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One of the most effective tools for
getting positive news coverage is the
still photograph. 

Whether aimed at community
newspapers, or the larger dailies, PR
photos that get picked-up by publica-
tions can powerfully convey your
organization’s message. But there is a
real art and science to the news photo.

Ron Welch is General Manager of
CPimages, (www.cpimages.ca) a divi-
sion of Canadian Press, one of
Canada’s prime news gathering and
dissemination services.  Mr. Welch
says “editors know the value of good
pictures – they draw readers’ atten-
tion, they sell papers and they can
make or break your chances of getting
your point across.”  

Welch, who has been in the photo
business for 23 years, offers ten tips to
help communicators get the best out of
their news photo. 

1. Hire a photographer with editorial
experience – they understand what
photo editors are looking for and
will deliver them in the correct dig-
ital format, colour corrected and
ready to go.

2. Good photos are new and in some
way unusual.

3. A good photo shows action the
instant it happens.

4. Strong photos portray people and
appeal to the emotions.

5. They always relate to some impor-
tant person, event or place.

6. Photos should wrap-up a story and
provide an overall view of it.

7. Remember context – excellent
news photos tie in with a current
story, the season, the weather or a
fad.

8. Large empty spaces should always
be avoided in news photos – the
entire frame should contain useful
information.

9. Stand-up group shots, unless filled
with VIPs, don’t work.

10.The digital format of choice is an
8x10, 300 dpi JPEG.

PR photos can be distributed in a
number of ways – through paid wire
services such as CNW or CCN
Mathews and directly to photo editors
via E-mail. The latter distribution tac-
tic should not be overlooked, because
some community newspapers and
smaller dailies do not subscribe to paid
wire services, and they tend to be
heavy users of photos generated by
PR, especially of local events or peo-
ple.

The caption that accompanies the
photo should be under 50 words, and
explain the photo and its context. It
should not be overly commercialized,
but help the photo tell the story.

Mark LaVigne, APR, is
President of the
Canadian Public
Relations Society
(Toronto) and runs a
media relations and
media training firm
based in Aurora,
Ontario. He can be

reached at (905) 841-2017 or mark.lavi-
gne@sympatico.ca .

How to Make Your 
PR Photos Work

“Even in this cable-ready,
Internet-accessed, information-
drenched age, news coverage is
a finite commodity. There’s only
so much to go around, and if we

want our fair share, someone
else isn’t going to get theirs.”

Michael Levine, 
“Guerrilla P.R. Wired”

Hot Tip #1 
Over 80% of the companies and
associations listed in Sources choose to
draw attention to their listing by
including their logo in print and online.

Likewise, the majority of individuals 
featured in Sources included their pho-
tograph along with their descriptive
paragraph. It puts a face to their name.

Logos and portrait photographs are
important graphic elements that
enhance your listing. They make you
instantly recognizable and more likely
for an inquisitive journalist or researcher
to call you for information.

To find out how you can incorporate 
a logo or photograph into your 
Sources listing, give us a call at 

(416) 964-7799 or 
E-mail sources@sources.com.



2

The Sources HotLink – Winter 2003  Phone: (416) 964-7799

SOURCES HOTLINK
Winter 2003
ISSN: 1480-2821

489 College St., Suite 305
Toronto, Ontario M6G 1A5

Phone: (416) 964-7799
Fax: (416) 964-8763

E-mail: sources@sources.com
World Wide Web:

http://www.sources.com

Sources HotLink is free to 
organizations listed with Sources.

Subscriptions are $20/year for those 
not listed with Sources. 

Subscription orders must be prepaid.
Visa or MasterCard accepted.

Editor: Lynn Fenske
Typesetting and Design:

Elaine Farragher/AlterLinks

© Sources 2003

Publications Mail Agreement #1715615

There has been tremendous response to Sources newest offer-
ing, the Ethnic Press Monitor Service.  Available on a
contract basis, the service provides a fast, cost-
effective overview of Canadian ethnic press com-
mentary and news.  If you are involved in public
relations, social issue communication, policy devel-
opment, marketing, or research and analysis, this ser-
vice will interest you.

What’s in it for you?  
The ability to track how your company or organi-

zation, and your key issues, are playing in the ethnic
press.

What does it cover? 
Daily and weekly publications (complete list avail-

able by fax or E-mail) published in Chinese,
Italian, Punjabi, Urdu, Spanish, Portuguese, Arabic
and English, with a combined circulation of
600,000, primarily in the Toronto, Vancouver and
Montreal metropolitan areas.

What can it offer?
Weekly reports by E-mail with descriptions of up to

60 words of each item found. On request, longer executive
summaries, clippings or full translations can be provided
(usually within one day).

What does it cost?
➤ Monthly fee for service is $250.00 for up to 

5 key words. 
➤ Additional key words or events: $10.00  
➤ Weekly reports: $5.00 for each story found. 
➤ Original language clippings: $2.00 each by fax or mail.
➤ Executive Summaries and translations: $0.35 per word of English text.
➤ Special flat-rate, short-term search options are available for specific time-con-

strained events or key words.

Why you should subscribe —
The ethnic press is at the core of Canadian integration of immigrants. They are

an information provider, a tool for cultural retention, a means of maintaining and
building the community. Whether you are a government agency, a service organiza-
tion, or a company marketing a product or service, connecting with these commu-
nities is important to your success.

For more information and free sample reports contact:
Sources

Ethnic Press Monitor Service
E-mail: ethnicpress@sources.com

Telephone: Andrew Machalski at (416) 964-7799
Fax: (416) 964-8763   

Mail: 489 College Street, Suite 305, Toronto, ON M6G 1A5
www.sources.com

From the Editor
Words and pictures. 
Knowing that the mastery of
both is a vital component of
your on-going quest for media
coverage, this issue of HotLink
is dedicated to helping you
write a commanding story pitch
or place a compelling photo in
the news stream.
I’ve spoken to some of the best
in the business and gotten some
great advice that is shared in
these pages. I’ve read the books
and recommend each one of
them for your future reading and
reference. 
May everything here be of
assistance to you. Good luck 
and enjoy.

Lynn Fenske, Editor

Are you accessing Canada’s 
ethnic press?
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HotLink Picks

The 8 Best Books for 
Publicity Seekers

BY LYNN FENSKE

For those of you pursuing and
perfecting the fine art of getting
publicity, here’s a list of books

you can’t live without: 

Guerrilla P.R. How You Can
Wage an Effective Publicity
Campaign ...Without Going Broke
by Michael Levine
HarperBusiness, 1993, 229 pp.,
ISBN 0-88730-664-0

This book is an action-packed,
how-to and why-to manual that
empowers anyone dealing with the
media. Through his conversational
style and hundreds of real-life stories,
Levine actually instructs the reader on
how to think like a publicist. 

In the News: The Practice of
Media Relations in Canada 
by William Wray Carney
The University of Alberta Press, 2002, 
225 pp., ISBN 0-88864-382-9

Excerpts from this book have been
featured in recent editions of The
Sources HotLink for good reason.  It’s
an all-Canadian, comprehensive text
that is research based and provides
both a practical and philosophical
guide to dealing with the media. 

Public Relations Kit for Dummies
by Eric Yaverbaum & Bob Bly
Hungry Minds Inc., 2001, 
346 pp. (including CD-ROM), 
ISBN 0-7645-5277-5

Bold descriptive headings, concise
copy, and pertinent graphics that high-
light “tips”, what to “remember” and
the occasional “zinger” all add to this
book’s readability and value as a refer-
ence for both beginners and experi-
enced pros.  Don’t pass this one by just
because you’ve been in the business a
while - it’s a fun read and a powerful
reminder of how great campaigns get
implemented and evaluated.

The Canadian Guide to Managing
the Media, Revised Edition 
by Ed Shiller
Prentice-Hall Canada, 1994, 189 pp., 
ISBN 0-13-324724-4

Media consultant and HotLink con-
tributor, Ed Shiller, wrote and revised
this book some time ago and contrary
to what your local book retailer may
say, it’s still in print and available from
the author. Every aspect of media rela-
tions is covered including crisis man-
agement, handling an interview, planti-
ng a story and mastering the tools of
the trade (media kits, releases, videos,
conferences). 

Guerrilla PR Wired: 
Waging a Successful Publicity
Campaign Online, Offline and
Everywhere In Between
by Michael Levine
McGraw-Hill, 2002, 281 pp., 
ISBN 0-07-138231-3

Hollywood PR guru Michael
Levine applies his Guerrilla PR strate-
gies to the Internet with stunning
results.  Don’t build a Web site or
online campaign without reading this
book. And pay attention, there may be
a test on this material! (there really is a
test - at the end of the book!) 

The Public Relations Writer ’s
Handbook
by Merry Aronson & Don Spetner
Lexington Books, 1993, 210 pp., 
ISBN 0-02-901052-7

Anyone writing material for media
consumption should have a copy of
this book. Buy it. Read it. Use it. It’s as
indispensable as a dictionary or the-
saurus. 

Publicity & Media Relations
Checklists
by David R. Yale
NTC Business Books, 1995, 190 pp., 
ISBN 0-8442-3218-1

For task-oriented, list making publi-
cists (count me in!), here is the ultimate

Hot off the Press

Media Names 
& Numbers

2003 Edition 
Now Available!

Everything you need to reach
Canada’s media, in one place,

for one low price.

Includes:
➤ Daily news-

papers
➤ Consumer 

magazines
➤ National and

local TV
stations

➤ Special interest programs on radio
and TV

➤ Community, campus and ethnic
newspapers

➤ Press galleries
➤ Trade magazines
➤ Journals

The best value for the money. 
Only $89.95 plus GST.

Get your copy now.
To place your order, telephone 

(416) 964-7799 today.

collection of checklists. Absolutely every PR
activity is covered, from the initial approval
process right through to hiring a clipping ser-
vice to track your campaign. 

Media Names & Numbers 
Published by Sources

Determine who to contact and where to
find them, quickly, with this comprehensive
directory of media outlets that includes radio,
television, daily newspapers, campus media,
Web sites, consumer magazines community
and ethnic papers, trade magazines, scholarly
journals and associations.  It also includes
geographical, language, owner and subject
indexes. 
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Hot Tip #2
Don’t forget to advise Sources staff of any revisions to your
listing. Whenever contact information changes, let us know 
right away. We’ll update your online listing within a week. 

(the print edition takes a little longer ...) Just give us a call at 
(416) 964-7799 or E-mail sources@sources.com.

You too can
lobby

Gain instant access to federal 
and provincial politicians — 

by telephone, fax, E-mail or on 
the Internet. Find the names and

numbers you need fast, 
with your own copy of 

Parliamentary
Names &
Numbers

Includes:
➤ Members of Parliament
➤ Federal/Provincial Ministries
➤ Parliamentary Committees
➤ Provincial/Territorial Legislatures
➤ Agencies/Crown Corporations
➤ Government World Wide Web

Sites

Updated twice a year.

Subscribe for only 
$55 + GST

annually.

To order contact:

Sources
Telephone: (416) 964-7799

Fax: (416) 964-8763
E-mail: sources@sources.com

Michael Levine’s 
Ten Commandments 

for Dealing with the Media
From one of Hollywood’s most successful and highly 

respected public relations practitioners comes 
the following advice:

1. Never be boring. Never!

2. Know your subject thoroughly.

3. Know the media you contact. Read
the paper, watch the newscast.

4. Cover your bases.

5. Don’t just take “yes” for an
answer. Follow up, follow through.

6. Never feel satisfied.

7. Always maintain your composure.

8. Think several moves ahead.

9. Be persistent, but move on when you’re convinced you’re
getting nowhere.

10. Remember, this isn’t brain surgery. Don’t take yourself too
seriously (like too many publicists I know). Have fun.

Reprinted from Guerrilla P.R. How You Can Wage an Effective Publicity
Campaign ... Without Going Broke by Michael Levine, HarperBusiness, 1993,
ISBN 0-88730-664-0.

(Thank you Mr. Levine for granting us permission to 
share this with our readers.)


