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Working with your local media 
 

 

Using the local media, including newspapers, television and radio, is an important part of 

campaigning. It is one of the best and cheapest ways to make sure everyone hears about 

your event or campaign. There are a number of things you can do to get the media 

interested in what you are doing, and this guide should explain some of the most effective 

ways  of getting coverage for your events happening up and down the country. 
 

 

Write your own press release 
 

A press release is the story you send to the media to tell them about your event or 

campaign. A press release should be short, clear and get the message across quickly. 
 

 

When you write a press release, you need to put the most important information first. 

You can do this by including the following in the first paragraph: 
 

 

• What is happening? 

• Why is it happening? 

• When is it happening? 

• Where is it happening? 

• Who is involved? 
 

 

Expand on these points in each paragraph and include a short quote from someone who is 

closely involved in your campaign, such as someone directly affected by the issue, a family 

member or an important person like your MP. Make sure you have permission to use their 

quote. 
 

 

Use simple language and avoid long, complicated words and sentences. 
 

 

Most importantly, make sure you include your contact details and the date so the journalist 

knows that the story is new, and who to call for more information. 
 

 

What makes a good story? 
 

Journalists like something new and interesting to write about; and for local papers 

something that has a local angle to it. For example, a demonstration you are doing or 

something that is happening nationally that relates to your campaign on a local level. 
 

 

Stories about local people work well. Any personal stories you use must be good examples 

of the points you want to make in your campaign. You must make sure you get the person’s 

permission before you use their story. 
 

 

If you get an important person involved, such as your MP or a local celebrity, you are more 

likely to get media coverage. 
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A story has to be relevant to its audience, so use local facts in your press release if you can. 

For example, mention how many people with disabilities live in your area. 
 

 

If you want the media to take an interest in your story, you should: 
 

 

• Link your story to something that is happening nationally or something that another 

organisation is doing - for example mention DBC’s work on the Welfare Reform and 

Work Bill. 

• Get your timing right – for example, write letters to local newspapers one or two weeks 

before you hold an event. 

• Offer to talk to local radio about what you are doing – for example, you could talk about 

an event you will be holding or a petition you have organised. 
 

 

Photographs 
 

Almost every newspaper page will have a photograph. Space is often allocated to stories 

based on the quality of the photograph rather than the words. Strong pictures are likely to 

encourage editors to feature your story. For example, you could get a photograph of a 

group of disabled people with their MP. 
 

 

If you are planning to use photographs with your press release, remember to get permission 

from the people who are in them. 
 

 

Journalists usually receive photographs by email, as digital images. It is best to send them 

at the same time as the press release.  They tend to only use pictures which are of high 

resolution so you should use a good quality digital camera if possible. 
 

Who to contact 
 

In most areas, there are daily and weekly local newspapers, local independent radio 

stations and regional BBC radio and television stations. 
 

 

It is worth reading, watching and listening to your local media to see which topics they are 

particularly interested in and the kinds of articles or programmes they focus most attention 

on. 
 

 

When to contact the media 
 

To increase your chances of getting coverage, you will need to target the right media at the 

right time. 
 

 

Weekly newspapers 

These are the free weekly newspapers delivered in different towns across the country. 

They are great newspapers to target as they are most likely to cover your story and they 

tend to have big circulations. 
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It is best to contact the newspaper on the day it is published, or the day after. For example, if 

your weekly newspaper is published on a Wednesday, it is best to get in touch on a 

Wednesday or Thursday for the following week’s issue. 
 

 

Daily newspapers 

Any publication that people pay for is much harder to get coverage in than a free 

publication, so you will need to think creatively to get coverage. This might involve offering 

them an exclusive on your story which means you will agree to let them be the only media 

to cover your story at first. 
 

 

Radio 

Radio is a great way to gain exposure – so make sure the journalist knows you are happy 

to give interviews about your story. You should contact your radio station at least 24 hours 

before you would like your story to be on air. 
 

 

Television 

For television coverage, you must make sure your story has a visual element that the 

journalist will be able to film. Ideally, you should get in touch a week before you would like 

your story to be covered, or at least two or three days before. 



Disability Benefits Consortium 

Continued overleaf > 

  

 

Template press release 
 
 
 

Press release 

<< Date >> 
 

<< Attention-grabbing headline >> 
 

<< Sub-heading, if you have additional important info to highlight >> 
 

 

<<List event details, if necessary. For example: 

Date: 

Time: 

Venue: >> 
 

 

Paragraph 1 

Ensure the key facts are in the very first sentence. Keep this paragraph fairly short and 

simple. Ask: Who? What? Why? Where? When? How? 
 

 

Paragraph 2 

Include key information about the wider campaign and what the campaign is calling 

for. This may take two paragraphs. 
 

 

Paragraph 3 

Insert a quote here from someone who is supporting the campaign, such as a disabled 

person or a local MP. You can use more than one or two quotes if you have strong 

spokespeople. 
 

 

Make sure the name of the person and their relation to the campaign is in bold. 

For example: 

Local campaigner Jane Doe, who is disabled / has XXX condition, said: 
 
 

Paragraph 4 

Include any more relevant details about the campaign. This can include a call-to- 

action (what you are asking people or MPs to do) and website links to any other call- 

to-actions or more information. 
 

 

–
ENDS– 

 
 

For more information, please contact << name and contact details >> 
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<< * reference any statistics used in the 

press release >> Notes to editors 

<< If you have included any statistics in the press release, make sure 

you reference them here. Also, if you want to highlight any relevant 

statistics that are not in the press release, include them here >> 
 

 

About the Disability Benefits Consortium 
The Disability Benefits Consortium (DBC) is a national coalition of over 50 different 

charities and other organisations committed to working towards a fair benefits 

system.  

 

The DBC is committed to achieving a benefits system that: 

 Is built on the rights of disabled people; 

 Is informed by the needs and experiences of all disabled people; 

 Supports disabled people to meet the extra costs associated with disability; 

 Reflects the reality of the challenges faced by disabled people seeking work; 

 Contributes towards tackling disability poverty and interacts with other 

government measures to achieve this.

https://disabilitybenefitsconsortium.wordpress.com/dbc-members/
https://disabilitybenefitsconsortium.wordpress.com/dbc-members/


 

 

Sending your press release out to the local media 
 

You can find the contact details for your local newspapers in your local telephone 

directory, by searching online using a website like Google or directly from a copy of the 

newspaper itself. 
 

 

If you don’t have a particular person in mind, call the publication and ask to speak to the 

news desk. Explain why you are calling and then ask for an email address and telephone 

number so you can send your press release through to the right journalist. 
 

 

Journalists prefer to receive press releases by email. After you have sent the press 

release, call the journalist. Check they have received it and ask if they would like any 

more information. 
 

 

Preparing for media interviews 
 

Find out as much as you can about the interview. 
 

 

• Where will it be? 

• Who will ask the questions? 

• What might the questions be? 

• If it is for television or radio, will it be a live interview or recorded for use later? 

• Are they interviewing anyone else, such as your MP? 
 
 

Be prepared. Think about the three main points you want to make. 
 

 

It is a good idea to make a note of the types of question you think the journalist might ask, 

and practise some answers before you have the interview. 
 

 

  
 


