


Step 3.

orint the signs and
display the book

We have created a sign that will position you as a
recognized expert. The sign announces that you
have been selected as one of the top bridal shops
in North America and have been featured in the
book 101 Secrets Every Bride Needs To Know About
Buying Wedding Attire.

Print, frame and display the sign.

. Go to specifichouse.com/I0I-bridal-media-kit
2. Select the sign

3. Print the sign

4. Put the sign in a nice frame and place it on your cash
counter

m Display the book. It is recommended to use a small
counter top easel to display one book, but also have at
least 5 books stacked next to the sign

m  Talk up the book. Train your employees to suggest the
book to every customer by asking if they would like to
have a personalized copy. (The act of signing a book in its
self reinforces the expert status.)

m Give it away! You can also use the book as an extra gift
to a customer who is buying a lot. The signed copy of a
book holds a high value in the mind of the customer and
can actually save you money as opposed to discounting an
item or “throwing in” something extra that could cost you
more money than the price of the book. Plus it’s fun to do!



Step 4.

develop your
or campaign

Creating a public relations campaign can consist
of many different activities. Now is the time to
decide which activities you want to do. These
are proven ideas and for your convenience, we
have placed a star beside the ones that are highly
recommended.

m * Create your media list of media outlets that you
want to inform. (Step 5 covers this in more depth.)

m * Select the press release you prefer and insert your
contact information. We have also included a concept
called a media advisory and available for interviews, which
is sent as an invitation to the media to cover an event. We
have supplied some wedding related stories because re-
porters today are constantly looking for content that they
don't have to spend much time on. Select a story or write
your own to submit to your media outlet. Utilize the tips
that are in the book as well. Go to specifichouse.com/I0I-
bridal-media-kit and read the press releases.

(Covered indepth in step 6.)

m *Follow up with people you have sent something out to

m * Offer books as prizes. Have a contest were the
books are used as prizes

m Put a picture of the book on your business card



m Schedule book signing events or host a book signing event at
your store. This might be done as part of a broader celebration, such
as:

- Make Your Dream Come True Day (January 13)
- Lovers’ Day (April 23)

- National Bridal Month (February)

- National Creative Romance Month (February)

d@V@'Op your - National An Affair to Remember Month (February)
- Romance Awareness Month (August)

pr cam pO |9 n, These holidays can be found in a publication called Chase’s Calendar
contin U@C/ of Events, This book can be found gt your public library or pur-
chased on Amazon.com. These holidays are some examples.

m Create in-store events. Take the time to explore other events
that have contact people or organizations that will help you pro-
mote and partner with them for their event. Create your own event,
such as:

- Winter/spring/summer or fall bridal fashion show
- Introduction of a new line of gowns

- Diamond Days (Diamond, the traditional engagement ring
stone, is also the birthstone for April)

- Pearls (the book’s tips are “pearls of wisdom” and the pearl is
the birthstone (one of three) for June)

- Any other annual, seasonal or “one-of-a-kind” event

m Create a holiday in Chase’s calendar of events Chase’s calendar
of events is a collection of little known holidays that have been
created by organizations for the general public. Our suggestion is to
create a wedding attire day and pick whichever day you like. This
free service can generate lots of media exposure. Check out Chases
for other holidays you can link to.

m *Promote the book using social media. Look at pages 28—30
in this PR Guide for social media content. We have created a series
of twitter posts, a Facebook insert and a blog and newsletter
announcement.

® *Promote the book on your website. You will receive, via
e-mail, an icon to put on your website that can also be used as a link
to purchase the book. (You will receive 40% of the net profit and
you will not have to process any orders.)




Step 5.

creatfe your
media list

A media list consists of all of the possible media
outlets that might have interest in your topic.

These media outlets include:
. local newspapers
2. regional newspapers
3. large metropolitan newspapers
4. free tabloids and advertising mediums

5. online versions of all of these publications, many times
they are treated as separate entities

6.radio stations
7. TV stations
8. bridal magazines

9. online only publications including blogs

All of these sources can be reached via e-mail. You are going

to have to do your homework to track down their current
information, but it is available. Our recommendation is to
contact any local college that offers programs in marketing and
advertising and hire an intern to create a media list for you. |
also recommend going to services such as elance.com to find
someone to put together a strong media list for you. There will
be certain media which will be more important to you than
others, such as your local newspaper. We recommendation that
you contact the fashion or lifestyle editor and meet with them
face-to-face. This will pay dividends to you for years to come.

It is important to remember that these people do not have a lot
of time, so make sure you get to the point quickly on any com-
munication you have.




The key is to supply worthwhile content to the people who
write about, or report on, your topic. Sending your releases to
the editor-in-chief, the political correspondent or the medical
editor of a paper will be useless. The best fit for this material
will be lifestyle editors, social editors and consumer reporters.

No doubt you are familiar with which media covers bridal news.

If you already have an established relationship with editors, col-

umnists or reporters, that’s super! If you've never issued a press
create YOU [ release before, here are some appropriate contacts:

med|0 ||ST, . Fashion Editor

COﬂHI’) U@C/ 2. Lifestyles Editor
3. Retail Industry Editor

4. Features Editor

5. Business Editor

6. Assignment Editor (TV)

7. News Director or Public Affairs Director (Radio)

8. Editor or columnist (Magazines)

Go to SpecificHouse.com/I0Ibridal and download your media

list Excel template to help organize your media list. Here is an
example of how the Media List Database will look when you

start filling it in:

Media List Database

Media Name Type of Media Contact Title & Name Vehicle Used How Contacted When Contacted

Sun News newspaper G.Tyrell, fashion editor | press release gtyrell@sunnews.com [ 1/20/12

WBIG Chanel 8 local tv sfation PHope, assign. ed media advisory p.hope@wbig.net 1/11/12
(777) 278-0001 1/19/12

Big Sky Bride magazine (.McBryde, features ed | press release, story c.mcbryde@bsh.com 1/14/12




Step 6.

select your
oress release

We have written press releases, a media advisory
and stories for you to chose from. Download,
customize and send them to your media outlets.

m Chose your favorite press release. Read them over
carefully and chose the one that speaks to you, making
certain you feel comfortable with the content. Understand
that each press release states that you will be available for
interviews. Feel free to edit and please, fill in the blanks
with your personalized information.

We have also included five questions that would be appro-
priate for reporters to ask. The questions are as follows:

l. How has the wedding industry changed over the past
five years?

2. What has been the biggest effect on wedding attire?

3. Are there any new rules in selecting appropriate
wedding attire?

4. What's the biggest mistake brides make in buying a
wedding gown?

5. What trends do you see happening in the near future?

m Review the stories. If you chose to include a story
when you submit the press release, there’s a good chance
the media outlet will print the story with their byline.

m Create a media advisory to invite the media to cover
an event. The invitation includes the basics: who, what,
when, where and why. It's appropriate to send out when
you'd like your event included in their calendar listing or
when you want the media to send a reporter to your event.




Step 7.
]T(;wnelrk])lanks

This seems like such a simple step, why are we
even mentioning it?

We mention it because people have a tendency of not erasing
or deleting lines such as “fill your name in here,” which
automatically loses credibility with those whom you are send-
ing it to.

We have made our templates as simple as possible. Make sure
you fill in your contact information everywhere it is required.
This is just a friendly reminder.



Step 8.

submit your
oress release to
your media list

Success is all in the timing and approach!

Although most people will send out a press release to their
entire list on one particular day, it is not uncommon to stagger
your releases depending on a publication’s submission date.

Some publications, such as bridal magazines, will focus on
particular subjects for different issues of their publication. Go to
their website to find out submission dates for different themes
or articles that they might be taking.

Find out if they can receive submissions electronically. And
don't forget to add one of the stories and remind them that they

can add their byline to it.

Sending a great release at the wrong time can be an act of futility.



Step 9.

orepare for
the tollowup

Here are some ideas to get your point across to
the media:

®m Invite the media person to visit your shop. That
personal connection can make a big difference!

m Interview request If aneditor or reporter is interested in
doing a story, he or she will ask you for a copy of the book
to add visual interest to the story (along with the interview).

m Offer to interview on radio stations. Many radio
stations are eager for interesting interview subjects. The
local author of a newly published book has a good chance of
getting on air. Note that a press release alone may not do the
trick. Craft a letter stating something provocative, offbeat or
controversial about the book to increase your chances.

m Local Book Review Given the local nature of this story,
the real news focus is you and your business. It's unlikely
that any local news outlet would choose to review the book
without this “local angle.” A combination review/author
interview is more likely.

® Announcement Blurb Some media will be interested,
but for whatever reason (usually time and space constraints),
they won't do a full story. Instead they may include a brief
announcement in the business news or style news column.




orepare for
the followup,
continued

Roundup story You may not see your name in print (or
on air or online) right away. News people often file away
ideas to include in a broader “roundup” story. Some
examples include:

. A feature focused on wedding resources (gowns,
flowers, limousines, reception options, etc.)

2. A feature focused on local retail trendsetters
3. A feature focused on local authors

4. A focus on entrepreneurs (or women business
owners, or specialty retailers)

5....you get the idea!

Helpful hint: Focus on the positive! Even if there is
no immediate interest, it’s likely that your information will
go into a “resources” file. The next time the reporter needs
an industry spokesperson, they will go to their trusty file
and voila — there you are!

Don’t forget to send the media advisory. This
is the invitation you send to the media inviting them to
cover an event. Its format is simple: Who, What, When,
W here, and don't forget the Why.

A media advisory is appropriate when you want the media
to include your event in their calendar listing. It is also ap-
propriate if you want the media to send a reporter to your
event.

We have included two Media Advisory templates to show
you how simple it is!



Step 10.

followup on your
oress release

Following up on your press release can be one of
the most important things you can do for your
business.

Of course you want your story to be picked up but finding out
what the reporter likes and does not like can serve as valuable
information for future releases. Sometimes all it takes is a rewrite
and having it resubmitted in a week to get your story published.

When you follow up, send an e-mail with a killer subject line. Be
outrageous. Do whatever it takes to get the reporter to open it
up. Many times the press release might have been deleted but
the follow up can revive the press opportunity.

Understand you are not making these calls to every single media
outlet you send the original release to, however, a professional
PR firm will do just that. Even if you just key inon 3 to 5 of

the most important media outlets your efforts will be richly
rewarded. Don't be afraid to pick up the telephone to talk with
the reporter directly.

Remember when following-up, remind them of the story and the
benefit to their readers. It's not about you; it’s about the benefit
to the reader.



Step 11.

work your plan

A good PR program is more than just a press
release. It’s a series of events that come together
as a campaign.

Look at the checklist that you created and schedule times for
those other tactics, tools, and events that you would like to
adopt. Very rarely is it one event that makes the campaign,
although the right press in the right paper or the right spot or
the right TV show at the right time can make for a successful
campaign. However, don’t plan for those situations, prepare to
do the grunt work that is required which makes for a successful
campaign.

As the Chairman of the Board of Coca Cola once said “half of
my advertising and marketing doesn't work — I just don’t know
which half.” Keep on doing the things that generate buzz and
buzz will occur.



Step 12.

engage in
"guerilla pr”

Be creative! Start some buzz! There is no wrong
way to promote your book or your author status.

The important thing is to shift your mind set from retailer to
author/expert. Any and every time you introduce yourself,
include this fact!

Of course, you will want to do this in a tasteful manner befit-
ting the business you are in. Whatever you do, it’s essential that
you feel comfortable and not self-conscious. There’s a fine line
between informative and overly promotional, between elegant
and gaudy. But you know what we're talking about — you walk
it every day!

Here are some ideas to get your creative juices flowing. Feel free
to use some or all, and to add your own ideas!

m “Live” your authorship. By this we mean, include the
tag, “As featured in ‘IOl Things Brides Must Know. .. " (or
whatever wording you prefer) in your marketing materials.

. Put it on your business cards (on the back, perhaps)
2. Put it in your advertising
3. Put it (selectively) on your signage

4. Put it on shopping bags, mugs, pens, napkins — any
item that customers will see while in the store or
take home with them



engage in
"guerilla pr,”
continued

Plug the book through reviews. Invite friends, relatives,
neighbors, colleagues, customers and their mothers — or any-
one who likes the book — to place reviews on your website
or blog. Reviews are highly influential and definitely matter.
Encourage anyone who says they enjoyed your book to place a
review.

Become a reviewer yourself. Use your own name ac-
companied by ‘contributing author of the book ...” When
people read your reviews of other, related books, some will click
through to your book. And as we know, every click counts!

Give away copies. Compare the price point of the book

vs. the price point of your average sale. Can you afford to give

a book to every bride who enters your store? To the extent it
makes economic sense, use the book as your calling card. Give
copies (selectively) to potential and existing customers. Encour-
age them to read it and pass it on to their friends, colleagues or
relatives.

Offer books as prizes. The next time you attend a trade
show or bridal fair, you've got a great raffle prize! But who else
might derive value from offering your book as a giveaway or
prize? You're working in a fairly specialized niche, so the list
might not be very long. However, if you think about it, we're
sure you can come up with at least a couple of media (radio sta-
tions) or associations. You can garner valuable publicity just by
offering a few books to give away as prizes.

Industry Book Review As the publishers, we will be send-
ing review copies to all the journals and magazines that review
books in the special occasion attire genre. Published reviews
provide added credibility for our participants. You can post links
or PDF copies of reviews right on your website. You can pho-
tocopy reviews, frame them to post in your store. You can also
include excerpts of reviews in your media outreach materials
(think of movie or play reviews as an example).

What you can expect from your media outreach? Bear
in mind, this is not paid advertising, where you pay the media to
promote your business. In this scenario, they are 100% in control
of what they cover and why.



Step 13.

keep them hungry
for more

Become the go-to expert.

Become a resource for a reporter. Become the source of
knowledge within your industry. After all, that is what this
book and project are all about.

W hen you submit anything to a reporter, hint about the
next thing you're working on. In these difficult times for
traditional media outlets, they need sources such as us to
supply quality information about topics of interest to their
readers.



FOR IMMEDIATE RELEASE

Date: [Date you are sending release out]
Contact: [Name of Author/Store Owner]
Phone: [Shop Phone Number]
Email: [Optional — include if you use email to communicate]
press release
NEW BRIDAL SECRETS BOOK FEATURES ADVICE FROM LOCAL RETAILER
sdam p | e ] . [YOUR NAME] OF [NAME OF STORE] OFFERS TIPS FOR BRIDES, BRIDAL PARTIES

[YOUR CITY, TWO LETTER STATE ABBREVIATION] — [NAME OF STORE]
has been selected as one of America’s top special occasion retailers. [YOUR NAME],
owner of [STORE NAME] is the featured [NAME OF YOUR CITY] author of 101
Secrets Every Bride Needs to Know about Buying Wedding Attire. Compiled by
Specific House Publishing of Boston and Orlando, This is the first book of its kind in
the bridal/special occasion retail industry.

Publisher Rick Segel invited the most successful bridal retailers in America to
contribute their best tips for the new book. To avoid confusion or competition, each
selected contributor was offered market exclusivity. In [NAME OF YOUR CITY],
[NAME OF YOUR STORE] was chosen as the preferred retailer.

“Bridal attire is a highly-specialized industry,” said Rick Segel, Specific House Pub-
lishing president and author of The Retail Sales Kit for Dummies and 12 other retail
how-to books. “But it’s also a localized industry. Every city has its ‘go-to’ couturier.
These are the top bridal shops in the country, the ones we targeted to contribute.
Collectively, these shops contain a vast goldmine of knowledge.”

Added [YOUR LAST NAME], “This is a groundbreaking move for the bridal indus-
try as a whole. We’re delighted to be included. We get to share our favorite tips on a
national — even international — scale, with readers everywhere. We also get to learn
from our peers across America. Their advice becomes added value for our customers,
as well.”

101 Secrets Every Bride Needs to Know about Buying Wedding Attire is available
from Specific House Publishing at www.specifichousepublishing.com and at [NAME
OF STORE’S] website [YOUR WEBSITE ADDRESS — ASSUMING YOU ARE
OFFERING IT ON YOUR WEBSITE].

HitH

ADD A GENERAL ONE OR TWO SENTENCE DESCRIPTION OF YOUR SHOP’S
SPECIALTIES, WHAT YOU SELL AND ANY POSITIONING LANGUAGE.
(EXAMPLE: Established in 1946, XYZ Bridal is the oldest bridal
and special occasion shop in name of your city.)

YOUR ADDRESS, CITY, STATE, PHONE NUMBER, E-MAIL ADDRESS,
WEBSITE. SHOP HOURS GO HERE.




press release
sample 2.

FOR IMMEDIATE RELEASE

Date: [Date you are sending release out]

Contact: [Name of Author/Store Owner]

Phone: [Shop Phone Number]

Email: [Optional — include if you use email to communicate]

BRIDAL INDUSTRY THRIVES WHILE OTHER RETAILER’S STRUGGLE
The inside look at the multi-billion dollar Bridal Industry

Local Bridal store owner [YOUR NAME] of [NAME OF STORE] and author joins
forces with the leading bridal and special occasion stores in North America to publish a
tell-all insider’s look at the bridal retail industry.

One of the reasons the bridal industry has thrived is because of creative marketing
concepts and establishing weddings as a top priority in consumer spending. Weddings
are becoming the event of a lifetime, more so now than ever before. That message is re-
inforced by a group of the leading bridal and special occasion stores in North America.

Every bride wants there day of being a princess. And every bridal shop is vying to

be the premier resource for today’s bride. That is why when a store is selected as one
of America’s top special occasion retailers it’s an honor, to be recognized. [YOUR
NAME], owner of [STORE NAME] is one of those experts and one of the featured
authors of 101 Secrets Every Bride Needs to Know about Buying Wedding Attire. Com-
piled by Specific House Publishing of Boston and Orlando, this is the first book of its
kind in the bridal/special occasion retail industry.

“Bridal attire is a highly specialized industry,” said Rick Segel, Specific House
Publishing president, an accomplished author and industry expert. “But it’s also a
localized industry. Every city has it’s “go-to” couturier. These are the top bridal shops
in the country, the ones we targeted to contribute. Collectively, these shops contain a

vast goldmine of knowledge.”

Added [YOUR LAST NAME], “This is a groundbreaking move for the bridal indus-
try as a whole. We’re delighted to be included. We get to share our favorite tips on a
national — even international — scale, with readers everywhere. We also get to learn
from our peers across America. Their advice becomes added value for our customers,
as well.”

101 Secrets Every Bride Needs to Know about Buying Wedding Attire is available from
[NAME OF STORE’S] website [YOUR WEBSITE ADDRESS — ASSUMING YOU
ARE OFFERING IT ON YOUR WEBSITE].

HH#H#

ADD A GENERAL ONE OR TWO SENTENCE DESCRIPTION OF YOUR SHOP’S
SPECIALTIES, WHAT YOU SELL AND ANY POSITIONING LANGUAGE.
(EXAMPLE: Established in 1946, XYZ Bridal is the oldest bridal
and special occasion shop in name of your city.)

YOUR ADDRESS, CITY, STATE, PHONE NUMBER, E-MAIL ADDRESS,
WEBSITE. SHOP HOURS GO HERE.




MEDIA ADVISORY

FOR IMMEDIATE RELEASE
Date: [Date you are sending advisory out]

. [NAME OF BRIDAL STORE] WILL CELEBRATE THE BOOK LAUNCH OF “101
m ed 1d Secrets Every Bride Needs to Know About Buying Wedding Attire” WITH A [FASH-

. ION SHOW / COCKTAIL PARTY (Your Choice) & BOOK SIGNING ON] [DATE]
advisory

[Name of Owner] from [Name of Store] has been selected as one of the leading bridal
sam p | e ] . shop and special occasion stores in North America.They are among 38 other retailers
with this honor. They are a contributing writer of /01 Secrets Every Bride Needs to
Know About Buying Wedding Attire published by Specific House Publishing of Boston
and Orlando.

*  WHO: Brides, Bridesmaids, Mother of the Bride, Mother of the Groom and any-
one with an interest in the latest bridal and special occasion fashions

e WHAT: Showcase of new arrivals and most popular bridal and special occasion
fashions

[Name of author] will also be signing copies of the hot-off-the-press
101 Secrets Every Bride Needs to Know About Buying Wedding Attire

The event is free (RSVP required)
Refreshments will be served

*  WHEN: [Day, Date and Begin and Time of Event]
e WHERE: [Name and Address of Your Shop]

e WHY: We’re also celebrating our inclusion, as one of America’s top
bridal/special occasion retailers, in the first-of-its-kind advice book, 101 Secrets
Every Bride Needs to Know About Buying Wedding Attire.

¢ For more information, contact [Name, Phone Number, Email Address]

HHHE

ADD A GENERAL ONE OR TWO SENTENCE DESCRIPTION OF YOUR SHOP’S
SPECIALTIES, WHAT YOU SELL AND ANY POSITIONING LANGUAGE.
(EXAMPLE: Established in 1946, XYZ Bridal is the oldest bridal
and special occasion shop in name of your city.)

YOUR ADDRESS, CITY, STATE, PHONE NUMBER, E-MAIL ADDRESS,
WEBSITE. SHOP HOURS GO HERE.




media
advisory
sample 2.

MEDIA ADVISORY

FOR IMMEDIATE RELEASE
Date: [Date you are sending advisory out]

[NAME OF BRIDAL STORE] ANNOUNCES THE RELEASE OF 101
Secrets Every Bride Needs to Know About Buying Wedding Attire A collection
of insider tips where [Owners name] from [Store name] is a featured con-
tributor.

[Name of Owner] from [Name of Store] has been selected as one of the
leading bridal shop and special occasion stores in North America.They are
among 38 other retailers with this honor./01 Secrets Every Bride Needs to
Know About Buying Wedding Attire published by Specific House Publishing
of Boston and Orlando.

[Name of Owner] is available for interviews by contacting [ Your Contact
info].

##H

ADD A GENERAL ONE OR TWO SENTENCE DESCRIPTION
OF YOUR SHOP’S SPECIALTIES, WHAT YOU SELL AND ANY
POSITIONING LANGUAGE.
(EXAMPLE: Established in 1946, XYZ Bridal is the oldest bridal
and special occasion shop in name of your city.)
YOUR ADDRESS, CITY, STATE, PHONE NUMBER, E-MAIL ADDRESS,
WEBSITE. SHOP HOURS GO HERE.




story 1. to
accompany
press release

Headline: DON’T BUY A DRESS IN THE HOPE THAT
YOU WILL LOSE WEIGHT

Too many brides come into bridal shops convinced that they will drop two
or three sizes for there wedding. It sounds good but rarely works. This ad-
vice comes from a new book titled /01 Secrets Every Bride Needs to Know
About Buying Wedding Attire published by Specific House Publishing of
Boston and Orlando, and features front line advice from the leading bridal
stores and special occasion shops in North America including [Name of
Store’s] [ Your Name],

When brides put that added pressure of losing weight during an already
stressful time, it can spell disaster. There are too many horror stories about
brides who insisted they will lose weight and in turn gained weight with all
of the parties and excitement.

This not only adds additional stress to the bride but the bridal shop tries so
hard to do the right thing and gets needlessly criticized for trying to give
honest advice. To coin the phrase used by Jack Nicholson in the film A Few
Good Men, “Some people can’t handle the truth.”

But on the lighter side, /01 Secrets Every Bride Needs to Know About Buy-
ing Wedding Attire reminds us that if your fairly godmother appears at your
wedding that means that your wedding planner messed up. Let’s not forget
the universal fashion rule which is if the shoe fits, it’s ugly. This book is a
must read for anyone going through the wedding experience.

101 Secrets Every Bride Needs to Know About Buying Wedding Attire is
available from [NAME OF STORE’S]| website [YOUR WEBSITE AD-
DRESS - ASSUMING YOU ARE OFFERING IT ON YOUR WEBSITE].




story 2. to
accompany
press release

Headline: BUYING A WEDDING DRESS FROM A
PICTURE — CAN YOU REALLY GET THE FEEL?

The internet has changed the way we shop and play. Although there are
plenty of places online to purchase a wedding gown, that may not be the best
way for you, if you want to make sure you are buying the right dress.

This advice comes from a new book titled /01 Secrets Every Bride Needs to
Know About Buying Wedding Attire published by Specific House Publishing
of Boston and Orlando, and features front line advice from the leading bridal
stores and special occasion shops in North America including [Name of
Store’s] [ Your Name].

There are a number of reasons for this, first and foremost is the wedding
gown gown model that you are looking at in the picture has spent approxi-
mately 3 hours to look like they do and in many cases many more hours in
touching up the photograph. The average bridal gown model is 5° 10” tall,
with the exception of the petite model which is 5’ 4” tall. If you are shorter
than that the dress will look different on you.

The other important fact is that the average alteration and dress preparation
period is between 10 and 12 hours. That includes fittings and refittings. that is
for a dress without any unusual or radical changes. Not to mention, the aver-
age alteration charge today is in the $300 — $600 range. That is with the bride
trying on the dress, making sure the dress is right for the bride, and that the
dress arrives in a timely manner.

Everything might turn out perfect, buying online. When the average cost of
hotel weddings, today, is approaching the $50,000 mark. Do you really want
to play Russian Roulette with the brides wedding gown?

On the lighter side /01 Secrets Every Bride Needs to Know About Buying
Wedding Attire reminds us that when your future mother-in-law says “No
problem, dear” there is a problem. If you think shopping for bridesmaids
dresses is bad, think about shopping for a bathing suit.

101 Secrets Every Bride Needs to Know About Buying Wedding Attire
is available from [NAME OF STORE’S] website [YOUR WEBSITE
ADDRESS — ASSUMING YOU ARE OFFERING IT ON YOUR
WEBSITE].




social
media
content

The following can be used for Facebook, Newsletter Announcements
and Blog posts- depending on the size.

BLOG AND NEWSLETTER ANNOUNCEMENT

[NAME OF BRIDAL STORE] ANNOUNCES THE RELEASE OF 101
Secrets Every Bride Needs to Know About Buying Wedding Attire. A collec-
tion of insider tips where [Owners name] from [Store name] is a featured
contributor.

Any of the facebook and twitter posts can be used as newsletter and blog an-
nouncements.

[Insert cover of book]

Person’s name owner of name of store announce release of there new book
101 Secrets Every Bride Needs to Know About Buying Wedding Attire writ-
ten by person’s name and some of the greatest bridal shop owners in North
American.

This book is a collection of hundreds of years of experience in wedding know
how. Written by person’s name owner of name of store with the people that
are on the front lines of the wedding industry. This group of store owners/au-
thors knows what it takes to make a wedding work. You will learn the inside
tips and tricks that will make your wedding experience what you want it to
be without The hassles and with the highest level of quality, while saving you
money.

Stressed out about buying wedding attire? You need /01 Secrets Every Bride
Needs to Know About Buying Wedding Attire.

Steve Lang CEO of Mon Cheri Bridal and 20 of the leading bridal lines in the
world, including Kathy Ireland, Sophia Tolli, Martin Thornburg - designer
extrordianaire, Joan Calabrese, America’s foremost designer of children’s for-
mal wear and the incomparable Tony Bowls has endorsed 10/ Secrets Every
Bride Needs to Know About Buying Wedding Attire and has agreed to write a
forward to the book.

HH#H#

When entering Twitter or Facebook quotes, don't forget the quotes
that you have submitted in the book. Plan on adding information to
your Facebook account at least once per week and 2-4 tweets per week
for Twitter. At least for the first month but never abandon the exercise.
You don't have to struggle with Facebook entries or tweets take then
from the book and we will be adding more Facebook entries and tweets
in this special section.




social
media
content,
continued

A SHORT OPENING ANNOUNCEMENT

[NAME OF BRIDAL STORE] ANNOUNCES THE RELEASE OF 101 Secrets
Every Bride Needs to Know About Buying Wedding Attire A collection of insider
tips where [Owners name] from [Store name] is a featured contributor.

HH#H#

Here is more material that can be used for Facebook, Newsletter
Announcements and Blog posts- depending on the size. Don't forget
about the tips you contributed to the book!

Fabrics

101 Secrets Every Bride Needs to Know About Buying Wedding Attire
teaches us about the different types of fabrics, the names and what they are
from.

Batiste is a light weight cotton fabric in a thin grading to be almost trans-
parent.

Brocade is appropriate for fall and winter weddings, heavier in weight
with raised floral or ribbon design.

Scarmeuse is a light weight semi-satin fabric known for it’s softness as a
blend of silk and rayon. This fabric was used by Pipa that made her back-end so
famous.

HHE
Headpieces [Include a picture here]

There are 12 different styles for headpieces, from the popular

e Back-piece, which is just a hair clip or comb that is attached at the back of
the head.

¢ Then there are crowns, half-crowns, tiaras, to the little known snood, which
is a patented, lace or crocheted “bun holder” that full cases and secures an
up do.




Because of their short length, these posts are
APPROPRIATE FOR TWITTER

*  Pick the dress that is right for you, every dress is designated for a specific

. body type.
social
med io * Does the bride have to wear white? It is not necessary, only if you want to.
Content/ e Stressed out about buying wedding attire? You need “101 Secrets Every
con ﬁ nu ed Bride Needs to Know About Buying Wedding Attire”.

* Is there a person that specializes in the names of colors, shop for a brides-
maid dress and you will see.

*  When your future mother in law says to you “No problem, my dear” there
is a problem!

* They say shopping is cheaper than a psychiatrist, but after shopping for
bridesmaids dresses you will need a psychiatrist.

e If your Fairy Godmother appears at your wedding that means your wed-
ding planner messed up.

* Remember sticker shock is not only the price of the dress it’s the size.

e Just remember if you think shopping for bridesmaid dresses is bad, it’s
more depressing shopping for a bathing suit.

*  Always remember the fashion law, if the shoe fits, it’s ugly.
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