SLC conference: Working with the local media 

Introduction 
This session will cover: what makes a good story, what should a press release contain and tips for media interviews.  

Why do we want to secure coverage in the local press?
Inform, raise profile, generate coverage.

Who should we target?
The communications team can help put together a media list and the contact details of these.  Please speak to your engagement manager if you plan to reach out to the local media. We may have already sent a press release to them.  

Will the journalist be interested?  How do you know if you have a newsworthy story?
Ask yourself ‘so what?’ Will people be interested? Use TRUTH acronym:
· Is it timely or topical? Do we have something NEW to say?
· Relevant – is it relevant to that publication’s readership? ie Would a car magazine be interested in the SLC launch?  
· Unique – what is unique or unusual about the story?
· Any Trouble or Tension.  SLC slams plans for pedestrianisation.
· Human interest.  Put people at the heart – how would it change lives?

So, you have identified that your story may be of interest and want to write this as a press release.  We will now look at what this needs to look like:  

Journalists get hundreds of releases across their desks every day. Your headline and first couple of sentences need to grab attention and sell your story.  



Content and structure
· Short, clear headline tells media what the story is about. 
· Opening paragraph sums up the entire story in one or two sentences. Press releases get cut from the bottom up. Grab attention at the start - use the six Ws: Who, what, where, when, why and how.
· Second para puts story in context – why it’s important – add a personal element / case study / local angle
· Third para presents details – who’s involved, how it came about.
· Fourth para includes a relevant quote to add information, credibility and/or opinion
· Fifth para shows where people can find more details, get involved.

Also include:
· Type of release: press release, photo opportunity, press invitation
· Date: for immediate release of embargoed?
· Ends (after body copy)
· Contact details for further information
· Editors’ notes (background on the SLC or the subject)



Tips
Write in the third person
Never ‘we are’… You need to put yourself in the perspective of the reader and make the journalists job as easy as possible.  

Write a compelling quote
This is the only part in a press release the media cannot change.  Quotes need to add something to a press release. Go back to the six W questions: what impact will this have, what challenges did we face and how did we overcome them, why are we doing this, how will be it benefit people.

Keep it short, snappy and use simple language
As a PR rule of thumb you should write as if your audience is 11 years old.  Shorten your sentences and simplify your language: use not utilise, got rather than acquired, not needed rather than superfluous.  An ideal PR is just 300-400 words.

Keep it active
Rather than XXX was launched by XXX for XXX.  Think about how this can be in an active voice.

[consider: Media training is being delivered to SLC members by Penny / Penny delivers media training to SLC members] 

Sentences written in an active voice flow better and are easier to understand. Using active voice places emphasis on the subject of the sentence and makes the sentence more concise. 

How can you tell?  Look out for ings and by… in your content.



Contacting the journalist or publication
Most journalists prefer to receive stories by email. Try to tailor your release to each publication.  When you want to pitch a story, it's a good idea to include a short outline of your idea (no more than a paragraph) and where you think it might fit in the publication you're pitching to. 

Paste your press release underneath. Some publications want you to attach photos with the release.  Avoid sending big files that will clog up inboxes.

Most journalists are swamped with press releases, so it may take you a few attempts and a bit of chasing to land press coverage.

Following up
PR is about developing relationships with journalists.  If you have built a relationship and can pick up the phone to sell in the story, this is more likely to achieve coverage.  Do not call them to ask if they got the PR.  It is one pet hate of journalists.  Phrase this I wanted to follow up an email I have sent to you which I think would be of real interest to your readers because…

Media interviews
So, your radio station has picked up your piece and wants an interview.  Most good reporters will try to put you at ease before the interview.  

You can ask what you are going to be ask (not all journalists will provide this as they want to avoid an overly rehearsed response). Ask when the piece will be published or broadcast and who else will be featured.  

Interview pointers
Be prepared, think about likely questions. Have no more than three key messages. Talk emotionally and how the issue has affected you personally.  

Don’t speculate in the interview – if you do not know, say you can look into it.  

Avoid the phrase “no comment” as it may look like the organisation is trying to hide something. 

Be cautious of what you say before and after the interview – remember nothing is ‘off the record’. 

Present information clearly by avoiding jargon or technical terms. 

For pre-recorded interviews - Don’t be afraid to ask to do it again or ask them to repeat the question.  

What is better – live or pre-recorded interviews? Live interviews allow you to control the messaging and cannot be edited.

Always say thank you. 

The Sight Loss Councils are not political organisations and do not hold a view on party politics or have any affiliation with political parties. When representing your SLC, you must maintain this position of neutrality. If you are politically active in your spare time you must be clear to separate your personal political identity from the SLC.

Should you slate an organisation that is failing blind and partially sighted people?  The ethos of SLCs is to try to work with organisations and public bodies to effect change but sometimes they need to be called out to get them to change (ie Inspera exam platform).

Broadcast interviews 
If the interview is via your laptop or mobile device and will be broadcast -think about where to sit.  Make sure a window is not behind you, or you’ll just be shady-looking silhouette. Try to sit with a light source (window) somewhere between the 10am and 2pm position to your face.  

Position your laptop at head height, or at your eye-line. This may require a laptop stand or propping it up on a pile of books. Do not sit on a swivel chair and avoid nervous habits such as fidgeting.

People notice (and will be distracted by) what it is in your background. Make sure this is tidy and clear of junk.  

Consider your attire. Dress smartly and avoid T-shirts with branded or offensive slogans.

If a journalist contacts you directly on an issue
Please respond that you just want to check with the Engagement Manager who is best placed to do the interview. Ask what is their deadline and contact info.  Please try not to say ‘No comment’ as that might be misconstrued as negative or defensive. We will help with key messages for this.  
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