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INTRODUCTION

Generating media coverage can be an opportunity to tell 

the story of the great work you’re doing, drive donations or 

inspire fundraising, and let people know how their 

donations are being put to good use. 

This guide has been developed to help you achieve your 

goals by helping you plan, create and deliver good 

communications through the media and contains practical 

tips on:

• Planning compelling communications 

• Preparing media materials 

• Delivering communications

To help you feel confident getting your 

message out there and generating media 

coverage. 
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PLANNING COMMUNICATIONS



IDENTIFY YOUR AUDIENCE 

Aims: What are you trying to achieve?

What is the problem you need or are setting out to address?

What difference will it make to people’s lives?

Objective: How will you achieve your aims?

Set out the measurable elements of what you want to achieve. They 

are the practical steps to help your aims become a reality. 

Consider making SMART objectives: Specific, Measurable, 

Achievable, Realistic, Timely. 
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Who do you want to reach to achieve your end goals?

Primary audience - It’s important to understand their priorities and 

interests to be able to communicate with them effectively. What do 

you need to communicate to inspire action? 

Secondary audience – This could be journalists or investors. Its 

important to consider their priorities also so you can tailor 

communications accordingly. 

What do you want your audience to think, feel and do as a 

result of your messages?

BE CLEAR ON AIMS AND OBJECTIVES 

PLANNING YOUR COMMUNICATIONS 



CHANNELS FOR REACHING AUDIENCES  

What are key messages?

These are the key areas of focus or belief for your idea or 

organisation, backed up by factual evidence (proof points). They 

must always support your organisation’s strategic aims. 

How do I create key messages? 

• Evidence: What proof points exist that demonstrate your impact? 

Does this evidence matter to your target audiences? 

• Interests: What are your target audiences really interested in? 

What barriers are stopping them from getting involved with you? 

• Difference: What makes you different from your competitors in 

the market? Evidence? Does it matter to your audiences?

• Personality: What is your organisation’s character? What tone 

and style should you be using in your communications? Is this 

the same for communications to all audiences? 
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Once you’ve identified your audience and what they need to know, 
then you need to choose the best channel to use to reach them. 

Channels include: 

• Paid: The channels in which money is paid to place the message 
and control its distribution, like social media advertising or out of 
home advertising 

• Earned: The published coverage of a message by a third party, 
such as a journalist, blogger, trade analyst or industry influencer 

• Shared: Commenting on and sharing your message by your 
community through their social channels 

• Owned: The editorial and messages you (or writers on your 
behalf) write, publish and control through your own, dedicated 
blog/website/social channels 

DEVELOP KEY MESSAGES 

PLANNING YOUR COMMUNICATIONS (CONTINUED) 
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Your objectives might be to 

drive donations or inspire 

fundraisers. 

Primary audiences are your 

end user. They could be 

those who benefit from your 

charity or friends/ family of 

those that do. 

Secondary audiences could 

be journalists or corporate 

donors. 

OBJECTIVES IDENTIFYING AUDIENCES 

Owned channels include your 

company LinkedIn, Twitter 

and Instagram. Posting 

announcements and key 

messages on these are easy 

ways to reach an interested 

audience with targeted 

messages.

AUDIENCE CHANNELS 

A key message might be: 

‘Over 70% of NHS staff say 

their mental health has been 

negatively impacted by the 

pandemic, NHS Charities 

Together funding means 

we’re able to provide one-to-

one counselling as well as 

continued mental health 

support’. 

KEY MESSAGES 

IN PRACTICE.. 



A communication can be classified as effective if it passes the TRUTH test: 

• TOPICAL - Is the story related to something else in the news?

• RELEVANT - Will your audience care or be interested?

• UNUSUAL - What’s different about this story?

• TIMELY - Is it relevant for now?

• HUMAN - Is it about or does it affect real people?
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PASSING THE TRUTH TEST 



PREPARING MEDIA MATERIALS
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The purpose of a news release is to make 

a targeted announcement.

The idea is to create something as close 

to a published article as possible, and 

which gets across your key message(s).

Journalists receive lots of press releases 

each day so yours will have to be clear 

and engaging to cut through the noise. 

Research around your story; are there any 

events or news that coincide with your 

press release? If so, make it part of the 

story.

A news release is usually 5-8 short 

paragraphs in length and the headline 

should tell the whole story.

• Keep the headline short and catchy, 

you can expand on the story in the by-

line

• If it fits the tone of the outlet, include a 

pun or rhyme to catch attention

• Mention your organisation in either the 

headline or by-line

WRITING A NEWS RELEASE A SNAPPY HEADLINE 

• Who is the story about? 

• What is the story about? Keep it short, 

sharp and to the point 

• Why is the story happening? 

• When is the story taking place? 

• Where is the story unfolding? 

FIRST PARAGRAPH: INCLUDE THE 5 W’S

WRITING ENGAGING COPY FOR MEDIA 



CASE STUDIES:                           
REAL-LIFE STORIES  

Case studies are important for illustrating the need and work 

of your charity and the media are always interested in real 

people. 

Consider the following criteria when choosing a suitable case 

study: 

• Does your case study have an interesting and/or emotive 

story that shows your organisation in a positive light? 

• Are all individuals involved happy to be pictured and 

potentially interviewed by the media? 

• Are they willing to provide their name, age and location, 

and for this information to be shared publicly? 

• When thinking about case studies throughout the year, do 

you have a diverse mix of people and stories 

represented?
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Once you’ve found a suitable person you will need to interview them 

in order to get more information about their story.

You should:  

✓ Interview them over the phone – taking notes on their answers

✓ Write up [see slide 13 for tips]

✓ Share this write up back with your case study to check they are 

happy with everything factually and how they come across in the 

piece 

✓ To note: if you are separate to your hospitals comms team do run 

past them too before issuing 

✓ Get them to sign a case study consent form [see next slide for an 

example consent form] 
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Questions will relate to the specific case study you are 

interviewing but example questions include:

• Name, age, location

• Connection to the charity/NHS?

• How has the support of our charity impacted you?

• What would have happened if this charity was not there to 

support you?

• How has life improved since being supported by the charity?

• What would you say to people who raise money or who have 

donated to our charity?

INTERVIEWING A CASE STUDY  



CASE STUDY CONSENT FORM  

Once your case study has approved how their story 

has been written up, get them to sign a consent 

form confirming this, and that they are happy for 

their story to be shared in the press and for anything 

else you’re keen to use their story for. 

If you don’t have an existing consent form, use this 

case study and photo consent form template.
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[Organisation name] case study and photo consent form

Case study story

[Add the write up of the story for your case study to review and approve]

Full name: _____________________________________________ 

I understand that: 

• My story/photos/film will be stored in the [organisation name] content 

library for a maximum of three years

• [Organisation name] may use this story/photos/film on their website and 

on social media

• [Organisation name] may use the story/photos/film offline within the 

organisation and with other NHS Charities or organisations

• My photos/film may be used for promotional materials, publications, in 

articles and potentially for publicity/marketing purposes and by brand/ 

corporate partners in their materials and communications 

• Photos/film may be shared with national media or local press 

• I can withdraw consent for this at any time.

I can email [add email address] if I change my mind. Note: this will not apply 

to material already published. [Organisation name] cannot control already 

published material or recall them. 

Signature: ____________________________      Date: 

____________________________________________________ 

[Organisation name] is committed to processing information in accordance 

with the General Data Protection Regulation (GDPR). The personal data 

collected on this form will be held securely and will only be used for 

administrative purposes.

PLEASE RETURN THE COMPLETED FORM TO: [add email address]



TOP TIPS FOR WRITING A CASE 
STUDY 

✓ Use an attention grabbing headline – a short quote from 

the case study usually works well 

✓ Add a subheading providing some context to the headline 

and how your organisation fits in

✓ Include the “ 5 Ws” in your first paragraph [see slide 9] 

✓ When first referring to your case study, state their name, 

age and who the person is in the context of the story e.g. 

Nurse, Doctor, Patient, Fundraiser 

✓ End your case study with information about your 

organisation

✓ Finish with contact details for yourself/ press team should 

the journalist want any more information 

✓ Illustrate with photographs to bring the story to life – and 

show the real people your organisation is helping 
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TOP TIPS: PREPARING A CASE 
STUDY FOR INTERVIEWS 

• Ask the journalist what kinds of questions they’ll be asking 
your case study. They will understand your case study 
may not have done any media interviews before and so 
will want to be prepared

• Run through the interview questions with your case study 
so they have a chance to think about their answers

• If your case study is feeling nervous you can offer to join 
the call with the journalist for moral support 

• Follow up with the journalist after the interview to ensure 
they have everything they need. This is your opportunity 
to ensure they have your key messages and all the crucial 
information you’re keen to see in your coverage e.g. 
website address, Just Giving link 

• If you have any concerns, or the story is sensitive, you 
can negotiate a ‘read back’ from the journalist - this is an 
opportunity for you and the case study to see how the 
story has been written up before it’s published 
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PHOTOGRAPHY 

Having great photography can make or break a case study story 
being used by the media. 

To accompany your case study write up, where possible, include:

• A portrait of your case study - portrait and landscape versions 

• Include ‘before and afters’ e.g. a patient in hospital and then 
well at home, an NHS worker in uniform and then in their 
normal clothes/ life etc. 

• Where possible include a photo that helps illustrate the story 
e.g. a fundraiser taking part in their challenge etc. 

TOP TIPS when taking photos.. 

• Photos must be high resolution to be used – but you don’t 
need a fancy camera for this – an iPhone or high-spec 
Android phone will take great high-resolution photos 

• Don’t zoom in! Frame your photo well in the first place. 
Zooming lowers the quality 

• Take a few photos so media can pick from a selection 
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DELIVERING COMMUNICATIONS  



Where to go to?

• National media (print or broadcast) – e.g. The Times, FT, Daily 

Mail, Telegraph, Daily Mirror, Good Morning Britain 

• Online news – e.g. Independent.co.uk, Huffington Post

• Local media (print, online or broadcast) – e.g. London 

Evening Standard, Manchester Evening News, BBC Radio 

Derby  

• Sector media – e.g. Charity Today, Third Sector, Charity Times, 

Civil Society
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Who to approach?

• Editor - sets tone for news/comment

• Section heads - e.g. Health, Business, Society

• Reporters - content coordinators etc

• Picture or video editors - for great pictures you have that are 

worthy of a story on their own 

• For broadcast - producers, planners or forward planners

PITCHING THE STORY TO MEDIA   

Once you have everything ready to speak to media, think about who your story might be of interest and consider: 



LOCAL PRESS 

✓ Editorial write ups by local press give your story authenticity

✓ They help you reach those who may not have heard of you 

✓ They create content they know is of interest to their readers/ 

audience and so are good barometers for what is interesting and 

newsworthy e.g. rebrands might not be news alone but there 

may be stories around it that might pique their interest 

✓ You can nurture relationships with these titles, making them long-

term partners in covering you 
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LOCAL PRESS VS. SOCIAL MEDIA    

SOCIAL MEDIA 

✓ Here you can control your messaging completely 

✓ You can speak to the audience who follows you – and therefore 

you know has an interest in your organisation 

✓ You can see direct feedback by reviewing comments and 

measuring engagement around different posts or activity 

✓ You can extend the reach of your posts by tagging individuals 

and partner organisations involved and using relevant hashtags 

Local press and social media are two really important channels for NHS charities. They have their own unique benefits that make 

them more suited to different activity and reaching different audiences. 



HOW TO APPROACH JOURNALISTS  

The best way to ensure a journalist has the release or opinion article is by leading with a phone call. 

• Call the main news desk and ask who the most appropriate journalist is for the area of your activity then explain the story and the 

assets you have available such as interviewees and images. 

• They will usually then ask you to send more information by email. Always try and get a named contact to send the release to.

• Once the release is with the journalist, it is usually beneficial to chase over email/phone, the time frame on this depends on urgency 

and lead time of the story. 

• Keep chasing via email and phone calls until you receive a direct answer as to whether the story will be covered or not. 

• But remember you’re building a relationship here – so don’t annoy them! 
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TOP TIPS FOR ON THE PHONE 
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Make use of existing relationships that you or your colleagues might have in the media FRIENDS FIRST 

QUICK DIG

BE CLEAR & CONCISE 

TRY AGAIN 

BE BOLD 

BANK FOR NEXT TIME 

Have a look at their recent articles and Twitter feeds to confirm interests 

Have a top line pitch ready for when you call – it can help to write it down 

If they are clearly too busy – call back or email 

Don’t show fear or appear reluctant to call – they need stories as much as you need coverage  

If they’re really not interested, keep the relationship for another time 



TOP TIPS FOR ATTENTION 
GRABBING EMAILS   

• Short and to the point (no massive cover emails) 

• Paste release into email body (journalists don’t tend 

to like attachments) 

• Catchy, informative headline (why should they open 

it?) 

• Flag the assets you have on offer e.g. photos, video, 

interview time, case studies 

• An attention-grabbing email title can be effective. 

Think about including the section you see the piece 

working for at the beginning (e.g. Daily Mail – Good 

Health, The Telegraph – Opinion) or what you have 

to offer (e.g. Exclusive, new data, real life story) 

followed by a suggested headline that would work 

for the title you’re approaching 
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EXCLUSIVES

An exclusive can be a good way of securing a piece of quality 

coverage, particularly if your story is not strong enough to warrant 

coverage across multiple outlets. 

Top tips:

• Get to know which journalists like exclusives and think about 

what you can offer them exclusively 

• If you’re sending out a story far and wide think about what assets 

you might have that you can chop up as exclusives for various 

titles e.g. an interview with an expert, photo or video content, 

case study stories 

22

EMBARGOS

Embargoes can work well if you’re keen to brief media ahead of a 

specific launch day or announcement so coverage can be lined up to 

appear on a particular day. 

Media will respect an embargo if they have been made aware of it. 

Top tips: 

• Be sure to make clear the story you’re discussing is embargoed 

– Include multiple times e.g. in the email title, top of your email 

and above the pasted in press release

• Add the date and time a story is embargoed until. As a general 

rule, this is one-minute past midnight on the day the story is ok to 

be published e.g. ‘Embargoed until 00:01, Tuesday 3rd October’ 

• With embargoed and sensitive stories, contact a select and 

targeted number of media – rather than issuing your release far 

and wide – so you can feel more in control of the story and who 

has hold of it 

MAXIMISING EXCLUSIVES & EMBARGOS   
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Share the article across your 

social media channels 

In social posts use the tag 
function to refer to other 
involved organisations e.g. 
@NHSCharities, or the hashtag 
function e.g. 
#NHSCharitiesTogether can 
help to widen the reach of your 
posts. Tagging partners you’re 
working with will also increase 
the likelihood of them resharing 
the content, further amplifying 
the reach 

SHARE IT TAG PARTNERS 

Create a ‘news’ section of 

your website to capture all 

publicity and create a buzz 

HOST ONLINE 

Email the article directly to 

partners you are working with 

or hoping to work with, and 

ask them to share through 

social channels 

UPDATE YOUR NETWORK 

HOW TO MAXIMISE APPEARED MEDIA COVERED 



THANK YOU

For more information please contact: 

• Peter Gilheany, peter@forster.co.uk / 07798 881 180

• Olivia Martins, olivia@forster.co.uk / 07710 986 406 

mailto:peter@forster.co.uk
mailto:olivia@forster.co.uk

