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Operator:
Good afternoon and welcome to the Communicating with the Public about ACS Local Section Events Conference Call.  Your host today is Cheryl Brown.  Cheryl, please go ahead.

Cheryl Brown:

Yes, I'm your host and I'm turning it over, to Martin Rudd, who is chair of the Committee on Local Section Activities.

Martin Rudd:
Thank you, Cheryl.  Good afternoon.  My name is Martin Rudd, and I am the chair of the ACS Committee on Local Section Activities, a co-sponsor of today’s webinar: Communicating with the Public about Local Section Events.  I would also like to introduce David Gottfried, chair of the Committee on Public Relations and Communications, the other co-sponsor.  David will speak with you at the conclusion of the webinar.

We have three speakers today that will cover traditional methods of communication, social media methods, and partnering with others.

At this time, I will ask the operator to give instructions for asking questions.  Operator, please?
Operator:
Ladies and gentlemen, when you do have questions, please press the number one key on your phone.  Again, if you have any questions, please press the number one key.

Martin Rudd:
Thank you.  I'd like to encourage each of you to post your questions in the chat area on your screen so that they can be answered immediately.  We'll also take a few questions after each speaker, time permitting, and then have time afterwards for a more in depth question-and-answer period at the end of the webinar.

I'd like to introduce our first speaker, Alexa Serfis.  Alexa is a councillor from the St. Louis Local Section and serves on the Committee on Local Section Activities and the Committee on Public Relations and Communications.  Alexa will talk about traditional methods of communication.  Alexa?

Alexa Serfis:

Thank you very much.  Can I have the next slide, please?  So I'll be talking about traditional methods of communication to the public.  Next slide, please.  To start off with, the most important and immediate result of communicating with the public about a Local Section event like National Chemistry Week or Chemists Celebrate Earth Day, for example, will be that people learn about our activities and they show up.  But that's just the first of several potential benefits for the Local Section.  When chemists mix with the community, we become better known, which can lead to partnerships with other organizations; the public gains a better understanding of chemistry's vital role in society; young people may discover a love of science, and our own members can be re-energized.  You may even attract new people to the section.  

Next slide, please.  But nothing comes without planning and planning early.  Your plans should include all the components we're going to discuss today; traditional and social media, and working with other groups.  

Next slide, please.  In this first session of the webinar, I'm going to focus on some key steps that involve getting the word out through traditional media.  I've made a list here of what those outlets are just so no one is overlooked.  When you make a list for your own events, you may need help identifying the right people at each outlet.  If you work at a university, for example, ask the Public Information Office if they can give you some advice, or even share their list.  If you are having the event at a museum, they'll almost always be willing to help you with the publicity.  If you work at a company, they may be able to assist as well.  One place you can always call, though, is the ACS Office of Public Affairs.  With a little lead time, they can pull a media list for any location and advise you on all the things I'm going to cover.

Let's just take a quick look at the items that I have listed here under Newspapers.  When you think of newspapers that serve the area where your event will be, don't overlook the smaller papers.  They may be the weeklies.  They’re very open to covering local events; they usually have a calendar section, but they need to hear from you well in advance if they only publish once a week.  Generally, three weeks in advance is when you want to send an e-mail to your media list telling them about the event.  Then follow-up with a reminder a few days to a week ahead.  

Next slide, please.  The small papers on your list, or weeklies as they're often called, usually have calendar sections.  That's a great way to get attention before the event.  The website of all the media on your list may have a calendar section.  Definitely take a look at those.  Many times they'll allow you to enter the details of your event.  It's fast and easy, and you can be sure that what appears is accurate because you're the person entering it.  The earlier you can get your information posted, the greater the number of people who will potentially see it.

The other option for coverage ahead of time is that the paper would write a short article to alert readers to the event.  It's possible that reporters may also come to your event.  They could be gathering information and interviews to write up for the next day, or they could be reporting live on radio, TV, and also on social media.  You want to be prepared to make their job as easy as possible.  Have a spokesperson from your Local Section identified in advance; someone who is articulate and also excited about the event, someone who’ll be there and who knows the details.  Know where you can find this person quickly in case the reporter does show up, and think ahead of time about what the best photo opportunities will be.  Will kids be doing hands-on experiments?  Will there be chemistry demonstrations?  TV must have visuals and newspapers like to have an interesting photo to run alongside a story.  Even radio can use photos online, and the excitement that comes from something like demos gives them a great audio for their stories.  If a reporter does come, don't hesitate to ask him or her when their story will run.  It might be several days later or it might be on TV that night.  Always thank them for coming out and exchange business cards.  

Next slide, please.  So how exactly are you going to get the news media to take notice of your event so that you will have stories before, during, and afterwards?  Well, you need to be able to boil down the information to the essential facts.  Just like all of us, they're very busy with a lot of people and a lot of events competing for their attention.  

Next slide.  The most common tool for telling reporters about an upcoming event is a news release.  It's usually one page and answers the basic questions or five Ws: who, what, where, when and why.  It's important to get to the point with the most important information at the top.  

Next slide.  Here's an example, the title will grab the reader and most of the information is in the first sentence, but it's also concise.  Free pizza will be on the menu at Big Mamma's Pizza Parlor.  You can find a whole collection of sample news releases at the ACS Chemistry Ambassadors' website, so it's a great idea to look at some examples there as you start to prepare one.  

Next slide.  This is a shortcut URL that we have here.  I just want to remind everybody, if you don't have a chance to jot this down right now that the webinar is going to be recorded and you can always come back and find us again.  

Next slide.  The best news releases also follow these rules, which are advice directly from a reporter: being concise, keeping it simple, avoiding science jargon that may be common to us as scientists but not to the public, being accurate, spelling things correctly, and then eliminating acronyms.  The general public is not going to understand some of the acronyms that we may all speak as chemists.  

Next slide.  Often it's not sufficient to just e-mail a reporter a news release or a simple message with the facts.  You might need to call them, but think it through before you pick up the phone.  Have all the information at your fingertips; know what you have to offer and be clear about what's in it for the readers, viewers or listeners.  It's always nice to start with, "Are you on a deadline?"  Then if they say, "No," you're freer to introduce yourself and explain why you're calling.  Reporters at large city outlets may be less available for a call.  You really just need to give it a try and ask their preference. 

Next slide, please.  When you've done your best to get the word out to all the right people well in advance, you've reminded them, you've prepared for them, but they still don't respond or come to the event, it can be really discouraging.  But you can have something of an insurance plan.  Take photos at the event and then take advantage of other things like social media to communicate with the public.  

I just want to remind everybody also that all of the information that we're giving today is not a one-size-fits-all for all of the Local Sections, so it's important to look at your own community and see which of these ideas will work well with the resources that you have in your community.  

So that concludes my section.

Martin Rudd:
Thank you, Alexa.  We can take a few questions.  Operator, are there any questions, please?  Operator, are there any questions, please?

Female Speaker:

We don't see any questions in the chat room.

Martin Rudd:
Okay.  All right, well let's move on then to our next speaker, Jennifer Maclachlan, a member of the Northeastern Local Section, and she also serves on the Committee on Public Relations and Communications.  Jennifer is going to talk with us about social media methods.  Jennifer?

Jennifer Maclachlan:

Local Section and social media.  How a Local Section implements a social media strategy will depend on what they are currently doing to promote Local Section activities.  Utilizing social media should increase the circulation of existing methods to get the word out, but not replace these mechanisms.  In most cases, website postings or e-mail newsletters would be considered the content to be shared by a social media.  For example, an e-mail blast to the Local Section members could be sent to the member distribution list, and then shared on the Local Section Facebook and Twitter.  In this scenario, the content is already created and just needs to be shared.

Most e-mail server programs, including Magnet Mail, which the ACS uses, offer to send your message to Facebook and/or Twitter at the time it sends to your distribution list.  Take advantage of this and click the social share box.  You will increase your distribution and post onto social media without even having to log in to Facebook or Twitter.  

Next slide, please.  Local Section: getting started with social media.  Social media marketing requires a plan just like traditional marketing.  It is critical to have a social strategy.  The Local Section is a representative of the American Chemical Society.  A rubric needs to be developed of what you and other administrators will post.  Once you have developed your Local Section brand, represent it consistently across the Local Section social media platforms.  Maintaining both professionalism and a consistent voice across all social media platforms is important.  

Next slide, please.  Crafting a Local Section social media strategy.  Choose the social media platform that you are confident using as the social media administrator.  Develop your Local Section brand and stay consistent across the various social media platforms.  You can use your Local Section website, Local Section e-mails, and Local Section newsletters to source your content from.

Set up administrators.  Note that in order for the voice of the Local Section to sound consistent, it is a best practice to have a primary administrator.  Have a secondary administrator to post time sensitive information in the event the administrator is unavailable.  Create your rubric by making a list for yourself and your administrators of what is and what is not acceptable to post on Local Section social media.  When in doubt, check to see if the official American Chemical Society page has Facebooked or Tweeted about the content in question.  

Next slide, please.  Use shortcuts like posting to several networks at once from one console.  Choose the console that you're the most comfortable working in.  You can even use third party clients like Hootsuite or Social Oomph, or you can simply link Facebook to Twitter and vice versa.  Since Facebook supports hashtags, Facebook users are more used to seeing Twitter language in status updates, and won't be annoyed or distracted by the hashtags.  Set goals for frequency; frequency and engagement matter in social media.  While social media is an effective marketing and Local Section branding tool, it is not just about self-promotion or about content creation.  It's about sharing information that has value to your members, to your followers, and to your fans.  

Next slide, please.  Local Section, so setting up the Facebook page.  For Facebook for the Local Section, it's best to set up your page as a business page or as a community page rather than a group page, and to name it using a customized URL so members and interested people can easily find you on Facebook.  

Next slide, please.  Local Section, so creating the customized Facebook URL.  How do you name a page if you already have one?  If you are an administrator for the page, go to the About tab on your Local Section Facebook page and click Edit.  Then use the abbreviated name that your Local Section uses.  This is an example of the Northeastern Local Section; we call ourselves NESACS so our Facebook URL is www.facebook.com/nesacs.  Having a customized Facebook URL makes it easier for people who are searching for you on Facebook from Facebook to find you rather than relying on the Local Section website Facebook link.  

Next slide, please.  

Female Speaker:

Can you not see the slide progression?

Jennifer Maclachlan:

No.

Female Speaker:

Should say, Local Section: Twitter.  You don't see that on the screen?

Jennifer Maclachlan:

Yes, keep it on this screen.  So Local Section: Twitter.  We can apply the same nomenclature rules from the customized Facebook URL to the Local Section Twitter handle.  What's the Local Section abbreviation?  What does your Local Section call themselves?  Use that nickname as the Twitter handle.  Below you'll see the examples of Local Section twitter handles.  So, for instance, NESACS, @NESACS is what we use in the Northeastern Local Section or Maryland ACS, on Twitter it's @MarylandACS.  Stay tuned for a list of ACS and chemistry-related Twitter handles and Facebook pages that the ACS Committee on Public Relations and Communications is currently curating.  

Next slide, please.  Local Section: what to tweet about.  So what should Local Sections tweet about, or what should Local Sections tweet or retweet?  Local Section news and activities such as at the beginning of the year; introduction to new officers.  They could retweet registration deadlines for upcoming Local Section meetings; Retweet ACS National Award solicitations for nominations; the ACS National Meeting call for papers, and/or regional meetings.  They can tweet Local Section newspaper, newsletters, news briefs or e-mail blasts.  What about National Chemistry Events; call for participation or attendance.  Same thing with Chemists Celebrate Earth Day; outreach events that are NCW or ECED related, and maybe those that aren't even hosted by the Local Sections but might be interesting to members such as chemical companies; maybe there's science fairs; Science Cafes, or maybe a university or government lab is hosting an event or meeting that your members would like to attend.  Still looking for more content to share on Facebook or Twitter?  How about some archived items of interest to the Local Section from the Local Section website?  For example, maybe there are profiles of famous chemists or interesting articles that are not out of date.  You can always re-tweet tweets from the American Chemical Society, ACS National Meeting, ACS Press Room, Chemical and Engineering News, ACS webinars, Chemistry Ambassadors, National Historic Chemical Landmarks, and more.  

Next slide, please.  Local Section: public relations on social media.  Have the Local Section public relations chair form a Local Section Public Relations Committee, and then appoint a social media administrator.  Work with your Local Section meeting organizers to promote your event.  Use your community partners to help you promote this Local Section event.  These can be universities or businesses who are hosting the event.  Ask them to post it on their website, share it on their social media or even put it in their weekly announcements to employees.  Then get the link and share it to your Local Section social media outlets.  List it in the community newspapers or on the city newspapers where you self-enter your event online.  Once it's posted online share the URL to Facebook, share it to Twitter, and share it personally to the Local Section page on LinkedIn.  For maximum search engine exposure, share it to Google Plus.  

Next slide, please.  Use tags and hashtags whenever possible to increase exposure.  You can tag on Facebook; you can tag on Twitter; you can tag on LinkedIn‘ and you can tag on Google Plus.  Do a short write-up of the event with event photos.  Put it on a blog; the ACS Network has a blog or you can use Tumblr, Blogger, WordPress, and then publish it; then share it; put a link to it on the Local Section website; include it in your Local Section e-mail blast and share it via social media.  Maybe you'll even pin it on a communicating science or chemistry outreach board on your Pinterest.  This write-up will also make shorter work in February when your Local Section annual report is due.  Having URL links of the Local Section events will make it easier to self-nominate for a ChemLuminary Award.  

Thank you.  That concludes my presentation.

Martin Rudd:
Thanks a lot, Jennifer.  We have some questions that have come in, and I'm going to ask these and perhaps ask you to respond to those as well.  So the first question that we have is, "We're interested in how other Local Sections fund their website updates and social media strategies.  It's time intensive."

Jennifer Maclachlan:

Funding for Local Section websites can be done through the grants, and it is time consuming but using shortcuts like posting with several networks, blasting all the networks at once cuts down the time considerably.

Martin Rudd:
So from a Local Section perspective it may be possible then to apply for small amounts of funding to at least get a website up and started perhaps using webs.com for those Local Sections that don't currently have a website.  Those are ways in which the Local Sections can have access to template websites that don't require much time, and it's possible for small sections and busy people to at least keep a website and social media presence.

Jennifer Maclachlan:

Right.

Martin Rudd:
Okay, I've got another question as well.  The question is, "To be efficient, the ACS information that comes to us should be written as simply as possible so that Local Section publicity officers can better communicate to newspapers."  Any comments about that?

Jennifer Maclachlan:

There's a weekly publication that's put out by the Office of Public Affairs that actually has little blurbs that go along with news stories and ideas on how to send the news to the local press, and so that—we can include that contact information.

Martin Rudd:
Okay.  We have another question, "How do you keep information streamlined?  From what you were describing, it feels like information overload.  We found that the lists with ACS were so filled with reaching everyone that we lost our audience from the list, so we used to—so they hosted on Yahoo Groups."

Jennifer Maclachlan:

Well, I think Alexa addressed the it's not a one-size-fits-all for the social media plan.  So as the Local Section is crafting their plan they really have to look at what they're trying to promote and how they want to position themselves and who they're trying to reach, and that's part of the—if it's information overload they want to try to focus it and that's something they can do while crafting their social media strategy.

Alexa Serfis:

Then if—this is Alexa.  If I could just add one thing.  Aren't a lot of these social media types of things opt-in?  So you can advertise to people also that they can like the Facebook page and join the Twitter and so forth so that people who are not necessarily as interested in receiving all that information don't need to, is that right?

Jennifer Maclachlan:

Right, exactly.  You're reaching different audiences with each of the social media platforms, so that's the idea of kind of broadcasting it out and sending out a lot of information to a lot of different people that you're trying to reach people because people don't always look at their e-mails or the spam catches the e-mail blast and people aren't seeing the information, but they're looking on their Facebook or their Twitter or Linked-In or Google Plus, so just trying to get into as many areas and increase visibility.

Martin Rudd:
Operator, do we have any other questions, please?

Operator:
Ladies and gentlemen, if you have any questions at this time, please press the number one key on your phone.  Again, if you have any questions, please press the number one key.  

We do have one question from Jeanette from North Jersey.  Jeanette, please go ahead.

Jeanette Brown:
Well, how do people follow you -- someone just said they’re opt-in—Facebook is opt-in.  How do you get people?  Because I'm trying to get volunteers and I do this all the time and nobody responds.

Jennifer Maclachlan:

With the Northeastern Local Section we use—we put the Facebook and Twitter icons up on the website, and we put them in the newsletters, and we put them in all the correspondence that goes out so that people are seeing it with frequency and can just click on it and go right there and like it or follow it.  So it just takes a while.  It's not something that's going to happen overnight.  It takes a while to build and just letting people know that you're out there in those channels.

Jeanette Brown:
Okay.  The other one is what are tags and hashtags?  I know that's a Twitter thing but I didn't understand that.

Jennifer Maclachlan:

You can like mention or tag people on all those different platforms, so on Facebook, Twitter, LinkedIn and Google Plus.  So what a tag does is that it allows people to see the post and they can click on the person's name, or the Northeastern Local Section if I tag that in my post; people can click on that and then go to that Facebook page.  The other Facebook page will see the tag so you're increasing your distribution by tagging.

Jeanette Brown:
Yes, I'm trying to do that for my African American Women Chemist Facebook page.

Jennifer Maclachlan:

I can help you offline with that, too, so we can talk offline.

Jeanette Brown:
See my Facebook page?  I hope.  Okay, thank you.

Jennifer Maclachlan:

Sure.

Martin Rudd:
Operator, are there any other questions?

Operator:
Our next question is from Martha from L620.  Martha, please go ahead.

Martha Dibble:

Am I on the phone?

Martin Rudd:
Yes, you are.

Martha Dibble:

Okay.  My question is more of a comment and that has to do with the way the discoveries, Dear Editor, and so on are presented, because they have embedded pictures, and embedded pictures are almost impossible to extract from an already formatted Word document.  I do all of my publication in InDesign.  I do all of my pictures separately.  Everything is done in a publication format.  I'm beginning to believe that ACS doesn't use software that is compatible with the types of publications that I do.  So I've asked time and over if pictures please will be submitted separately and all of the text is in plain text so all I have to do is edit it and submit it to a newspaper or whatever.  I don't do any of the social media stuff.  We have other people in the section that do that.  But I would be more than happy to provide text to local newspapers if I didn't have to go and do major surgery to get it out of there.

Nancy Blount:

This is Nancy Blount with the ACS staff.  Martha, I'll be happy to talk to you offline about that.

Martha Dibble:
Well, yes, I think you and I have talked about this before.

Nancy Blount:

Yes, but I think we should probably move ahead with the webinar.

Martha:

That's fine.

Martin Rudd:
All right, thank you for those questions.  Our next speaker is Gina Malczewski, current chair of the Midland Local Section.  Gina will talk to us about partnering with others.  Gina?

Gina Malczewski:

Thank you very much.  Good afternoon, everybody.  Could I have the next slide, please?  And the next?

First I'd like to just overview the presentation.  I think one has to ask oneself a number of questions before entering into the possibility of collaboration or seeking out a collaboration.  First might be what type of collaboration are you looking for, and are there areas of overlapping interest between yourself and a potential collaborator, or is there an unmet need one or both of you are trying to address, or an underserved audience that you're trying to reach?  There are a number of considerations that go along with this once you've answered these questions.  

The photos there show you some of the collaborations that we've been lucky enough to be involved in over the last several years.  The bottom one is Pittcon; we have a presence there every year and really enjoy our participation in Science Week.  Also, we participate in mall activities at our local mall once a year at Kid's Day, and that's a really good way of reaching people as well.  That is done through the Midland Volunteers for Recycling.  

Next slide.  There are various types of collaborations.  One possibility would be that you have a collaborator that provides speakers, so you go seeking someone to make presentations for your society or to your members.  In some cases, you'd want a collaborator that can provide a venue, because, of course, we have an organization with no physical structure associated with it so we're always seeking venues if we want to have an event.  Sort of the premier collaborator is one who can provide you a total support package maybe that includes the venue.  They can help you with publicity and provide you other assistance.  The bottom there, again, is our collaborators.  We collaborate with the local library, and there are several local libraries at the small towns that are in the Midland Section.  We have the Midland Center for the Arts, which is kind of like a cultural center that's a major collaborator, and also a place called Creative 360, which does a lot of art (inaudible).  

Next slide.  Libraries are interesting people to collaborate with.  You can often get a venue for a reduced rate or for free.  The possibilities are open-ended in terms of the nature of the collaboration or the type of event that you might have there.  But every year, pretty much nationally, libraries have themes they're trying to get across.  Last year it was Fist, Boom, Pop, Read!, and they wanted us to participate with them to do some hands-on activities with kids.  Our Local Section also has a month a year where it has Happenings at the Library, so they often want us to participate or provide something that they can advertise.

After school events and people who provide them are also potential places and sources of collaboration.  We have local Big Brothers, Big Sisters and other organizations that provide hands-on—like to provide hands-on activities to keep kids busy after school.  We also have events with community foundations.  The Midland Foundation, for example, has a yearly outdoor event at Chippewa Park, and we've been participating in that for a number of years, or I already mentioned the mall.  We have a presence at the Midland County Fair every year.  These are walk-by events where we don't have a presenter, we have a number of long tables and we have interactive activities and demos positioned as one walks past a group of tables and we engage people as they walk by.  Families—this is a really good way to get families from grandparents down to small children.  

Last but certainly not least is collaboration with individuals.  We have been fortunate to collaborate, for example, with a local chef for three different series of Science Cafes on food science, and it is wonderful to be able to work with experts on a particularly specific topic that would be of interest to your members for the purpose of Science Cafes.  We have one coming up in October close to Halloween called GlowNight where we're collaborating with a microbiology professor at a local university about bioluminescent organisms.  

Next?  So things to consider when you're getting ready to do this collaboration.  The cost, of course, whether venues are free or have an associated cost.  Many venues do have a special non-profit price.  Many schools allow us to do activities there for free, and especially if we have a science coaching relationship with one or more of the teachers there.  Some organizations have membership fees and you can become a member and then achieve reduced rates for hosting events there.  Another thing that you might need to consider, after you've gotten a venue and you've negotiated the rate, is should you charge for attendance to the event?  This is something that we think about all the time, because we don't want to prevent anyone from coming to our event, especially families, because of the cost associated with the event.  Sometimes we do have to charge because we have overhead that we need to meet, but we certainly don't charge anything that is going to allow us to make a profit.  We try—90 plus percent of all of our activities are free. 

Another consideration is insurance.  If you're going to do an event at an outside venue, some people ask you for insurance; not everyone does.  ACS provides insurance all the time at all your events, it's a blanket policy, but you can provide certificates of insurance for people who find this necessary by working through Peggy Jones (p_jones@acs.org) and she has been very helpful and very responsive every time we have asked her for those certificates. 

Publicity has already been discussed in great detail by the other two speakers.  But with regard to collaboration, it's always wonderful if you can get your partner to help you with publicity.  We have done joint press releases with our partners, and each organization might have their separate newsletter and you can get advertising in both of them.  When we do things with schools, it's been wonderful to be able to send e-mail blasts out to parents through the school system so that every single family gets notice of the event.  Some teachers actually even give their students extra credit for coming to our event.  That's been a great way to increase attendance at some of our various activities.

If there are themes that collaborators would like you to honor when you're doing events, we try to do that to the best of our ability.  Of course, every year there's an Earth Day theme and a National Chemistry Week theme that comes through ACS, but often there our partners have their own themes for certain days or events—historical celebrations that they're doing, so we really do try to honor those themes if we can.

Next slide, please?  In summary, the collaboration should be one where both partners gain something from the partnership, so you need to determine what you need from your partner and choose your collaborator accordingly.  If they seek you out, and sometimes we have had this happen, you just both need to discuss what each of you is going to get from the relationship, and hopefully it's going to be a win-win situation.  Determine what the cost will be to do the event or to have this collaboration and if you need to charge the public, and if so, how much?  I will say with regard to charging it's a consideration sometimes as a form of commitment for people showing up, because it's very difficult to go to a lot of trouble and spend a lot of time putting together a great event and then people tell you that they're coming, sometimes we’ve had RSVP’s at many of our events, but then they don't come.  If we have waiting lists, that means that some people are unable to attend because another person has said they will come and then they don't show.  So we've tried hard to think about how to handle this, and it continues to be a challenge. 

As I mentioned before, collaborations are a potential source of increased publicity, and they certainly are beneficial.  We enjoy many very valuable collaborations; we're fortunate to have those locally.  They definitely can broaden your audience.  They can save you time, effort, and, of course, money.  We think that they increase the probability of success for your events and help you, of course, reach a larger audience.  

That would be it.  Anybody have any questions?

Martin Rudd:
Operator?
Operator:


Yes, ladies and gentlemen, if you have any questions at this time, please press the number one key.  Again, if you have any questions, please press the number one key.

Alexa Serfis:
We want to go ahead and advance to the last slide, please.

Martin Rudd:
We have one chat question here, "Does the ACS have rules, regulations and guidelines for posting pictures of students at Local Section award events and other events?  I.e., do we need parental approval to post a picture?"

Nancy Blount:

This is Nancy Blount on the staff.  We always secure those kinds of things—parental consent—whenever we are taking pictures of students.  If you're in a public place like in a city park and kids are running around, I think legally you have less of a requirement to do that.  But ACS always errs on the conservative side and would tell you that you should have parental consent whenever children are in a picture.

Alexa Serfis:

This is Alexa.  I just wanted to add that there are photo release forms that are available that you can make copies of and bring to your event and at that time have parents sign off on those as you take pictures.  That's an easy way to kind of gather and collect and keep those materials.

Martin Rudd:
Thank you.  At this time, I’d like to turn the program over to David Gottfried, chair of the Committee on Public Relations and Communications, who has some closing remarks.  David?


David Gottfried:
Thank you, Martin.  As the saying goes, if a tree falls in the forest with no one around, does it make a sound?  By analogy, holding an event without telling anyone about it, well, you get where I'm going.  When it comes to events or activities related to improving the public's perception of chemists and chemistry, communication is key.  Today we hope that you have come away with some tips and techniques for communicating with your local public audiences through both traditional methods of media relations as well as new social media approaches.  Remember that ACS is a large organization with many years of experience.  As a Local Section leader, you do not have to reinvent the wheel.  The Committees on Local Section Activities and Public Relations and Communications, as well as the staff and the ACS Office of Local Section Activities and Office of Public Affairs, are here to help.  

I want to thank the members of LSAC and CPRC who organized and participated in this joint project, and also all of the ACS Local Section officers and members who attended this webinar.  A complete transcript and audio of today's webinar will be posted to the ACS website within 10 days, and a message will be sent to all Local Section officers when it is available.  Thank you very much.

Operator:
Ladies and gentlemen, this concludes your call.  You may now disconnect at this time.
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