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Introduction 
Press releases are a great way to get your story out to the local or national press.  
If you are doing something that's a bit different, or has a good story behind it, then you'll get yourself a lot of free publicity.  Don’t be scared of working with journalists, but always remember their job is to find a story and anything you say may be used! Try to work with the press and think about what they need.
How do I go about it?

Point of contact - Choose the best person for journalists to contact and make sure that this person is able to take calls and answer any questions about your story.  Everyone in your group or organisation should be clear about who is responsible for dealing with the press in order to avoid any mixed messages.

Know your subject - Your reputation is very important and this is an opportunity for people to see the good work that you are doing.  Make sure you know what you are talking about and that you have double checked any facts and details of forthcoming events before passing them on.  If you have focussed on a human story or included any quotes or personal details, make sure you know the context of that story or quote.  Why did they need your help?  Why did they say what they did? Where did they come from?  Are they well-known in your local area? You need to make sure that you have the inside story and are equipped to answer any questions or challenges about your press release.
Who are you targeting? – Who is your press release trying to reach?  Which local journalists and newspapers are you focussing on and why?  Make sure you have done your research so that you are reaching the right people and that you are prepared for any outcomes. Make sure you target specific journalist and preferably send it to a named person. 
Timing and format – Is your press release timely and relevant?  Is it the latest news?  What is it about your story that needs to be circulated now?  Bear in mind that journalists have their own deadlines and it may take time for press releases to be put together and circulated.  Try to plan and build up relationships where possible, so that you know when your information needs to appear and you can work within existing structures.  Remember that an email is often much faster to pass on than 
a letter.  Use the email subject box and try and make it catchy and readable.  If the press release is for a newsletter or paper, try and find out the deadlines of the publication you are targeting to avoid missing the circulation date.
Eight top tips to what makes a good story:

1. Start with a bang and aim to make an impact
2. Use simple, snappy language that is easy for everyone to understand

3. Keep It Short and Simple (or ‘KISS’!) - a press release only needs to be the length of one sheet of A4
4. Personalise your story - think about the human interest and use characters to express the reality of your story.  You could also try personalising any facts and include named quotes in your press release
5. Pictures - A good picture is worth a thousand words.  Always try and think about a photo to illustrate your story. Be creative and make it catchy
6. A hook - You will need something that will draw people’s attention.  What makes your story special or news worthy? Do you have a local angle on a national story for instance, are you reaching a significant milestone (such as the 100th volunteer or an anniversary)?
7. Try and work with three main points that you want people to remember – no more
8. Action - What do you want out of the story? Do you want people to sign up to something, attend your event, or visit your website?  Always remember to put your contact details and website at the end for more information
The upside down triangle is a useful tool for press releases. The width of the triangle represents the importance. If the first two boxes catch a journalist’s attention then you should be fine. The title is important, if you can write a short provocative title that tells some of the story, that’s great. 

EN is the Editor’s note (such as a link to a website for further information, photos, area available and a pack).  C is contact details (don’t ever forget these) preferably give two contacts in case the journalist can’t get hold of your main contact.

Based on an original factsheet by T3SC





Tips for Press releases 





For any further information, guidance and support, please visit www.gmvss.net














