
 

Introduction to Communications 
A guide for grassroots grant holders 
 

Communications can sometimes seem like a luxury that busy organisations simply don’t 

have the time for. Often people feel that they are too busy doing to spend time 

communicating what they are doing. 

 

Communications is an incredibly broad term, but in this short guide we generally mean 

activities which help to directly inform a wider audience about the work that your 

organisation is undertaking, whether online, in the newspapers or face-to-face. The key 

point of all of these forms of communication is that, ultimately, they help us achieve our 

goals. They can help you reach out to isolated and vulnerable people who need your help. 

They can help win vital support for your campaign. They can assist in bringing in new 

sources of funding.  

 

 
 

Communicating should not be considered a luxury, it should be considered a core business 

activity for your organisation. Over the next few pages, we outline some basic things to 

consider when undertaking communications work. This is only designed as an introduction 

– and if you require specific advice or guidance on a particular project, you can contact the 

Trust’s Communications Manager, Paul Evans, on 020 7632 9077 or at 

paulevans@barrowcadbury.org.uk  

 



COMMUNICATIONS STRATEGY & BASICS 

 

Planning your strategy 

 

If you are planning a major event or campaign, or if you plan for your organisation to appear 

in the press with some regularity, it will be important to draw up a communications plan, or 

strategy. 

 

This way, you will be able to effectively manage your media profile over a longer period of 

time, as well as identifying and considering your response to any potential problems that 

may arise. A communications strategy will help you to keep your messages consistent and 

ensure that you use your limited resources as effectively as possible. Broadly speaking, your 

approach to drawing up strategy should cover the following areas: 

 

- Goals and objectives 

What are you ultimately hoping to achieve with your project? This could be an 

ambitious “mission statement” or it could be a more straightforward and modest 

aim. Either way, it is an important starting point for establishing your 

communications strategy.  

 

- Key messages 

Next, it is important to define what the messages are that you want the wider public 

to know about. Is there a major under-reported issue that you want to highlight? Is 

there a much-needed community facility that you are trying to establish? 

 

- Audience 

Who do you want to reach? For example: if you are campaigning for a change in the 

law, then you will want to reach MPs; if you are trying to raise funds for a 

community centre then you will want to reach all people within a given geographic 

area, etc.  

 

- Tools 

This follows naturally from your audience. What media outlets do they use? What 

newspapers or websites do they read? Which radio stations do they listen and what 

television programmes do they watch? Some groups are harder to reach than others 

– and you may find that sending a targeted newsletter or holding an event is the 

most effective way of reaching your audience. Draw up a list of journalists you want 

to be in touch with regularly use it to create an email distribution list. 

 

- Timeline 

What is the time-scale for your activities – and when do you need to contact people? 

For example, if there is a special event you are hosting which you want to be 

featured in the local newspaper, you will need to check print deadlines to make sure 

you are making your approach in good time.  

  



- Evaluation 

We recognise that your resources are limited 

communications work is not likely to be a priority. However, it is worthwhile 

some time to undertake basic exercises, such as examin

have received and ask

accurate?”, as well as considering whether it has helped bring more attention to or 

support for your work. 

 

Branding 

 

Does your organisation have a logo? If so, it will be important to ensure that it is 

consistently displayed in any outwards

could mean your website and press releases, but it could also mean any letters that you 

send out – and even email signatures (if your organisation has paid staff). Below are a 

selection of immediately identifiable logos, each used by major charities 

simplicity in design and use of colour.

 

 

A well-designed logo can help your organisation stick in people’s mind and act as a great 

shorthand prompt for remembering who you are and what you stand for. If there is any 

volunteer expertise in graphic design that your group can draw on, it is worth as

someone with experience of creating logos to help you.  

 

Events  

 

Among the very best ways to raise your group’s profile is the oldest and least technological 

– simply getting people together! Holding a successful event

meeting, can help to create buzz around your group and announc

wider community. It goes without saying that

you secure the right venue and speakers, that invitations and any catering are pr

managed – and that the needs of attendees

of disabled people.  

 

A communications plan will be necessary in order to raise awareness of your event 

beforehand, and let people know about how successful it

supply of photographs which depict your activities is also very valuable, so it’s always 

worthwhile ensuring that someone has a camera. 

have copies of a press pack with key informat

We recognise that your resources are limited – and that evaluating your 

work is not likely to be a priority. However, it is worthwhile 

undertake basic exercises, such as examining any press

have received and asking questions such as: “is it positive about us?” and “is it 

accurate?”, as well as considering whether it has helped bring more attention to or 

support for your work.  

a logo? If so, it will be important to ensure that it is 

consistently displayed in any outwards-facing communications activities you undertake. This 

could mean your website and press releases, but it could also mean any letters that you 

email signatures (if your organisation has paid staff). Below are a 

selection of immediately identifiable logos, each used by major charities –

simplicity in design and use of colour. 

designed logo can help your organisation stick in people’s mind and act as a great 

shorthand prompt for remembering who you are and what you stand for. If there is any 

volunteer expertise in graphic design that your group can draw on, it is worth as

someone with experience of creating logos to help you.   

Among the very best ways to raise your group’s profile is the oldest and least technological 

ing people together! Holding a successful event, even just a straightforward 

create buzz around your group and announce your presence to the 

wider community. It goes without saying that thorough planning is required

you secure the right venue and speakers, that invitations and any catering are pr

the needs of attendees have been carefully considered, including those 

communications plan will be necessary in order to raise awareness of your event 

beforehand, and let people know about how successful it was afterwards. Having a good 

supply of photographs which depict your activities is also very valuable, so it’s always 

worthwhile ensuring that someone has a camera. If you are inviting journalists, be sure to 

have copies of a press pack with key information to hand out. 

and that evaluating your 

work is not likely to be a priority. However, it is worthwhile taking 

ing any press coverage you 

questions such as: “is it positive about us?” and “is it 

accurate?”, as well as considering whether it has helped bring more attention to or 

a logo? If so, it will be important to ensure that it is 

facing communications activities you undertake. This 

could mean your website and press releases, but it could also mean any letters that you 

email signatures (if your organisation has paid staff). Below are a 

– note the 

 

designed logo can help your organisation stick in people’s mind and act as a great 

shorthand prompt for remembering who you are and what you stand for. If there is any 

volunteer expertise in graphic design that your group can draw on, it is worth asking 

Among the very best ways to raise your group’s profile is the oldest and least technological 

, even just a straightforward 

your presence to the 

planning is required to ensure that 

you secure the right venue and speakers, that invitations and any catering are properly 

have been carefully considered, including those 

communications plan will be necessary in order to raise awareness of your event 

was afterwards. Having a good 

supply of photographs which depict your activities is also very valuable, so it’s always 

If you are inviting journalists, be sure to 



Newsletters 

 

Communication tools need to be appropriate to audiences and while the spread of high-

speed broadband and age profile of internet users is continuing to expand, the best way to 

reach some demographic groups and communities remains hard-format written 

communication. A newsletter sent to group members, supporters, or more generally in a 

given area can prove effective if it’s sufficiently lively, colourful and informative. Producing 

literature of this sort does, however, tend to be both costly and time-consuming. 

 

Design programmes such as InDesign can help you to create professional looking flyers or 

newsletters, though if you don’t know anyone with the skills or advanced software, basic 

programmes such as Microsoft Word can be used. As with any commercial supplier, when 

placing an order with a print company, it’s worth enquiring as to whether a charity or 

community group discount might be possible! 

 

  



ONLINE COMMUNICATIONS
 

Your website 

 

Your website can be anything from a simply created blog to a complex and content

with wide array of multi-media content. It is unlikely that you will have a huge budget for a 

website, but these days a good basic site can be

 

There are a number of programmes offering “off the peg” websites for those able to put in 

some time – and it is worth asking

organisation, however peripherally, has 

contribute. Wordpress is among the best “platforms” for this; originally designed for 

creating blogs, it’s straightforward CMS (content management system

to upload and edit content) easily

organisations. 

 

 

Key information your website should 

always be on the front page), where you are based and how people get in contact. A 

regularly updated news and events section will be more likely to encourage repeat visitors. 

Good, representative pictures ar

 

Social media  

 

Social media, meaning mainly

LinkedIn, Flickr, etc) are a zero

wider community, without needing to go via the newspapers.  Although it an can seem like 

another burden on already over

dramatically expand the reach of your group.  

 

CATIONS 

Your website can be anything from a simply created blog to a complex and content

media content. It is unlikely that you will have a huge budget for a 

website, but these days a good basic site can be created for very little or even 

There are a number of programmes offering “off the peg” websites for those able to put in 

and it is worth asking around to see whether anyone involved with the 

organisation, however peripherally, has some skills in this area that they’re happy to 

contribute. Wordpress is among the best “platforms” for this; originally designed for 

ogs, it’s straightforward CMS (content management system – 

easily lends itself to the creation of simple websites for smaller 

 

information your website should include: what the organisation does (this should 

always be on the front page), where you are based and how people get in contact. A 

regularly updated news and events section will be more likely to encourage repeat visitors. 

Good, representative pictures are also an important component of any successful website. 

meaning mainly sites such as Twitter and Facebook (though also GooglePlus, 

are a zero-cost and easy-to-use way of sharing your message with the 

ider community, without needing to go via the newspapers.  Although it an can seem like 

another burden on already over-stretched time, using social media can be an easy way to 

dramatically expand the reach of your group.   

Wordpress allows you to 

choose from a variety of 

different visual layouts, so 

you can pick one that best 

suits your organisation

Your website can be anything from a simply created blog to a complex and content-rich site 

media content. It is unlikely that you will have a huge budget for a 

even no cost.  

There are a number of programmes offering “off the peg” websites for those able to put in 

to see whether anyone involved with the 

some skills in this area that they’re happy to 

contribute. Wordpress is among the best “platforms” for this; originally designed for 

 the interface used 

websites for smaller 

include: what the organisation does (this should 

always be on the front page), where you are based and how people get in contact. A 

regularly updated news and events section will be more likely to encourage repeat visitors. 

e also an important component of any successful website.  

(though also GooglePlus, 

use way of sharing your message with the 

ider community, without needing to go via the newspapers.  Although it an can seem like 

stretched time, using social media can be an easy way to 

Wordpress allows you to 

choose from a variety of 

different visual layouts, so 

you can pick one that best 

suits your organisation 



 

The important thing is to use it little and often, making quick, simple updates on your 

activities part of the core work 

accounts, these can be synced, so you don’t need to write updates twice. Free programmes 

like Tweetdeck and Hootsuite can also help with this. 

 

 

 

The important thing is to use it little and often, making quick, simple updates on your 

activities part of the core work of the organisation. If you have both Twitter and Facebook 

accounts, these can be synced, so you don’t need to write updates twice. Free programmes 

like Tweetdeck and Hootsuite can also help with this.  

 

The important thing is to use it little and often, making quick, simple updates on your 

of the organisation. If you have both Twitter and Facebook 

accounts, these can be synced, so you don’t need to write updates twice. Free programmes 

A Twitter “feed”.  

Here you can see what 

other organisations are 

up to, and share your 

news with lots of 

interested parties in 

one easy (and 140 

character) go.  



PRINT AND BROADCAST MEDIA 
 

Why should we engage with the media? 

 

There are many reasons why grant holders shy away from engaging with the press. Among 

the most common are a belief that what you are doing will be not be of interest to others, a 

feeling that engaging with media is of no value, and fear.  

 

While the activities and projects your group undertakes may not be deemed “press worthy” 

by all media outlets at all times, in nearly all cases, they will be of interest to some outlets at 

some times. The trick is to make sure that your approaches to the press are aligned with the 

best choice of newspaper or broadcaster and the best possible time.  

 

So what are the benefits of gaining exposure for your project in the press? While it may not 

always feel comfortable, often it can of real value, to your project and to those who benefit 

from it. By broadening the number of individuals and groups that know about your work, 

you could be helping to broaden the potential sources of funds your organisation can tap 

into, or widening the pool of volunteers that you are able to involve. Think about what 

happens when someone types the name of your group into Google. Does anything other 

than your website appear? What if you don’t have a website – is there anything at all? 

Wouldn’t it be good if searches were met with a positive story on a trusted news site, 

explaining what you do? 

 

The Barrow Cadbury Trust believes that change should be catalytic. That means that while 

it’s great that your organisation is making a positive difference in your community – it’s 

even more valuable when the example you set is copied or borrowed from by other groups 

in other communities, because the positive impact then gets shared more widely. Engaging 

with the media is a great way to share good news stories. 

 

There is no need to be intimidated by the media, though understandably many people are. 

What if they misrepresent us? What if they intrude on the privacy of the people we work 

with? These are all legitimate concerns, but can be managed by clear and candid dialogue 

with journalists. It’s important to remember that most journalists have no desire to “catch 

you out” or paint your organisation in a bad light.  

 

Having your voice heard in the media means that you’re taking part in important public 

conversations about the issues that affect your clients, volunteers, beneficiaries or local 

community.  Talking about the work you do draws attention to the wider challenges in 

society that your organisation is dealing with, whereas staying silent can mean that they 

continue to be ignored.  

  



How does the media work? 

 

The nature of the press in Britain is probably evolving more rapidly now than at any time in 

its history. Both local and national newspapers are experiencing falling print circulations, 

BBC and commercial radio stations compete fiercely for local listenerships, while the hyper-

local news websites grow in popularity and influence.  

 

While the traditional local press may be experiencing challenging times, it is also evolving. In 

Manchester, for example, the main regional newspaper has merged with a local television 

network. Figures show that online audiences for the websites of local and regional media 

newspapers has increased substantially in recent years, while print versions continue to 

command respectable, if reduced, readerships.  

 

Nearly 50,000 people read the Birmingham Mail every week while the Express and Star, has 

a circulation of 113,174 across the Black Country, making it the single most widely read 

regional paper in the UK. 

 

 

  
 

 

The way that local news is collected is also changing. Traditionally, if you had a project or 

event to promote, you might ring the newsdesk of the local paper and they would send a 

journalist around in person to see what the story was about. Reductions in the number of 

staff working on newsdesks mean that instead so-called ‘user generated content’ is now 

increasingly the means through which community news is gathered. This might mean a little 

more work for you, but it can also mean getting the story told accurately and in the way that 

you want. Many local and regional papers will have a Communities Editor, who will be more 

than happy to receive an email from you with a clearly written summary of your story and a 

nice photograph – often this will be published without much alteration.  

 

Despite an increased focus on online news, press day (often Wednesday or Thursday with 

non-daily newspapers, but find out what your local newspaper’s is) still matters, because it’s 

the deadline for getting a story in the paper for the week ahead. It’s also a day when 

journalists are likely to be very busy, so may not have a lot of time to chat! If deadlines are 

looming, journalists may be more available to talk first thing in the morning.  

 

 

 

The print editions of 

newspapers may be falling 

circulation, but for some 

their websites are attracting 

ever larger and broader 

readerships.  



A journalist wants to interview me – what do I do? 

 

That’s great news! An interview, whether for print or broadcast media, is an excellent 

opportunity to put across, in your own words, why the work of your organisation is so 

important. When you are interviewed, try to relax and give straightforward and direct 

answers, while mentioning as many of the key points your group wants to disseminate as 

possible. Prepare your three key points and make sure that, whatever you are asked, you 

find a way to get them across! 

 

Naturally, if your interview is going to be broadcast it is important to speak clearly and not 

too quickly; if you are being interviewed for television, it is usually a good idea to wear 

smart clothes in clear bold colours (as opposed to patterns or stripes). 

 

Responsive and crisis media: what do I do if a journalist rings me with difficult questions? 

 

Even if a journalist calls you with a question you find difficult or uncomfortable, look upon it 

as an opportunity to forge a relationship with someone who may be able to help your group 

in the future.  

 

In the event that you take an unexpected call with a potentially hostile-sounding enquiry, 

you should remain calm and polite, remembering that you don’t need to say anything 

immediately.  

 

Tell the journalist that you’re keen to help and will need to check the information. Saying 

“no comment” or avoiding calls is invariably the wrong solution and will make your group 

appear as though it has something to hide. 

 

Inform the senior leadership team of your group about the enquiry as soon as possible to 

ensure that if multiple approaches have been made to different people associated with your 

organisation, the answers coming back are in unison. In planning your response, you should 

be scrupulously honest, but do not feel the need to give out more information than is 

necessary or required. If the request is for a broadcast response, think about who is the 

most confident and appropriate spokesperson for your organisation – and ensure that they 

have all necessary information beforehand.  

  



Right to reply 

 

If a newspaper writes something about either your group or the issues that affect your 

organisation, you should consider whether you wish to exercise your right to reply. 

Traditionally, this would be a letter to the editor, in which you would briefly (if you don’t 

edit it for length – they will) set out your response. Sometimes, newspapers will allow a 

response in the form of a comment article (an “Op-ed”) written in the first person. Below is 

an example of a good, short letter published in the Guardian in December 2013. 

 

Re Margaret Drabble's letter on Gove's military ethos (10 December): 

Quakers in Britain have indeed noted, with increasing dismay and alarm, the 

gradual creep towards the acceptance of an insidious militarisation of our 

schools. Throughout our history Quakers have searched for nonviolent 

approaches to dealing with conflict. We have established many of the 

pioneering peace education projects and organisations that exist in Britain 

today.  

 

With efforts to militarise children and young people increasing, peace 

education is needed more than ever. Don't children deserve the right to learn 

how to solve conflict without resorting to violence? Quakers believe the use 

of the military to solve conflicts is a sign of human failure. 

 

Jane Dawson 

Quakers in Britain 

 

As with other written material submitted for publication, making a few points clearly is 

better than trying to make lots of points at length.  

 

Case studies 

 

If your group works to support clients, it could be helpful to have case studies available. 

These are likely to be brief individual and personal stories from people who have benefited 

from working with you, and who have consented to having their experiences shared. It may 

be worth identifying one or two people who might be suitable for this, so you can act 

quickly if you do receive a request from a journalist.  

 

Media monitoring 

 

Even if you’re not actively engaging with the press (i.e. your group is not in ‘broadcast 

mode’), its worthwhile listening to what’s being said about the issues relevant to your 

organisation (i.e. being in ‘receipt mode’).  

 

Is there a member of your organisation who regularly reads the local press and can be 

responsible for keeping an eye open for anything relevant?  If you have the capacity, it can 

be a good idea to keep cuttings and establish a spreadsheet to record relevant news, 

particularly any coverage which directly mentions your organisation.  

 



 

Technology now means that basic media monitoring can be done by anyone, using free 

online tools like Google News. 

relate to your organisation. For example, if you run a project for young offenders in 

Birmingham, you might want to search for 

of terms. There are buttons on the left hand side of the 

refine your search, and at the bottom of the page is a button labelled: 

alert’. Click on this to be automatically emailed relevant search results in the future. 

 

How to approach the media 

 

Before approaching the press,

and who you want to say it to. This will help you to determine which publication or 

broadcaster it is most appropriate to get in contact with. 

 

Personal contacts tend to be more 

a story which you think will be especially interesting to a particular journalist, then call them 

or send them a personalised email, explaining briefly what the story is and specifically why 

they should be interested. This 

particular reporter or editor, call their publication 

 

Always try to be clear, concise and to

as possible for them. This should be the case whether communicating 

phone or in person. There may be a thousand things you want to say about your project, but 

realistically most publications

out the essence of what you want to communicate. 

 

Read the publications you want your story to be featured in. Put yourself in the place of the 

editor and think: why should I include this story? W

And where in the magazine or newspaper will it go? 

 

By clicking on the 

hyperlink 

highlighted (right) 

you can set up 

automatic email 

updates to keep 

yourself informed 

of key issues 

affecting your 

group  

Technology now means that basic media monitoring can be done by anyone, using free 

online tools like Google News. Go to https://news.google.co.uk/ and type in key words that 

relate to your organisation. For example, if you run a project for young offenders in 

Birmingham, you might want to search for young crime Birmingham, or a similar collection 

of terms. There are buttons on the left hand side of the search page which allow you to 

refine your search, and at the bottom of the page is a button labelled: 

Click on this to be automatically emailed relevant search results in the future. 

 

g the press, you need to establish clearly what it is that

and who you want to say it to. This will help you to determine which publication or 

broadcaster it is most appropriate to get in contact with.  

Personal contacts tend to be more effective than generic and widely sent emails. If you have 

a story which you think will be especially interesting to a particular journalist, then call them 

or send them a personalised email, explaining briefly what the story is and specifically why 

hould be interested. This is called a “pitch”. If you don’t have contact details for a

reporter or editor, call their publication – switchboards are usually quite helpfu

Always try to be clear, concise and to-the-point with journalists, making it as quick and easy 

as possible for them. This should be the case whether communicating over email, on the 

phone or in person. There may be a thousand things you want to say about your project, but 

realistically most publications can only focus on one or two, so spend some time working 

out the essence of what you want to communicate.   

Read the publications you want your story to be featured in. Put yourself in the place of the 

editor and think: why should I include this story? Who will be interested in it? Why now? 

And where in the magazine or newspaper will it go?  

 

Technology now means that basic media monitoring can be done by anyone, using free 

type in key words that 

relate to your organisation. For example, if you run a project for young offenders in 

r a similar collection 

search page which allow you to 

refine your search, and at the bottom of the page is a button labelled: ‘Create an email 

Click on this to be automatically emailed relevant search results in the future.   

that you want to say – 

and who you want to say it to. This will help you to determine which publication or 

effective than generic and widely sent emails. If you have 

a story which you think will be especially interesting to a particular journalist, then call them 

or send them a personalised email, explaining briefly what the story is and specifically why 

called a “pitch”. If you don’t have contact details for a 

switchboards are usually quite helpful. 

with journalists, making it as quick and easy 

over email, on the 

phone or in person. There may be a thousand things you want to say about your project, but 

can only focus on one or two, so spend some time working 

Read the publications you want your story to be featured in. Put yourself in the place of the 

ho will be interested in it? Why now? 



Sometimes you will want to send news of an event or new project out more widely. 

Generally you will do this in the form of a press release (details about how to write this are 

below), sent BCC (blind carbon copy – an option on your email to ensure that you don’t 

share your email distribution list with everyone on it!).   

 

It goes without saying that you should never seek to embellish or exaggerate a story to gain 

interest from a journalist – honesty is the bedrock on which any successful relationship with 

the press will be built.  

 

How to write a press release 

 

A press release is a written announcement of news which organisations send out to 

journalists, in the hope that they will cover it. As with any approach to the media, your press 

releases should focus on one or two key messages that you really want to communicate –  

be prepared to make hard choices about not including things which while you think are 

important, aren’t crucial.  

 

Anything which isn’t clearly explained in the body of the press release should be included in 

‘Notes to Editors’. This should always include a contact name and telephone number. 

Wherever possible, attach a picture as this will increase your chances of the story being 

used – and given it better prominence on the page if it is. 

 

There are many things which make a good press release, but the golden rule is to avoid 

jargon. You might be very familiar with a phrase, but don’t assume that everyone else is.  

 

For example, while the meaning of “community resilience” or “co-production” might be 

obvious to you, if you mentioned them over the garden fence, you might find your next-

door-neighbour bemused by such terms. Wherever possible, use expressions that will be 

easily understood by everyone, regardless of their background, education or understanding 

of your sector. 

 



 

Above: An example press release. Note the date at the top is accompanied by an ‘Embargo’. This 

allows journalists to start writing about your story early, but instructs them 

information about it public until the time you specify. There are ready made quotes from key people 

in with the body of the text and a ‘Notes to Editors’ section 

 

Remember, your headline is all important

what your project is about in as few words as possible. Discarding the information that isn’t 

essential and distilling the essence of your story into a few words is a real challenge, but it’s 

often the first thing a journalist will see (sometimes, the only thing), so is worth spending 

time to try and get it right. Don’t feel it has to be funny 

enough without trying to be a comedian too. 

 

You should draw up a list of email addresses

(using the BCC option) and send it in the body of the email, not as an attachment. You 

should also submit it to the Community Newswire, a service provided to community groups 

and charities by the Media Trust and the Press Association 

information: http://www.mediatrust.org/get

press-release/ 

 

Above: An example press release. Note the date at the top is accompanied by an ‘Embargo’. This 

llows journalists to start writing about your story early, but instructs them 

information about it public until the time you specify. There are ready made quotes from key people 

in with the body of the text and a ‘Notes to Editors’ section providing useful background information. 

headline is all important.  As a rule, it should be catchy and 

what your project is about in as few words as possible. Discarding the information that isn’t 

essence of your story into a few words is a real challenge, but it’s 

often the first thing a journalist will see (sometimes, the only thing), so is worth spending 

time to try and get it right. Don’t feel it has to be funny – writing a good headline is hard

enough without trying to be a comedian too.  

You should draw up a list of email addresses of journalists to distribute your press release to 

(using the BCC option) and send it in the body of the email, not as an attachment. You 

he Community Newswire, a service provided to community groups 

and charities by the Media Trust and the Press Association – visit their website for more 

http://www.mediatrust.org/get-support/community-newswire

 

Above: An example press release. Note the date at the top is accompanied by an ‘Embargo’. This 

llows journalists to start writing about your story early, but instructs them not to make any 

information about it public until the time you specify. There are ready made quotes from key people 

providing useful background information.  

.  As a rule, it should be catchy and encapsulate 

what your project is about in as few words as possible. Discarding the information that isn’t 

essence of your story into a few words is a real challenge, but it’s 

often the first thing a journalist will see (sometimes, the only thing), so is worth spending 

writing a good headline is hard 

journalists to distribute your press release to 

(using the BCC option) and send it in the body of the email, not as an attachment. You 

he Community Newswire, a service provided to community groups 

visit their website for more 

newswire-1/submit-


