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Media Relations Guide 


Attracting the media can be a challenge in this competitive media age, and effort 
should be put into contacting the media, to ensure maximum chance of exposure. 
This practical guide to media relations will help you inform and educate the press 
about your fundraiser, and achieve beneficial editorial coverage of your event and 
the work of WE C HOPE. 
 
This Media Toolkit contains:  


• This introductory guide to Media Relations 


• A beginners guide to news release writing 


• A guide to verbal media communication and interviews. 


• A sample news release, and template. 


• A guide to photocall notices. 


• Tips for community calendar listings 
 


An introduction to Media Relations 
Positive media relations are vital to the reputation of World Eye Cancer Hope.  This 
enables us to maintain and enhance our status as a caring global organization, 
committed to the welfare of all individuals and families affected by childhood eye 
cancer.  When approached and influenced correctly, the media can be a great ally.  
Good media relations help to: 


• raise awareness of retinoblastoma and it’s early signs, therefore increasing 
opportunities for early diagnosis and referral; 


• expose the plight of affected children around the world; 
• educate about he vital work of World Eye Cancer Hope. 
• Increase awareness of your fundraising event 
• expand support for your event and World Eye Cancer Hope. 


Editorial content: all non-advertising material in newspapers, magazines, TV, radio 
and other media formats is known as editorial content.  This is considered to have 
more credibility than paid-for advertising space, because it is written by independent, 
and therefore impartial, journalists. 
Editorial coverage of your fundraiser, prior to the event itself, can boost in kind 
donations, attendance on the day, and other support.  Most importantly, your event 
provides an excellent opportunity for local media coverage of retinoblastoma, helping 
to broaden the reach of our life- and sight-saving public awareness program. 
The Purpose of the Media:  Good coverage of your event in the media can be very 
beneficial.  However, it is no the job of the media to convey the information you wish 
to impart.  The media exists to inform and entertain varied target audiences, and to 
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share information that it believes will be of interest to those audiences.  If promotion 
of an event or organization occurs as a by-product of that coverage, great, but that is 
not the purpose of media coverage.   
This is one of the most frequent misunderstandings about the media. Success in 
your mission of promoting WE C HOPE and your event requires you to take an 
outsider’s view of your “story”.   
Do not assume the media will cover your event simply because you are raising funds 
for a good cause, or because you believe they should educate about eye cancer in 
children.  You must present this information as part of a story, giving it relevant angle 
or “hook” that will capture the interest of a reader, viewer or listener.   


Remember our pneumonic to RAISE good media relations:  
Research: gather info about WE C HOPE, identify your target audiences and media. 
Action Plan: develop your strategy.  
Implement: put your plan into action.   
Stay tuned: keep track of your communications with the media, and follow up. 
Evaluate: following your event, assess the effectiveness of your media plan . 
 
Research 
Know our work and our website. Familiarity with retinoblastoma facts and the work 
of WE C HOPE is vital to the success of your media relations action plan.  You may 
need to provide information at short notice, so read through the facts sheets and 
leaflets in this pack and keep them handy for reference.  Knowing the layout of our 
website will enable you to quickly locate additional information, or efficiently direct a 
reporter who is asking for it.  www.daisyfund.org    
Determine your target audience. Who do you want to reach through the media?  
Consider the type of event you are hosting: will it be held in a residential community 
or a commercial district?  Is it part of another event, such as farmer’s market?  Then 
think about the people who are most likely to attend (will they be families, shoppers, 
business people?), and how you can present your message so that it is relevant to 
them (why should they care? What will grab their attention?).  You will need answers 
to these questions in order to identify relevant media outlets.  
Identify your target media. There are many varied opportunities for editorial 
coverage.  For example, regional, town or neighbourhood newspapers and 
magazines, local and regional radio and television stations, specialized media (such 
as baby and child, health or education publications).  Choose your target media 
outlets carefully, based on what you know about your target audiences. 
Gather contact information. Use the internet to search for relevant local, regional 
and national media outlets.  For example, you could google “Oxford England radio” 
Most media outlets will have a contacts page, containing departments, postal and 
email addresses, telephone and fax numbers.  Your local library will also be a good 
source of information for media contacts. 
Utilise any contacts you already have in the local media.  A journalist who knows 
you, who perhaps has run a good story from you in the past, is more likely to be 
receptive a provide positive coverage than one who does not know you.  You have 
already proved you will not waste their time, but are someone who understands the 
way they work and what they are interested in.    
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Compile a list of contacts who may have special interest in your story.  For example, 
general newsdesks, specific journalists and community affairs or calendar listing 
editors.  Metro and national publications and radio stations usually have specialist 
reporters or editors, covering areas like health, education, children or philanthropy. 
Call the contacts on your list to verify current details and specific contact names.  
Establish how each individual or department prefers to receive communiqués (email, 
regular mail etc), and if  they have a set format (such as for community listings) 
Identify established opportunities. Linking your fundraiser with an established 
event is likely to promote the news value of your individual story.  Find out if there is 
an established event happening at the same time as your own, through which you 
can highlight your efforts, retinoblastoma and the work of WE C HOPE.  For 
example: 


• International Cancer Day (Feb 4) 
• World Childhood Cancer Day (Feb 15) 
• World Retinoblastoma Awareness Week (begins 2nd Sunday in May) 
• Eye Health Month (May) 
• Childhood Cancer Month (September) 
• World Sight Day (2nd Thursday in October) 


Create an information folder: This is for your personal reference, and you will add 
to it as you develop and implement your action plan.  If you are storing some of this 
information in electronic format, keep it together in one folder on your computer, and 
ues clear names for each file.  Keep all print documents together in one organized 
folder, so that you can locate them easily.   
Your folder should contain the following:  


• Your media list: for quick and easy access to all your media contacts. 


• WE C HOPE background information: such as our mission and factsheets.  


• Your developed communiqués:  news releases and/or letters to the editor.   


• Photographs: pictures of the common white pupil sign of retinoblastoma.  


• Your Action Plan: You will develop this in the next step. 


• Communication records and notes: You will develop these extensively 
during the implementation and follow up process. 


 


Action Plan 
Once you have established your target audience, compiled a list of media sources, 
and initiated your press pack, develop an action plan for contacting the media.   
Finding your story: There are numerous opportunities for editorial coverage - news 
stories, features, letters to the editor, etc.  However, you must be aware that media 
outlets receive a high quantity of information every day.  So it is vital that you assess 
the value and strength of your story before approaching the media. 
To capture the interest of a reporter, news editor or producer, your story must: 


• have local news value 
• emphasize a local human interest angle 
• be backed up by easily substantiated facts and figures that are locally relevant 
• be supported by a strong quote from a WE C HOPE spokesperson. 
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You have a story to tell about why you are supporting World Eye Cancer Hope.  Are 
you a survivor of retinoblastoma, or the relative of a child affected by retinoblastoma 
or another cancer?  Are you a school group who knows an affected child?  Maybe 
you don’t know anyone affected by cancer, but you have been Inspired by Daisy and 
Rati, and the desperate need to help children like them around the world.  Be willing 
to share your story with the media, as it will create a strong human interest angle, 
and create a powerful local connection to the international story of WE C HOPE. 
Consider how your story will interest commuters reading the paper on the train or 
listening to the car radio, or parents watching the tea-time news   A useful exercise is 
to imagine how would you explain your story to these people If you were to meet 
them in an elevator, remembering they probably don’t have any prior knowledge of 
childhood eye cancer, and probably haven’t thought about how children with cancer 
are cared for in developing countries. 
Write a News Release: This is a short communiqué, concisely presenting your 
potential news story, its relevance and value.  This is the principle media relations 
tool, and as a result, media outlets receive hundreds of press releases every week.  
Busy journalises typically spend less than 10 seconds skimming through the first 
paragraph of a news release, so if it does not capture their interest right away, it will 
rapidly find its way into the waste paper basket.  When you know how, writing 
effective news releases is not difficult.  This toolkit contains a simple template and 
detailed guide to writing savvy news releases that gain results. 
Create a Press Pack: This simple folder contains your news release, background 
information about World Eye Cancer Hope, and a “white pupil” photograph.   


• World Eye Cancer Hope background information: You should attach 
“background Information” documents to any communiqué, including our 
mission, key facts about retinoblastoma and WE C HOPE.  This information 
can be found on the printable fact sheets included in this media toolkit. 


• Photographs: The characteristic white pupil of retinoblastoma creates an 
especially powerful image.  The media is more likely to cover your event if 
they have seen such a picture and clearly understand its significance in 
saving sight and life.  The best format is a high resolution jpg file.  If you 
include a file on disk with a pack sent through regular mail, do also send a 
hard copy for immediate impact – but remember that hard copies may not be 
returned, so don’t send precious originals.  If you are telling your own story of 
retinoblastoma, include a picture of your child/family.  We can provide you 
with high resolution “white eye” photographs. 


 


Letters to the Editor 
A brief letter to the Editor is a good way of highlighting your event when it is to be 
held in conjunction with an established event, such as those listed above.  Focus on 
one main aspect of the established event, or retinoblastoma itself.  Bare in mind that 
the publication reserves the right to edit, so the more succinct you are, the less likely 
your letter is to be cropped.  Keep your letter below 250 words. 
Letters to the Editor are usually only relevant for one or two days.  However, if time 
allows, send us a copy before submitting it to the editor, so that we can provide any 
advice to maximise your chances of gaining the editor’s full consideration.   
Included with your letter, consider offering the editor the chance of receiving an 
article on WE C HOPE.  Articles are an important tool for establishing the support 
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and information WE C HOPE can provide, which is of particular interest to 
undiagnosed children and referring family physicians.  If the editor is interested and 
would take a pre-written article, make sure you have established appropriate 
“angles” and word counts, before you get in touch with us. 
 


Consider timing 
Before telephoning a media outlet, or sending in your news release, think about the 
best time to contact them.  Certain times of day, and days of the week, are better 
than others.  Also, you must leave sufficient time between sending your news 
release and the event itself, allowing journalists to gather background information 
and do interviews, so your story gains full consideration.   


• The quietest time in a newsroom is between 10.30-11.30am 
• Avoid calling after 2pm as journalists are working to a deadline at this point. 
• Never call between 4-7pm, for the same reason. 
• The newsroom of a daily newspaper is likely to be quieter on a Sunday. 
• Do not contact a weekly paper the day before publication. 
• Do not contact a Sunday paper journalist on a Monday – that’s their day off. 
• Establish deadlines, as everyone has different guidelines for submitting press 


releases.  Use the following only as a general guide.  
For editorial content in print media, send a press release 2-3 weeks before the event.  
For editorial content on TV or radio, send a press release 5-7 days before the event.  
For listing in daily publications, send your information 2-3 weeks before the event. 
For listing in weekly publications, send your information one month before the event. 
To enable optimal media support from WE C HOPE, please communicate with 
us at least one month ahead of your event.   
 


In House Media Relations 
If you are planning a fundraising event at your place of work, your best option is to 
utilise the support of an in-house press office or public relations department.  These 
people work with the press every day, and are likely to have good relationships with 
members of the local press.   
When speaking with the press/PR office, be prepared with information about 
retinoblastoma, your planned fundraiser, and any personal story that motivates your 
support of WE C HOPE.  Providing a draft Press Release will help significantly, but 
always check with the office as to what materials they need. 
 


Implement Your Action Plan 
Now that you have a clear action plan to work with, you are ready to make your pitch 
to  the media.  In addition to the following tips, please refer to our “talking to the 
press” guide for advice. 
Respect deadlines: submit information according to the deadlines you confirmed in 
your action plan, so that reporters have enough time to work on your story. 
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Send to a named person: You will have located this information in the research 
phase.  If you do not have the name of a specific person, address your news release 
to a job title such as the News Editor, Picture Editor or Health Correspondent.   
Use preferred formats for receiving information: each reporter is different. Refer 
to your notes to remind yourself if they prefer email, regular mail, or fax. 
Offer supporting material: anticipate questions, and save the journalist research 
time by offering background information documents from your press kit (developed at 
the research stage).   
Be professional: let journalists know that you are submitting your press release to 
other media sources. 
Build relationships: make journalists feel they are welcome to contact you for 
further information, or to ask more questions.  Remember that, in building a good 
story, they need your help as much as you need theirs.   
 


Stay Tuned 
Make follow-up calls: call each reporter within a few days of sending your initial 
press release, to confirm that it has been received by the right person. Ask if the 
reporter has any  questions, or if they require further information.  This follow-up call 
will establish a dialogue between you and the reporter, and this is crucial to gaining 
the media coverage you desire.  Avoid calling a newspaper after 2:00pm, as many 
journalists will be working to a deadline after this point. 
Keep track of all media communications: Record the following information in an 
excel spreadsheet, word document or note book, so that you have all the relevant 
information in one place.  You can then easily assess what has already been done, 
and know what is still required.   


• Media type (print, tv station etc) 
• Media name  
• Contact Person  
• Address 


• Email 
• Phone and fax 
• Follow-up contact details 
• Comments 


 
Status of communication – in this section, include:  


o dates and times of all telephone calls made and emails/letters sent 
o who you spoke to/sent mail to,  
o if your communiqué was passed to someone els (who?)  
o any agreed actions (call back, send info to… etc). 


Evaluate Your Media Relations 
When you evaluate your event, consider the success of your media relations.   


• Did your action plan achieve the results you hoped for?.  
• Was your strategy?  
• What worked well for your event? 
• What could have been done better 
• What did not work well at all?   
• How could you improve your media kit for future use?   
• How can we improve this media toolkit for other supporters.   
• Please do also share with us the media coverage you received!  
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A Beginner’s Guide to Media Release Writing 


Introduction 
A News Release is a communiqué of five or six paragraphs, drawing attention to a 
particular happening.    These documents used to be known as “press releases”, but 
have been renamed in the modern multi-media age.  They are the main tool of media 
relations, used by print media such as newspapers and community magazines, and 
broadcast media such as television news programmes and radio stations.   
Journalists receive hundreds of news releases a week.  So yours must be crisp, 
concise, jargon free and attention-grabbing.  It will quickly hit the waste basket if it 
does not capture interest in the first sentence, or clearly present the potential story. 
News releases need to be persuasive, but this does not mean they should use the 
persuasive advertising language.  Journalists are not in the business of free publicity, 
and favour true human interest stories over highly marketed commercial news.   
For example, a news program may not cover the fancy launch of a camera by a local 
company, but they will be interested in running a feature on a local family is raising 
awareness of how ordinary album photographs can save a child’s sight and life.   
The camera company may have a bigger PR budget, but your human interest story 
has the competitive edge in this arena.  Your news release will be persuasive simply 
by clearly presenting your story from an angle that will be of interest and relevance to 
the ultimate readers, listeners or viewers.   


 


Basic rules for writing press releases 
Length: Do not go over two pages. Remember, you are pitching to the reporter, not 
writing the article.  The journalist will expect the need to call for further details. Just 
answer the six W questions (who, what, when, where, why and how) in your release. 
Stay focused: Make every word count.  Use short sentences, and clearly make your 
point.  If you present the information well, the value of your story will speak for itself. 
Avoid “PR puffery”: Don’t use superlatives, hyperbolae, or and unqualified 
comparatives. You may believe your event is the "the biggest" or "the best", but let 
the journalist make their own judgements about this.  This type of marketing speak is 
disliked by journalists, and is a sure way to lose their attention. 
Avoid jargon: Journalists are ordinary people who may not know what various 
medical terms or abbreviations mean.  Using these can lead to misunderstandings, 
and prevent the reporter from appreciating the important facts.   
As a result, they may decide to not cover your story, or unintentionally misrepresent 
it.  Sensible use of abbreviations is acceptable, but do ensure you spell them out in 
full the first time they appear in the text, and include the abbreviation in brackets at 
that point.  For example, World Eye Cancer Hope (WE C HOPE), retinoblastoma 
(Rb) or Kenya National Retinoblastoma Strategy (KNRbS). 
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Give credit: Acknowledge local partners and/or sponsors of your event, and send a 
copy of the News Release to them.  The media may not mention everyone helping to 
stage the event, but it is important that you acknowledge them.   
The Angle: The news element and local or national relevance of a news release is 
what interests the journalist.  So select the angle of your story carefully.  The more 
newsworthy it is, the more likely it is to receive coverage.  Here are some examples: 


• Existing Events: Combining your fundraiser with an established event, such 
as World Retinoblastoma Awareness Week or Childhood Cancer Month, will 
create a strong awareness angle, and make your event or individual story 
more appealing to the media.   


• Local partnerships: These add a clear local angle to the story.  For example, 
a scout troop planning a fundraiser to honour your child, or a company staging 
a Wear Red and White Day to raise awareness of checking for red eye reflex.   


• Celebrating a milestone:  This might be x years since diagnosis, surgery or 
end of chemotherapy.   


The Message: Your message will not simply be that you are hosting a fundraiser – 
you will be sharing this information as a by-product of your message.  Your message 
will be what is influencing this action.  For example: 


• awareness of “white pupil” as an early sign of retinoblastoma leads to early 
diagnosis – a child’s only hope for healthy vision and life.  WE C HOPE co-
ordinates a global awareness campaign to achieve early diagnosis and 
referral. 


• Most children with retinoblastoma live in developing countries, and most die 
due to late diagnosis, even though treatment is available. WE C HOPE is 
working to tackle this with a model strategy for developing countries. 


Follow the convention: There is a standard format for news releases.  If you don’t 
use this, your release may hit the waste basket without being read.  Follow the tips 
below, and use the template provided in this pack. 
 


Writing The News Release 
General presentation tips 


• Keep to one side, or a maximum of two single sided pages. 
• Always type a news release – a hand written release looks unprofessional. 
• Use an easy to read font that does not take up too much space, such as Arial.   
• Clearly state the date, so the reporter can quickly see the release is current.  
• Use double spaced text and wide margins, to allow reporters to make notes.  
• Don’t use formatting.  This will require edits if the release is printed verbatim 
• If exceeding one page, do not split sentences or paragraphs across the page. 
• Include a shortened version of your headline at the top of the additional page. 
• Use single sided printing.  Letterhead for the first page, plain paper thereafter. 
• Staple pages together in the top left corner.  Do not use paper clips as pages 


can become separated too easily. 
Clear statement: Print the words “News Release” in a bold font at the top of the 
page, to let the media know this information is provided specifically for their use.  
Headline: Grab attention with a clear, short and snappy headline.  If your headline is 
dull, this may be the only part of your news release that is read by the reporter.   
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Answer the five W questions 
• What: Clearly state the event.  For example, if you are holding a Daisy Bake, 


what kind is it (front yard, tribute, part of another local event)?  Is the event in 
honour of someone?  What will happen at the event?  What makes it unique 
and fun?   Describe anything that would be a good visual. 


• Who: Clearly identify your event organiser (such as an individual adult or 
child, family, business, club, school or faith organisation).  Name the main 
organising person.  Identify any speakers or special appearances, and what 
those people will say or do. 


• When:: When is the event taking place?  Include the day of the week, date, 
month, year and time.  Spell out the month, to avoid the confusion of different 
dating formats.  Write the year in four digit format.   


• Where: Clearly state the location name and address.  If necessary, include 
directions in the Editor’s notes. 


• Why: Give a compelling explanation for your event, and why it is relevant to 
the local community.  Describe why it is important to raise awareness and 
funds.  Give personal reasons that others will relate to, and be inspiring.  
Include a statistic or two (you can find these in the factsheets included with 
this media toolkit).   


First paragraph – make it snappy: You must grab the reader’s attention in the first 
paragraph, or your release will end up in the bin.  So don’t include all the information 
right at the beginning.  This paragraph does not have to tell the whole story, but it 
must make the journalist read on, so lead in with your angle.  Keep it to one or two 
sentence, and no more than 35 words. 
For example, consider which of the following is more likely to grab the attention of a 
busy news editor:  


1) The Busy Bees Club will hold a bake sale at St Michael’s Church on Tuesday 
15 April at 2pm, raising funds for a charity supporting children with eye 
cancer, and highlighting the early sign that any parent can detect in photos. 


2) Childhood cancer awareness will receive a boost from the Busy Bees on 
Tuesday 15 April, when the toddler’s club holds a bake sale to highlight how 
flash photographs can save young children’s lives.   


Example 2 presents the angle immediately, and also highlights a photo opportunity 
(cute kids selling cakes for charity).   
Second paragraph – news in brief: Provide all the vital information in the first two 
paragraphs.  They should be able to make sense when standing alone, so that an 
editor can print them verbatim as a news in brief article. 
Third paragraph – quote: Use a powerful quote from a named person.  Editors like 
this because if they use your news release, it will appear that they interviewed you, 
when actually they are just printing the material you provided.  Third party quotes 
endorsing your story are particularly helpful in bringing a story to life.  For example, a 
medical expert or WE C HOPE spokesperson.  However, remember to check with 
the person you are quoting in advance.  


Format: Quotes are carried in their own paragraph.  The following is an 
example of the standard format. 
“Introduce the first words of the quotation”, said Full Name.  “Proceed with the 
remarks.  This may be several sentences long.  Do not give attribution again.” 
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Fourth paragraph and beyond – good but not essential:  Include further details, 
such as a brief description of WE C HOPE (who we are, who we support, how and 
why) and contact details that can be used in any news article, such as our website 
and telephone number, and how interested people can make donations. 
Mark the ending:  Let the reader know there is a second page, by writing “more” 
(UK) or “continued” (N. America), centred at the bottom of the first page.  State the 
ending by writing “ENDS” (UK) or “###” (N. America), centred at the end of the main 
text on your final page. 
Editor’s Notes 


• Reference the source of any facts stated in the main Release (such as 
statistics), so the journalist can substantiate them. 


• Include the official WE C HOPE Editor’s Notes, included in this pack. 
• Add Contact details that can be used in any news article, such as our website 


and telephone number, and how interested people can make donations. 
• Availability for interview of any speakers at your event. 
• Reference any enclosures, such as background information and photos. 


Contact Details: Include details of at least one individual (preferably two) who is 
readily available, fully briefed on your story and willing to provide further information 
to the journalist.  Ensure the contact person is aware they are listed as such, and 
that they have a copy of the news release.  Include their name, job title (in relation to 
your event), telephone, cell and fax numbers, and an email address, if one exists. 
 
What happens to the news release?  
One of three things will happen to your news release once it has been received by a 
journalist or editor.   


• It will be used Verbatim, or edited slightly. 
• You will be contacted for more information, and a journalist with write the story 
• It will be binned – perhaps because it is not relevant to the readership, arrives 


too late, is poorly presented, or the newspaper already has enough news. 
If a TV or radio station wishes to run the story, they will either: 


• Invite you to the studio to do a live or pre-recorded interview 
• Arrange a telephone interview (radio) 
• Run a short report, based on your news release, usually following a brief 


telephone conversation with you. 
• Send a reporter or film crew to you. 


Review: Only 3% of news releases achieve editorial coverage.  Check that your 
release follows the prescribed format outlined above, and consider the top ten 
reasons for news release failure.  Ask a couple of people to proofread, and check 
that you have not made any of these common errors.   
1. Too long 
2. The five Ws are not answered  
3. Chatty, with no angle.   
4. Inappropriate for the audience 


5. Out of date 
6. Too much hype or comment 
7. Difficult to follow-up 
8. Just plain boring 


If you follow the advice in this pack, and avoid these pitfalls, your news release is 
likely to be successful!! 
 
Remember that we are here to help, so please feel free to contact us for assistance. 
 


World Eye Cancer Hope - www.wechope.org 





		Basic rules for writing press releases






 
 


 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 


 


Communication 


Talking to the media can seem daunting, particularly if you are not used to it.  We are 
here to help you if you have any questions, so please do not hesitate to contact us.   


 


Telephone Communication 


In the process of compiling your media list, creating your action plan and following 
up, you will need to make a number of telephone enquiries.  These conversations 
can have a crucial impact on the success of your media campaign, so take some 
time to prepare for them beforehand.  If a journalist, news editor or producer feels 
you have efficiently and considerately provided useful, interesting information, they 
are more likely to follow up your story. 


 


Interviews 


An interview is the best opportunity for clearly sharing your message.  Interviews 
with print and radio journalists are frequently conducted by telephone.  Face-to-face 
interviews are more likely to be for television.  Whatever the format, an interview is 
your golden opportunity to present the most important aspects of your story, and to 
build a positive relationship with a journalist.  .   


Remember that your time during telephone conversations and interviews will often 
be very limited – particularly during television and radio interviews.  The number one 
rule of media communication is therefore Be Prepared. 


Whether you are telephoning to enquire about deadlines, talking to a journalist about 
your story, or doing a live studio interview for your local TV station, a little thoughtful 
preparation goes a long way.  Following the tips and advice below will enable you to 
be positive during any verbal communication with the media. 


 


Five Top Tips For Good Verbal Communication:  


• Don’t speak too fast (practice on your own first, to calm any nerves). 
• Use proper grammar, and avoid slang.   
• Keep your message simple, clear and to the point.   
• Do not use jargon (e.g.: “surgical removed” is better than “enucleated”. 
• Speak naturally – regurgitating a memorised script usually sounds stilted 
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Do Not Be Afraid 


Journalism is a time-pressured job, and journalists may seem abrupt and 
demanding, but they are human too!  Be patient and polite, and provide them with 
the information they need, in the format they request, and you will do fine. 


 


Be Prepared 


When telephoning the media, make sure you know what you are needing to say or 
ask, and that you are prepared to answer any possible questions.  Have a note book 
or word document open, with notes for your call, and be ready to make notes during 
your conversation.  If you are arranging a meeting or interview, have notes ready 
about possible dates, times, locations and logistics, and confirm them before you 
end the call, so that you do not have to call back.   


 


Introduce Yourself 


Tell the reporter your name, and explain that you are a local volunteer fundraiser for 
World Eye Cancer Hope, an international children’s cancer charity.  Then briefly 
describe the purpose of your call.  Make it clear that you are a member of the local 
community with a great human interest story.  Journalists will be more likely to talk 
with you than if you give the impression of corporate PR . They will also be more 
forgiving and flexible if you make mistakes. 


 


Make Yourself Available 


The more accessible you are to the media, the more likely they are to cover your 
story.  If journalists cannot easily make contact with you to discuss your event or 
arrange an interview/photograph, they will quickly lose interest.  


 


Return Calls / Emails Promptly 


Journalists have deadlines.  Delaying for even a day may cause you to lose a 
valuable publicity opportunity.  Even though you have a very interesting and vitally 
important message wrapped up in your story, the reporter may not be able to wait to 
speak with you.  So always respond quickly to any telephone messages or emails. 


 


Neither Friend Nor Enemy 


Think of a journalist as a professional “gatekeeper” to the public, and speak with the 
public in mind.  Establish a professional relationship, and don’t assume the reporter 
will put your interests above the story, or highlight your viewpoint. 
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Be Brief and Focused 


Think of your conversation as exchange of information rather than an entertaining 
yarn.  A very useful preparation technique is to imagine you are taking an elevator 
ride with the reporter.  Think about the information you want to impart, and how you 
would share it in that short time.   


 


Be Genuine 


Lack of clear personal interest or enthusiasm for the cause you are promoting is a 
real turn-off for journalists.  If you are nervous, think about what inspired you to 
support WE C HOPE, and weave that into your main message, as this will naturally 
bring out your enthusiasm.  


 


Expect Awkward Questions 


The journalist is an investigator.  He is only doing his job, so don't be negative or 
hostile.  Be prepared to answer the questions honestly and politely. 


 


Never Say "no comment": 


This is an evasive response, and gives the impression you have something to hide.  
If you don’t know the answer to a question, say so.  Add that you will find out and let 
the reporter know.  If someone else is better able to comment, say this, and arrange 
for the journalist to speak with the person – or to us.   


 


Be Honest 


If you don’t know the answer to a particular question, are uncomfortable answering, 
or cannot share the information requested, don't be tempted to lie or guess the 
answer.  Remember that you are representing World Eye Cancer Hope, and helping 
to educate and inform the public – so if you give false information, you will be 
misinforming the public, and potentially damaging WE C HOPE.  The chances are 
that you will be caught out, and your credibility with the media will be lost.  Far better 
is to say “I can’t speak on that because...” and explain why.  Do not be forced into 
commenting, and remember that you are perfectly entitled to not answer a question. 


 


No Such Thing As ‘Off The Record’ 


Journalists are never off duty, so if you don’t want to see something that you say in 
print, or hear it over the airwaves, don’t say it to a journalist. 
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Look Ahead 


Emphasise that retinoblastoma eye cancer can be clearly visualised in photographs 
as a “white pupil”, and that simple awareness of this can save lives and sight. 


Follow the WE C HOPE Line 


Even though you may have personal views on an issue, please bear in mind that you 
are speaking on behalf of WE C HOPE in this situation.  Media statements about our 
policies, or position on any issue in the press, should only be made through WE C 
HOPE officers.  If you are asked for a comment on such an issue, please refer the 
caller to WE C HOPE for a response. 


 
Media Interviews 
Most television Interviews last around 2.5mins, and approximately half of this time 
will be taken up by the interviewer asking questions.  So you must be well prepared.  
Print journalists may also have limited time available to speak with you, and the tips 
for tv/radio interviews are equally important when talking with a publication reporter.   


 


Dress Appropriately 


Whether you are to be interviewed for a story in your local paper, or filmed for a 
television news segment, appearances matter.  A scruffy appearance creates a bad 
impression.  Don’t dress in a suit an tie if you don’t usually wear one, but do give 
particular thought to the clothes and accessories you will be wearing to the interview.  
Dress comfortably, but smartly.  For example, jeans and a t-shirt are fine for media 
interviews at your event, if they suit the environment, but make sure they are neat, 
and think carefully about the appropriateness of any motifs on t-shirts.  A suit, 
collared shirt and slacks or a dress are always preferable for meetings with 
journalists, or for studio interviews.   


 


Special Considerations When Dressing for a TV Interview. 


• Bright white causes glare with cameras. 
• A red top can make your face look very pink. 
• Large, dangly earrings distract viewers from your message. 
• Glinting jewellery reflects light too much for the cameras.  
• A strapless dress/top makes women appear naked in head and shoulders shots. 
• Close stripes and tight checks come over badly on camera.  Plain is better. 
• Socks should be long enough to prevent exposure of your ankles when seated. 
 


Be On Time 


Remember that  journalists are busy people, and studios work to a tight schedule.  If 
you keep interviewers waiting, you may miss your opportunity, and you will damage 
your future credibility. 
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Agree a Brief 


It possible, do this before the interview is recorded.  This will enable you to have 
some control over what is to be taped, and if necessary you can gain permissions in 
advance (for example, if you are filming at a school, the school may have a policy 
about photographing its pupils).  


 


Stay With the Crew 


Accompany camera and sound crews at all times.  Be careful what you and others 
say, as your comments could end up on air.   


 


General Interview Tips: 


• Don’t fiddle with your hair or clothing. 
• Don’t make manic gestures with your arms when speaking 
• Don’t point at the interviewer of camera. 
• Sit still, but not rigidly – be relaxed. 
• Engage with your interviewer by making eye contact. 
• Look at the interviewer, not the camera. 
 


Be Prepared 


Don’t rush into the interview with ill-conceived thoughts.  Choose only one or two 
points to emphasise, and be clear about the message you want to put across.  
Consider how you could lead back to this message if a question does not relate to it 
directly, or seems to be side-tracking.   


If you are using a spokesperson, check well ahead of time whether that person has 
had any media experience or training, and whether they have used this media pack 
to prepare for the interview.  Are they well briefed on the key points you have 
identified to be made about retinoblastoma?   


 


Don’t Digress 


Answer questions honestly, but don’t waste time deviating from your message.  Even 
if the implication of the question is negative, answer it, and then “bridge” to the point 
you wish to make.   


• Example: you want to emphasise that high death rates from retinoblastoma in 
developing countries can be dramatically reduced through awareness campaigns 
targeting primary health workers and parents of young children.   


 Interviewer: “Eye cancer is not really a priority in developing countries – 
surely we should be focusing on issues like AIDS and malnutrition?”   


 Your reply: “These are very important challenges, and they already receive 
much funding. Every child has the right to life-saving health care, whether 
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they have AIDS or cancer, but childhood cancer receives minimal funding.   
The key point is that this cancer can be easily diagnosed when you know 
what you are looking at, and it is very curable with surgery alone when found 
early, so simple awareness can save many children”. 


Emphasize Your Main Point 


Reinforce your primary message by using “flag” phrases such as “Most 
importantly…” or “the key point is...”.  Repeating your point also emphasises the 
message, so keep coming back to it.   


 


Speak in Personal Terms 


Using personal anecdotes and descriptive examples to illustrate your point is the 
most effective way to communicate your message, and make it memorable.  For 
example, which of the following statements is more likely to stay in your memory?   


1) “World Eye Cancer Hope works in Africa, where many children die from this 
cancer because doctors don’t know about it.  Simple awareness can save 
the lives of many affected children in Africa”. 


2) The “World Eye Cancer Hope mission is inspired by a little girl from Africa 
called Rati, who died because her doctor didn’t know about eye cancer in 
children.  Simple awareness would have saved her life, and can save the 
lives of many other children”. 


 


Close Well 


At the end of the interview: close with a firm handshake, and thank the interviewer 
for their time.  Request a business card, so that you can keep their contact details for 
future reference.  This will also help you to correctly spell their name and job title 
when you send a thank you note.   


 


Thank You Note 


Two or three days after the interview, send a very neatly handwritten or typed thank 
you note to the interviewer and media outlet  Keep it short (just a few lines should be 
fine), expressing your appreciation for their time, interest, and support for awareness 
raising (or whatever your chosen message was).  Sign the note with your first and 
last name, and provide your contact information (address, full telephone number and 
an e-mail address, if you have one).   
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Busy Bees Toddler Club 
15 Maple Grove, Summer Meadow YZ 12345. 


 


--------------------------------------------------------------------------------------------------------------------------- 
 


NEWS RELEASE 
For immediate use 


Monday, April 30 2015 
 
 
Toddlers to raise awareness of childhood cancer 
 
Childhood cancer awareness will receive a boost from the Busy Bees on Tuesday 15 


April, when the toddler’s club holds a bake sale to highlight how flash photographs 


can save precious young lives.   


 


Busy Bees youngsters will be handing out awareness leaflets with their home-made 


cookies and cakes, educating about “white pupil” in flash photography as an early 


sign of the potentially fatal eye cancer, retinoblastoma.  Proceeds from the 11-12am 


event at St Michael’s Church will benefit World Eye Cancer Hope (WE C Hope), an 


international charity dedicated to improving care for affected children.   


 


“Increased awareness is vital”, says Jane Bloggs, whose two-year-old daughter was 


diagnosed with the cancer last year.  “We saw a white reflex in Hannah’s pictures for 


months, but never imagined it could be caused by cancer in her eye.  If we had 


known about this simple clue, she would have been diagnosed much sooner, and we 


might have been able to save her sight.  Many children around the world die 


because of poor awareness, and the work of World Eye Cancer Hope is crucial to 


achieving earlier diagnosis and effective treatment for all children, just like Hannah.”   


 


- MORE - 
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Toddlers to raise awareness of childhood cancer 
 


Afast growing cancer of early childhood, retinoblastoma may affect one or both eyes.  


More than 96% of affected children are cured in developed countries, but many 


children still lose the affected eye.  90% of affected children live in less developed 


countries, and 80% of children die.  


 


Celebrating Hannah’s first cancer-free anniversary, the Busy Bees will be making 


their contribution towards the day when no child needs to lose an eye or their life to 


this very curable cancer. 


 


For more information about retinoblastoma and the work of World Eye Cancer Hope 


, visit www.wechope.org, or contact Jane Bloggs at jane@busybees.com or 012-


345-6789.  Donations can be made online at www.wechope.org/donate. 


 
E N D S 


 
Contact: Jane Bloggs (Parent Governor) 
Busy Bees Toddler Club, 15 Maple Grove, Sunny Meadow YZ 12345. 
Tel:  012-345-6789   Cell: 987-654-3210 
Email: jane@busybees.com   URL: www. busybees.com  
 
Editor’s Notes:  
 


• Statistics courtesy of World Eye Cancer Hope. 
 
• World Eye Cancer Hope has the vision of life and sight saving care for all 


children with eye cancer, survivors and their families.  The charity leads vital 
awareness campaigns, medical care and family support programs.  See full 
Editors Notes from WE C Hope – attached. 


 
• Busy Bees is a daily play group for children aged 2-5 years and their parents.  


We meet between 10am and 12pm at St Michael’s Church, Church Place, 
Summer Meadow. 


 
• Enclosures: World Eye Cancer Hope Official Editors Notes.  
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Photographic Coverage 


Photographs are the best tool for raising awareness of the early “white pupil” sign of 
retinoblastoma.  So always include a white pupil photograph with your news release.  
If you don’t have one of your own, use one of the images in this Media Toolkit. 
 


Photocalls 
Many publications do not print images submitted by individuals.  “White eye” photos 
are an obvious exception, as they cannot necessarily be recreated. 
If you have a good photo-story, arranging a photocall can be a useful way of gaining 
pictorial coverage of your event.   


• Think carefully about the opportunities.  Picture editors loathe “grip n grin” 
images (manically smiling people holding cheques, flowers etc).  A child 
tending a bake sale stall, or handing out awareness leaflets, is a better option.  


• Consider the best time for the photocall during your event, and brief the 
people that you want to be present. 


Prepare a brief photocall notice for circulation to the picture desk of your local 
newspapers, and to local TV ahead of time.   See the example notice below. 


• Include the key newsworthy points (including what and who the opportunity 
involves), dates, times and location of the opportunity.   


• Send the notice at the same time as your media release, and cross reference 
them in the Editor’s Notes section, so that the picture editor and journalist can 
communicate with one another.   


• Phone the picture desk a day or two before your event, to confirm whether 
they are planning to send a photographer/film crew.   


 


Submitting Your Own Pictures  
If the newspaper is not planning to send a photographer, consider taking your own 
photos to submit to the Picture Editor.  However, only do this if you clearly have 
something very photogenic to offer.   


• Be creative and take time to set up the shot for an interesting / unusual image. 
• Consider hiring a local freelance photographer, who will know what is 


expected.  Locate one through the picture desk at your local paper.  
• Pictures are immediate, so you will usually need to get them to the publication 


the same day.   
• Check with the picture desk about the best format for submitting pictures  
• Label the back of each photo with names, dates and contact number.   
• If sending images by email, give the file a descriptive name.   


Use the sample Photocall Notice below as a guide for producing your own advisory.
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Busy Bees Toddler Club 
15 Maple Grove, Sunny Meadow YZ 12345. 


 


--------------------------------------------------------------------------------------------------------------------------- 


 
FOR OPERATIONAL USE ONLY 


NOT FOR PUBLICATION OR BROADCAST 
 


INVITATION TO NEWS AND PICTURE EDITRORS 
 


COOKIE MONSTER TO SERVE AT TODDLERS’ FUNDRAISER  
 
Sesame Street’s beloved Cookie Monster will be in Sunny Meadow next Tuesday, 


selling home-baked treats for children with cancer at the Busy Bees Toddler Club. 


Cookie Monster will help two-year-old Hannah Collins cut a special cake, celebrating 


one year since a life-saving operation cured an aggressive form of cancer.  Proceeds 


from the “Daisy Bake” sale will benefit World Eye Cancer Hope (WE C Hope), a 


charity dedicated to improving care for children affected by retinoblastoma. 


You are invited to send a representative 


  Time:  11-12pm 


  Date:  Tuesday May 15, 2007 


  Venue: St Michael’s Church, Maple Grove, Sunny Meadow. 


 
For more information, contact:  
Jane Bloggs (Parent Governor) 
Tel:      012-345-6789  
Cell:     987-654-3210 
Email:   Jane@busybees.com   
URL:     www. busybees.com  
WE C Hope:   www.wechope.org 
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Community Calendar Listings 


• Daily publications - send your information 2-3 weeks before the event. 


• Weekly publications - send your information one month before the event. 


Call the publication and ask to speak with someone at the community listings desk.  
Check whether they have a standard format that you should follow for presenting 
information, and confirm their preferred method of receiving this information (fax? 
email?).  Once you have sent the information, follow-up to make sure they received 
it, and answer any questions they may have. 


When sending your listing details, address your letter or email as follows:  


Community Calendar Listings 
Name of Media 
Address 


Include the following information: 


• EVENT NAME 
• LOCATION [venue name] 
• DATE [day, date – spell the month rather than numbering it, to avoid confusion] 
• TIME [clearly indicate am or pm] 
• EVENT DESCRIPTION [limit to 2 sentences or less].  
• SPONSOR [business, organisation or family] 
• BENEFICIARY: World Eye Cancer Hope 
• COST [any entry fee, freewill donations, sale etc] 
• EVENT LOCATION [full street address – provide directions, if needed].  
• EVENT CONTACT [phone, email, website] 
• CHARITY CONTACT [www.wechope.org] 


Below is an example of how a listing is likely to appear in print: 


Busy Bees Club. Sat, May 19, 2016, 1 p.m.  Sunny Meadow children will hold a tasty 
Daisy Bake fundraiser to benefit World Eye Cancer Hope (www.wechope.org) and 
children with eye cancer around the world.  Enjoy delicious brownies, cupcakes and 
cookies, baked by the youngsters and community members – because it’s crunch 
time for children with eye cancer!  10 Green Lane, Sunny Meadow. Donations 
welcomed. For more information, 123-456-7890 or visit www.busybees.com.  


Online Calendar Listings 


Many newspapers, TV and radio stations now accept submission of calendar listings 
directly through their website.  Look for the “what’s on” or “events” section, and enter 
your details into the submission form.  When writing your event description, include 
information about who, what, where, when, why, how much and other important 
details in the specified word limit. 
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