
 

 

 

PR & Media Toolkit 
The aim of this PR and media toolkit is to provide you with tools and 

ideas on how to generate local media coverage for campaigns. It 

contains information about local media, writing press releases and 
how to manage media relationships. It also contains templates of 

suggested materials for you to tailor and send to your local media.  

 

What is PR and why should I do it? 
Public relations is a technique which can be employed to raise awareness and build links 

with the local community. In this case it is to showcase local student campaigns, celebrate 

the impact which this has had and to inspire a new generation of student campaigners.  

This could take the shape of events or other activity which takes you out into the local 

community or media relations activity.  

 

What are media relations? 

Media relations is an area of PR focused specifically on promoting key messages in the 

media about your message and organisation. A feature in a local newspaper highlighting a 

local campaign – organised by students, will be taken as an independent, third party view in 

a way that an advert might not be. The flipside of this is that you cannot control what the 

media say about you, in the same way that you have copy control over advertising. 

However, if you are confident about your message and communicate with the media in the 

right way, you can use the situation to ensure the best possible outcome. 

 

Why communicate with the media? 

The key purpose of communicating with the media is to generate positive PR for a 

campaign. It is important to define your objectives at the outset. Regional and local media 

are often keen to present themselves as responsible to the local community and may 

welcome the opportunity the use your stories - case studies, genuine examples and 

students willing to speak about the work they have done. 

 

 

 

 

 

 



 

Know your local media 

Know and understand the media you are targeting and get a feel for their agenda and 

audience by reading the press regularly and noting down names of relevant journalists.  

 

Establish and maintain contact  

The media needs you to fill their pages as much as you need them to promote your 

message, so press relations should be reviewed as a partnership. Make journalists aware of 

your events and invite them along, giving them plenty of advance warning.  

 

Importantly, PR contacts should keep a record of all media messages, friendly 

correspondents, and previous media contact (content and timing) and save any press 

coverage for reference.  

 

Use real people  

Journalists want to talk to real people to bring a story to life, so identify people who would 

be willing to speak to the media about their story  

 

Find out and adhere to deadlines  

Always establish a journalist’s deadline and work towards it. If you miss it, you risk not 

having your story used or your side of the story included. Local newspapers often have 

different deadlines to national titles and to each other, so check for each one.  

 

Be available  

As inconvenient as it may seem, always be available to a journalist. Include as many 

contact details as possible on any press releases. 

 

Think widely – don’t just target the news pages  

Although the news pages may be the most obvious place to communicate your messages, 

other sections can prove useful:  

 

 Letters to Editors – respond to a recent article by writing a letter to the 

newspaper’s editor  

 Local radio phone-ins – Radio phone-ins cover a multitude of subjects. Approach 

relevant radio producers with ideas that you believe would make good phone-ins. 

Feel free to contribute when the shows are aired.  

 

 

 



 

Get your timing right  

 Target your stories for slow news days / months. These timings are usually ‘Sunday 

for Monday’ and the holiday seasons.  

 Send an invite to local journalists to let them know an event is coming up so they 

can plan for it in their diaries. This is especially true with TV as they have a limited 

number of crews available.  

 Tailor how to submit information to different journalist’s requirements. Some will 

prefer email, some a phone call. It is best to establish which and stick to this method 

to ensure the information reaches them.  

 

Photography  

The print media are always looking for good pictures so including a photograph with a press 

release will enhance your chances of getting it published. Sometimes the local paper will 

send a photographer down to cover your story or event, which is great. If this is not the 

case, you may decide to take your own pictures to accompany a story. 

 

If you decide to take your own pictures, use a digital camera and remember that 

photographs should be supplied to press at a high resolution (at least 300dpi) as a jpeg or 

a tiff. This is essentially the standard a photograph needs to be to look good when printed. 

 

Set up the photograph to convey the image or message that’s important to you. The worst 

possible photos are where everyone in the picture is lined up and staring into the camera – 

but if that’s all you have, make sure you know who everyone is in the photograph, and 

emphasise local interest.  

 

If at all possible, a more interesting or unusual shot should be included, which will catch the 

attention of both the editor – and the reader.  

 

 

 

 

 

 

 

 

 



 

Press materials 

Different types of press materials  

There are two main types of press materials you will issue – press releases and photo call 

notices:  

 Planning Release/Photo call notices: are issued in advance of an event or ‘launch’ to 

invite the media to come and cover the story. A photo call is a great way of 

generating local press coverage if you have something really visual the local 

newspaper can photograph or a TV crew can film  

 Press releases: are issued on the day the story ‘breaks’ or the event happens. If 

there is a visual element to the story sending accompanying pictures may be the 

difference between it being used and not being used  

 

Press Releases & Planning Releases 

 

Why send one out? 

Sending out a press release can achieve a variety of things for your campaign or activity. 

You may have performed some research, may want to be publicly critical of local or national 

government, or, you might want to inform the media about an upcoming event you are 

holding that they might want to report on (this type of press release about a future event is 

called a planning note or planning release). 

 

You need to be careful not to send out too many press releases – journalists hate spam as 

much as the rest of us. However, if you think that what you have to say will genuinely be of 

interest to their readers, listeners or viewers then don’t be afraid to share it. 

 

What makes something news? 

 

The clue is in the word news – what you say has to be new. It’s no good recycling old 

statistics, repeating previously publicised opinions or talking about an event that happened 

a week ago, if you want to get coverage you need a good news hook. Your story should 

contain at least one of the following new pieces of information: 

 Facts or statistics or detailed analysis of someone else’s recent statistics 

 Opinions 

 Controversy 

 A visual stunt 

 Case-Studies 

 Information that affects their readers 

 Good news (local press usually) 

 

The thing to remember is that more local the issue is the less ‘exciting’ the news needs to 

be. As a crude example – a students’ association handing a petition to their local council will 

be interesting to that town’s media but won’t be of interest to a local paper 50 miles away 

but a demonstration in London involving students from all over the UK will be interesting to 

all local news outlets as long as it involves local students. 

 

Local media publish local stories for local people. Human interest is the main content of all 

local newspapers; people want to read about what happens to other people in their local 

area – real life stories. 

 



 

Planning notes are sent in advance of an event you want to encourage journalists to attend 

– a debate, a demonstration or a sporting or charity event, for example. They should 

usually be sent a week or so in advance so that journalists can put them in their diaries. 

 

What goes in a press release? 

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. 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.  

 

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 a report coming out, a campaign launch, or an 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. 

 

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

information – who, what, when, where, why and how. 

 

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. The journalist is likely to have very limited space for a quote from you 

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 

 

After the main content of the release put the word ‘End’ on a line on its own. Underneath 

that 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. 

 

Sending out a press release 

 

Almost all press releases today are sent only in email form. You should keep a regularly 

updated list of generic news-desk contact details for all local radio, television, and print 

outlets to send releases to.  

 

Send out the release with the headline in the subject line and all the email addresses in the 

BCC field – journalists won’t like it if you share their contact details with everyone else on 

your list. Finally, sit back and wait for the coverage come in! 

 



 

A typical press release: 

 

FIBCHESTER STUDENTS RAISE THOUSANDS FOR LOCAL CHARITY 

 

EMBARGOED UNTIL – 00.01 TUESDAY 2 NOVEMBER 2011 

 

Your students’ association did something, on a particular date, in a place, for a reason. They 

did it like this.  

 

Some more details about why they did it, what had happened before and who else was 

involved.  

 

A few more details if necessary but less is more.  

 

Jane Bloggs, Fibchester Students’ Association President, said: 

 

“Students make a huge contribution to local communities and raise tens of thousands of 

pounds for Fibchester causes every year. 

 

“Why we’re excited. 

 

“A final line which might raise another point if the paper has enough room”.  

 

ENDS 

 

Press Contact – 0116 567890 or 07888 123456 (out of office hours) 

 

Some information about Fibchester SA including how many members it has, who it 

represents and what it does.  

 

Some other relevant information, which in this case might be a list of charities that are 

being donated to, the times and locations of any fundraising activities, and how much was 

raised at the last event.  

 


