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How this pack can help

This document offers advice to CRY fundraisers/supporters about dealing with the media in
a number of standard scenarios.

The scenarios that we hope to prepare you for, with some examples, are:
Positive news stories
o Charity events - fundraising or raising awareness events

o0 Announcement of new patron/ celebrity attendance

Response to published articles
o Incorrect data or information

This pack contains two template releases, advice on setting up a photo call and writing a
photo call notice that you can use to inform your contact with local and national media.

For advice on how to handle possible stories, incidents or anything beyond a simple

fundraising event that will be of local interest, the CRY office should be contacted on
01737 363222

Overview of the media

This pack will help you deal with the whole spectrum of the media, set out below. If you
have any questions about dealing with a particular medium please call CRY on 01737
363222.

Print coverage

= National newspapers

= Regional newspapers

= Consumer magazines

= Trade magazines

Within this particular section of the media the two main ways to get involved are by
providing them with news or by getting included in a feature. (See below for how to get
included in a feature)

Television
= News
= Documentaries or special interest programmes

Radio
= News
= Documentaries or special interest programmes

Internet
= News
= Forums and blog forums
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What is news?

Here are some tips on how to increase your story’s newsworthiness. Remember that local
press publish a variety of unusual and strange articles so do not dismiss any story too soon.

There are a number of elements to any story, such as:

0 Human interest
The story must revolve around people in some way. With CRY this is often the
case as the press are extremely interested in case studies.

o Topicality
For the story to be news, it must be relevant now or in the near future. By writing
and issuing a press release the implication is that the story is new and
contemporaneous.

If a story contains some of these ingredients there is a good chance it will get some
coverage, and that is when the process of getting it in front of the media can begin.

If the story is based around an event, every detail must be planned before a press release
is drafted. (See Planning a media event, below.)

Here is a brief checklist for raising awareness within the media, which will be expanded
upon in the rest of this document:

Write a press release

Write a photo-call notice if necessary

Contact the relevant media by telephone

Send press release to media

Send photo-call notice to relevant newspaper picture desks, and broadcast if suitable
Follow up calls to media

Final call to make sure interested media have all necessary details

O O0OO0O0O00O0

Writing a press release

A press release should be concise and contain as much relevant, accurate information as
possible, especially concerning times, dates, names and other basic facts.

IMPORTANT: Copy must be checked and proofread thoroughly to avoid mistakes.
A press release should answer the following questions about a story or event:

Who?
What?
Where?
When?
Why?
How?

A press release should follow an inverted “pyramid” structure, with the most important
information at the top, followed by the remaining facts in order of importance. A short,
snappy title/headline should give an overview of the story. The overall message or story
should then be summarized in the opening paragraph/intro, with the following paragraphs
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offering more in-depth information, background and quotes from relevant parties. This will
ensure that the journalist can grasp your story within a minute of starting to read it.

If CRY is hosting an event the press release should include the vital information at the start.
The answers to the above questions will be:

The event name

Where the event is taking place

The time and date of the event

The purpose of the event

Contact details to supply further information
Avalilability of pictures after the event

As events are commonplace, there should be an eye-catching and fun theme that sets it
apart from the many other events that journalists are invited to daily.

It is always good to include quotes from relevant people as a way of adding to your story.
The people quoted are the ones most likely to be interviewed by the journalist when they
follow up the story.

Avoid technical words or jargon in press releases. These slow down the reading process for
the journalist and you want to be helping them out as much as possible.

Example press releases

PRESS RELEASE FOR REBECCA HINCHLIFFE'S VIRGIN LONDON MARATHON RUN

PRESS RELEASE
For immediate release 14" March 2011

Cardiac
Risk inthe
Young

Teen's death inspires officer to run marathon

e A NUIse Who lost her younger brother to a rare heart
,.“;‘_-;-' e 31 :ﬁ? B L'._ A ' condition will be raising awareness of Cardiac Risk in
s M | the Young during this week's London Marathon.
)
[ W{ .1 & Sarah Hinchliffe, who works at West Suffolk Hospital in
‘3‘1.1' '3 ‘ r! Bury St Edmunds, is running the Virgin London

=Marathon on Sunday in aid of the charity CRY, which
stand for Cardiac Risk in the Young.

| The 35-year-old, of Cannon Street, in Bury, is taking part
this year, in memory of her brother Peter, who died



unexpectedly last September from an abnormal heart rhythm.

The 33-year-old fitness instructor and semi-professional road cyclist from Doncaster died while
cycling in Yorkshire despite being fit and healthy.

Miss Hinchliffe, who is a cardiac and heart failure nurse specialist, is hoping to help prevent other
early deaths by supporting CRY at the marathon.

She has nearly reached her target of £1,800 which will go towards the CRY campaign helping to
fund research into preventing young sudden cardiac deaths throughout the UK.

She said: "I am doing this because my brother's death could have been prevented if he had been
diagnosed and treated earlier.

"It came happen without warning, but often there are signs which medical professionals could pick
up.

"CRY is campaigning for more people under 35 to have screening so that the number of deaths
can be reduced.”

Miss Hinchliffe, who has taken part in a number of marathons before, said her brother's death has
come as a "huge shock".

She is expecting this marathon, in which she is taking part dressed as a heart, to be "extremely
emotional” because of the meaning behind it.

Since her younger brother's death she said her and her older brother Rob, who is a surgeon, had
been screened.

She said: "If you have got anyone in the family who has died suddenly it's quite a big indication to
get checked out.

"The link is there and | would encourage anyone, especially sports clubs, to get any of their young
athletes screened.”

Donations can be made at www.virginmoneygiving.com/sarahhinchliffel and for more information
about CRY please visit their website at www.c-r-y.org.uk.

ENDS

Notes to editors:

CRY is a charity founded in May 1995 to raise awareness of young sudden cardiac death.

CRY offers bereavement support to those who have suffered a tragedy through a network of
specially trained individuals who have themselves suffered a similar loss.

CRY promotes heart screening, ECG Testing Programmes & contributes to medical research

CRY’s newest patron is acclaimed Singer, actor, dancer & TV presenter, John Barrowman


http://www.virginmoneygiving.com/sarahhinchliffel
http://www.c-r-y.org.uk/

5.2 OFFICIAL LAUNCH OF THE CRY CENTRE FOR INHERITED CARDIOVASCULAR
CONDITIONS AND SPORTS CARDIOLOGY

Cardiac
Risk inthe
Young

PRESS RELEASE
For immediate release — 28" April 2010
Leading heart charity launches key centre in SW London

Wednesday 28th April 2010 saw the official launch of the CRY Centre for Inherited Cardiovascular
Conditions and Sports Cardiology at St George's Hospital in Tooting, London.

This is the world’s first specialist, multi-disciplinary centre dedicated to young sudden cardiac
death and will operate under the direction of Professor Sanjay Sharma - Professor of Inherited
Cardiovascular Conditions and Sports Cardiology at St George's Hospital.

One of the first uses of the Centre will be to accommodate the '1995' screening initiative - made
possible thanks to a charitable grant from ICAP, the interdealer broker. This screening initiative -
to offer screening to every one born in 1995 (the year that CRY was founded) across the South
East - is supported by teenager, James Bailey (see ] r
picture to the right), who last year (aged just 17) was
diagnosed with the potentially fatal heart condition, Wolff-
Parkinson White (WPW) syndrome during a CRY
screening session held at his school. A seemingly
healthy and active young man, with a passion for
football, James’ heart was a ticking timebomb and he
could have literally ‘dropped dead’ without warning. But,
thanks to screening, his condition was successfully
treated - he is now studying for his exams and enjoying
life as a normal 18 year old (as well as raising funds for
CRY).

Families already affected by young sudden cardiac death will also have access to this unique
clinic, dedicated to inherited cardiovascular disease and sports cardiology.

The “general population” will be able to access nationwide screening services through the rapidly
developing mobile screening programme co-ordinated from this Centre. Elite athletes will attend
the world renowned CRY Centre for Sports Cardiology.

Alison Cox MBE, says; “The launch of this Centre is a huge milestone for CRY and takes us
another step closer to realising our dream of being able to offer heart testing to all young people in
the UK. | founded CRY, in 1995, 15 years ago, so it feels ‘right’ to be offering those young people



who were born in that same year the opportunity to be screened by some of the world’s leading
experts and to hopefully to be able to reassure them that they are in good health."

Professor Sharma, adds; “80% of young people have no signs or symptoms and so the only way
to detect a potentially sinister cardiac abnormality is by having a simple screening test.”

Experts at the Centre will be able to support teenagers in the journey from screening through to
possible diagnosis and treatment and, where necessary, counselling and support, working on the
genetics of hereditary cardiac defects and helping families understand their ‘*heart history’.

There were a number of speakers at the event, including
Professor John Camm (Professor of Clinical Cardiology at
St George's Hospital - pictured right); Professor Sanjay
Sharma; CRY supporter James Brown; and CRY Chief
Executive, Alison Cox MBE. The launch was attended by
.~ guests from the medical professions, along with many

. CRY supporters. There was also strong support from
CRY's Patrons with Jeremy Bates, Nick Easter, Simon
Halliday, Pat Jennings and Matt Wells all in attendance

-ENDS-

For more information, or photographs please email cry@c-r-y.org.uk or call the CRY office on
01737 363 222.

Notes to editors:

= CRY is a charity founded in May 1995 to raise awareness of young sudden cardiac death.

= CRY offers bereavement support to those who have suffered a tragedy through a network of
specially trained individuals who have themselves suffered a similar loss.

= CRY promotes heart screening, ECG Testing Programmes & contributes to medical research

= CRY'’s newest patron is acclaimed Singer, actor, dancer & TV presenter, John Barrowman

6. Setting up a photo call

6.1  When trying to raise the profile of an event using press coverage, a matching image is
always very helpful. A picture adds more life to a story that may otherwise only occupy a
small amount space in the paper. Therefore a process must be in place to assist the media.
A clear and detailed photo-call notice and some follow-up calls will help get photographers
along to the event.


mailto:cry@c-r-y.org.uk

7. Example photo call notice

PHOTO CALL NOTICE

Who? Pixie Lott, critically acclaimed singer and new CRY patron, and the heart charity
Cardiac Risk in the Young (CRY)

What? cRry’s Annual Parliamentary Reception
Where? The Terrace Marquee, House of Commons, Westminster

When? 13" october 2010 from 7pm

New patron, Pixie Lott sings her heart out for CRY

Guest celebrity Pixie Lott (chart topping singer) is to open this year’s Cardiac Risk in the Young
(CRY) reception where, as part of the CRY Raising Awareness Week, she will be announced as
CRY’s newest patron. Pixie Lott will be singing an acoustic set as a surprise for all attending the
event, and will be continuing her work with young people by helping raise awareness of CRY’s
work preventing Young Sudden Cardiac Death — a range of conditions which kill more than twelve
young people a week in the UK alone.

CRY will be announcing a major new medical information DVD that will have a significant impact
on its campaign to save young lives. The event is being hosted by Roger Gale MP, Dr John Pugh
MP and The Rt. Hon. George Howarth MP.

ENDS

For further information or to organise one to one interviews, please contact the CRY Office on
01737 363222

Notes to editors:

= CRY is a charity founded in May 1995 to raise awareness of young sudden cardiac death.

= CRY offers support to those who have suffered a loss through a network of affected families
& counselling

= CRY promotes heart screening, ECG Testing Programmes & contributes to medical research
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Raising awareness within the media

Once the necessary documents are prepared, the next stage is to speak to your target
media to raise awareness. It is important to target the most relevant journalist at relevant
publications.

When you have reached the right person, speak clearly, be as succinct as possible and
provide the newsworthy elements of the story early in your conversation. The story must be
clear to the journalist within 10-20 seconds of your phone call. It is also important to make
an event sound as exciting as possible in your brief telephone call. Journalists are
bombarded with stories every day and yours must stand out above the rest. Don’t be afraid
to be lively on the telephone.

Once a journalist displays an interest in the story they will either ask for the press release or
you should offer to send it to them. The majority of media will accept story information via
email, but you should be prepared for the rare request for releases to be posted or faxed to
the recipient. This highlights the need to have all copy ready in good time for a release to
go through the postal system.

Ideally, the release would go out to the media well in advance, so they are aware of the
event, however it should be no sooner than a week before the event. Further contact will
probably be required nearer the event, as a reminder — which is likely to involve sending out
the release again.

A day or two after information has been sent out is the best time to call back your interested
journalists. This will determine whether they plan to follow up the story, if they need further
information, or if an interview needs to be arranged.

MULTIPLE FOLLOW-UP CALLS MAY BE REQUIRED, SO IF YOU DON'T SUCCEED
INITIALLY, DO NOT BE AFRAID TO CALL BACK AGAIN.

Hopefully, after all of the above you will have secured some interest in your story. You now
need to nurture the relationship to ensure they have everything they need and that you are
kept top of mind. If attending an event, care and attention to media attendees is crucial.
This may result in greater coverage and you may be able to answer some questions or
provide more information to further increase the impact of the story.

Planning a media event

Once the date, time and theme of your event have been decided, the following items need
to be prepared:

Invitations

= The invitation list should be prepared early and control of updating the list should be
clear; only one or two people should work with the list, to avoid confusion

= Invitations should be sent out at least three weeks in advance of the event or possibly
more, depending on the scale of the event - publications can then put it in their news
diary

= Follow-up calls in the week leading up to the event are usually fruitful for increasing the
number of attendees

Refreshments
= This will vary between events, but should be carefully considered and planned to ensure
people do not miss out or that there is excessive waste
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Gifts/handouts
= Depending on the event, you may wish to provide gifts for your guests or some
informative handouts such as:
0 Press releases
Photographs or other imagery
Background on CRY
Background on other involved parties
Biographies of key hosts and guests

O 00O

Staff
= Make sure there are enough staff to serve food and drink, distribute handouts and
answer questions

Cost
= Make sure all costs for the event are clear before any commitments are made, so there
are no surprises

Photo opportunities
= The opportunity for a great image at an event will encourage media to attend — see
above for instructions on setting up a photo call

Speeches

= A keynote speaker at an event will often be the main draw for the media. If you can get
a good background on the subject prior to the event, this will help attract media and get
more coverage

How to get included in a feature

Features are larger articles than most news stories and contain a range of views on one
topic, typically appearing towards the middle of a publication rather than at the front.

Getting included in features requires time to keep in contact with your relevant publications
to track which ones are coming up. Once you have found a feature that you think is
suitable, you should write an outline of the various reasons why you should be included.
This should only be a paragraph long and is known as the synopsis which can then be
emailed to the journalists — probably the features editor — and then followed up with
telephone calls.

Your email to the journalist should separate you from the crowd. The chances are your
media contact has received details from many other hopefuls such as yourself. This means
you should include as many selling points about your event/project/CRY that show that you
truly are an authority on the matter.

As with all media contacts, the follow up telephone calls are essential so that the journalist
is constantly reminded of your interest in the feature, improving your chances of inclusion
even further.
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Preparing for an interview. (you must let CRY know before you take part

in any interview)

There are different types of interview that you have to prepare for:

11.1.1 Information seeking — this is the most likely type that you will have where you will
generally be answering the six basic questions: who, what, when, why, where and
how.

11.1.2 Expert opinion — you are seen as a specialist in your field and therefore unlikely to
receive any hostile questions.

11.1.3 Gladiatorial — you are automatically put in a negative light and you should expect to
argue with the interviewer. This is a type of interview that you will not be expected to
deal with.

Your interview could be intended for any of the types of media listed in chapter two: print,
television, radio or internet.

11.2.1 Your interview may be conducted face to face or over the telephone. Your body

language
normally tells more of the story than simply the words. Therefore if it is on the
telephone then your articulation and tone of voice is even more important.

11.2.2 Your interview may be pre-recorded for use or broadcast at a later date or you may
be expected to talk live on television or radio. Find out in advance whether it is live or
pre-recorded.

11.2.3 If your interview is pre-recorded then it is important to remember that it cannot be
used for anything other than its intended use. This means that even if parts of it are
not used then they cannot go on record at any other time. However, editorial control
of an interview is lost if it is recorded. It may be that your mistakes are highlighted on
air rather than the key messages.

For television interviews make sure your appearance is suitable for the show. This will help
the interviewer with your first impressions as well as looking well presented for the
audience.

Be prepared by:

11.4.1 Researching your audience to ensure the messages you want to get across are
relevant

11.4.2 Preparing your positive messages and narrowing them down to three key messages.
This will make them easier to remember whilst still being able to get your point
across.

11.4.3 Determining the possible negatives about your story and thinking about the negative
and positive questions that may be asked.

11.4.4 Trying to get hold of the questions they may ask you although the interviewer is not
obliged to do so.

11.4.5 Finding out how long your interview will be.

Doing the interview

Practice will help you to relax but tensing various muscles and clenching and unclenching
your fists can all help the process.

Establish regular eye contact with the interviewer to ensure you do not appear
disinterested. When breaking eye contact it is better to look downwards or it will give the
impression of a lack of interest.



12.3 Always remember to smile. Even when conducting a radio interview a smile will add warmth
to your voice.

12.4 On television it is important to keep good posture:

12.4.1 Sit up straight.

12.4.2 Lean slightly forward to show that you wish to engage with the interviewer.
12.4.3 Crossing your legs can keep good posture and also stops you from tapping your
feet.

12.4.4 Do not sit with your legs wide apatrt.

12.5 On television, gesticulation brings life to your interview. This may come naturally to some
people but try to include them if it does not.

12.6 You must be confident when speaking about your subject. You will be more of an expert
than the interviewer so this should give you confidence from the start and also means that
you are in control.

12.7 Keep your language clear and free of jargon where possible because the audience is
unlikely to know any niche words or abbreviations that are common for you. Think of your
interviewer and audience as a teenage child with no knowledge of your field.

12.8 If you are doing a broadcast interview then you can always ask what the first question will
be.

12.9 Answer the questions slowly and remember to give meaningful pauses. This will help you
feel in control and show that you are confident.

12.10 Avoid giving simple yes or no answers but also keep them to the point without rambling.
12.11 If you are unsure of an answer do not make it up and never lie.

12.12 When addressing a difficult question you should:

12.12.1 Take from it what you can if you do not fully understand it or if it is a very long
guestion.

12.12.2 Try and turn it into a positive aspect of your story.

12.12.3 Stay confident to show that you are still in control.

12.12.4 Try to have the last word politely even if it is confrontational.

12.13 On television never get up and walk out.

12.14 If you have any questions about a forthcoming interview and would like advice then please
call the CRY Office.

13. Letters of response

13.1 You may read an article in a newspaper or magazine that you would like to respond to
either agreeing or disagreeing with the author’s point of view.

13.2 You can just write a letter if you feel strongly about something and it is timely with current
affairs or newsworthy activity.
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Before beginning to write you should carefully consider whether your response would be of
interest to the target publication.

It is always wise to call the publication to check that they will accept letters or whether it is
too late respond to a past article.

13.4.1 Some publications, for example a weekly magazine, may publish articles that reply to
an article that was published three weeks previous but this is not best practice.

13.4.2 You should find out the correct email address to send your letter to when you make
your first call to the publication.

Letters should always be addressed to the editor
Your letter must address the issues in the original article. A letter is unlikely to be published
if it does not do this or is a blatant attempt to receive some free coverage. Always keep

referring back to the original article to ensure you are on the right track.

Your letter need not be particularly long; some published letters are only 50 words or less.
Provided you are to the point the length does not matter.

Once the letter has been sent you will need to make follow up calls to see whether it is
going to be published. This will help to keep your letter top of mind.

13.8.1 If your letter is not published, it is a good idea to ask why so that you know for future
reference.

Writing an opinion piece

As with writing a letter of response a telephone call to the intended publication before
writing your article is a must to see whether they would be interested in receiving it.

You should refer back to chapter 3 to make sure that your story is newsworthy. Make sure
that the publication accepts opinion pieces or features by external authors as some do not
or have specific authors in mind.

You may be asked for a brief overview (synopsis) of your intended article. If this happens
you should write a paragraph that describes the arguments and views that you intend to
elaborate on in the full piece.

You will be given a set number of words that you must adhere to. If you go over the
requested word count then some parts will be edited out but you will have no control over
which parts they are. This could lead to a paragraph or sentence being removed that you
consider to be vital. By exceeding the word count you also risk the article not being
published altogether as a correctly sized article may replace it.

As with all selling in to the media, follow up calls to the magazine or newspaper should be
made to check whether you were successful in getting your article published.



15. Templates press release

Logo
For immediate release — XX/XX/XX
Headline

Paragraph 1 —an outline of an event or story will all the key details. Who, when where, and
why?

XXX is attending an event on XXX at the XXX. He/she is attending to [raise awareness of sudden
cardiac death/raise money for CRY].

Paragraph 2 - Information on CRY — example below

CRY was launched in 1995, and works tirelessly to raise awareness and influence legislation to
reduce the unacceptable number of young cardiac-related deaths each year. 12 young and
apparently fit and healthy people a week in the UK die from Sudden Cardiac Death — this is widely
accepted as a conservative estimate — the real figure is likely to be much starker. CRY’s robust
campaign focuses on the urgent need for Electrocardiogram (ECG) screening in all young people
between the ages of 14 and 35, which could detect heart defects before a tragedy occurs. Expert
diagnosis is vital however, and CRY advocates that. ECG’s must be interpreted by cardiologists
with expertise in this specialist field.

As well as raising money for projects such as research into genetic heart conditions and causes of
Sudden Cardiac Death, and donating funds to buy valuable equipment, CRY also supports those
who have suffered a similar tragedy.

Paragraph 3 — quote from the key person involved

Paragraph 4 — quote from Alison Cox — example below
Alison Cox, founder and chief executive of Cardiac Risk in the Young adds: “At CRY we rely on

the tremendous efforts of people like XXX to raise vital funds so we can increase awareness of
sudden death in young people. Her/His help is greatly appreciated.”

Paragraph 5 — contact details
To attend the event/ to find out more information call XXX or email XXX or to sponsor her/him/us
go to XXX or visit CRY’s website at www.c-r-y.org.uk

-ENDS-

Notes to editors:

= CRY is a charity founded in May 1995 to raise awareness of young sudden cardiac death.

= CRY offers bereavement support to those who have suffered a tragedy through a network of
specially trained individuals who have themselves suffered a similar loss

= CRY promotes heart screening, ECG Testing Programmes & contributes to medical research

= CRY’s newest patrons include Pixie Lott, critically acclaimed chart singer and John
Barrowman, Singer, actor, dancer and TV presenter.

16. Summary

It is quite unlikely that you will find yourself in the majority of these media situations, but it is worth
reading this document thoroughly and being prepared for all eventualities. Before you take part in
any interview, please call the CRY office on 01737 363222.


http://www.c-r-y.org.uk/



