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Cavendish Cancer Care Fact Sheet:

Making the Most of Your Local Press

Gaining publicity can often help boost the success of any event you are planning. It can also help to increase the profile of Cavendish Cancer Care and the more people who know about the charity’s work, the more funds can be raised.  If you are going to speak to the media about your activities raising funds for Cavendish Cancer Care, we would appreciate it if you could tell us about it first. Not only does it help us plan our own press activity, we can also offer you help and advice on how to do it more effectively.

HOW TO INFORM THE PRESS

If you want to get a story in your local newspaper, the first thing you should do is prepare a press release. Speak to our fundraising team for further advice, but here are some basic hints and tips:

The perfect press release is a news editor’s dream as it makes their job so much easier. In an ideal world, every release should tell a newsworthy story clearly and simply without using superlative words and should not contain any unnecessary information. 

If you can address the following points, you will answer most things the journalist needs to know.

WHO:
Always include the names of the people/group involved in the event or presentation. Everyone mentioned should have their correct titles and full name with no initials, age and where they live for example Mrs Anne Fundraiser, Age 40 of Crookes, Sheffield. Remember to include a contact telephone number in case a journalist would like further information and if someone other than yourself is a key player in your fundraising event and are willing to talk to the press include a number for them to, journalists would prefer to go directly to the source for their information. 

WHEN:

Provide information on when the event took place or is going to take place. An actual date rather than “last week” or “next month” is always preferable.

WHAT:

Provide a brief description of the event and remember to

include any unusual points of information as these are far more likely to be newsworthy. For example a five-a-side football team made up entirely of 75-year-olds is more newsworthy than a team of 25-yearolds, simply because it is more unusual.

WHERE:

Include as precise a location as possible. Remember that

most local newspapers are very parochial and are only interested in

news that has happened in their area or is about someone from their area.

WHY: 

The why factor often provides the human interest element of a story which will make it far more attractive to a news editor. If there is a personal reason why you are raising money for the Cavendish Cancer Care, if you are happy to share it then why not tell people? Relating a story to personal experiences makes it seem much more real and readers will empathise with your tale. It is also useful to include a quote from somebody involved and a contact telephone number for this person if they are willing to talk to a journalist and a number which you are happy to appear in the press if it is appropriate to your event. A mobile number if you have one is better than a home number as you can make sure you are not disturbed at inconvenient times.

TIMING YOUR PRESS RELEASE – AND WHERE SHOULD YOU SEND IT

It is important to try and understand the respective news values of the different media and in broad terms, the greater territory covered, the less likely they are to be interested. The local press are most likely to be interested in your story and they must always be your prime target. A local fete would merit a report or photo in the

local paper and might even make a paragraph in the evening press, but it would never make radio or television. However, if the fete was opened by a major celebrity, it would be of considerable interest to them all.

Generally, if your story is of enough interest to attract regional press or television attention, then it would be preferable that our communications officer be involved and at the very least kept informed. Make sure you send your news in enough time. If you just want to receive coverage of your event, then generally send details to weekly newspapers perhaps two weeks before and daily newspapers a few days before. If you want to encourage more people to attend your event, then the earlier you can give press the information, the better.
Remember in Sheffield if going for a press release being sent out speculatively rather than speaking to someone in advance it is better to do this on a Tuesday morning. Doing this you are likely to catch the deadline for the Sheffield Telegraph (weekly) as well those for the Sheffield Star (daily)
PHOTO OPPORTUNITIES

· A picture tells a thousands words and a good photo opportunity can turn what the press see as a dull story into a nice page lead – all because of an interesting picture.

· If the newspaper sends a photographer, let the photographer guide you – remember they are the professionals and know what looks good. A cheque presentation is often plain and dull and the local press are in undated by this sort of release. Work with your photographer they might have a far more interesting idea up his or her sleeve.

· If the press cannot send a photographer, it does no damage to take your own as if they are of a good enough quality, newspapers will often use submitted pictures. If you do take you own, send it with a few details as soon as possible as old news will not be of any interest. Digital pictures should be of a minimum of 5 mega pixels to provide enough quality for print media

IMPORTANT DOS AND DON’TS

DO:

· Give the media time to plan. Tell all your weekly press of your event and issue releases in ample time for their NEXT deadline. It is recommended that you do this is at least two weeks in advance, but always double check. If you think the local evening paper or radio station may be interested, give them a call about three or four days ahead. 

· Ensure your headline will attract attention and keep your report brief, 60 - 200 well written words used in their entirety are far better than 500 – 700 cut down to fit the available space with the wrong emphasis and errors as a result.

· Press releases should be submitted in email format with the story as the body of the email rather than an attachment.  If including photographs, include a maximum of two or three, one good photo is far more likely to get press coverage than ten

· Find a popular “angle” to your story. Humorous, factually unusual and human interest stories are amongst those most likely to be used. Keep it simple when you are writing a press report, or speaking to the media afterwards. They do not have your depth of knowledge and will know little of the background.

· The reporter who reads or receives your report may not be the one you spoke to originally. Include a brief mention of the work of the Cavendish Cancer Care – this can be obtained from Cavendish Cancer Care. Do also include a telephone number for donations/ further information.

ALWAYS REMEMBER LESS IS MORE WHEN COMPOSING YOUR RELEASE

DON’T:

· Guess at anything when dealing with the media. Never pass on hearsay or rumour. 

· Do not forecast what SHOULD happen next. Always refer the media back to  Cavendish Cancer Care for clarification. 

· Predict a donation will be received, only quote to the media what you have already received.

· Comment on any criticism of the organisation, instead refer the media back to Cavendish Cancer Care.
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