Public Relations

A ‘How to’ guide for Community Fundraisers and Volunteers   
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INTRODUCTION

This guide to public relations has been developed to provide community fundraisers and volunteers with guidance on developing a PR plan and tactics that will maximise the opportunities for getting media coverage for Action Medical Research’s fundraising activities.

This is not a science! Just keep it simple and have something newsworthy to say or a personal story to tell, for example if your family has been affected by one of the conditions that Action Medical Research funds. Get to know your target media and how they cover stories and tailor your approach to match their style and target audience.
What is PR and why do PR?
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This document outlines the steps involved in developing materials and a plan, as well as providing template media releases and guidance. 

Most journalists are very willing to help although there are some who can be challenging to deal with. However, persevere with them and try to build good relationships as achieving good media coverage will make a significant impact to your event in terms of raising awareness, raising the profile of the charity and helping to increase the numbers taking part.

CREATING NEWSHOOKS

One of the key elements in a successful PR or media campaign is to have something new or unusual to say. The fact that an event, be this a bike ride or PLOD, is happening in an area may be enough to interest local media, particularly if there is an interesting route or there is something unique about it, and they will probably write an article. However, longer, more in-depth articles are usually based around the stories of participants.
Below are tips on how to maximise the opportunities for coverage and tease out interesting news-hooks or angles.

1) Unique facts about the event – are there any interesting points about the event, like the scenery, location or routes it passes? For example, the Trossachs Ton ride takes in the Duke’s Pass not once but TWICE on the Champion route!

2) Link to another event – if another event is happening at the same time which is relevant and also newsworthy, consider linking your event to it and mentioning it in the press release. For example, if you have a bike ride happening close to the time of National Bike Week, which is held every year in June, you could mention this in your release; some regional journalists may already be planning to write something about National Bike Week and, by linking your event to it, journalists may mention that.

3) Participant case studies – local media will often write about a charity event if they have a participant case study. If the case study has an interesting or unusual story, or they have a personal reason for taking part, for example, this will increase the chances of media coverage. If you have time, you could speak to some of the participants and send their story to local media OR send them a template press release (found in Appendix A), with guidance on how to adapt it and encourage them to send it to their local media. It is important to make sure any participant case studies are comfortable dealing with the media and understand how their story might be used.

4) Celebrity involvement – are there any celebrities, sports personalities or famous people who are participating in the event, or will lend their support to the event? They could attend for a photo-shoot and might agree to being quoted in the release.

5) Partnership with a local paper or radio station – this might be something to consider to secure a continuous drip-feed of news about your event over a longer period of time. Consider developing a relationship with a local paper; they could follow a selected number of local participants as they train for the event, whether it is a bike ride or trek. Or you might want to invite a journalist from a key publication/radio station to take part in exchange for regular column inches/air-time about their training, including mentions of the race/event.
POINTS TO CONSIDER
What’s the story? – To win journalists’ interest, there has to be more than ‘a charity event is happening’.

What’s the hook? 

· Is there a celebrity(ies) involved?

· Are we doing something for the first time (new course, new challenge)?

· Do any of the participants have an interesting story or reason for taking part (human interest)? 

· Is there any research and / or case studies within the paper / radio station’s patch that could help illustrate why the event’s important?

Securing ongoing press coverage – avoid sending all the information about your event to the media at the same time. If you have time, and also think you will have something new to say at different points in the run up to your event, consider developing a timeline of when press releases and participant case study summaries will be sent to the media. For example, if your event is in June and you launch it in January, a basic timeline might look like:
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	Send out press release about event to encourage sign-ups
	Send out first participant case study to boost interest
	Send out second participant case study to further boost interest
	Send out release saying how many participants are expected, and possible photocall notice 
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Tips

Most local newspapers and radio stations have ‘What’s On Guides’. It may be worth speaking to newsdesks and finding out the best way to get your event added to their public calendar.

Speaking to newsdesks before sending them a press release means it won’t be arriving ‘cold’. They’ll remember you and may be more open to running the story.

Follow up – select a few newspapers, TV or radio stations to follow up by telephone. This will give you an opportunity to tell them more about your event, further develop relationships with journalists and increase your chances of getting press coverage.
Distribution – most press information is sent by email. Ensure that you send the information not only to a named journalist but also to a generic news email address which is seen by several people. 
Don’t forget the post-event update – A lot of weeklies come out on Wednesdays which means they’ll go to press Tuesday afternoons. Ideally a post-event release should be sent on Monday morning with pics and an update on participant numbers / funds raised.
DEVELOPING PARTICIPANT CASE STUDY SUMMARIES

Below are examples of headlines from summaries based on three participant case studies who took part in Action Medical Research events. Participants were interviewed and a summary of the interview was written up and (after their approval) sent to their local media. All achieved media coverage as they all had an unusual angle or story.

‘The Fighting Mongooses cycle 24 hours for charity’

· The ‘Fighting Mongooses’ had an unusual name and a member of their team had appeared on the TV programme Dragons’ Den

‘The Dumfries night cyclist cycles for 24 hours’

· The Dumfries cyclist was taking part in RIDE24 not as part of a team, but on his own and he was preparing for the event by cycling at night starting at 12am in the winter

‘Gastric band turns life around for once-unsuccessful dieter’

This headline was based on the story of a participant in La Vuelta who was using the ride to help him lose weight. His story generated media coverage because it contained several personal elements:

· He became involved in Action Medical Research because his daughter was a premature baby

· He was overweight and had a gastric band fitted and has undertaken a training programme to help him lose weight

· He set up a blog and charted his weight loss with photographs.
DEVELOPING KEY MESSAGES 


What information do you want to communicate about your event? Once you have decided this, these will form the key messages, information that promotes your event in a way which is positive. This will also help to ensure that the information that is communicated about your event is consistent in all written materials.

For your event, key messages could include the following:

•
When and where it is taking place

•
Anything unusual about the event, i.e. If it is the first time it is taking place, the location or route it will cover

•
How to sign up or donate – including the web address is important

•
The sponsorship target

· Information about Action Medical Research and the research it funds

DEVELOPING A PR PLAN – STEPS TO CONSIDER

We have developed an outline PR plan containing a series of tactics, which will help you to raise the profile of your event and achieve media coverage. The tactics described below can be applied to any event – they are not set in stone and there are no hard and fast rules, but this guide should help you when developing your PR plan. Template press releases and guidance on using participant case studies with the media have been provided in the appendix, for you to use and adapt as you feel appropriate.

	Suggested timing
	Activity

	Four to six months before event
	Press release – adapt the template or develop a new press release about your event with the following information: Date, location and description of event. Include information which highlights any unique features about the event, for example if it is new, if it takes place near or around a place of historic interest, or if you have celebrity support etc. Ideally the release should also include a quote from you about the event. The aim is to make the title and first paragraph stand out, as journalists often only have time to read the first few paragraphs of a press release.

	
	Media list – develop a media list to include: local newspapers, TV and radio, specialist press (e.g. cycling or sailing), and regional magazines (e.g. Sussex Life, Surrey Life). If you need help with this you can speak with Ellie Evans in Communications (T 01403 327480)

	
	Distribute press release – if possible and if you have time, it is a good idea to follow up a few key journalists after you have sent the press release. Journalists receive hundreds of press releases every week and even if they are interested in your release, they may need to be reminded. We recommend you select a few papers/radio/TV and contact the relevant journalist, make sure that they have received the release and ask them if they need any more information. It is also worthwhile getting to know a couple of the journalists and also to find out whether the paper has a day where it covers charity/ community announcements.

	Three to four months before event
	Case studies – contact all participants who have signed up to take part in the event to see if they would be willing to speak to their local paper, TV or radio about why they are taking part. Local newspapers, radio and TV are always interested in human interest stories. The Communications team has developed a template press release for participant case studies to use and adapt.

	Three to four weeks before event
	Media/photo-shoot invitation – develop and send out an invitation to journalists to your event.  Depending on the type of event, you could invite journalists to the beginning for a photo-shoot with all the participants, and possibly to the end of the event to take photographs of the winners, if this is relevant.

	Day of event
	Managing media relations on the day of the event – ensure that you or one of your team is on hand to look after any journalists at the event, putting them in touch with any of the case studies (with their permission) for interviews. Prepare a press pack containing the press release and contact details for yourself and any case studies who have given their permission to be interviewed. If you have any celebrities attending the event, ensure that they are fully briefed.

	Post-event
	Develop and send out a press release announcing the winners or the total number of participants, along with a selection of high-res photographs of the event. Consider including anything newsworthy that happened during the event, details about next year’s event and information about how much money was raised.


APPENDIX A – TEMPLATE MATERIALS 

1.
Developing a press release

2.
Information for participant case studies

3.
Guidance for participant case studies

1. DEVELOPING A PRESS RELEASE
A press release ideally should be no more than two pages and should include the most important, newsworthy information in the title and the first paragraph:
	Title
	Short, snappy and should describe the event briefly

	What
	A description of the event, what it is, e.g. bike ride, trek or sailing

	Who
	Mention that Action Medical Research is organising the event

	Why
	Include more detailed information about the event and why Action Medical Research organises events, e.g. to raise money for research into conditions affecting babies and children, and their families

	Where
	The location, if it is a tour, mention the starting and finishing points

	When
	When the event is happening


Template press release

[INSERT NAME OF EVENT] launched by Action Medical Research

The [insert name of event and brief description] by children’s charity Action Medical Research will take place on [insert date of event].

[Insert information about the event, where it starts, how long it is and mention any unusual, interesting or newsworthy details about it].

[Insert quote from Action Medical Research event organiser: eg “If you’re looking for a challenge then… [insert event name and short, succinct description/call to action].]
Those taking part in [insert event name] will be raising money to help fund medical research into conditions affecting babies and children. Action Medical Research is currently funding research into premature birth, cerebral palsy, meningitis and epilepsy, as well as some very rare and distressing conditions that severely affect children.

The event costs [insert amount] to enter and all participants should make a commitment to raise [insert amount of sponsorship required]. For more information visit [insert website address]

- ENDS -

NOTES TO EDITORS -

For information please contact: [insert your contact details: telephone and email].
Action Medical Research is a leading UK-wide charity saving and changing children’s lives through medical research. For more than 60 years we’ve helped pioneer ways to prevent disease and develop treatments benefiting millions of people. Our research has helped to beat polio in the UK, develop ultrasound, fight meningitis and prevent stillbirths. But we urgently need to develop more new treatments and cures for sick babies and children and we can’t do it without you. 

Join our fight for little lives today. Charity reg. nos 208701 and SC039284.
2. INFORMATION FOR PARTICIPANT CASE STUDIES

Sending information to the media about participant case studies will increase the chances of media coverage as any human interest angle sparks journalists’ interest. It is best if the case study participants do their own media relations, but if you know that some of the stories are really interesting and unusual and, if you have time, you could draft a summary of the participant’s story and send it to their local media.

The list of questions below can be used if you are able and have time to speak to participant case studies and develop a summary of their story. Alternatively these questions can be sent to participant case studies to help them think about the type of information they might include in a press release or the types of questions that journalists might ask during an interview.

•
Why did you decide to take part in [insert name of event]?

•
Why have you chosen to raise money for Action Medical Research?

•
Include information about your personal reasons for taking part in the event if you don’t mind sharing this with journalists

•
Consider including information about how long you have been taking part in charity events and also details on how you are preparing for the event.

The template covering letter below could be sent to all participants asking whether they would be willing to speak to their local media about why they are taking part in the event (along with  a  template  press  release  and  the  questions/pointers  above).

Template covering letter to send to participant case studies

Dear [insert name]

Thank you for signing up to take part in [insert name of event] organised by Action Medical  Research. We are really looking forward to [insert name of event] and hope you are too! I hope that your preparations are going well.

We are working hard to raise awareness of [insert name of event] and the work that Action Medical Research funds. One way in which we do this is by working with the media. When journalists write their stories, they often want to add a human angle and may want to interview participants to find  out why they have decided to take part in [insert name of event], what they hope to achieve, and any reasons you might be motivated to carry out such a challenge.

Would you be willing to speak to the media about why you are taking part in [insert name of event]? If you would, we have provided background information on media interviews, questions that journalists might ask, tips for preparing for media interviews and a template press release for you to adapt and send out to your local media, along with guidance on the type of information to include in this press release. The template press release contains standard information about the event and Action Medical Research. It also contains space for you to include your personal information.

I hope that this is helpful. If you have any questions or queries, please call or email me on [insert details].

With best wishes

3. GUIDANCE FOR PARTICIPANT CASE STUDIES 


Local media (newspapers, radio and possibly TV) may be interested in the fact that you are taking part in a charity event. Developing your own press release or adapting the template press release provided could result in an article about you appearing in your local newspaper or your local TV or radio station may want to interview you.

Apart from TV interviews, most radio and newspaper interviews will be done over the telephone and could last between five and 15 minutes. Occasionally radio or TV interviews will be live, but please check with the journalist beforehand. Most likely if you do a radio or TV interview, it will be recorded, edited and broadcast at a later date. If this is the case, ask the journalist when the interview will be shown and in most cases they should be able to tell you. 

If as a result of sending out a press release, a journalist contacts you and asks for an interview, they may ask the following: why you decided to take part in the event, your preparations for the event, how much money you want to raise etc.

Preparing for interviews:
•
Relax and don’t worry. Generally the press are on your side and want to get the best interview possible

•
Try to think of questions that the journalist might ask and think about how you might answer them

•
Develop a bullet list of key messages that you want to get across in the interview along with facts and figures and take it with you 

•
Don’t disclose any information that you don’t want to appear either in the paper or be heard on radio or TV

•
If it is a TV or radio interview, then practice remembering that messaging and those facts and figures beforehand, perhaps with a friend asking you questions that you think the journalist may ask

•
During the interview, do mention the charity’s name ‘Action Medical Research’ rather than just say ‘the charity’ as this will clarify which charity you are raising money for

•
If you have taken part or are taking part in any other Action Medical Research events, you can mention this

•
If you need time to think about an answer to a question, don’t feel pressurised to answer it immediately, just say to the journalist that you need time to think about it

•
You are not obliged to answer every question a journalist asks you, so if you don’t feel comfortable answering a question then let them know

•
At the end of the interview, if you don’t already know the journalist’s contact details then ask for them.

If after the interview, you feel that you have missed out something, then call the journalist with the information you want to convey (this may not be possible with either radio or TV interviews although the presenter may be able to add something before or after the interview if pre-recorded).
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