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Cracking the 
Code of 
CAP.NEWS

How you can 
get your 

content on Civil 
Air Patrol’s 

primary news 
and information 

platform





Cracking the Code
of CAP.NEWS: Feature Stories (top)

Content written by PAOs from a general-
interest perspective that could appeal to the 
general public as well as CAP members.

Strong examples of this style of writing and 
story selection have traditionally been found 
in the print edition of Volunteer Magazine. 

Typically, these stories are 400 words and 
above.

They include photos and video. 



Cracking the Code
of CAP.NEWS: Wing News

Shorter, newsy reports that are drawn from 
good works and significant happenings by 
Wings, Groups and Squadrons.

Typically, these stories range from 100 to 400 
words and should be quick-read, timely news 
briefs. 

Examples could include:
Coverage of Wing or Region conferences, events or 

training exercises; 

Good works in service to community;

Or other recognition. 



Cracking the Code
of CAP.NEWS: Press Releases

CAP.news will include selected press releases 
that have been vetted and approved by the 
appropriate PAO for distribution.

Typically, press releases included in this 
section are either written or approved by 
Wing and Region PAOs.

Releases from emergency service missions 
may be included in this section (and may also 
be in addition to stories posted under Feature 
Stories or Wing News).



Why tell our 
stories?
 Your story is too 

important not to 
tell it yourself.

 It’s our mission: 
PAOs exist not just 
for when airplanes 
go missing.

 Good PR builds 
awareness, which 
aids fundraising 
and membership.



Press Releases:
Know Your News

BIG NEWS can be obvious (think baseball – home 
runs, triples).
Search and Rescue
Disaster Relief 
Humanitarian Efforts 

 They need singles and doubles, too
Good news in our community – media wants and 

needs feel-good stuff, too.
Volunteer service
Significant service anniversaries

Milestone awards

Youth as role models
Cadet achievement

Aerospace Education

People in the News
Change of command

Avoid inside-baseball content.

Not every story is 
equal – and that’s a 

good thing.

Know the difference 
between big and 
small, news and 
features, human 

interest and agate.



Press Releases:
Know the media before you need them
 Make a connection – with no overt agenda
Visit the newsroom

Invite a reporter to be a guest speaker at a meeting

Follow them on social media

 Pitchers should know their catchers
Do they run content like you have to offer?

If they don’t run it, ask them how they want you to send it

 Read/watch/listen to the reporters you want to pitch
Demonstrate that you like them and respect their work

Send them a note (or post or retweet) when they do a great story – even if it’s not about 
you.

 Remember: Make relationships when times are good



Write releases 
that they need

Don’t sell journalists 
your stories; help 
them solve their 
problems.

DO: Know the 
pressures they are 
facing. You can help!

Lack of 
something to write 
or report about
Few reporting 
resources
Time crunch and 
need for ready-
made content



Press Releases (really, everything):
Keep it Simple
 Follow the inverted pyramid style with the most important facts first. 

 Keep sentences short. 

 Use short, well-known words. Avoid jargon. 

 Use active words to add zest to your writing. Avoid, for example, "it was said," or "it is
thought." 

 Use specific, concrete - not abstract - words and terms. 

 Do not editorialize, which means injecting your own preferences or even preferences of the 
subject you are writing about without attributing. 

 Avoid adjectives that reflect opinion. Stick to the facts. 

 Include your contact info.



“A communicator’s 
credibility is the 
bedrock of their 

relationship with news 
organizations. The 

journalists you work 
with need to know and 
trust that you have the 
expertise, experience 

and perspective to add 
to their story. What you 
say and how you say it 
can make or break that 

credibility.” 

Eleanor Cates,
PR Newswire

Press Releases:
Clean Copy Works Best
 Clean it up
Know and follow The Associated Press Stylebook.

Spell check!

Send by email (but do your homework)

Be transparent in your writing

State your objective and sources early on, and provide links that 
direct readers to useful information. This helps with both verification 
and reader engagement.

 Be consistent
Establish a consistent presence in the eyes of the press by using a 

regular cadence of press releases, social media and other media 
outreach tactics.

 Keep learning
Guidelines change. It’s important to not only stay current with PR and 

marketing best practices, but also journalism best practices. For 
instance, follow #APStyleChat on Twitter or Storify to keep your 
content up-to-date with the style rules many journalists follow.

https://storify.com/APStylebook


The Inverted 
Pyramid: The 
standard in 
newswriting

Journalists don’t want their 
stories told from the beginning of 
a news event. 

◦ They focus on the end result, 
and then may go back to the 
beginning. 

◦ They like giving away the 
ending. 

◦ They are more interested in 
the outcome.

News writing is about the only 
form of writing in which you start 
with the climax. 

This story form is widely known as 
the inverted pyramid. 

1. Offers quick reading

2. Features less repetition

3. Offers easier editing (easier to 
cut and paste)

4. Offers faster headline 
preparation

5. Easier to add to a story (as well 
as cut it)

6. Allows for faster writing of a 
story

7. Offers a quick organizing tool



The Inverted Pyramid:
Take a News Writing Quiz

Assemble these paragraphs into an inverted pyramid story. The 
dateline is Austin. Simply arrange by the appropriate letter: 

A.  David Bailey, homeland security division chief for the Austin 
Fire Department, said nine workers from the mailroom where 
the letter was processed were quarantined until tests could 
determine whether the powder was toxic.

B. The mailroom is in the State Insurance Building.

C. Gov. Rick Perry's office said the letter came from a prison 
inmate but provided no other details. The substance was sent 
to the Texas Department of State Health Services for testing.

D. Bailey said none of the workers became ill.

E. Authorities evacuated a state office building on Wednesday 
after a suspicious powder was found in a letter sent to the 
governor's office.



The Inverted Pyramid:
How it ran (e, a, c, d, b)

AUSTIN — Authorities evacuated a state office building on 
Wednesday after a suspicious powder was found in a 
letter sent to the governor's office.

David Bailey, homeland security division chief for the 
Austin Fire Department, said nine workers from the 
mailroom where the letter was processed were 
quarantined until tests could determine whether the 
powder was toxic.

Gov. Rick Perry's office said the letter came from a prison 
inmate but provided no other details. The substance was 
sent to the Texas Department of State Health Services for 
testing.

Bailey said none of the workers became ill.

The mailroom is in the State Insurance Building.



Press Releases:
Know the right times to pitch
 DO: Know your platform’s news cycle
Knowing the right time means thinking about when would be the most convenient time to contact a journalist 

or put something in their inbox.
Think about when you would hate talking to someone or reading an email (such as a Monday morning or right 

before you leave for the weekend).

 Match your stories to the media
Visual stories to TV
Feature stories to outlets with longer lead times
Bylined articles to outlets that invite contributed content
Don’t forget local radio
Remember: Almost all legacy media have websites

 Always follow up
Just sending an email isn’t enough for a big story
When the news is big enough, call the reporter/editor to ask if they got the release, determine interest



Press Releases:
Holiday bonus
Ways to increase your 
odds of media coverage

Provide local 
angles/perspective on 
national stories
Be an example of a 
national trend 
(volunteerism, youth 
activities, leadership, 
community 
involvement)
Tie into safety 
reminders, back-to-
school news, day-
week-month 
observances
The holiday drought 
and how to use it!



Legacy Media vs. Social Media
It’s not a binary question



Bonus Tips:
How to tune TV
 Reporters generally 

don’t want drawn-
out explanations.

 DO: In most cases, 
they’re looking for 
something punchy 
that will fill 20 
seconds of airtime.

 Know advance what 
you want to say.

 Don’t exaggerate or 
use superlatives that 
make things sound 
bigger and better.



Bonus tips:
Nailing the 
media interview

 Come to an interview prepared with the message 
(two or three) you want to deliver.

 Find opportunities to get your messages across 
without ignoring the reporter’s questions.

 Give direct answers with asked direct questions, 
even if your answers may be:
”I don’t know.”
“I’ll find an answer to that and get back with you.”
“I’m sorry, but I can’t answer that question.”

 Your goal is to come across as honest and 
forthright.

Don’t feel obligated to maintain social rules or 
prompts that guide many conversations.

Only answer questions that you are asked.

DO NOT ad lib.

“Everything you bring 
to the interview will be 
better than anything 

you make up after you 
hear the question.”

Army Corps of Engineers 
Media Training



Bonus Tips:
Don’t let them 
see you sweat

 Relate your answers to your audience

 Speak plainly and conversationally 

 Buy time; engage your brain before speaking

 Listen for negatives – don’t repeat them

 Never assume understanding – educate

 Never criticize other organizations

 Solid eye contact conveys confidence

 Illustrate points with small hand gestures

 Stand straight, sit forward

 If you fumble, start the sentence over

 Look sharp (Air Force uniform is a plus)!



Final Advice:
Pay it forward
 DO: Share and retweet 

media stories about 
your organization

Make sure you tag 
the organization 
and/or reporter.

Add words of praise 
to your comment or 
tweet if you feel it is 
worthy of praise.

 Write letters to the 
editor about stories that 
you feel were great.

 Send a congratulatory 
note to a reporter about 
the story she/he wrote.



Thanks to these great sources

”The Inverted Pyramid Presentation,” Paul McGrath, Houston Chronicle and University of Houston-Clear Lake
 https://www.google.com/url?sa=t&rct=j&q=&esrc=s&source=web&cd=2&cad=rja&uact=8&ved=0ahUKEwj_35uszfHVAhVBJiYKHV5vBwEQFggsMAE&url=http%3A%2F%2Fwww.my

coursesite.com%2Fmcgrath%2Fw4tm%2FWeek06%2FTHE%2520INVERTED%2520PYRAMID%2520presentation.ppt&usg=AFQjCNGj4AV9FnUdDLMcTBZZ5lmRpnA4SA

”Not Your Mother’s Press Release,” Maj. (now Lt. Col.) Jonathan Lartigue, Civil Air Patrol, 2015
 https://www.capmembers.com/media/cms/Press_Releases_E02DDC8957A4E.pptx

“How Do I Write a Press Release?” Capt. (now Lt. Col.) Steven Solomon, Civil Air Patrol, 2008
 https://www.google.com/url?sa=t&rct=j&q=&esrc=s&source=web&cd=3&cad=rja&uact=8&ved=0ahUKEwj0y_Oet_HVAhVLOSYKHej5D6gQFgg0MAI&url=https%3A%2F%2Fwww.ca

pmembers.com%2Fmedia%2Fcms%2Fu_solomon_how_do_i_write_a_news_rel_F9CD48FCF25CF.ppt&usg=AFQjCNFq-mlJoxnsjKv5o41g4yq5sk0lag

Ron Sachs Communications (now Sachs Media Group), Florida League of Cities training, 2011
 https://sachsmedia.com/

“Meeting the Media” guide, U.S. Air Force, Air University
 http://www.au.af.mil/au/awc/awcgate/pace/meetingmedia.pdf

“What We Think,” blog, Jeff Bradford, The Bradford Group, 2015
 http://www.bradfordgroup.com/blog/25-media-relations-tips/

 Jay Field, Media Training Presentation, U.S. Army Corps of Engineers, Los Angeles, 2010
 http://planning.usace.army.mil/toolbox/library/PCC7/Media%20Training%20w%20Clips-UpdateNov2010%20Field.ppt

“New Media and the Air Force” guide, Air Force Public Affairs Agency
 http://www.af.mil/Portals/1/documents/socialmedia/social-media-and-the-air-force.pdf

”Media Relations Must-Dos,” Beyond PR blog, Eleanor Cates, PR Newswire, 2016
 http://www.prnewswire.com/blog/media-must-dos-10-media-relations-tips-19174.html

 “Proactive Media Relations,” Julie Debardelaben, Civil Air Patrol, 2013
 http://capmembers.com/media/cms/Proactive_Media_Relations__Ms_DeBar_C44585656D7AF.ppt

https://www.google.com/url?sa=t&rct=j&q=&esrc=s&source=web&cd=2&cad=rja&uact=8&ved=0ahUKEwj_35uszfHVAhVBJiYKHV5vBwEQFggsMAE&url=http://www.mycoursesite.com/mcgrath/w4tm/Week06/THE%20INVERTED%20PYRAMID%20presentation.ppt&usg=AFQ
https://www.capmembers.com/media/cms/Press_Releases_E02DDC8957A4E.pptx
https://www.google.com/url?sa=t&rct=j&q=&esrc=s&source=web&cd=3&cad=rja&uact=8&ved=0ahUKEwj0y_Oet_HVAhVLOSYKHej5D6gQFgg0MAI&url=https://www.capmembers.com/media/cms/u_solomon_how_do_i_write_a_news_rel_F9CD48FCF25CF.ppt&usg=AFQjCNFq-mlJ
https://sachsmedia.com/
http://www.au.af.mil/au/awc/awcgate/pace/meetingmedia.pdf
http://www.bradfordgroup.com/blog/25-media-relations-tips/
http://planning.usace.army.mil/toolbox/library/PCC7/Media Training w Clips-UpdateNov2010 Field.ppt
http://planning.usace.army.mil/toolbox/library/PCC7/Media Training w Clips-UpdateNov2010 Field.ppt
http://www.af.mil/Portals/1/documents/socialmedia/social-media-and-the-air-force.pdf
http://www.prnewswire.com/blog/media-must-dos-10-media-relations-tips-19174.html
http://capmembers.com/media/cms/Proactive_Media_Relations__Ms_DeBar_C44585656D7AF.ppt


Questions?


