How to publicise your project, event or campaign 

Alongside organising an event or project or initiative, you will need to publicise it to attract an audience or members or volunteers... Some suggestions:

· Choose the right time to publicise an event - too early and people will forget, too late and people will be booked up.

· First impressions - of your organisation, your website, your publications are very important. Think about where publications will be displayed and how they will look, e g, Kingston Libraries and Neighbourhood notice boards prefer A4 posters and libraries have display racks for A5 fliers. Make sure the top half of your flier is clear and inviting.
· Decide on your aims: why are you doing this, what do you hope to achieve, who do you hope to reach? 

· Make use of all the networks you can, real and virtual: tell friends and family, use Facebook (where you can create an event) and other social media.
· Collaborate with other similar local and national events/projects and get double publicity: e g, Climate Week (http://www.climateweek.com/)
· Use Transition newsletters and websites: Transition Town Kingston; other local Transition groups such as Wimbledon, Cobham, Ealing, Tooting and Wandsworth, and the London Transition Network. MeetUp via TTK, Kingston Environment News; relevant Facebook pages and groups
· Use free events websites (sometimes local media pick up events from these) including: 


- Surrey Comet http://events.surreycomet.co.uk/eventadd.asp

- Radio Jackie http://www.radiojackie.com/

- Kingston Environment Forum http://e-voice.org.uk/kef/

- Eventbrite (particularly useful if you want to take bookings) 
https://www.eventbrite.co.uk/ 

- https://www.timeandleisure.co.uk/whats-on/submit-listings.html - a glossy 
free magazine that goes to selected homes in the borough     
· Distribute leaflets, fliers, posters (to libraries, Kingston Environment Centre, neighbourhood notice boards (via the Guildhall where you can drop them off for the Rangers), door-to-door, at other events e g, at Green Drinks, by email...) if you have the means, time and volunteers. They should be eye-catching, clear and motivating. 
· Invite people individually if you have time - they are more likely to reply and come along if specifically invited.

· Adverts and "advertorials" are probably not a good use of limited funds - people largely ignore them and are more likely to read and trust editorial (which is free).

· Write a press release and contact local media - see our guidance below on local media and press releases. 

Publicising your activity or event in local media 
We have not yet cracked what will attract local papers and magazines and encourage them to feature or attend your event, but if you have time, it’s worth a go! The few guidelines below may help,
· Meet deadlines: 
· Always give them your phone number - even if they don't use your item this time, they may get back to you for something else, and when they do be prepared to give them info or a quote very quickly (though it's reasonable to ask for time to think or consult others).

· Some useful email addresses and phone numbers below, but avoid sending a mass email to all of them as editors like to think they have got an exclusive (though you can send one email to each media group as they share news anyway). It can be helpful to contact individual journalists or editors as well by email or phone if you have contacts, but make sure they are up-to-date - journalists move on, local newspapers close down, new community newsletters arrive...


- Surrey Comet/Richmond & Twickenham Times group:  
newsdesk@surreycomet.co.uk; newsrichmond@trinitysouth.co.uk

- Radio Jackie: news@radiojackie.com

- Green Futures Radio: sam@gfutures.demon.co.uk

- Kingston University newspaper, The River: therivernewspaper@gmail.com

- Write letters for publication to letters@surreycomet.co.uk - they publish a lot 
(most?) of the letters they receive and it can be an effective way to get local 
attention, especially if your letter is a response to some local news or another 
letter.
Writing press releases


The basics

Editors and journalists are swamped with press releases selling services, campaigns, community groups... and they have to choose the ones they and their readers will like.

· Phoning a journalist may work better than a press release and may encourage them to make your story their own to push, rather than someone else's. And they don’t have much time – so make your press release concise and clear. 
· Make sure you grab the editor’s/reader’s attention - get to the point quickly. 

· Provide all the relevant information accurately and concisely (double-check facts, dates and times).

· Time it right - get to know local media publication dates and deadlines and allow time for people to get the event in their diaries, but not too much or they will file it away and forget.

· Inspire action - to come to your event, join your group, buy your product or service, volunteer... Give readers relatively simple things to do: bring a friend, switch off a light...

How to write it
· Before you actually write anything, ask yourself exactly what you want to communicate and identify the uniquely wonderful aspects of your event. 
· Then: Heading/Subject in email: Press Release + Headline (as snappy and eye-catching as you can manage)
· Embargo + date if you don't want the item published before a certain date
· In the first couple of sentences answer the questions: Who? What? When? Where? Why? in not more than 30 or so words.
· Main text  - clear, concise, unambiguous and un-cuttable – though they will probably change it however good you make it! Use side-headings, bolds and italics, bullet points, if they will make your message clearer. Get the interesting stuff in early - if you start with the environmental message or by saying your AGM is next week, journalists may read no further.
· Motivate the reader to do something - go to your event, sign a petition, insulate their loft...
· Provide a quote/quotes from an organiser and/or someone local, e g. John Brown, Berrylands resident and organiser of the book sale, says: "TTK is the best thing since sliced bread!"
· Notes for editors should go at the end of the story, and include:


- name, phone and email for further info or comment  (and make sure the 
contact is available)


- About your organisation e g, "Transition Town Kingston (TTK): TTK is a local 
environmental organisation building practical projects within the community to 
reduce harmful emissions and preserve dwindling resources. See 
http://www.ttkingston.org."


-  an invitation to the press to attend the event and/or a photo opportunity


- Pictures: if possible, send an appropriate high-res photo as a separate 
attachment, clearly captioned with photographer and organisation 
acknowledged.

· Be prepared to be misrepresented or ignored! Everyone who has ever been reported in the media knows that under the pressure of time or editing they can get things wrong or ignore your beautiful press release altogether. If there are substantial inaccuracies you can get them to publish corrections (though that might be too late to achieve much). And there is no telling what interests your local media - in our experience it can be something as dull as an AGM or selling cakes while they can ignore a really interesting workshop or film... much probably depends on what space they have that week.
Some Dos and Don'ts
· Do state the problem clearly - remember that good news is not news, the media like bad news, conflict, problems...

· Don't assume knowledge in your readers - but, equally, don't patronise them by telling them things everyone knows.

· Do create your own stories - do a survey, run an off-beat event or stunt, take an entertaining photo. Include a local angle, and try to include human interest/gossip.

· Don't use exclamation marks (journalists call them "screamers") - make the words do the work of making your piece exciting.

· Do mind your language - see below.

Mind your language
Whether it's a press release, poster, flier, or pamphlet...
· Keep your target audience(s) in mind.

· Avoid instantly off-putting words ("AGM", "vegetarian"...) or over-used words and cliches ("celebration", "best-kept secret"

· Don't write sentences that have to read more than once to be understood, or assume that the general public know what some very familiar (to you) words mean ("transition", "sustainability", "peak oil"...). Avoid technical language, very long words and double negatives - most people won't bother to try to work out what you mean.

· Use short sentences and short paragraphs - more readable, more immediate, easier on the eye.

· Punctuate carefully.- a misplaced comma can change the meaning, missing or wrongly used apostrophes annoy many readers.

· Use capital letters sparingly, mainly for proper nouns (names)

· Use active rather than passive verbs 

· Read your piece aloud, a great way to spot errors, omissions, over-long sentences, and things that don't make sense.

· Find a friend who will proofread - it's much easier to spot other people's mistakes and fresh eyes (particularly from outside your group) are always useful. Just about anyone else will spot errors or omissions that you've missed!

· Leave plenty of white space, use paragraphs.
· Humour can be very effective but try out your witticisms on others before you publish - irony or sarcasm don’t print well.
Afterwards...

· If you want a second press release, photographs taken during the event and quotes from volunteers/helpers/audience members will come in useful.

· Share your experience, insights and contacts with others in TTK to help plan and publicise future events even better next time. 

· Record - make sure your event features in on the TTK website and/or in Kingston Envirornment News, as a permanent record of TTK activities and history.
· You may like to contact attendees if they found you via, e g, Mailchimp or Eventbrite
Further reading

· http://www.mediawise.org.uk/health/working-with-the-media/Working with the Media is a handbook designed to help health communicators use the media more effectively and develop new ways of influencing public health policy and practice. See  
· Big Pocket Guide to using social marketing for behaviour change http://www.thensmc.com/sites/default/files/Big_pocket_guide_2011.pdf 
· Climate Outreach evidenced-based climate communications - https://climateoutreach.org/research/

