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LS[ XS YWI ]SYV 
WXST XLI XVEJJMO IZIRX 
XIQTPEXI TVIWW VIPIEWI
In today’s age of 24-hour non-stop news, sending out a press 
release (mostly by email or by fax) is THE accepted way of giving 
journalists accurate details of any event or story.

DON’T automatically fear the media! Most journalists are trying to do a good, 
accurate job, but are working to very tight deadlines. Using this template will help 
you to help them.

]syv qemr liehpmri> You are most likely to be sending your press release to your 
local paper. Eg: if you live in Oldham, then it will be the Oldham Chronicle. By saying 
in your headline that your event/activity is being planned by a church/community 
organisation/group of local people who are FROM Oldham, you will automatically 
grab the interest of the news editor or reporter looking at your press release – they 
will know it is a local story relevant to them.

]syv wyf1liehpmri> Is optional, but allows you to give a bit more key detail about 
you planned event/activity. For both the main and sub-headline, DON’T waste time 
trying to think up clever, witty or alliterative headlines – that’s the journalist’s job! Far 
better to “say it simply”.

Putting quotes on your press release: May well save you time, as a journalist writing 
a short article may well be able to use the quote you have provided, and won’t need 
to ring you to get one.

Xli fs| jsv gsrxegx hixempw> Is VITAL! If journalists need more information, or want 
to do a big piece on your event/activity, they need to be able to see clearly and at 
a glance whom to contact. You may need to decide on one or more people in your 
xieq {ls {mpp fi lett} xs Ă iph viuyiwxw jsv qsvi mrjsvqexmsr2

Xli öRsxiw xs ihmxsvw÷ wigxmsr> Is where you can add important “background” 
information, like the STOP THE TRAFFIK website. You might want to add basic 
transport details for getting to your event; the full address of any venue, or a web 
link showing a map of the location etc.
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TVIWW VIPIEWI XMTW
Names of organisations can take up a lot of space. You can save space by 
writing, for example, Oldham Boy’s Brigade (OBB) and then (OBB) thereafter.
Never assume that a journalist will have heard of your organisation. Be prepared, 
if necessary, on your press release to insert a few words explaining who you are 
and what you do/stand for – see how STOP THE TRAFFIK has been described on 
the template.
If more than one organisation is involved in your event, always make sure, as a 
courtesy, that they get to see it before it goes out, so that you can double-check 
they are happy with what you have written and how they have been described. 
Remember that you want your press release to result in a story in the local media, 
{lswi eyhmirgiw qe} ors{ rsxlmrk ex epp efsyx lyqer xvejĂ gomrk0 erh {ls qe} 
come from different faith backgrounds. Keep whatever you add to the template 
accessible to, and easily understood by, people from all backgrounds.

[LS XS WIRH ]SYV TVIWW VIPIEWI XS
Local papers love stories of “local people doing unusual things”, especially activities 
like the ones suggested in this pack, which would make very good photographs.

]sy ger Ă rh gsrxegx hixempw jsv }syv psgep tetiv f}>
fy}mrk e gst} erh ă mgomrk xlvsykl xs Ă rh xli gsrxirxw teki ô }sy {mpp {erx xs 
speak to the editorial department, in particular the news desk (not the advertising 
or any other department!).
Using the search facility available at www.yell.com  Eg: this allows you to, for 
example, search for newspapers based in a particular town or city. It will give you 
a telephone number that you can then ring. NB: If more than one paper is listed, 
always ring to check that it DOES cover the town/city/village where you will be 
holding your event. If not, they may be able to tell you which paper does.

WIRHMRK SYX ]SYV TVIWW VIPIEWI>
Call your local paper and ask to speak to the news desk.
When put through, say that you have a local story you hope they will be interested 
in, and be ready to give very brief details – but be aware that journalists are busy, 
so keep to the point! If they tell you that you have called on the day they go to 
press, then offer to call back the following day when things will be calmer 
for them.
You will almost certainly be asked to email your press release – don’t be afraid to 
double-check you write down the correct email address.
DO get the name of whom you have spoken to.
Send your press release with a brief covering email. Think about what title to 
put on your email – again, you want to do your utmost to grab the interest and 
attention of the recipient(s). Eg; News story: campaign event to be held in 
Oldham + date.
Ask as well if the paper has a “what’s on” or event listing section that it might it 
also be relevant for you to send details of your event to.
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If you can, call the following day to check your email has been received safely. 
This is where having made a note of whom you spoke to comes in handy! But do 
rsx fi tywl} efsyx {lixliv sv rsx xli} evi hiĂ rmxip} ksmrk xs gsziv }syv izirx3
activity – no one can predict if a major breaking news story will happen on the 
same day.

[LIR XS WIRH SYX ]SYV TVIWW VIPIEWI
Most local papers come out either daily or weekly on a particular day. Check in 
advance and get your press release to them in time! Ideally, you will get coverage 
both in advance — to let people know your event is happening – and also on the 
day – eg: your local paper sends a photographer to get a picture of you in action, 
and it goes into their next edition.

SXLIV QIHME
As well as contacting your local paper, don’t forget local community websites, 
newsletters etc. There are of course also local radio and TV programmes. But 
do remember that radio and TV programmes need people who are happy to be 
mrxivzmi{ih erh3sv Ă pqih ô mj rs sri mr }syv xieq jiipw lett} sv gsrĂ hirx hsmrk 
that, then you may want to think twice before sending your press release to these 
types of media!

All the best – and thank you for the valued contribution you are
making towards STOP THE TRAFFIK bringing about lasting change!
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