Community CVS Information Sheet


See also Information Sheet B5 Role of the Publicity Officer, B5a Publicity Material and B5b, B15 Marketing:

HARD MEDIA

· Local Media
Local television, radio and newspapers – each has specific ‘readerships’.  Find out what type of news they want by reading them.  The use the local media well is time consuming and can be a full time job.  It’s not as simple as doing a press release and waiting for someone to publish it.  Be selective.  Your story must be of local interest and be about the people who read this paper.

· Establishing and maintaining contacts 

If trying to contact just one paper, don’t use a press release.  It is always best to develop personal contacts. Start by knowing the news editor’s name and write a personal letter or ask for him/her when making contact by phone. Once personal contacts have been established, you could become the expert that the journalist gets in touch with about certain issues.

· Brochure/Leaflet

It is useful to have a brief brochure explaining what your organisation does and send this to the newspaper along with your article.

· Press Releases

Press releases should be done for a specific reason, not one a month.  Press releases should sell themselves on their news content.  They should be clearly written, short, and informative, with no jargon, no waffle and no confusing abbreviations.  Never assume prior knowledge, and include your organisation’s brochure.  Put a contact name and number at the end – this should be someone who will be able to answer any further questions that a journalist may have.  It is sometimes useful to use or invent quotes to get away with saying things that might be difficult to say outside of quotation marks. See also Information Sheet B5 Role of the Publicity Officer, B5a and B5b Publicity Material and B15 Marketing.  Remember, made up quotes are a way of getting propaganda or opinion into the piece.

· Who should write press releases?

It is not a job for an amateur, but remember practice makes perfect, the more you do the better they will become.  Subtleties and play on words can make all the difference.  One person should: decide when a press release is produced, what should be in it and how it should be written.  It must be checked for accuracy.

· Weeklies

The advantage of targeting weekly newspapers is that they are less news sensitive but such newspapers have a smaller staff body, therefore, it is better if your press release is ready to go to press with little work required by the editor of the newspaper.

· Other options

Letters pages can also be used to get across news or publicise your organisation.  Read the letters pages to see what kind of thing they print (e.g. long or short letters).  Letters are a way of ‘getting a foot in the door’ and getting your organisation known.  Put your name, not just your job title.  The editor will get used to your name and see you can write intelligent and interesting stuff but don’t do this too often – only when you have news. 

To publicise an up and coming event you could use:-

· Straight forward advertising

· Tie it in with something newsworthy

· Weave it into a letter

Invite the press to events, call the news desk and tell them who’ll be there and what the local aspect is.

SOFT MEDIA


· Regional Radio & TV

They have little time and space compared to print media, but they reach a larger audience.  They have very short lead times.  Local radio phone-ins could be used, but it is important to listen to them first.  Television is unlikely to be interested if they don’t already know it’s happening – it is very much news rather then features driven.
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