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Session: hot off the press! How to get media 
coverage. 

In this session, students will find out how to use the 
media to help them achieve their campaign aim. They 
will practice writing a press release and get some 
interview tips. 

 

 

Objectives 

They will: 

 Discuss what journalists care about 

 Practice writing a press release and being interviewed 

 

Session timing 

This session should last for 60 minutes.  

 

Audience and numbers 

The audience for this session is students that would like to gain skills in campaigning. This session 

has been designed for 15-20 people. 

 

Learners previous knowledge of subject 

This can be quite varied, so ensure you allow space for delegates that do have a higher level of 

knowledge to share their learning during discussions. 

 

Learning outcomes 

 Understand how to create a ‘hook’ for your campaign that can be picked up by journalists 

 Learn interview tips and how to write a press release 

 

What you will need 

 Room set-up cabaret style with tables 

 Pens 

 A selection of newspapers/articles 
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  Timings What 
you 
need 

Tutor activity Delegate 
activity 

Learning 
outcome 

5 minutes PowerPoint 

presentation 

Slide 1: 

Welcome students back. 

Introduce learning objectives for 

the session. 

‘Whilst the media can’t decide 

whether your campaign is a 

success or not, they play a 

massive part in getting your 

campaign message out into the 

world and putting pressure on 

decision makers. In this session 

we’ll look at how you utilise the 

media to strengthen your 

campaign.’ 

 

Slide 2: 

Talk through what can make 

journalists care. Ask students to 

give an example of each of these 

from some news they’ve seen or 

read in the past couple of days. 

 

Listen 

 

Discuss news they 

have seen in the last 

few days 

Learn what they 

are going to do 

in the session 

15 minutes PowerPoint 

presentation 

 

Newspapers 

Slide 3: 

Read through ‘finding the hook’ 

slide. Split students into groups 

of 3 and give them a selection of 

news articles. Ask them to read 

through and answer the 

questions on the slide. 

 

After about 10 minutes, get each 

group to report back. 

 

Slides 4 and 5: 

Talk through how to think about 

press when planning a campaign 

and how to develop key 

messages. 

 

Activity – Writing a press 

release 

Slide 6: 

There are no hard and fast rules 

for writing a press release, they 

come in a whole variety of forms, 

but here are some tips that might 

be useful. 

Headlines – Don’t try and write 

your headline in the style of a 

newspaper. Avoid puns or trying 

to intrigue the journalist by only 

alluding to details. The headline 

should be one or two lines (and 

no longer than necessary to get 

the information in) that leave the 

journalist in no doubt as to why 

the story is news. It doesn’t even 

Take part in exercises 

 

 

Learn about 

how stories are 

covered in 

different news 

publications 

 

Learn how to 

write a press 

release 
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  Timings What 
you 
need 

Tutor activity Delegate 
activity 

Learning 
outcome 

  Cont.  

but here are some tips that might 

be useful. (At the end of the tutor 

notes) 

 

Give students 15 minutes to write 

their own press release about their 

campaign in groups. (They may 

want to focus this around a specific 

campaign action). 

Ask each group to read their press 

release back to everyone else. 

 

  

10 minutes PowerPoint 

presentation 

Slide 7: 

‘If your campaign really takes off, 

you might get asked to do an 

interview with a local media outlet.’ 

 

Talk through top tips for interviews. 

- Important to know lots of 
relevant facts so you can 
respond with authority and 
insight. 

- Don’t think about the 
questions you want to hear, 

think about the worst ones 
they could ask and rehearse 
answers to them 

- Don’t say you think 

something, say you know it. 
- Talk about real stories – 

SUs meet students on a 

daily basis and can tell their 
stories better than anyone 

- It’s easy to keep talking 
until you’re interrupted 
particularly if you can’t see 
the interviewer or they 

aren’t looking at you but it’s 
important to stop talking 
when you’ve delivered your 
message. The more you talk 
the more likely you are to 
say something you’ll regret. 

 

 

Slide 8: 

Recap learning objectives and thank 

students for attending. 

 

 

Listen and reflect Learn interview 

tips and 

techniques 
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How to write a press release 
 

Headlines – Don’t try and write your headline in the style of a newspaper. Avoid puns or trying to 

intrigue the journalist by only alluding to details. The headline should be one or two lines (and no 

longer than necessary to get the information in) that leave the journalist in no doubt as to why the 

story is news. It doesn’t even need to be strictly grammatically accurate as long as it clearly 

describes what follows. 

 

Embargo – Embargoes tell the journalist the information in them is not for publication until after a 

certain time and/or date. With the different deadlines for weekly local press it’s often best not to 

use them so just write ‘FOR IMMEDIATE RELEASE’ at the top. However, if you have an event, a 

campaign launch, or a sabbatical officer will be making comments in a speech, then it can give 

journalists time to prepare the story so that they are ready to cover it the morning that it happens. 

Most embargoes end at one minute past minute on the day of publication to avoid ambiguity and 

allow daily newspapers to cover the story. Most journalists will respect embargoes but there is 

nothing to stop them publishing as soon as they want to. Find out when your weeklies go to press. 

 

Lead paragraph – The first paragraph of your release should contain all of the relevant information 

– who, what, when, where, why and how. By the end of that paragraph which should be no 

longer than 4 or 5 lines the journalist should have enough information that they could start 

investigating the story even if they didn’t read the rest. 

 

The body – The rest of your release, which in most instances should stretch no more than 2 more 

short paragraphs, should provide some context and relevant information that backs up your take on 

the story. If it is about an event it should give more detail about the where, when and why of the 

lead paragraph. 

 

Quotes – The name and job title of the person giving the quote should be at the top of the quote in 

bold type. Bear in mind that the journalist is likely to have very limited space for a quote from you 

and won’t use every word of what you send them so try to make the first line a short sentence that 

sums up your position. After that a couple more brief sentences giving more detail about your 

position.  

 

After the end 

Make sure there a clear contact details, including for outside office hours, so that journalists can 

follow up if they need to. This is the place to put any relevant information the journalist might need 

but was too long to put in the body, you might also want to put links to any reports referenced or 

any comments you are responding to. Journalists are often looking for case-studies so if you 

already have some then put a brief outline in the notes at the end. You can also include a 

‘boilerplate’ a bit of standard information about your organisation here. 

 


