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How to publicise your event
Publicising your event is a crucial part of your fundraising strategy. It also helps increase the profile of Cavendish Cancer Care in the local community.

Here are some useful contacts for the local media.

	Publication

	E-mail
	Telephone

	Barnsley Chronicle & Independent Series
	editorial@barnsley-chronicle.co.uk
	01226 734734

	Buxton Advertiser & Times Series
	news@buxtonadvertiser.co.uk
	01298 221118

	Belper News
	editor@belpernews.co.uk 
	01773 820939

	Chesterfield Today
	editorial@derbyshiretimes.co.uk
	01246 504500

	Doncaster Free Press
	editorial@doncasterfreepress.co.uk 
	01302 819111

	Matlock Mercury & News
	news@matlockmercury.co.uk
	01629 584270

	Rotherham Advertiser
	Newsdesk@rotherhamadvertiser.net 
	01709 7814

	Sheffield Star
	news@thestar.co.uk
	0114 2767676

	Sheffield Telegraph
	sheffieldtelegraph@sheffieldnewspapers.co.uk
	0114 2767676

	Worksop Guardian Series
	newsroom@worksop-gaurdian.co.uk
	01909 500500

	Other Sheffield Star useful contacts for specific issues


	Health – Ben Spencer
	ben.spencer@thestar.co.uk
	

	Diary – Colin Drury
	colin.drury@thestar.co.uk
	

	Business – Bob Rae 
	bob.rae@thestar.co.uk 
	

	Today’s Woman – Jo Davidson
	jo.davidson@thestar.co.uk
	

	Family Matters – Rachael Clegg
	rachael.clegg@thestar.co.uk 
	

	Food – Jo Davidson
	food@thestar.co.uk
or restaurant reviews martin.dawes@thestar.co.uk 
	

	Letters to the Editor
	letters@thestar.co.uk 
	

	New Media – Susannah Shields
	susannah.shields@jppress.co.uk   
	

	Theatre and Music – David Dunn
	david.dunn@thestar.co.uk
	


You can request an entry in the listings sections of the media.

For Sheffield this can be done through the Sheffield Telegraph by:

· by emailing telegraphlistings@sheffieldnewspapers.co.uk 
· by post marked, 
Telegraph Listings, Sheffield Telegraph
York Street
Sheffield
S1 1PU
· by telephone: 0114 2767676 ext 3034

You can send out press releases to try to get a feature article. (More on that below)
Writing a press release
The perfect press release is a news editor’s dream as it makes their job so much easier. In an ideal world, every release should tell a newsworthy story clearly and simply without using superlative words and should not contain any unnecessary information. 
If you can address the following points, you will answer most things the journalist needs to know.

WHO: Always include the names of the people/group involved in the event or presentation. Everyone mentioned should have their correct titles and full name with no initials, age and where they live for example Mrs Anne Fundraiser, Age 40 of Crookes, Sheffield. Remember to include a contact telephone number in case a journalist would like further information. If someone other than yourself is a key player in your fundraising event, and they are willing to talk to the press, include a number for them to - journalists prefer to go directly to the source for their information. 
WHEN: Provide information on when the event took place or is going to take place. An actual date rather than “last week” or “next month” is always preferable. Make sure you send your news in enough time. If you just want to receive coverage of your event, then you should send details to weekly newspapers about two weeks before, and daily newspapers a few days before. If you want to encourage more people to attend your event, then the earlier you can give press the information, the better.
WHAT: Provide a brief description of the event and remember to include any unusual, unique or interesting points of information, as these are far more likely to be newsworthy. For example a five-a-side football team made up entirely of 75-year-olds is more newsworthy than a team of 25-year-olds!
WHERE: Include as precise a location as possible. Remember that most local newspapers are very parochial and are only interested in news that has happened in their area or is about someone from their area.
WHY: The ‘why’ factor often provides the human interest element of a story, which will make it far more attractive to a news editor. If there is a personal reason why you are raising money for Cavendish Cancer Care, and you are happy to share it, then why not tell people? Relating a story to personal experiences inspires empathy in readers.
Photo Opportunities
A picture tells a thousand words and a good photo opportunity can turn what the press see as a dull story into a nice page lead – all because of an interesting picture.

If the newspaper sends a photographer, let the photographer guide you – remember they are the professionals and know what looks good. A cheque presentation is often plain and dull and the local press are inundated by this sort of release. Work with your photographer - they might have a far more interesting idea up his or her sleeve.

If the press cannot send a photographer, it does no damage to take your own, as if they are of a good enough quality, newspapers will often use submitted pictures. If you do take you own, send it with a few details as soon as possible, as old news will not be of any interest. Digital pictures should be of a minimum of 5 mega pixels to provide enough quality for print media.
Important Do’s and Don’ts
DO:
· Give the media time to plan. Tell all your weekly press of your event and issue releases in ample time for their NEXT deadline. It is recommended that you do this is at least two weeks in advance, but always double check. If you think the local evening paper or radio station may be interested, give them a call about three or four days ahead. 

· Ensure your headline will attract attention and keep your report brief: 60 - 200 well written words used in their entirety are far more likely to be picked up and read by the public. Less is more when composing your release. Make sure you get somebody to proof-read your article for spelling and grammatical errors.
· Press releases should be submitted in email format with the story as the body of the email rather than an attachment.  If including photographs, include a maximum of two or three - one good photo is far more likely to get press coverage than ten bad ones.
· Find a popular “angle” to your story. Humorous, unusual or unique human interest stories are amongst those most likely to be used.
· The reporter who reads or receives your report may not be the one you spoke to originally. Include a brief mention of the work of the Cavendish Cancer Care – we can provide you with a short paragraph on the charity. Do also include our telephone number for donations/ further information: 0114 278 4600.
· Include links to further information if you have any: for example, your event website, social media feed, or online sponsorship page.
DON’T:

· Guess at anything when dealing with the media. Never pass on hearsay or rumour. 

· Do not forecast what SHOULD happen next. Always refer the media back to Cavendish Cancer Care for clarification. 

· Predict a donation will be received. Only quote to the media what you have already received.

· Comment on any criticism of the organisation; instead refer the media back to Cavendish Cancer Care.
We recommend that press releases are run by our Communications Officer before being sent to the media. You can send your press release to Claudia on c.downs@cavcare.org.uk.
Other ways to publicise your event
There is no guarantee that the media will publicise a news article on your event. You could also try some of the following ideas to let people know about your fundraising event in aid of the Cavendish.

· Design posters or flyers advertising the event and ask your local shops, libraries, schools, universities, social clubs, sports centres, and other local businesses and workplaces to display it. You can also take this opportunity to ask if they would like to get involved. 
· Perhaps your employer would like to support the event by advertising your activities on the company Intranet. 
· Compose an interesting and personal email to send to your friends, and ask them to forward it on to anyone that might be interested. The great thing about internet publicity is that it is very cheap. Try using networking websites such as Twitter or Facebook to generate publicity. If you tag us (twitter @cavcancercare / facebook.com/CavendishCancerCare) then we can share and retweet your posts.
· If you are training for a sponsored walk or run, why not design a T-shirt to wear advertising the event.
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