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Introduction To Media

This guide is designed to help any volunteer-involving
organisation who wants to work with the media; 

• To increase public awareness of their organisati    on.
• To recruit more volunteers.
• To find new donors.  

The guide was commissioned by the Voluntary Action
Media Unit www.vamu.org.uk

VAMU is a ‘Big Lottery’ funded project set up to
investigate and improve the way charities work with the
media

This booklet contains practical advice on:
• Establishing contact with the media
• Selling them your stories
• Giving effective interviews
• Writing stimulating press releases
• Getting you own key messages over to the media outlets available to you.

We will follow the experiences of two case study volunteer-involving organisations
who were tutored over a six month period by the Voluntary Action Media Unit
(VAMU) to establish a media profile in their local area.  The full details of this
mentoring project can be found in the IVR/VAMU research report, ‘Working with
the Media’.  Available to download at www.ivr.org.uk and www.vamu.org.uk



A section at the end of the booklet contains links to a number of sites that offer free
information and advice to help you to build and enhance your relationship with
the media.

The booklet was prepared by Media Trust from material researched and provided
by the Institute For Volunteering Research, an initiative of Volunteering England,
and the Voluntary Action Media Unit. The writers gratefully   acknowledge their
invaluable contribution.

Volunteering England works to support and increase the quality, quantity, impact
and accessibility of volunteering throughout England. The organisation works
across the private, public and voluntary sectors to promote volunteering and its
value to society, to encourage and strengthen volunteer management and
campaign for the interests of volunteers and volunteering as a whole.  To find out
more about Volunteering England, you can visit: www.volunteering.org.uk

The Institute For Volun   teering Research was established in 1997 to develop
knowledge and understanding of volunteering, with particular relevance to policy
and practice. 

It is an initiative of Volunteering England and the Centre for Institutional Studies at
the University of East London. To find out more about the Institute, you can visit
www.ivr.org.uk 

Media Trust works in partnership with the media industry to build effective
communications in the Third Sector. We seek to be an innovative, creative and
high-impact media charity, working across the UK to bring the media industry and
the Third Sector together through a range of media and communications
partnerships and projects. 

Their services include Communications Advice and Training, Media Matching,
Community Newswire, Media Trust Productions, Youth Media, Campaigns and
Community Channel. 

Media Trust aims to create a society where the Third Sector is widely visible and
celebrated. To find out more about Media Trust, you can visit www.mediatrust.org

Media Trust corporate members: BBC, BSkyB, Channel 4, Daily Mail and General
Trust, Discovery Networks Europe, Disney Channel UK, Emap plc, Guardian Media
Group, ITV, MTV Networks UK & Ireland, News International, Newsquest Media
Group, OMD, Time Warner and WPP Group 
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AN INTRODUCTION 
TO THE MEDIA
This booklet is designed to help volunteer-involving organisations gain media
exposure and maintain it.

The tips and techniques contained in it will guide you through from laying the
foundations for media work, to making contact with journalists and selling stories,
to sustaining your media profile.

We will follow the experiences of two case study volunteer-involving organisations
who were tutored over a six month period by the Voluntary Action Media Unit
(VAMU) to establish a media profile in their local area.

ABOUT THE CASE STUDY ORGANISATIONS
Our two case study organisations are:

1. THE CHELTENHAM VOLUNTEER CENTRE (CVC) matches individuals and
groups interested in volunteering with appropriate opportunities in the local
community, developing new volunteering opportunities as well as promoting and
marketing volunteering.

They have only two full-time staff and four volunteers. They typically have between
130 and 150 volunteering opportunities to be filled but there are always too few
potential volunteers for the available roles.

They were concerned that lack of time, limited in-house expertise in writing good
media stories and a perceived lack of interest by the media in their Volunteer
Centre would be barriers to initiating their media campaign. 

2. THE BERKSHIRE ASSOCIATION OF CLUBS FOR YOUNG PEOPLE (BACYP)
provides support to youth leaders and young people throughout the six unitary
authorities of Berkshire.  

They have 19 paid staff, ten of whom are full-time. 120 youth groups involve
between 600 and 700 volunteers, while a further 400 volunteers are involved
through the Millennium Volunteers Programme. 
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They find it difficult to recruit volunteers for trustee and youth-leader positions. They
have no allocated budget for marketing or PR. 

Both organisations had limited previous experience of working with the media
and neither had a member of staff dedicated solely to marketing and
communications.
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LAYING THE FOUNDATIONS FOR MEDIA
WORK
BEFORE YOU BEGIN YOUR MEDIA WORK ASK YOURSELF 
THE FOLLOWING QUESTIONS:

• Why does your organisation want to recruit volunteers? What do you want
the volunteers to do?

• Who do you want to recruit and what kind of skills do you want your
volunteers to have?

• What do you think potential volunteers would want from their volunteering
experience with your organisation?

• Why do you want to use the media to reach these potential recruits?

• The more targeted your approach, the more successful it will be. Begin by
thinking about:

• How will your organisation deal with new volunteer enquiries? Who will be 
responsible for looking after new volunteers?

• Who will be running the publicity and advertising campaign for your 
recruitment push? (Ideally only one person should be designated to work
with the media).

• How much time do you have to spend on media work? Be realistic about
how many hours you have to spend on the recruitment project each 
week. Have you got any budget to spend on advertising and publicity 
work?
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GETTING SUPPORT FROM YOUR
ORGANISATION
Before starting your volunteer recruitment campaign you must get the whole of
your organisation on board. You will need their support to help you with your
media work. The first of your communications challenges will be to sell the project
to them and win their support:

• Call a meeting or create a brief newsletter/ email to everyone in the 
organisation to explain that you're running a volunteer recruitment 
campaign. It’s important you sell the project to them. Explain why your 
organisation needs new volunteers and why the media campaign is vital 
to reach potential recruits.

• Show how you want to use the media to reach potential volunteers. 
Inspire them by showing how other organisations have used the media. 

• Ask your colleagues to support you by volunteering to be potential 
media interviewees/case studies. 

• Ask them to give you access to their clients and projects (sources for 
potential stories/inspiration for media coverage).

• Make sure everyone knows that you've got the backing of your Chief 
Executive/Director.

• Once your media work is underway make sure to keep everyone 
informed. Shout about your successes and tell them about the 
contribution new volunteers are bringing to the organisation.

These guides are taken from the IVR/VAMU research report, Working with the Media.
Available to download at www.ivr.org.uk and www.vamu.org.uk
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CASE STUDY EXPERIENCE – LAYING THE
FOUNDATIONS FOR MEDIA WORK
Both case study organisations were essentially starting their media work from
scratch. There were four key areas which they needed to consider before
commencing their media work:

IDENTIFY THE OBJECTIVE OF MEDIA WORK
For CVC the identified objective of media work was to increase awareness of the
Volunteer Centre amongst the general public and the media. BACYP set out to
promote a positive perception of young people and raise the profile of their
organisation.

ORGANISATIONAL COMMITMENT AND AGREEMENT
It’s difficult for individuals to spend time on media work without the support and
commitment of senior staff. Towards the end of the project CVC’s Chief Executive
admitted,

“We realise that publicity and marketing needs a higher priority than we’ve given
it……it has now become engrained into our working practices. Whereas at one time
it would have been something we would have done if we had had time to do it.”

DEDICATED STAFF TIME
Lack of time was identified by both case study organisations as the biggest barrier
to doing media work. Each had one specific member of staff who was coached
by VAMU. VAMU recommended that they spent no less than two hours a week on
the project.

"It's just that it's been a bit of a nightmare time recently, and it's slipped down the priority
list as there's only so much that I can do. " (BACYP mentee)

"You really have to ring fence some time and say today I'm going to do this and you
have to let some things slip." (Cheltenham Volunteer Centrementee)

THE IMPORTANCE OF THE INDIVIDUAL
Throughout the project a willingness to learn was enough to enable the mentees
to start engaging with the media but commitment, enthusiasm and a full
appreciation of the value of media work proved key to success. Without it, media
work suffered.
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Previous experience of dealing with the media proved unnecessary as the
mentees quickly developed the skills and confidence to contact and engage
with journalists.

“We’ve learnt as we’ve gone along and we’ve learnt by making mistakes. We really
have come a long way from where we were …. We didn’t have the time, the drive or
the skills.” (Cheltenham Volunteer Centre)

However, as the project progressed it became evident that the organisations and
the mentees themselves had pre-conceived ideas about  ‘media experts' and
how their own press releases/media contact might not match the standards of
these ‘experts'. 

At times these perceptions affected the mentees’ confidence. This highlighted the
need for each organisation to invest trust and confidence in the person
designated to undertake media work.

09

Introduction To Media



FINDING OUT ABOUT THE LOCAL MEDIA
UNDERSTANDING LOCAL OUTLETS
Start your research by watching, listening to and reading as much local media as
you can.  Note down any mentions of other charities or any coverage which could
be connected to your volunteering sector; try to collect the names of journalists
and reporters behind those stories:

• Look at all the titles on offer in local newsagents.

• Watch out for any free magazines and newspapers available at your 
local train station, library or in the doctor’s surgery.

• Listen to different local radio stations each day in your office.

• Flick through all the TV channels watching out for regional bulletins and 
local programmes.

• Search the Internet and look for local news and lifestyle websites.

This guide is taken from the IVR/VAMU research report, Working with the Media.
Available to download at www.ivr.org.uk and www.vamu.org.uk

CASE STUDY EXPERIENCE
Both mentees found it difficult to build research into their ‘daily routine’. BACYP has
a regional remit and found it hard to get copies of local papers from different
parts of the country.

However, when they did actively follow the local media both organisations found
it very useful and informative. 

BACYP was surprised by the number of stories they found relating to young people
and volunteering which gave them more confidence about potential interest for
their stories. 

The CVC mentee said her research made her feel much better prepared when
approaching journalists.

“It stops you being wrong footed from the start.”
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GETTING IN TOUCH WITH LOCAL MEDIA
Research and find out as much as you can about your targeted media outlets.
Call and ask a reporter, forward planner or editorial assistant: 

• Who is their target audience?

• What kind of stories are their audience interested in? What issues and 
topics do they like especially?

• What sort of charity/volunteering stories do they cover? Do they have 
charity partners? Do they take on campaigns?

• Who would be the best person to contact with a story? How do they like 
stories to be pitched to them?

This guide is taken from the IVR/VAMU research report, Working with the Media.
Available to download at www.ivr.org.uk and www.vamu.org.uk

CASE STUDY EXPERIENCE 
The mentees were pleasantly surprised to find journalists’ attitude towards
volunteering stories much more positive than they expected. It seemed that rather
than a lack of interest in their organisations they had simply suffered from a lack
of awareness.

The reporters repeatedly stressed the value of human interest stories such as those
about volunteers themselves and their beneficiaries. When asked what they were
looking for one journalist replied,

“Something that is useful to listeners. It has to be interesting to the target audience.”

The mentees found it useful to establish a contact name for their organisations’
stories, but equally important, journalists also wanted a named contact within the
volunteering organisation. Reporters identified phone calls as a good way to
make contact but one explained,

“The biggest frustration is when no one is there to answer your call.”
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DEVELOPING A MEDIA STRATEGY
DEVELOPING A MEDIA STRATEGY
A media strategy is a concise plan: a tool to help you focus your volunteer
recruitment work. 

If you can answer the following questions in a concise, clear statement, and avoid
generalisations you will have the backbone of a good media strategy:

• Why does your organisation want to recruit volunteers?

• Why do you want to use the media to recruit volunteers?

The following are essential:

SET YOURSELF CLEAR GOALS
A media strategy can have long term vision, for example, 
"We want to increase awareness and encourage young people to get involved in our
organisation. In the next 12 months we hope to secure a partnership with a local youth
radio station."

Or it can be short term and immediate. "We need to recruit 10 volunteers for an
event in Newcastle next month. We want to target professionals aged between 30 and
50, from within the city.”

PREDICT & PLAN
What other support do you need for your media strategy?
Potential case studies for journalists?
Photographs to illustrate the stories?
Facts and figures to support your volunteering campaign?
Support from staff and volunteers before you book the event?

DEADLINES
Be ambitious but make sure your short term targets are achievable. 
Break your strategy down into bite size chunks. Without the motivation of small
successes it's easy to become discouraged.  

Set realistic deadlines and allow as much planning time as possible.

Revisit your strategy. As your knowledge of the media increases and you get to
know your target volunteers, make sure to feed that valuable information back
into your media strategy.  

12

Introduction To Media



EXERCISE TO DEVISE A MEDIA STRATEGY
Work through these questions, answering each one as fully as possible.

1. Why do you want to work with the media?

2. What event/campaign/story/services/volunteering opportunities are you 
trying to promote? You can have more than one but try to prioritise.

3. In each case, what key messages/s are you trying to convey?

4. Who is your target audience/s?

5. Which media do you think these audiences use? And what media do 
they have access to? Be specific, e.g. magazine titles, radio programmes, 
websites, and street posters in particular areas etc. Think local and 
national media where appropriate.

6. What resources do you wish to devote to carrying out your media 
strategy? How many hours do you want to commit? What size budget do 
you have and how would you spend it – e.g. on paid advertising, 
leafleting, targeted telephone marketing?

7. How will you interest the media/journalists in your story/ies?

8. Can you think of any forthcoming events that might add to (or clash with) 
your media campaign? Consider other organisations’ planned events, 
the Christmas season, a local newspaper’s current campaign etc.

9. How will you evaluate the success of your strategy/publicity? For 
example, by counting the number of new calls to your centre or the 
number of articles in local press or by running a focus group, perhaps?

This guide is taken from www.volunteergenie.org.uk
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CASE STUDY EXPERIENCE - 
DEVELOPING A MEDIA STRATEGY
Working through the exercise to develop a media strategy (previous page) the
organisations identified the following as their priorities for media work:

CHELTENHAM VOLUNTEER CENTRE
• Increase awareness of the Centre and its place in the community.
• Celebrate the Centre's work.
• Support volunteering - increase awareness and understanding.
• Increase local business/employers' interest in the centre.
• Encourage more charities to use the Centre's services.

In addition the Volunteer Centre set itself the target of fostering relationships with
three different media contacts - one in a local newspaper, one in a local radio
station and one in a magazine.

BACYP
• Increase awareness and raise the profile of the organisation, its activities 

and its role.
• Promote positive stories about young people in the press, and help to 

move away from a focus on media stories with a negative focus, such as 
young people and antisocial behaviour.

• Increase attendance at events run by the organisation.
• Encourage more people to apply to become volunteers, as trustees 

within the organisation, and as youth leaders within the affiliated youth 
clubs.

Both organisations found that doing the exercise helped them to reflect on and
identify their reasons for doing media work in a more strategic and focused way. 

The CVC involved several staff and trustees in completing the questions and
comparing their answers, which they found helped them to set priorities, although
at times they were also challenged by the process of building different ideas from
different people into a common set of themes.

To begin with the organisations found it difficult to identify who the target
audiences for their media messages should be. The CVC when working on their
website, for example, explained,

“There were a large number of things that we considered ‘interesting’ but weren’t sure
if they were newsworthy.” 
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They weren’t sure if their website would be interesting to a wider public and so
they re-evaluated their priorities for media work. They decided to focus on specific
audiences so that instead of promoting volunteering to the ‘general public’ they
targeted young people.

They realised as the project progressed that the most important requirement was
to set realistic, achievable and focused goals for their media work. But reflecting
afterwards, the BACYP mentee highlighted the difficulty of the challenge.

“I wanted to get far more out of it than was realistic and I was probably naively
ambitious.”

Looking back she felt their media strategy focused too much on ‘outcome-based’
targets such as the amount of press coverage achieved and the number of new
volunteers recruited and not enough on ‘process-based’ outcomes such as
developing skills in writing press releases. Targets for working with the media do not
always need to be linked to the quantity of coverage but can just as well apply
to developing new connections and contacts.

Once the project was underway both organisations found it very helpful to revisit
their media strategies and reflect again on their aims and targets.

“We have looked back at it intermittently just to remind ourselves of where we were
going, what for and how. Some aspects we had to re-evaluate as we went along.”
(CVC Mentee)
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MONITORING AND EVALUATING 
MEDIA COVERAGE
WAYS TO EVALUATE MEDIA COVERAGE   
Evaluation is the toughest task any press officer faces. Make sure you collate and
record all the media coverage you achieve. Keep a cuttings file and record which
page the story appeared on or how long the radio coverage was at what time of
day etc.

• Monitor all responses received. One of the best ways to assess the value 
of media work is to track responses to coverage achieved. Ask those who 
email or call how they heard of your organisation.

• The value of editorial coverage is as much as four times more then that 
of purchased advertising space. To calculate the value of your coverage 
multiply the number of square column centimetres per article by the cost 
per square centimetre to place an advert (on the same page of the 
publication). 

• Measure increased activity. Check how many people visit your website. 
Are there more visitors after media exposure?

To examine the quality of media coverage work through the following questions.
Mark each answer out of ten. The closer your total score is to 100, the more
successful your coverage:

1. Was your key message a) included and b) clear?

2. Was the tone of the article what you wanted?

3. Was your organisation mentioned favourably? 

4. How long was the article?

5. How prominently was it placed? Front page or buried at the end?

6. How effective and eye-catching was the headline? Was a large font size
used?

7. Did it include good photographs?

8. Did the story reach the intended audience?

9. Were your organisation's phone number and web address printed?

10. Was your "call to action" for volunteers included in the article?

This guide is taken from the IVR/VAMU research report, Working with the Media.
Available to download at www.ivr.org.uk and www.vamu.org.uk 
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CASE STUDY EXPERIENCE – WAYS TO
EVALUATE MEDIA COVERAGE
Choosing suitable methods to monitor and evaluate media coverage was a
challenging aspect for the case study organisations. 

Cheltenham Volunteer Centre questioned all respondents as to where they had
heard of the Centre but found the responses difficult to track, especially those
received by email.

They monitored the number of volunteer enquiries received during the media
project compared with those received for the same period before and found an
increase of 68%. 

This may have been partly attributable to external factors, such as seasonal
variations, but it was strongly felt that the media activities did make an impact.

“I am convinced that this (the media project) has been a significant factor in the
increase in these figures.” CVC mentee

BACYP found it even more difficult to evaluate the impact of the media work
because their stated aims were to raise their public profile and improve the public
image of young people. 

They tackled the question by measuring public awareness and perceptions
through community surveys which included questions such as, 

“How much do you know about X and the work it carries out?” 

They also conducted informal evaluations when, for instance, the mentee noted
that several visitors had attended events as a result of coverage in the local paper. 
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MAKING CONTACT AND SELLING 
STORIES TO THE MEDIA
HOW TO SELL YOUR STORY TO THE MEDIA

Before you write your press release, call the journalist your story is aimed at to
gauge their interest. Timing is everything. If you catch a journalist at a bad time
they're likely to slam the phone down on you.

• Editorial meetings are usually at around 10.30am. On daily papers 
usually the worst time to ring is from 4pm onwards. Deadlines vary for 
different publications and programmes, so you'll need to do your 
research.

• Content can be decided up to four months in advance. Make sure to 
contact forward planning desks well in advance (especially for features
in magazines).

• Don't take it personally if the phone is slammed down on you. It probably 
means the journalist is frantically working to meet a deadline or a 
reporter is editing their package for their next bulletin.

Journalists say they can usually tell within 30 seconds of a call if they're interested
in a story or not. So you've got to sell your story fast:

• Sound confident and enthusiastic. 

• Keep your pitch fast and simple. Concentrate on what they want to hear 
rather than what you want to tell them.

• Don't over-complicate issues. Just say enough to raise their interest. Don't 
get bogged down in details.

• Research the journalist before you call. Read, listen to or watch their latest 
stories. Know what interests them. Let them know you follow their work. 
Flattery goes a long way.

• Be persistent (not annoying). If they sound uninterested, ask if there's a 
better time to call. Ask what might improve the story for them.
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• If they ask you to email, follow up immediately with a personal message 
and press release. Never fax. Never send email attachments.

• Keep a ‘contacts’ book to record information about all the journalists you 
speak to. It could help you successfully pitch stories to them in the future.

This guide is taken from www.volunteergenie.org.uk
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OTHER WAYS TO BEFRIEND LOCAL
JOURNALISTS/ REPORTERS: 
A personal handwritten letter is a good way to catch the attention of a journalist.
Offer to take him/her out for coffee/ a drink.

• Return journalists' calls promptly. They’re more likely to add you to their 
contacts book. If you offer an exclusive story, make sure it stays exclusive. 
Nothing annoys journalists more than seeing a rival media outlet run their 
exclusive. Don’t even offer the story to one of their colleagues.

• Encourage your journalist to get involved with your organisation. Invite 
him/her to take part in a volunteering activity. Tailor the activity to suit 
him/her and make sure you’re there to meet and look after them. 

• Ask the editor of your local media outlet to allow you to visit their offices. 
Explain that you're keen to find out more about how they work so that you
can supply them with great local stories.

This guide is taken from www.volunteergenie.org.uk
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CASE STUDY EXPERIENCE – HOW TO SELL
YOUR STORY

The main issues were to do with confidence and overcoming fear. 

The mentees were frightened of being caught out by questions they couldn’t
answer and that made them uneasy about contacting journalists. 

They quickly learnt though, that communicating the key messages was far more
important than ‘knowing everything’.

They learnt new techniques for contacting.

"One of the first problems I encountered was that I was sending things off to the news
desk, I was ringing the news desk. I'd send it and nothing happened and I tried several
times. It wasn't until I picked up a name which I got from the paper and I thought that's
the name to go for and I asked for this person and spoke to her. So it's a research
thing. That combined shortly after with a visit to the editor really made it start to
happen."

They quickly dispensed with emails and concentrated on direct phone calls which
they found much more successful. 

They arranged on-site meetings to develop relationships with local journalists and
asked their colleagues and other organisations for their media contacts. 

CVC, for example, contacted a local editor through a colleague and made a visit
to the paper as a result.
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KEEPING IN CONTACT WITH THE MEDIA
MAINTAINING CONTACT WITH THE MEDIA
Having befriended or worked with a journalist, make sure you stay in touch:

• Give journalists your mobile phone number. They always need good 
contacts to help them before 9am, after 5pm or over the weekend.

• If a journalist does pick up your story, send a card to say thank you. Tell 
him/her what a difference the story meant to your organisation or how 
many new volunteers were inspired to get in touch because of the story.

• Use your local media contacts strategically. Don’t bombard them with 
any old story. Select stories carefully tailored for them.

• Always return your media contacts' calls promptly. 
Help them with their stories whenever you can.

• Make sure you are the only person from your organisation who contacts 
that journalist. Don’t confuse them.

• If you find a journalist has left or moved on, find out who their 
replacement is so you can start to build a relationship with them.

Remember: stories do get dropped and it's not usually the journalist's fault. 

If a big news story breaks, your story may be pushed off the pages or removed
from the TV news bulletin.  Although it's frustrating don't take it personally. It's just
how the media works.

CASE STUDY EXPERIENCE – KEEPING IN
CONTACT WITH THE MEDIA
CVC had a very effective working relationship with one journalist at their local
paper.  They kept in regular contact with her, passing on stories which consistently
received coverage. 

They also invited the journalist to events, including a forum for volunteer managers,
and the journalist even got involved in volunteering with the Centre herself.
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With another local publication, several representatives from CVC paid a visit to
the editor who gave them an honest appraisal of the press releases the Centre
had produced in the past which encouraged them to think about how they could
improve them in the future.

When BACYP followed up media coverage with a ‘thank you’ call to one journalist,
he responded by expressing interest in running further stories from them in the
future.
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WAYS OF LIAISING WITH THE MEDIA
COLLECTING CASE STUDIES
Case studies, such as stories about specific volunteers, can help bring an article
to life and make a story interesting to the local media and their audiences. When
collecting case studies:

• Ask clients and colleagues to be "media volunteers." Send a newsletter or 
a personal email to explain what you're looking for and what might be 
involved.

• Ask your colleagues to look out for any exceptional stories or people they
come across in their daily work. For example, a volunteer who has done 
something extraordinary or the story of an individual a volunteer has 
helped to survive.

• Visit volunteers within your organisation. Collect their stories and try to spot
possible case studies.

• Record all potential case studies and their contact details (including 
mobile numbers and a photograph, if possible). If a story suddenly 
comes up, or a request from a journalist comes in, you will be ready to 
respond immediately.

• Support and prepare your case studies. Tell them where the story will 
appear and when. Explain clearly what the journalist is writing about and 
what kinds of questions are likely to be asked.

• Choose case studies who are articulate and who understand the possible
implications of doing an interview. On the whole journalists don’t 
deliberately trip people up or misquote them.

• Journalists tend to be very unwilling to work with anonymous case studies.
But if your client is vulnerable and needs to protect their identity for legal 
reasons it’s acceptable to change their name or ask the journalist to 
disguise their identity. You can also make sure no distinguishing features 
appear on camera to identify them.

• If you are working with children you will need a parent/guardian’s 
consent for them to appear in the media.
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RESPONDING TO REQUESTS FOR CASE STUDIES
If a journalist calls asking for a case study:

• Find out who else the journalist has approached. Don't waste time finding 
a perfect case study if they’ve approached several other organisations or
if the story is a ‘maybe’.

• Ask them exactly what angle their story is going to take so you can 
quickly find the right case study for the story - or decide that the story isn't 
right for your organisation.

• Find out the journalist's deadline and respond as quickly as you can. 
Don't make promises you can't keep.

This guide is taken from www.volunteergenie.org.uk

CASE STUDY EXPERIENCE – COLLECTING
CASE STUDIES AND RESPONDING TO
REQUESTS FOR CASE STUDIES
The BACYP mentee took part in a radio interview to promote an event, during
which she told the story of a young person as a case study. Reflecting on the
interview afterwards, she said that she thought the interview would have had a
bigger impact if the person interviewed had been the young person or a
volunteer rather than an employee of BACYP.

During a quiet time for events she collated a selection of case studies from
volunteers and young people that could be used by the organisation when
required for media interviews. 

She did this in a number of different ways which included:

1. Asking colleagues for details of young people and volunteers who might 
be willing to be interviewed and,

2. Including a few paragraphs in a newsletter sent to clubs asking them to 
inform her of any potential case studies.

However, she found the process of collecting case studies from older volunteers
challenging because the BACYP has a hierarchical structure and it was very
difficult to contact and collect case studies from their various satellite youth clubs.
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This aspect may be an important one to consider for other organisations with
regional affiliated members or outlets.

This guide is taken from www.volunteergenie.org.uk
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WRITING PRESS RELEASES
Always phone first to sell a story to a journalist. Then write the press release. 

If you find writing press releases difficult send a personal letter with all the
information the journalist will need instead. 

Each press release must to be tailored to the individual needs of the media outlet/
journalist. 

One side of A4 is plenty. 

A couple of paragraphs are often enough.

The basic requirements for a press release:

• A punchy or funny headline. Make it bold.

• Summarise the story in the first sentence. Write in the third person. Don't 
use jargon and keep it simple and easy to understand. 

• Set out where and when your story/event/ launch is happening and who 
is involved. List case studies and potential interviewees.

• You can include a quote from a key player in your organisation but keep 
it brief.

• Suggest a photo opportunity. Say if you are offering an exclusive.

• Give each particular media outlet a reason to cover your story.

• Give them the closing paragraph you'd like broadcast or printed. Only 
quote one web link, one charity name, one phone number for the article. 
(e.g. Find out more from www.charityname.org.uk or call 020 7888 5555)

• Repeat the key, most important information at the end - the event, place 
and date (if appropriate) and your key message.

• “NOTES TO EDITORS” - Put a couple of sentences about your organisation 
and what it does.
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HOW TO MAKE YOUR STORY STAND OUT

• Catch your journalist’s attention with a great photograph. But don’t send it
as an email attachment. Instead post it on www.flickr.com and send the 
journalist a link or put it on your website.

• Make your headline snappy, eye-catching, and clever.

• Give a mobile number so your journalist can contact you anytime. 

• If your press release is well written, it may well make it to print without any 
changes so write the story for the journalist.

HOW TO DISTRIBUTE YOUR PRESS RELEASE

• For broader distribution try www.communitynewswire.press.net/ who will 
distribute your press release for you nationwide via the Press Association. 
Other free online distribution services to try: www.pressbox.co.uk/ and 
www.allmediascottand.com/.

• Don’t send attachments. Targeted distribution of a tailored press release 
followed by a phone call is always best.

This guide is taken from www.volunteergenie.org.uk
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CASE STUDY EXPERIENCE – WRITING PRESS
RELEASES

Both mentees had very limited previous experience of writing press releases and
they didn’t really know what the media wanted from them. As time progressed,
however, they learnt a number of useful lessons.

There was the question of what would make a good story? BACYP didn’t expect the
media to be very interested in their stories about young people because they
were more geared toward ‘bad news’ stories. So they tried to focus on the ‘hooks’
within their stories that would appeal to local papers. For instance, when
promoting forthcoming youth sports events they included key facts about local
athletes in their press releases to give them a local and human interest focus. In
that way they hoped to “give the press what they wanted.”
They learnt too about the importance of keeping their message simple and clear.
CVC wrote a short, simple article (under 100 words) for a paper promoting a
volunteering event at a local supermarket. As a result the Centre received at least
nine phone calls from potential volunteers as well as emails about the event.

Even so, things didn’t always go well. BACYP invited a number of journalists to a
’Taste of Sport’ Careers Fair. Several promised to be there but on the day none
arrived. The mentee was very disappointed and frustrated but occasionally
different stories do come up at short notice and journalists can quickly drop a
story without telling the organisation. It is not necessarily a reflection of the story or
press release itself.

A key issue for both of the case study organisations was the time it took to write
press releases. At the beginning both were quite meticulous, often doing several
re-writes but for CVC and their ‘employee volunteering’ article, this meant the press
release was sent late to the journalist.

The issue of planning and thinking ahead also proved crucial. The mentee at CVC,
for example wrote a simple press release with photographs for a ‘Make a
Difference Day’, asking people to contact the Centre to volunteer. Unfortunately
the press release was published on the same day so it was too late to recruit
volunteers.

This guide is taken from www.volunteergenie.org.uk
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TAKING PART IN RADIO INTERVIEWS

• Listen to the programme or radio show you are going to take part in and 
think about which speakers were most interesting and why.

• Find out roughly how long you’ll be on air and who will be interviewing 
you.

• Work out your ‘key messages’ and what you really want to get across - no 
more than two messages per interview.

• Don’t write notes or a script to use during the interview. Notes are good 
preparation but if you try to read them during an interview you will lose 
spontaneity. 

• Try to "paint verbal pictures" and/or tell stories to illustrate your key points. 
Listeners find it very hard to remember statistics and generalisations but 
they do remember human stories and things they can visualise.

• Try to temper your pace and tone to that of the programme. A news 
programme will require a pithy, short sentence or two, a ‘sound bite,’ but 
many radio programmes are quite relaxed. They prefer informal chat 
and, as long as your answers are interesting, they can be quite long:

• Try to get in a mention for your charity, but don't keep mentioning it every 
other sentence. It sounds "pluggy".

• Make sure the presenter, producer and web producer have the correct 
details for your charity, its website and phone number.

• Get feedback from the producer and/or presenter after the interview. Their
observations will help you do it better next time. 

• Get someone from your office to record the interview.

This guide is taken from www.volunteergenie.org.uk
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CASE STUDY EXPERIENCE – 
RADIO INTERVIEWS
Both mentees were apprehensive about taking part in radio interviews. As the CVC
mentee put it,

“There is something different about talking on the radio…..Once you’ve done it once,
you’re OK, but it still requires the same planning and the same rigor.”  

The BACYP mentee was unsure what to do and how to behave,

“The journalist guided me through ok, and when my colleagues listened to it, they said
that it was good and that I got everything across.”

For both mentees, the work with local radio again highlighted the importance of
research before making initial contact with the station in order to,

“Identify what each station offers and what it does and keying that to what you want
them to broadcast.” (CVC mentee)

Or prime importance also was communicating the ‘key messages’ they wanted to
get across. The mentees were encouraged to choose, in advance, just two key
messages for the interview. 

Securing a mention for their organisation on air was also very important,
especially as they were both keen to raise the profile of their organisation through
the media.     

Both of the radio interviews took place with very few problems. 

The BACYP was pre-recorded and broadcast the same day. 

CVC’s coverage included a news item the day before, mentions about the event
before it took place, and interviews with the mentee, a volunteer and
representative from Leonard Cheshire. 

The only aspect which didn't work so well was failing to record the coverage.             
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HANDLING A VISIT FROM A
JOURNALIST/REPORTER
Having successfully sold your story to a journalist and inspired them to write
about your organisation or event, make sure you're ready for their arrival:

• Plan what you want the journalist to do during their visit and what you 
want them to see. Find out in advance what the journalist wants from you.

• Plan who you want the journalist to meet during their visit.

• Brief your organisation. Explain what the story is about and what the 
journalist will be doing. Ensure everyone is “on message.” Deal with any 
concerns in advance, some may not want to appear on camera or talk 
to the journalist.

• Personally meet and greet the journalist. Give him/her tea or lunch before
they begin. This is your chance to befriend the journalist and to reinforce 
your key story messages.

• Don't be too protective. Trust the journalist to chat with case studies, 
volunteers and colleagues. The journalist will want to get a "feel"' for the 
organisation.

• Make sure the journalist/camera crew/photographer get the pictures 
they need. This could be key to your story reaching print/broadcast. 

• Follow up their visit with a thank you email, to say how much you are 
looking forward to seeing the story.

This guide is taken from www.volunteergenie.org.uk
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CASE STUDY EXPERIENCE
Staff at BACYP and CVC both invited journalists to spend time at their premises with
generally very positive results but they both placed great emphasis on planning
and co-ordinating the day meticulously.

Throughout the day they looked after the journalist, arranged interviews,
introduced relevant staff and co-ordinated photo opportunities.
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RESOURCES
Free media resource links:

www.volunteergenie.org.uk
Volunteer Genie is a great site with a vast range of resources for anyone looking
to attract more volunteers. You can find out how to use the power of the media to
recruit volunteers and increase your charity’s profile. 

It’s packed with charity case studies, examples of volunteer recruitment
campaigns and free guides to working with the media. Plus it has hundreds of
links to free online resources to help charities in their media and marketing work. 

www.vamu.org.uk
The Voluntary Action Media Unit (VAMU)was set up with the aim of researching and
improving the relationship between charities and the media.

We want to encourage debate about the place of voluntary sector stories in
media coverage. 

Through our research we hope to develop strategies that will radically change
the voluntary sector's media profile and the effectiveness of its volunteer
recruitment campaigns.  The site has lots of links to important research about the
voluntary sector and the media.

www.volunteering.org
Volunteering England works to promote volunteering as a powerful force for
change, both for those who volunteer and for the wider community. 

The site contains much useful help, advice, and information about working
effectively with the media to promote your cause.

www.mediatrust.org
Media Trust is a dynamic, innovative charity bringing together the media industry
and charities.

Media Trust works to build effective voluntary and community sector
communications through a range of partnerships, projects and services including
media training, a film and TV production unit, digital TV station Community
Channel, and Youth Mentoring.

Their website includes an exceptionally wide range of material on every aspect
of working with the media. It also offers links to two invaluable services. 
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MMeeddiiaa MMaattcchhiinngg is a free service which can help you by matching you with one
of our volunteer professional media advisors who can offer free advice and
support to help improve your communications. 

So if you need help to write a PR plan, a press release, support with marketing,
online content or perhaps advice on the difference between a wiki and a blog,
Media Trust can help you find your ideal match. 

CCoommmmuunniittyy NNeewwsswwiirree is a free news distribution service which offers you the
chance to have your news release written up into a story by a Press Association
journalist and sent out to national, regional and local media outlets via the Press
Association wire. 

Both services are free.

www.mediacollege.com
MediaCollege.com is a free educational and resource website for all forms of
electronic media. Topics include video & television production, audio work,
photography, graphics, web design and more.

We have hundreds of exclusive tutorials with supporting illustrations, videos, sound
bytes and interactive features. You'll also find reference material, utilities and other
useful goodies, as well as a helpful forum.

This is a very useful site with loads of information about making films. By looking
at the hints and tips you can form a good idea of the sorts of elements TV crews
will be looking for when they decide whether your activities are worth filming. 

You might also make your own films and offer them to various outlets, including the
Media Trust’s Community Channel.

www.fundraising.co.uk
The site contains links to the 10 top charity new media resources recommended
by PR expert by Sarah Hughes.

www.seedsforchange.org.uk
Seeds for Change provide training and support to grassroots campaigners, NGOs,
Co-ops and other community groups and organisations in the social sector.  

On our website we have details of the support we offer, as well as resources for
campaigners. 
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Seeds for Change is aimed primarily at campaigning organisations. Much of what
they have to say about the media, though, is relevant to the whole of the voluntary
sector.

www.lloydstsbbusiness.com/support/businessguides/media_coverage.asp
A free guide from Lloyds TSB to improving media coverage. It covers much the
same ground as the other guides but includes a couple of useful extras.

www.trcmedia.org
The Research Centre is a charity concerned with broadcasting in the UK. The site
contains a valuable database of key industry figures including commissioning
editors at all the major broadcasters.

www.mediaguide.org.uk
Media Guide is here to help voluntary organisations in Scotland work more
successfully with the media- be it TV, newspapers, or radio. 

It contains much useful information on working with the media including press
lists, downloads for sample documents, worked examples of good and bad press
releases, and example interviews from radio programmes, among much else.

www.volresource.org.uk
This is a site operated by Volresource which contains links to a wide range of sites
with very useful information about working with the media. It also includes a lot of
other material on every aspect of voluntary work.

VolResource aims to provide practical resources for people involved in charities,
voluntary or community organisations, making use of communications
technology such as this web site and our email newsletter. 

This site carries briefings, contact information, specialist sources, suppliers and
more, with news now on Voluntary News.

It acts as a portal bringing together basic information on these pages, a wide
range of links to relevant web sites for more material alongside tips on key issues
and what to look out for elsewhere. You can use VR as a database of contacts.

www.profilematters.co.uk
Contains many free articles put together by a PR Agency. 
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www.businesslink.gov.uk
Business Link is a government-sponsored website that offers free guides and advice
to UK businesses. The guides contain much that is useful to third sector or volunteer-
seeking organisations.

www.mediauk.com
MediaUK is a free online directory of just about all of the media in the UK,
encompassing television, radio, newspapers, magazines, and more.


