Media Advice from the Norfolk Community Foundation
We hope you will find this a useful guide to issuing a press release and generating positive publicity for your group or project. If you’d like to talk through your plans with us or need any further advice we’re happy to help. 
Why do I need to publicise my project/grant?
It’s a great way of raising public awareness about your project and it will also help other groups in similar situations, who in turn could be helping others in the same way you have. There may be other surprising benefits too, such as a new volunteer helper stepping forward or a donation of useful equipment or funds from another source. As NCF holds several funds it is also a way of acknowledging the particular fund/donor which supported your project which is always a nice touch. 
Writing a press release is just one way of getting publicity but it’s probably the best - it helps the journalist get the information right when they are in a hurry and will reduce your chances of missing any vital information or messages out too.  

Here are some tips for writing a press release and for putting together a press/photo call. 

There are also guidelines on how to refer to the Norfolk Community Foundation if you should wish to do so. 
Different types of media you are most likely to deal with
· Regional, daily & evening newspapers – These are highly influential within the community largely due to their high circulation. In this example, the right person to contact about a news story would be the news editor. Things to remember: The Eastern Daily Press doesn’t often use cheque presentation photos. If you’re planning to submit a picture with your story you’ll need to think of something more creative.
· Local weekly newspapers – With a limited circulation these cover a specific town or district interested in human interest news stories relating to the area their circulation covers. Local free weekly mass distribution newspapers may also be produced. For both of these examples, again the news editor would be your main contact, or the features editor.

· Specialist local publications – These retain a limited circulation to a selective readership where the editor would be the right person to contact.

· Local radio – Here you should contact the news desk. It is useful to know that BBC local radio news desks often share information with the TV news desk. 
Which media?

Different media may need to receive your news in different ways.  
Radio stations won’t usually need a picture unless they’ve asked for one to add to their website and their filters may block the incoming email if it has a photo attached unless you’re sending it to the web editor.  Before you send the release to them think about who could act as a spokesperson if they’d like an interview. The Foundation may well be able to put someone forward to help if needed.

For TV they’ll usually be looking for moving images: think how it would look on the news and what the camera would capture. You might need to invite them to an event where something is actually happening, like an opening, new event/club or equipment being used for the first time.
For press depending on the timing you might want to submit a photo or invite them along to take their own. If it’s the latter visualise the shot and make sure all the right components/people are ready. They don’t usually commit to coming along until the last moment, but you will need to let them have the story at least a couple of days before so they can put it down as a ‘possible’ in their diary to attend, and it will be discussed at their content meetings.  If you’ve invited the media and they don’t come along, don’t be frightened to submit the story a picture caption (short summary) with a photo afterwards. It will often get used, particularly in your local weekly paper.  
If you’re not brilliant with email and don’t know if your story got there safely give them a call to check – they won’t usually mind and it’s good to build up a relationship with them.  However the worst time to call a radio station is on the hour (usually the time for news bulletins) as staff tend to be quite busy then!  
What makes a good news story?

The first thing to think about before contacting the media and starting to write your press release is to think about the most interesting angle or selling point of your story. Demonstrating on how your news will benefit the local community and the people within it is always important as most editors are looking for ‘human’ stories. If there’s anything in your story which is unusual, quirky or a ‘first’ then make sure you mention that too as early as possible.  
There are some everyday topics which although they might be news to you may not really be of interest to editors unless there is an additional argument to show why (e.g a new website). That may prompt a ‘so what?’ reaction at the other end unless it’s something that’s going to revolutionise your project or its delivery in some way – in which case you would need to say how. 

There are a number of things you might want to celebrate and here are some examples:

· The news that your project has been funded

· A fundraising appeal 

· A call for volunteers 

· A new appointment

· An event

· The extension of a service

· Launching a new project

· A charity event

· A joint or individual achievement by members of group

· Alternatively you may find that recent local or national topical event relates to the work you do and provides an opportunity to highlight that work. 

Don’t fall into the trap of leaving out basic information. An easy way to check this is by checking you have the 5 ‘W’s included: if you have this information in front of you it will give you a good start and it will form the ‘bones’ of your release. 
What is the news – make sure it has a heading which gives some clue to the editor quickly as a ‘teaser’ to encourage them to read further, and that this is in your email subject line – an email saying Ground Breaking Project Gets The Go Ahead is much more likely to be read on a busy newsdesk than Press Release.
Where are you based and which area will it benefit, which NCF fund did the money come from (NCF will have told you which fund it was issued from, they administer several)

When - Is this something which has just happened, is going to happen or has happened with an additional result/impact which is part of the news. Make sure your press release has a date on it somewhere (usually at the top or bottom)
Why is the news so important, why is it needed

Who will the project benefit, contact details for anyone wanting to know more about your organisation, contact details for anyone wanting to know more about NCF grants.  

How to write a press release
Once deciding to use your press release, many papers may only use parts of it so try to make sure that you have the basic points of the story in the first paragraph. Here are some tips:
Headlines – although it’s good to have a strong headline, the editor will nearly always change it so don’t be disappointed if that happens and don’t spend too much time worrying if your headline is right. 

Embargoed (until xxx hrs on  xx date) means that you don’t want the story to run before a certain point, but want to bring it to their attention ready so it can be useful to add on certain occasions. Most editors will honour this but occasionally some don’t so just tread slightly carefully!  Here in Norfolk we are lucky – it is almost unheard of for an embargo to be broken by our local media.  
As a rule of thumb most paragraphs need to be two to four sentences long depending on the length of the sentences. Don’t be afraid of short sentences as they are easier for the reader to absorb than long ones. 

Opening paragraph – The golden rule to ensure the effectiveness of an opening paragraph is to make sure that it tells the story in two or three sentences and why it’s an interesting news story to capture the reader’s interest. Remember to use appropriate phrases that you would see in other similar news articles such as; cash boost, launch of appeal, reprieved from closure, extended or improved service or cash injection, set to help.
It’s good to include at least one quote in your release if not two from people involved in your story. At least one should be be from the main project co-ordinator or someone the project is helping and the Foundation will be happy to put forward a quote too if needed on why the project was funded.

Use your last paragraph to wrap everything up. You could add a sentence about what happens next or timings of an event and you should add contact details i.e To find out more about xyz project call xxx or visit xxx website. To find out more about the Norfolk Community Foundation visit www.norfolkfoundation.com 
Put the word “Ends” at the end of your press release to let journalists know they have all of the text. Inserting the word “More” at the end of a page will indicate to the journalist reading your story that the release is more than one page long and they need to read on to get the full information. Unless there is a lot of content you really need to include try not to go over a page or page and a half.
At the very end of your press release include a “Notes to Editors” section with any additional background information about your organisation which you think might be of interest to the journalist but isn’t necessarily part of the core news. This allows you to keep the press release as short and punchy as possible, but if they have the space and want to pad it out it gives them something to work with.
For further information about this release: make sure you include contact details, with the name and phone number of someone at your organisation who can be contacted outside of office hours if more information is needed – this might not be the same as the contact details you’ve already given within the release for the public to contact which is why you need to put it again at the end here. Ensure that the person or people you list will actually be contactable to avoid inconveniences to busy journalists wishing to follow up on your release. 

Although titles such as Assistant Scout Leader would normally be in capitals in everyday life, they will usually be taken down by journalists, so it’s more professional to write them in lower case in the first place. Another unusual aspect of formatting is that the date is usually written as the month and then the date then nothing else, e.g September 23. Not 23rd September. 

If writing numbers in your release 1-9 are usually written in words i.e one group, nine attendees, and when you get to double figures you use the number i.e there were nine attendees at the first event but that has now risen to over 100. Don’t get too worried about minor formatting though, as it won’t stop your story getting published if it’s strong. 
How to refer to the Norfolk Community Foundation

It would be great if you could acknowledge a Norfolk Community Foundation grant and you can do so by using one of the following phrases; “supported by”, “funded by” or “received a grant from”. Please note that we do not “sponsor” projects. We also encourage groups to acknowledge which fund their grant was administrated from. For example, you might say that your project was “funded by the Norfolk Community Foundation through the Sheringham Shoal Community Fund.”
Organisation name/logo

(EXAMPLE TEMPLATE)

PRESS RELEASE                                                                       (INSERT DATE)

FUND HELPS SCOUTS GET COOKING

The 1st Dereham Scout Group were cooking up a feast at this year’s NORJAM, the Jamboree for Norfolk Scouts and Guides, thanks to a grant of £750 from Bernard Matthews Farms to buy catering equipment.

The group were awarded the grant as part of the first round of funding from The Bernard Matthews Fund, which supports community and voluntary groups across Norfolk and Suffolk. The fund is administered by the Norfolk Community Foundation and has awarded £10,000 to rural charities and initiatives since its launch in October 2009.

Suzi Senior, assistant scout leader for the group said:  “The benefit of the grant was much more than just purely financial.  The new equipment has meant that every member of the entire group now has access to the equipment necessary to develop their indoor and outdoor scouting skills, in particular with regard to food hygiene and cooking, a necessary skill for life.”

She continued: “The equipment has also become a vital asset during section camps where large numbers are regularly catered for.  Without this generous grant it would have taken the 1st Dereham Scout Group many months, or even years, to raise the necessary funds required and we are extremely grateful for Bernard Matthews support.”

Andrew Sherwood, human resources director at Bernard Matthews Farms, said: “We have always been very active in supporting causes involving groups working in the heart of our communities like the 1st Dereham Scout Group. The Bernard Matthews Fund is just one aspect of our commitment to corporate responsibility and it has enabled us to continue focussing our giving at a truly local level.” 


To find out more about 1st Dereham Scout Group contact Joe Bloggs at xxxxxx.  To find out more information about the Bernard Matthews Fund or how to apply for grants, visit the Norfolk Community Foundation website at www.norfolkfoundation.com.

- ends -

For further information about this release:

Joe Bloggs, Tel: 020 0000 0000; email: joe.bloggs@1derehamscouts.org.uk; mobile: 0700 0000000
Notes to Editors:

A photo is available on request to accompany this release of the group using their new equipment at a celebration event. It is also used regularly on club nights which would offer further photo opportunities.  

· Dereham Scouts was founded in 1986 by Joe Bloggs

· It not only serves Dereham but also the surrounding villages of  xyz
· The group builds confidence and life skills in a number of areas including, cooking, housekeeping, camping etc.  
· For further information on 1st Dereham Scout Group, visit www.lloydstsbfoundations.org.uk
How to issue your press release
Once you’ve identified a story you need to do the following:

· Decide when you want to issue the press release. Bear in mind that different papers have different deadlines so try to find out the best time to send a release. If the paper is a weekly, then this is usually a couple of days before publication.

· Decide which publications you want the press release to be sent to. You need to make sure that the story is relevant to the publication – local media want local stories.

· Decide how you will issue the press release. It’s good to talk to the journalist about your story to get their interest and then email the press release for their attention. If you send via email, send the release within the body of the email as many newspapers will block unsolicited email attachments including photographs so your release could be left unread. As with the example release, it’s sometimes better to describe what is available to go with the release, or if there is a specific opportunity coming up where they might like to take their own. 
· If you have a photo opportunity coming up, send the media an invitation with an abridged version of the story as a ‘teaser and to encourage them to attend and take their own photos or in the case of radio or TV run interviews/capture comments from you on the day. Then make sure you have the full press release with you on the day or send it to them straight away afterwards so they have the full information and background ready to write/edit their story. 
If you can’t find the contacts you need please let us know and we will help.

Case studies and personal stories

Journalists often want to speak to a ‘real person’ who has benefited from your charity’s work. If you are dealing with sensitive issues, leave a suitable time to arrange the interview properly. 
If you have a beneficiary who is willing to be interviewed make sure it would be appropriate for them to do so and that they understand what is involved – set up the interview yourself and always avoid giving the journalist the individual’s contact details.

If someone is prepared to be interviewed anonymously make sure the journalist is very clear on this – and be present at the interview. You may wish to produce anonymous case studies – be careful to make sure they are anonymous.
Photographs
Having a good picture to accompany your story increases its chances of being used as newspapers are always looking for pictures to liven up their pages. Look at the media you want to target to see what kind of photographs they tend to use and see if you can include something similar. 

If you can afford it, you can pay for a professional photographer to take pictures for you but if your budget is tight we wouldn’t recommend doing this as there is no guarantee that the press will use the images. However, if you do choose to pay for professional photos you can always re-use the photos for other occasions or for different purposes such as newsletters or for your website.

It’s always a good idea to take some pictures yourself but remember you will need a good quality high resolution picture.  Before you send your image always give it a relevant file title which will mean something to the recipient, and enable them to match it with your release later if they need to, or if it gets separated from the main release. Don’t attach large file sizes to emails initially (anything over around 2mb). Send a lower resolution image first (usually a jpeg file – the ideal file size is around 300kb) so journalists can see what the image is like without it clogging their email systems up. They will ask for a higher resolution copy if needed. We’d also love you to send us your images too, so please don’t forget to do that as we are building an image library of the projects we have helped.  If you work with children and vulnerable adults, ensure written permission is obtained for their photographs to be taken either by yourselves or the media. 

Picture captions

It’s always best practise to include captions of no more than two short sentences with any photos you send to the media that need to include names of the people in the picture (left to right or clockwise), their job title, why they are relevant to the story, where the photo was taken and a very brief outline of what they are doing. 
Further information
This document has been prepared to give you all the help possible in publicising your own news but if you are unsure of any aspect please contact us using the details below.  

There are a number of local media contact details that you may find useful:

Eastern Daily Press




newsdesk@archant.co.uk 
East Anglian Daily Times



news@eadt.co.uk 

Norwich Evening News



newsdesk@archant.co.uk
Norwich Advertiser



editor@norwich-advertiser.co.uk 

Suffolk Norfolk Life



todaymagazines@btopenworld.com
EDP Norfolk Magazine



edpeditor@archant.co.uk
Profile (Suffolk and Norfolk)

profilepublishing@hotmail.co.uk
BBC Radio Norfolk




radionorfolknews@bbc.co.uk
Heart East Anglia




news1024@heart.co.uk
Radio Norwich




news@999radionorwich.com
Look East





look.east@bbc.co.uk
Anglia News





anglianews@itv.com 
Contact details for each of the EDP weekly series local papers can be found at www.edp24.co.uk or you can call their main reception desk on 01603 628 311

The Norfolk Community Foundation
St James Mill, Whitefriars, Norwich, NR3 1SH

Phone: 01603 623958 
Fax: 01603 230036

Email: info@norfolkfoundation.com 

Website: www.norfolkfoundation.com 

The company is limited by guarantee

Registered in England and Wales: number 05234236
Registered Charity Number: 1110817
Norfolk Community Foundation is an accredited Community Foundation in association with Coutts & Co
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This could be an NCF quote or if sent to us we may ask someone related to the grant fund itself to comment, as in this case








