
 

 

8 Media 
 

8.1  Promotion 

You have the marketing strategy in place. A major component of the marketing strategy 

is promotion. It is the process by which the product or service is brought to the attention 

of the "market". The aim is to present your club and its activities in the best possible 

light. 

 

The ability to positively promote a lifesaving club and raise publicity is essential in the 

current competitive marketplace. Lifesaving is fortunate (in relation to some other 

sports / activities) for the exposure that it gets in the mainstream media. 

 

Despite this mainstream exposure, many of the clubs throughout Victoria have indicated 

that their efforts to market their club have been largely unsuccessful with a lot of effort 

expended for minimal return. 

 

This section seeks to provide some resources to assist life saving clubs to improve the 

effectiveness of its marketing to achieve greater returns for their efforts. 

 
Why promotion is important 

The purpose of lifesaving clubs undertaking promotional activities is to create exposure for lifesaving, 

their club and the activities that they undertake (e.g. events). The exposure that is created by the 

promotional methods can assist lifesaving clubs to: 

 
Increase participation, membership and attendance 

Through effective promotion lifesaving clubs can increase membership numbers and the participation 

and attendance at their club events and competitions. 

 
Increase support and funding 

Through effective promotion, lifesaving clubs can increase support and funding from government, 



 

 

community organisations and the community itself. In the current environment, where clubs are 

experiencing increased difficulty in fundraising, the ability to positively promote itself and its 

contributions to the community is vital. 

 
Who is responsible? 

The person you choose for the tasks of promotion may not have a set title or duties. However, make 

sure that this person has the time, the skills, and the back up support to cope. Ideally, this person 

should be someone who understands the principles of marketing. Knowledge of the workings of the 

media is an added bonus. Make sure this person is provided with clear objectives and enthusiastic 

personnel to help them. 

 

Your lifesaving club's public relations / media / promotions officer should be identified according to the 

following attributes; writing ability, speaking ability, personal presentation, credibility and 

commonsense. 

 

Whatever official title they go under, this person has one of the most important jobs in the club, and 

can have an enormous influence on the public profile of the club. If your club is regularly in the news 

(in a positive way) it will attract new members and possibly sponsors and allow for increased support 

from local government and foreshore agencies. If your club has a low profile - or is poorly presented 

in the media - it can suffer. Membership may fall, and public interest may dry up, making it very difficult 

to run a viable operation. Therefore, choose your promotions officer carefully! 

 
Potential avenues for promoting your club 

Schools.  Primary and secondary schools are an excellent source for new members. Many lifesaving 

clubs already run programs within schools with varying success (e.g. Advance program). 

Other lifesaving clubs.  Whilst poaching members from other lifesaving clubs is not recommended, 

other lifesaving clubs in the area provide an excellent opportunity to expand your networks and 

combine your promotional efforts. 

Friends and family of your existing members.   Many lifesaving clubs rely heavily on word-of-

mouth promotion from their existing members to their friends and family. As word of mouth is such a 

successful way of promotion, clubs need to develop strategies to ensure their existing members are 



 

 

continually creating exposure for their club. 

Other sports.  Many sporting clubs see other sporting clubs as competitors to theirs; however, 

opportunities exist for lifesaving clubs to share resources and increase memberships through the 

networks of other sports. 

Community organisations.  Local community organisations may help your club to raise exposure 

and contribute to resources for your club’s promotional initiatives e.g. Rotary, Lions etc. 

Local businesses.  Many local businesses contribute by way of sponsorship or exchange of services 

to local sporting clubs. Many local businesses like the opportunity to contribute to the community in 

exchange for exposure for their business. 

Local residents.  Local residents are the lifeblood of many lifesaving clubs, representing a large 

portion of their membership. It is important that lifesaving clubs continue to inform local residents of 

their existence. 

Visitors to the area.  Some of the larger clubs situated near the Melbourne CBD indicated that they 

relied heavily on visitors to the area as their source of membership. Even if lifesaving clubs do not 

draw visitors to their club they have the opportunity to promote the sport and potentially encourage 

those visitors to join their local lifesaving club. 

Aquatic centres in the area.  Due to the nature of lifesaving, aquatic centres present an excellent 

source for potential promotion and shared resources. Lifesaving clubs should approach aquatic centre 

managers to investigate potential opportunities for sharing resources and cross promotion. 

Local shopping centres.  Due to the high volume of traffic and exposure at local shopping centres, 

lifesaving clubs could promote upcoming events or membership packages through this avenue. 

Local government.  Local government sport and recreation officers may assist lifesaving clubs in 

promoting themselves or upcoming events through their newsletters, website or community 

directory. 

 

 Remember, LSV’s communications and public relations team are willing to assist clubs 

with their promotional and media activities. Clubs should contact them through State 

Centre or via the LSV website for assistance or guidance. 

 



 

 

Tips for promoting your club 

Identify the purpose of your promotional activities.  In undertaking any form of promotion 

clubs should first set out their objectives and purpose. By first establishing the purpose of your 

promotion you can begin to outline the appropriate strategy to achieve that purpose. 

Develop a compelling message.  When developing a promotional piece (e.g. letter, brochure or 

newsletter) it is important to ensure the message is compelling to the reader. 

Develop a consistent theme.  When sending out promotional materials having consistency in the 

design and content ensures the reader quickly recognises who the piece is from and connects to the 

message. 

Brand your promotional efforts.  Put your club’s logo or title on all outgoing documents or 

promotional pieces as this helps to develop the image of the club. 

Promote regularly and often.  Clubs should seek to communicate to their members on a regular 

and frequent basis. By undertaking regular promotions your club will establish itself in the minds of the 

readers (e.g. potential members). However, it is vital that the members do not feel like they are 

constantly receiving “junk mail” from the club. 

Know your audience.  Think about who you are attempting to attract to your club. Match your 

promotion to your intended target. A good promotion targeting the wrong audience will result in little 

benefit for your club. 

Call for action.  Make sure your promotional initiatives have a call to action. With any promotion 

that is undertaken by your club, make sure your intended purpose is followed through. For example, if 

you are seeking to gain new members to your club, then invite them to attend an information session 

or ring someone at the club. 

Give people the opportunity to become involved.  Promotional initiatives have a far greater 

chance of success if they are fun and encourage people to get involved. The key aim of your 

promotion should be to raise interest; one way of doing so is to make it memorable for the 

participant / reader. 

Measure and analyse your success.  Before you embark on your promotional campaign, identify a 

number of measures you can use to measure whether the campaign has been successful. Once you 

have these measures in place, track the success of your campaign against them to identify whether 

your campaign has been successful. Things to measure in your promotional campaign may include; the 



 

 

number of enquiries both telephone or face-to-face, the number of new members, the percentage of 

existing members that rejoin and/or the number of attendees to your free training or information 

session. 

 

 Remember:  don’t throw the baby out with the bath water.  If your promotional 

campaign is not achieving the results that you would like then it is not always beneficial 

to abandon the campaign. Rather, there may be a certain aspect of your campaign that 

has not connected with your audience (e.g. your message, your offer, the timing etc.). 

Therefore, it is important to analyse what aspects of your campaign are not working. 

One way of doing this is to ask a sample of your audience who did not follow through and 

then maybe some that did follow through to identify what they liked or did not like. You 

may find that your promotion has been successful in other ways that you may not have 

thought about. 

 
 



 

 

8.2  Publicity 

Publicity is one form of promotion. The important difference between publicity and other forms of 

promotion is that it is not paid for. It appears in story or editorial form in the print media and in the 

non-commercial portion of radio and television programs. 

 

Through the establishment of a publicity officer's position and a publicity committee your club can 

raise its public profile. The main avenue to raise your club’s profile or the attention it is given is by 

working with and through media, particularly your local press. Regular mention and positive publicity 

via the media helps to create and maintain an awareness of your activity. Remember negative publicity 

can be more damaging than the same amount of positive publicity can be good. 

 

All sections of the media are well set up for covering sport, recreation and leisure events and, if 

approached with an idea relevant to their medium, may be happy to investigate it. Radio, television and 

the print media all have very different needs. Don't try to determine these by guesswork! Approach 

editors or journalists in each medium to find out their individual requirements. You will need to create 

an "angle" to interest the media e.g. all seven members of the Smith family will compete in the event. 

 
Be realistic. Just because a lot of people are involved in your particular activity, don't expect 

everyone else to feel the same way. For the media to take interest, whatever you are doing has to 

make a good story. The media are in the business of news and entertaining readers, listeners or 

viewers - not humoring individual clubs. 

 

Photo opportunities should be a lifesaving club's strength. Most editors like the aesthetics of a 

competitor on a wave or the colour of the beach environment. IRBs, surfboats, skis, boards and 

lifesaving patrols can all be used to produce a dramatic photo (see ‘accreditation for the media’ in the 

section, ‘working with the media’). 

 
Other means of obtaining publicity 

Publications 

Club newsletters, brochures and annual reports can all provide effective means of publicity. 



 

 

Professional services may be required but if the club decides on an in-house job, accuracy is 

paramount. 

 

Flyers or letter drops are a useful means of mass promotion. Magazines and journals are often 

interested in articles relating to their particular field. 

 
Public speaking 

A competent public speaker can do much for an organisation's profile. Opportunities can be created 

for the member to speak to various groups on any aspect of club activity. All too often, a person goes 

to a meeting, not expecting to do anything more than listen, only to be told on arrival that he or she is 

expected to "say a few words". For those who are not experienced or confident speakers, this can be 

terrifying. Even accomplished speakers will feel the familiar rumble of nerves when they speak to a 

group. 

 

It is a skill well worth practicing.  

 

Tips for successful public speaking 

• Be well prepared 

• Think about who your audience is and think, talk, read about your subject matter. Start well in 

advance. Last minute planning only heightens nerves 

• Content is vital 

• State what you are talking about and why. Make several points to support your case. Finally, 

summarise the case and state it again 

• Relax 

• Think of your audience as friendly individuals, not a ravenous monster waiting to pounce. 

• Pick out several interested faces and talk to those people 

• Concentrate 

• Do not be distracted. It will distract your audience 

• Smile and be enthusiastic - it is the very best way to interest your audience and they will not be 

able to resist 



 

 

• Keep it short 

• When you have made your point finish your presentation and sit down. Nerves are forgivable, 

boring people is not 

 
 

 Remember, enthusiastic members can be a club's best advertisement. Encourage them 

to spread the word amongst their fellow ‘business’ colleagues and in their working lives. 

 
Displays and demonstrations 

Strategically placed displays and demonstrations can have a powerful impact. If possible, they should 

include a hands-on experience for spectators, e.g. a resuscitation demonstration followed by a ‘Come 

‘n' Try’ day gives people the opportunity to try your activity. 

 

Shopping centres, lobbies of buildings, schools, fairs and recreation centers are all good display sites, 

depending on the target audience. 

 
Mementos 

Trophies, pennants, medals, etc., will provide a lasting memory of your event. In larger clubs, there is a 

market for items such as tee-shirts, caps, clothing, towels, etc., to be sold to competitors and 

spectators. 

 
Photographs 

Remember the old saying, "a picture is worth a thousand words". Whilst journalists may dispute it, 

always consider the potential of your event for photographs. The club should encourage the filing of all 

photographs that may be suitable for use in displays / presentations etc. (events photographs can be 

obtained by visiting the LSV photo website at www.lsv.photos.com). 

 



 

 

Tips to create positive publicity for your club 

• Invite a representative from the local newspaper down to your club 

• Undertake a new program or initiative and promote it to potential members 

• Host a social day/night with your existing members as well as their friends and families 

• Run an activities day where members of the public can come and try out the equipment and 

participate in some events 

• Run a demonstration session where existing members show their skills in a sample of disciplines 

• Conduct a free instruction session for school students. Have your existing club instructors and 

members teach school students how to perform life saving disciplines 

• Host a challenge day against other clubs in the local area. Invite their members to come and 

challenge your club at lifesaving events. Then challenge them at their sport/activity 

• Host an information session at your club 

• Approach aquatic centre managers within the area and ask whether they are interested in 

developing a partnership 

• Write an article on a current lifesaving theme that is relevant to the community and get it 

published in a local newspaper or magazine 

• Set up a stand at the local shopping centre with information kits 

• Approach local sporting clubs to ask whether they would be interested in undertaking some 

lifesaving activities as part of their training (particularly in the off season) 

• Approach your local council and ask whether you can get some space on their next newsletter or 

on their website to promote your next event 

• Send out a letter to all local residents inviting them to attend your upcoming event, social day, 

information session and/or demonstration day 



 

 

 
8.3  Working with the media 

There are a number of ways your club can promote itself to potential sponsors and most importantly 

within the community. One of the most effective ways of doing this is through the media. It is 

important that all clubs know how to use and deal with the media, so that you can establish a profile 

within the local community and obtain effective media coverage for your club’s activities. 

 

Important points to remember when working with the media are: 

• Know your subject and be prepared to answer questions 

• Believe in its appeal and be prepared to "sell" it to the news or sports editors or chiefs of staffs.  

There are many activities competing for the same newspaper space or radio time slot 

• Find out what the media want and supply it (in positive circumstances) 

• Seek to develop a rapport with journalists and media personnel 

• Have some suitable photo/TV picture opportunities prepared 

• Prepare a list of statistics about your lifesaving club e.g. number of rescues, cost of equipment or 

numbers of competitors going to the championships. Get to know them well. 

 

If they are getting what they want, it is more likely you will get what you want. 

 

This information is designed to assist your club in using the media to your advantage.  

 

1  Step by step guide 

1 Brainstorm what is interesting about your club, event or members 

2 Write a media release; one page if possible (any more and pages will get lost) 

3 Follow up your media releases to ensure the media outlets have received and know about your 

event. Get a contact name of who will be covering the story 

4 On the day of the event call the media outlet to confirm attendance 

5 Write a media report 

6 Contact the media outlets that didn’t attend and issue the media report with good quality photos 

7 Collate all media exposure obtained and inform club, sponsors etc. 



 

 

 
2  Media releases 

Media releases are designed to inform the media of your events. They should be precise and provide 

important information about your event/activity, whilst enticing the media to include a story about 

your event/activity in press, TV or radio.  

 
The following information should be included in a media release: 

 
• Event name 

• Location 

• Date 

• Who is involved? Why? Maybe 

famous? 

• What is involved? 

• Your key message(s) 

• A quote from a key organiser; e.g. 

president, club captain, etc. 

• How to get more information 

 
When producing a media release follow these guide lines: 

 
• Ensure that the release is typed 

• The information must be topical 

• Present the news in short, snappy headlines with the main points of interest first 

• Use simple and easily understood language 

• Check the media deadlines 

• Use the correct format, particularly in relation to names 

• Put the name of the club at the top of the release. The wording "media release" needs to also be 

prominently displayed 

• Supply name, address and telephone number of a club person to contact for further information 

• E-mail or fax the release or post bulk items directly to the relevant reporter 

• If you do not want the release published immediately type "this media release is embargoed until 

(time) on the (date)" across the top of the page. Use bold letters and underline the sentence (see 

below for further information on an embargoed release) 

• Use the opening statement as the bait to hook the reader into the rest of the story 

 



 

 

 Remember, facts should be ranked according to importance. The crucial facts are at the 

top. The reason for this is twofold. Firstly, a punchy introduction catches the attention of 

readers. Secondly, a sub-editor will cut a story from the bottom if there is insufficient 

space or air time. 

 
Embargoed press releases 

An embargoed press release is a way of sending out information prior to a club’s launch. It is an 

expectation that the information contained within an embargoed press release would not be used 

prior to the requested date or time. 

 

Why use an embargoed press release? The club may have a launch by a prominent person which has 

requested a particular date and time information can be release e.g. the state government may want to 

launch road toll developments after the morning radio time slots for their own political purposes.  

 

Dangers of using an embargoed press release: embargoed press releases depend on the sensitivity of 

the information enclosed and may be leaked by media organisations. The chief of staff will determine 

this. For instance if the content is of particular public interest and the embargo time is 8am – the print 

media may decide that is when the majority of its readership is reading the paper. This may cause an 

issue if the embargo is broken if the print media run the story, as the television media may decide the 

story will be over by the time they go to air and therefore not attend and television coverage is lost. 

 
See www.lifesavingvictoria.com.au – Club Members section for a sample media release 

 
3  Quality control 

All media releases issued in relation to State conducted events or activities must be sent 

to the LSV Communications Manager for approval prior to being released to the media 

outlets. 

 



 

 

4  Following up media releases 

It is important to always follow up your media release after you have sent it to the media outlet(s). 

This is for three reasons: 

 
1 To make sure the media outlet has received it 

2 To find out if they require any more information 

3 To find out if they are going to attend, print or cover the story/event 

 
To follow up on the media, contact them by phone and ask to speak to the news room, a day after 

you send your release and/or on the day of your event/activity.  

 
5  Media reports 

A media report is used after an event to inform the media of the details and/or results of the event. If 

the media didn’t attend the event, that doesn’t necessarily mean that they don’t want to run a story 

on it. So it is important to provide them with interesting, yet comprehensive details of your event. 

This can form the basis of an article in the paper. 

 
See www.lifesavingvictoria.com.au – Club Members section for a sample media report 

 
6  Photographic & television style guide 

Active LSV members should conduct themselves at all times in a responsible way.  Lifesavers / 

lifeguards should not be filmed or photographed in uniform consuming alcohol or smoking cigarettes 

as this is against LSV policy. 

 
Lifesavers 

Should always be wearing full uniform as per LSV uniform policy, found in the LSV policy manual, this 

includes: 

 
• Skull cap – on head and tied up 

• Broad brimmed volunteer hat – Box 

Hill Institute or DHL 

• Red shorts – DHL 

• Long sleeve patrol tops – 

DHL/Westpac 

• Sunglasses 



 

 

 
Patrol beach set up 

 
As per current training manual: 

 
• Active members on the water edge 

facing the water 

• Active members at look out  

• IRB remembering to signal at all times 

• Patrol shelter- erected correctly 

• Red and yellow flags and stands 

• Blue board rider signs 

• Rescue tubes 

• Rescue boards 

• Shark flag 

• Radios worn correctly 

 
Beaches 

 
When photographing beaches they should represent as busy and/or crowded where possible. 

 
Member conduct 

 
As per SOP manual (this should be in the patrol / radio room and/or club house). 

 

At all times there should be: 

 
• No smoking • No alcohol consumption 

 
7  Print media 

Newspapers are interested in news. Don't bombard them with tales about how good the weather was 

last weekend. Local papers and larger papers who regularly publish feature material in your area of 

activity (sport, etc.) may be interested in human interest stories. Study your local papers and note 

what they most regularly publish. Research shows that most people tend to read their community 

newspaper, so use it. 

 
Remember newspapers are in the business of supplying news. For clubs the focus of news is the 

human interest story - "Local mother of five wins Gold at the World Masters Surf Lifesaving 

Championships in Western Australia". It is much more advisable to target local papers. Larger papers 



 

 

are only interested in big events. 

 

Newspapers can provide mediums for advertising, results, weekly draws, previews and reviews, 

reports, supplements, features and photographs. 

 
8  Radio 

Radio's big plus is its immediacy. News can be on the air waves within minutes - sometimes even 

seconds - of breaking. The disadvantages are that reports are often very brief and heavily cut before 

going to air. If writing a news release specifically for radio, three paragraphs would probably be 

enough. Do not use elongated sentences. 

 

If you are being interviewed, use the present tense to make it sound as though things have just 

happened. Be enthusiastic and as natural as possible. 

 

Commercial radio stations often have community service announcements - where possible, use these 

to advertise your event. 

 

Radio can provide mediums for advertising, scoreboard programs, commentaries, previews and 

reviews, cancellation service, community service, reports, documentaries and talkback. 

 
9  Television 

Television is the most glamorous, most expensive and most demanding medium. It is also by far the 

hardest to pin down. 

 

Producers are worth approaching if a club has been involved in a major incident; wants to warn the 

public of a specific danger or has a big event coming up - sports champions or personalities may be a 

draw card. TV crews require suitable backdrops for filming so make sure your activity is taking place 

at an acceptable location. 

 



 

 

10  Advertising 

Advertising has clear advantages and disadvantages. On one hand, it guarantees space and allows the 

organisation to say exactly what they want to say. Conversely, it is expensive especially in 

metropolitan newspapers, magazines and on television. 

 

Before taking out an advertisement, think carefully. It is possible to achieve adequate publicity at very 

little cost through news releases and feeding the media a healthy supply of information. 

 

If advertising is considered necessary, do some homework into costs and placements. Make sure your 

advert will reach your target audience. Check to see if there is a special rate for a series of 

advertisements. 

 
11  The interview 

Radio and television 

 
• Put forward the club's most appropriate members. For television interviews, grooming is 

important 

• Concentrate on the interviewer rather than the microphone 

• Know your subject matter.  Do not set yourself up for embarrassment by not being able to 

answer basic questions 

• Interviewers will often give you a rundown on what to expect but do not be surprised by 

deviations to the question list 

• Give the interviewer a brief on the topic and perhaps some sample questions they may be able to 

ask you 

• Be natural, enthusiastic and keep to the point. Long answers will require too much editing. Aim 

for no more than 20 or 30 seconds for each answer 

• Find out when the item is going to be used and maximise publicity by spreading the word 

 



 

 

12  Major events 

If a club is organising a major event, media coverage will be important. The media will be more 

interested the closer the event comes, but a series of press releases in the months leading up to the 

event can serve both as reminders and educational material. 

 

This outline will cover what might be needed for an international or national event. A local event 

would not need so much effort, a club event even less. 

 

Be aware of what category your event fits into and do not overdo the media releases. Sending a press 

release a day on a primary school’s sporting event is more likely to antagonise the media than 

encourage it. 

 

Appoint a media liaison officer to issue media releases, prepare media kits, ensure a media room with 

good communication facilities is available and organise press conferences (when applicable). 

 

Make sure media releases state what the event is, where it is, when it is, how important it is and why, 

how it is organised (times, location, etc.) and who is entered. Put your name on the release so 

journalists know who to get in touch with for further information (see publicity section). High profile 

entries are always of interest to the media. 

 
13  Major incidents 

 
Should your lifesaving club, or any of its members, be involved in a major incident be prepared for the 

media onslaught. Rescues or accidents will always attract a lot of media attention.  

 

Tips: 

• Ensure that LSV and any relevant emergency services have been notified 

• Designate one club executive member to act as spokesperson and refer all media enquiries to 

that person and/or the appropriate LSV employee 

• If the performance of the club, or its members, is subject to scrutiny never admit liability and refer 



 

 

matters to the relevant spokesperson 

• The spokesperson should only comment on the factual information relating to the lifesaving club 

and its members involvement 

• Remember that coverage of major incidents, particularly where there is loss of life, will not always 

be 100% favourable 

 
14  Accreditation for the media 

It is important that all LSV lifesaving clubs seek permission to use personal images, especially juniors 

under the age of 18. In turn it is important that all media personnel are registered and accredited by 

the organisers to get into an event. 

 
Why?

• Member protection 

• To avoid possible legal issues 

• Courtesy 

• Some individuals for various reasons 

may not want their image in the 

media 

 
Such a system has advantages for both parties. The organisers can restrict media seating to specific 

numbers by allowing in only journalists with a bona fide interest in the event, while working journalists 

will not have their space invaded by freeloaders. 

 

All media should be notified of this requirement prior to the event taking place. 

 

Accredited media wear a card or badge to identify them and give them access to restricted areas. The 

card should have the persons name, organisation, their purpose - reporter, photographer - and the 

areas they have access to. 

 
See www.lifesavingvictoria.com.au – Club Members section for a sample media consent 

form  

 
14  The media kit 

Even the most well-informed journalist cannot be expected to know everything about every lifesaving 

event. They need to know how the event is organised (a program and running sheet should suffice), 



 

 

pertinent background details on participants, special guests and specific club information can form the 

basis of an article. 

 

A well-equipped media kit means a well-informed journalist and a well-reported event.  

 
See www.lifesavingvictoria.com.au – Club Members section for the LSV media fact sheet 



 

 

 
8.4  Media checklist 

Who is responsible for your clubs public relations, media and promotions? 
 
 
Which of the following avenues do you use to promote your club (tick box)? 
 

 Schools 
 Other lifesaving clubs 
 Friends and family of existing members 
 Community organisations 
 Other sports 
 Local residents 
 Visitors to the area 
 Aquatic centres in the area 
 Local shopping centres 
 Local government 
 Other (please specify) 

 
How often do you run promotions (tick box)? 

 
 Weekly  
 Monthly  
 6 monthly  
 Yearly 

 
Who do your target your promotion at? 

 
 

How strong are your connections with the local newspapers/radios/TV (tick box)? 
 

 No contact  
 Some contact  
 Regular contact  
 Always in contact 

 
How often has your club appeared in the local media in the past year (tick box)? 

 
 Never  
 Once  
 Twice  
 Three times  
 Four times  
 More (please specify) 

 



 

 

Do you publicise your club in other areas such as a club newsletter, brochure, annual 
report, flyer etc.? 
 
Please specify 

 

 
When running a club event do you contact the media to give them the opportunity to 
attend (tick box)?  
 

 Yes 
 No 
 Sometimes 

 
Who is responsible for writing the media releases to inform the media about your club 
events? 

 
 

 

 

 
 
 
 
 
 
 
 
 
 
 
 



 

 

Media feedback form 
 
LSV welcomes feedback to help us improve the quality and effectiveness of this Club Development 

Manual. If you would like to provide feedback on this section please do so using this form. 

 

Please consider each question and rate them on a 1 to 5 scale, where 1 is poor and 5 is excellent 

(please circle the appropriate number). 

 
How did you rate the quality of information? 
1  2  3  4  5 

 
How can it be improved? 
 
 
 
 
 
How did you rate the design and presentation of this section? 
1  2  3  4  5 

 
How can it be improved?  
 
 
 
 
 
If you would like to see additional information in this section please specify; 
 
 
 
 
 
 

Please photocopy this form, complete and return to: 

Administration Life Saving Operations 

200 The Boulevard 

Port Melbourne Vic 3207 

Or fax to: (03) 9681 8211 


