., and Dallas, Texas. State abbreviations follow the old
postal abbreviation system, such as Mich. instead of MI and Conn. instead of CT.
Embargo – Noted at the top of a press release along with the date and time when the
news contained may be released to the public
Fact Sheet – A short summary of the information relevant to the organization or an event
that includes numbers or bullets and should be no more than three pages
Feature Story – A story that is often considered timeless, meaning it can appear in print
or broadcast at any time and will not look outdated, that has human interest about a per
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Backgrounder – One-page description of the organization, its mission, history, goals and
principles
B-roll – Supplementary video clip that often is used between interviews or the main substance of a video’s message
Bleed – Artwork or text that runs off the edge of a page
Boilerplate – Background information about an organization usually found at the end of a
news release; typically one paragraph including a short mission or history of the organization. The National Grange boilerplate reads: Established in 1867, The National Grange, a
nonpartisan, nonproﬁt fraternal organization, is the oldest agricultural and rural community
service organization. With more than 2,100 local chapters, the Grange has evolved into the
nation’s leading rural advocacy organization and a major benefactor to local communities.
There are more than 160,000 members across the United States. For more information on
the National Grange, visit our website at www.nationalgrange.org.
Caption – A sentence that describes a photo, including the date, location and person or
people included in a photo or illustration
Date of release – The date press releases are intended to be released to the public. This
is often post-dated, or Embargoed until a certain date, allowing journalists to see the
release before the event or expected publication date in order to have time to contact the
source and write a story based on the information provided
Dateline – The location of the event; this comes before the lead and appears in all capital letters. This should include just the city/town of the event unless your release is sent
to markets that cross state lines or the city or town has a more well known counterpart in
another state, such as Dallas, Pa., and Dallas, Texas. State abbreviations follow the old
postal abbreviation system, such as Mich. instead of MI and Conn. instead of CT.
Embargo – Noted at the top of a press release along with the date and time when the
news contained may be released to the public
Fact Sheet – A short summary of the information relevant to the organization or an event
that includes numbers or bullets and should be no more than three pages
Feature Story – A story that is often considered timeless, meaning it can appear in print or
broadcast at any time and will not look outdated, that has human interest about a person,
event or organization
Four-color process (CMYK) – The printing process in which the four process colors (blue
= C for cyan; red = M for magenta; yellow = Y; and black = K) are printed on paper as a
series of dots to create the appearance of use of millions of colors
Headline – A title for a story that summarizes or highlights the main ideas of the story.
Inverted pyramid style – The arrangement of facts from highest to lowest importance in a
news story or press release
Lead – The first sentence or two of a news article or press release, often summarizing the
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five “Ws,” who, what, when, where and why
Letterhead – The top of stationary designed to tell the reader immediately whom the
letter is from and that it is an official communication; should include the Grange logo and
name of the Grange as well as the return address
Logo – A symbol designed to identify an organization, group or event
Masthead – A box or designed area of a publication that includes all the information
such as publisher, editor, address, circulation information, general policy and editorial
statement
Media Kit – A sampling of information about an organization and/or event given to the
media in order to allow them quick and accurate information to which they can refer
while crafting their coverage. This kit should come in a Shell and include a Press release
about the event or accomplishment of the Grange, a Fact sheet, a Backgrounder and
any other relevant documents. We also encourage the inclusion of a membership brochure most relevant to the event/story and Declaration of Purposes brochure
Nameplate – The name of a newsletter, often including the date, volume and issue of the
publication
News paragraphs – One to two-sentence paragraphs standard for news articles or
press releases. Created to convey a single idea in each paragraph and to appear in easyto-read, eye-friendly chunks of text on a page
Page slugs – Symbols included at the bottom or top of each page on a press release
that indicate if the story continues; these symbols include: - MORE - at the bottom of
any page that has more text to follow on the next page; - CONT’D, PAGE # - at the top of
any additional pages; - END - that appears at the end of a release, but comes before the
boilerplate statement
Panels – Faces of the brochure designed to present information. Standard brochures
include six panels
Pitch – The suggestion to a journalist for a story idea or coverage of an event
Position paper – A short document detailing an issue and giving an explanation of the
organization’s position on it and why
Pull Quotes – Quotes or short statements from an article used to highlight an important point that is larger than the body type of the story and most often set apart in other
ways, such as a change in font or presented in a text box
Rip Card – A designed piece that allows a potential member to take with them information about the Grange, typically business card or post card size, and allows a Grange
member to keep the rest that includes information about the potential member so followup can be scheduled
Rules – Lines that separate material in a publication
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Shell – A folder that includes information, such as the media kit, and is designed with the
organization’s name, logo and date and theme if event specific
Sidebar – Short stories or additional information related to the main article, often boxed,
which offer a different perspective or more in-depth explanation for something related
Sound bite - A quote or statement that is about 8 to 15 seconds in length, most often
used for broadcast news. This should be prepared if possible but delivered naturally
Tagline – The slogan for an organization or group that, in less than ten words, allows the
audience to understand more about the identity, values or mission of the group
White space – Empty space designed to enhance visual appeal of print publications
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Communications Workbook
for Granges
Make sure to include your initials and the date when making any updates by hand. If
you type updates and put them in a binder or folder, make sure to add your initials and
date to the footer of the page. This will let you and others quickly know if it is the most
recent version of information and who made corrections, additions and other changes.

Your Grange History
Each Grange should have a short history, often something they wish to include as part
of their website, that tells when the Grange was founded, some of its major projects,
initiatives and success stories, information about famous members, the hall and more.
Please take time to include this information in your workbook so any member can give an
accurate history of your Grange upon request.
Founded: _____________________
Charter Members: _______________________________________________________________
_______________________________________________________________________________
_______________________________________________________________________________
_______________________________________________________________________________
_______________________________________________________________________________
_______________________________________________________________________________
Members of Significance (local historical figures): ___________________________________
_______________________________________________________________________________
_______________________________________________________________________________
_______________________________________________________________________________
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Major past initiatives/programs/projects of our Grange: _______________________________
_________________________________________________________________________________
_________________________________________________________________________________
_________________________________________________________________________________
_________________________________________________________________________________
_________________________________________________________________________________
_________________________________________________________________________________

Other history of our Grange: _______________________________________________________
_________________________________________________________________________________
_________________________________________________________________________________
_________________________________________________________________________________
_________________________________________________________________________________
_________________________________________________________________________________
_________________________________________________________________________________
_________________________________________________________________________________
_________________________________________________________________________________
_________________________________________________________________________________
_________________________________________________________________________________
_________________________________________________________________________________
_________________________________________________________________________________
_________________________________________________________________________________
_________________________________________________________________________________
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Your Grange Directory
You should always keep the most up-to-date information on the officers and members
of your Grange. While basic information is something your Secretary and Treasurer both
have at their disposal, as the person charged with public relations in your Grange, you
should strive to learn other details that may be useful. Some of these notes may include
a work history, hobbies, committees or organizations the person serves on or is a part of
outside the Grange, and more. This will be an excellent quick reference for you when trying to find sources for journalists or come up with new, exciting ideas for press releases
or material for your Grange publications. This is also a good place to keep membership
information, dates and important life event information on your members in order to send
cards and other gifts at specific times.

Here is an example form that you can replicate to collect and store this information.
Name: ______________________________________________
Current position: _____________________________________
Address: _______________________________________________________________________
Home Phone: _________________________________ Mobile: _________________________
E-mail: ________________________________________________________________________
When did he/she join the Grange? _____________________
Why?: _________________________________________________________________________
_______________________________________________________________________________
_______________________________________________________________________________
_______________________________________________________________________________
_______________________________________________________________________________
_______________________________________________________________________________
Hobbies/Areas of Expertise: ______________________________________________________
_______________________________________________________________________________
Other affiliations: _______________________________________________________________
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Name: ______________________________________________
Current position: _____________________________________
Address: _______________________________________________________________________
Home Phone: _________________________________ Mobile: _________________________
E-mail: ________________________________________________________________________
When did he/she join the Grange? _____________________
Why?: ___________________________________________________________________________
_________________________________________________________________________________
_________________________________________________________________________________
_________________________________________________________________________________
_________________________________________________________________________________
Hobbies/Areas of Expertise: _______________________________________________________
_________________________________________________________________________________
_________________________________________________________________________________
Other affiliations: _________________________________________________________________
_________________________________________________________________________________
Notes: __________________________________________________________________________
_________________________________________________________________________________
_________________________________________________________________________________
_________________________________________________________________________________
_________________________________________________________________________________
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Name: ______________________________________________
Current position: _____________________________________
Address: _______________________________________________________________________
Home Phone: _________________________________ Mobile: _________________________
E-mail: ________________________________________________________________________
When did he/she join the Grange? _____________________
Why?: _________________________________________________________________________
_______________________________________________________________________________
_______________________________________________________________________________
_______________________________________________________________________________
_______________________________________________________________________________
Hobbies/Areas of Expertise: ______________________________________________________
_______________________________________________________________________________
______________________________________________________________________________
Other affiliations: _______________________________________________________________
_______________________________________________________________________________
Notes: _________________________________________________________________________
_______________________________________________________________________________
_______________________________________________________________________________
_______________________________________________________________________________
_______________________________________________________________________________
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Name: ______________________________________________
Current position: _____________________________________
Address: _______________________________________________________________________
Home Phone: _________________________________ Mobile: _________________________
E-mail: ________________________________________________________________________
When did he/she join the Grange? _____________________
Why?: ___________________________________________________________________________
_________________________________________________________________________________
_________________________________________________________________________________
_________________________________________________________________________________
_________________________________________________________________________________
Hobbies/Areas of Expertise: _______________________________________________________
_________________________________________________________________________________
_________________________________________________________________________________
Other affiliations: _________________________________________________________________
_________________________________________________________________________________
Notes: __________________________________________________________________________
_________________________________________________________________________________
_________________________________________________________________________________
_________________________________________________________________________________
_________________________________________________________________________________

Workbook for Grange Communications							

161

Specific projects/programs of the Grange
In this area, you should write notes about specific programs and projects in your
Grange, including who initiated the project, with what groups you partnered, how many
people assisted, and all the other relevant facts. This allows you to not only keep an accurate historical record, but also have a reference guide on hand when speaking to the
public, journalists or sending related material for judging for national awards.
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
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_________________________________________________________________________________
_________________________________________________________________________________
_________________________________________________________________________________
_________________________________________________________________________________
_________________________________________________________________________________
_________________________________________________________________________________
_________________________________________________________________________________
_________________________________________________________________________________
_________________________________________________________________________________
_________________________________________________________________________________
_________________________________________________________________________________
_________________________________________________________________________________
_________________________________________________________________________________
_________________________________________________________________________________
_________________________________________________________________________________
_________________________________________________________________________________
_________________________________________________________________________________
_________________________________________________________________________________
_________________________________________________________________________________
_________________________________________________________________________________
_________________________________________________________________________________
_________________________________________________________________________________
_________________________________________________________________________________
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Your Media Contacts
This should be your go-to file whenever you are thinking of pitching a story to the
media. It is important not only to have contact information for journalists in your area, but
also some basic details about their beat – or the type of stories they write – and them.
The little things sometimes make all the difference. If the journalist likes talking to you and
can have a personal conversation before or after their professional one, they are more
likely to cover your event or issue. Add to this file information that you are willing to pass
on to your predecessors so they can pick up where you leave off in a good relationship
with the media.
Name: ______________________________________________ Title: _____________________
Media Outlet: __________________________________ Deadline: _______________________
Office Phone: _________________________________ Mobile: _________________________
E-mail: ________________________________________________________________________
Beat/Area of Specialty __________________________________________________________
What stories/events have they covered for you in the past? __________________________
_______________________________________________________________________________
_______________________________________________________________________________
_______________________________________________________________________________
Personal details to establish rapport: ______________________________________________
_______________________________________________________________________________
_______________________________________________________________________________
Other Notes: __________________________________________________________________
_____________________________________________________________________________
_______________________________________________________________________________
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Name: ______________________________________________ Title: _______________________
Media Outlet: __________________________________ Deadline: ________________________
Office Phone: _________________________________ Mobile: ___________________________
E-mail: __________________________________________________________________________
Beat/Area of Specialty ____________________________________________________________
What stories/events have they covered for you in the past? ____________________________
_________________________________________________________________________________
_________________________________________________________________________________
_________________________________________________________________________________
Personal details to establish rapport: _______________________________________________
_________________________________________________________________________________
_________________________________________________________________________________
_________________________________________________________________________________
_________________________________________________________________________________
_________________________________________________________________________________
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