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Once you’ve read this fabulous media guide, you will be a media savvy student campaigner with the Murdoch empire grovelling at your feet begging for your next press release!*

*This may be a slight exaggeration, but you should definitely be ready to deal confidently with journalists and bag some great media coverage for your amazing  Go Green Week!  

Media coverage is important to People & Planet because it allows us to:

·      

1   Promote our work

2    Impress funders

3    Attract new funding

4    Encourage people to get involved

5    Bring about policy changes

6    Raise our profile

7    Make our supporters proud

8    Engage with and inspire the wider community

9    Influence politicians 

10  Publicise events and attract more participants

      11  Open up debates around specific issues

Use the media as a tool to raise your profile and get your message across - a little bit of work on your part  can get a story read by thousands of people. It’s easy.

Different types of media we can use:

·      1
Radio (student/local/national)

2   Newspaper (student/local/national)

3   TV (student/local/national)

4   Online news (online articles/comments)

5   Local community newsletters

      6   Letters pages in local newspaper

All of these different types of media are great. National news coverage is a dream come true for People & Planet, so if you have any contacts – use them!

For the most part, however, you will probably be contacting student and local media about Go Green Week. If you’re going for local coverage, it must also have a local angle.

The quality, as viewed by the journalist, is related to two things:

· Up-to-date: in most frequent publications news stories are about current events, not situations. The existence of a given situation - poverty, the unfairness of the international trade system - does not count as news. However, changes in a given situation or the revelation of new facts about a situation are often considered as news.

· Reader interest: for the commercial media the overwhelming priority is news that sell papers or attract viewers. Unfortunately, this does not always mean news of true importance.

Campaigners talk about finding  a ‘hook’ - something to make a situation newsworthy and interesting. Good ‘hooks’ include: 

 *events* anniversaries * national days * milestones * statistics * reports

Finding the right hook will be the most important part of your media strategy. Luckily for you, your hook for this particular media coverage is the amazing national Go Green Week! 

Press stunts
When planning an event, keep the needs of the media in mind. They look for events that are:

· Imaginative: try to brainstorm creative and original ideas with your group. One of the reasons for the drop in the coverage of marches and rallies is that the media have become bored with them. Your events should therefore aim to capture the attention of the media by being a bit different.

· Visual: by providing a great photo opportunity, your message will gain coverage by accompanying the image.

· Relevant: try to come up with some clear link between the event and the issue.

Media Strategy

I

t’s important to make your media coverage strategic. ALWAYS ask yourself:

· WHY are we doing it? What is the purpose of our media coverage?

· WHAT are we hoping to achieve? What is our key message?

· WHO are we trying to reach, which media will reach them?

· HOW is this a story? How will we get the media interested?

· WHEN will maximise coverage?

· WHERE will maximise coverage?

Your press releases should always:

· Be clear, confident and tailored to the publication’s needs

· Appeal to the publication’s readers

· Stand out – journalists receive hundreds of press releases a week!

· Feature quotes 

· Start with a good title (make it fun, make it relevant, make it interesting) 

· Be proofread by someone else before you send it out

· Explain who People & Planet are. Never assume knowledge (because you make an ass…) 

Your press releases should never contain any spelling mistakes, typos or grammatical errors. Journalists are increasingly busy and look for well-written press releases that they can copy & paste from. 

Don’t ramble, or write ‘filler’, journalists are looking for short, concise press releases. You should fit your press release on one A4 page. See the back of this guide for a press release template. 

How to send out your press release

1     First things first, who are you trying to reach? If you’re trying to get other students to attend a fundraiser, you want to get coverage in the student media. If you’re looking for support in the wider community, your story would be best placed in the local media. 

2      Once you’ve decided which publication to send the release to, give them a ring. This sounds scary, and many people are put off by the idea of ringing a journalist. Don’t be! It’s an easy peasy phone call and can really help you to get your story featured! Ring up the newspaper (you’ll find the number on the website) and ask who is the best person to send your press release too. It is also very worthwhile to ask which is the best day to send press releases on (and keep note of this for future reference). This phonecall will prevent your release getting lost in an irrelevant email inbox, and will also ensure you send it on the day that increases its chances of being printed. 

3     Email your press release (if your release is about a photo opportunity, you need to send it out one week before so they can put in their diary). In the email subject write “Media Release: the title”. In the email, paste the entire media release (including the People & Planet logo) and also add the word document as an attachment. Use a professional email signature (for example name, position, phone number and email address). 

4     Follow it up. Ring them up again (this time you won’t be nervous because of how well the last conversation went!) and ask them if they received your media release and if they are sending a photographer along. If they say they are sending a photographer – make sure you ring again on the morning of the event to confirm (nicely) that they haven’t forgotten!

When it comes to getting media attention, the best advice is don’t be scared! Don’t be afraid of ringing them, it will help you build up a working relationship with the reporter and will be useful for future press releases. Be friendly, clear, concise, confident and helpful. They will appreciate you making their life easier! 

Once your press release is sent out, you might get telephone calls from journalists requesting an interview. This is quite rare, but it could happen! This interview could be for a newspaper, or a local radio station.

Interviews
Always remember that you’re in control. You don´t have to give this interview, they’ve asked for it because they want the news.

· Think through what you want to say. Find the 3 most important bits of information and try to have a fact or two to back them up. Try rehearsing beforehand how to get these 3 points across clearly and succinctly. If they ask you other questions that aren’t relevant or are an attempt to divert you - say ‘I’m not here to talk about that - I’m here to tell your listeners..’. 

· Remember it’s not just what you say but how you say it. You need to sound suitably passionate, intelligent and knowledgeable. Don’t swear, don´t shout and don’t rant. Short firm sentences will get you a long way! 

· If you’re worried about the interview, ask to see the questions in advance.

· In a recorded interview, you can ask to give your answer again to make it clearer.

· If you’re on the radio or TV, get someone to tape you and then sit down and honestly appraise it, but don’t give yourself too hard a time. Would Joe Public who knows nothing about the subject have understood. 

· You’re perfectly entitled to refuse to give interviews to journalists who are likely to twist what you’re saying against you.

During the interview:

· Don’t rant

· Be conversational

· Don’t make it up – no-one expects you to be an expert, but do have some facts 

· Take your time, pause if you need to

· Don’t get drawn off message

· Remember – it’s not just what you say it’s how you say it

· Repeat your 3 key messages

· Give people some to go for more information (eg, peopleandplanet.org)

· Tape your interview and review it afterwards


Well, now that you've finished reading this guide, you're probably feeling slightly different. Stronger, more confident? Maybe a little sexier than usual? If you look under your shirt now, you'll notice a strange lycra onesie* underneath your clothes. That's right, you're a fully fledged 

Super Media Campaigner (SMC) and you're ready to go off and spread the word about your amazing Go Green Week!

Don't forget to let us know about any media coverage you get! We LOVE seeing it, and especially posting links on the website so our other

SMCs can see how well you're doing. If possible, buy a copy of the paper and scan your story in.

...turn over for your sample press release!

*If you don't see the lycra onsie, it doesn't mean you're a bad media campaigner, it just means you have a rubbish imagination.

-

Date 

For immediate release

Media Release (or ‘Photocall’ if relevant) 

<Main Heading (not more than 10 words)>

<Event, date, time and location and possibility of photos>

<Opening sentence (This sentence should expand on the headline and ensure the journalist knows exactly what to expect from this press release.)>

<Paragraph 1- first word should be written in capitals – if the first word is a, the second word should be in capitals too. Who, what, where, when, why.>(not more than 100 words)

<Following paragraphs- make your points in order of importance. One message per paragraph. Spell out the facts, give statistics and the names and numbers of people involved.> (not more than 100 words)

Quote number 1 (this should be someone from your group – make it clear that they are from the local community) “State the main aim of the event” (not more than 50 words)

Quote number 2 (this could be someone else from your group, or someone in

support for example a teacher or local MP, or get a quote from someone at the People & planet support office)

“ Put the campaign in context, then restate the main aim of the event” (not

more than 50 words).

ENDS (always write ENDS at the end of your release)

For more information, please contact name, phone number, email address. 

Notes for editors

1. When did your group start

2. <Your P&P group> are part of the national P&P network of Sixth Form and University

students campaigning on world poverty, human rights and the environment. See

http://peopleandplanet.org

3. <Interesting fact from respected source>

4. <Any other notes needed to back up your press release?>
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