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The Media

The media is your communication channel to the wider audience i.e. the public.  The relationship between the media and your publicity machine is reciprocal – the media need your stories and you need the publicity the media can provide.

Print, Radio, TV or Internet

The media has four arms; print, radio, TV and internet.  You don’t necessarily need to limit your story to one media but by being selective about which area you target you can increase your results:

· Your story will nearly always work in print but don’t forget about radio and TV

· If you have great images try internet media as well as print

· If you have moving images try targeting TV or internet

· If you have sound recordings target radio or internet

· If you have a fantastic spokesperson you can use them for interviews with all media but TV exploits this advantage more than print or internet.

· All types of media have different frequencies of publication, usually dailies, weeklies or monthlies. There are also one-offs, specials, documentaries and supplements.  The frequency affects the length of a deadline.

Local or Regional

Do not underestimate the importance of local and regional media.  They often have much bigger circulation figures than you would expect.  E.g. The Yorkshire Post is a daily newspaper available throughout two counties.  It has a total circulation of 51,081. Similarly Birmingham Mail has a circulation figure of 71,255 and Manchester Evening News has a total circulation figure of 179,790. 
You may also find it easier to get your story into local and regional media rather than fighting for space with bigger stories to get into the nationals.
Local newspapers usually operate as a syndicate.  For example, the Richmond and Twickenham Times Series, covers seven syndicated local titles, similarly, the East London Guardian Series covers six syndicated local titles. You will often find that the same article appears in each newspaper, and that you are speaking to the same journalist.  
News, Features and Listings

News stories report up to the minute information so stories age very quickly.  For instance, a website is able to display a news report almost as soon as it is written, and once it has been read it is old news.  News stories:

· are shorter and have a far sharper point than a feature

· are more time sensitive than features – news becomes old news very quickly

· have a new angle

· report on controversy

· are more likely to have a shocking or surprising headline

Features are generally longer and more detailed than news stories.  They are much less time sensitive – a journalist can take months to produce the finished article.  Features:

· are more analytical and informative but still contain an element of controversy

· take a position, find an angle or make an assumption from which they explore an issue

· headlines are typically more laid back and amusing.

Listings appear in most newspapers and are a simple, but effective, way of letting people know that your event is taking place.  It’s a good idea to find out if you have a listings magazine and when the deadline is for submitting:
· Only send the essential details of your event: Date, place, time, admission fee, and who the event is aimed at.

What is a Story?

Identifying your story

Most publications receive hundreds of press releases every week and yours has to do battle with all of these to win the attention of the journalist.  The successful press release is one that arrives at the right time, in the right place, with the right story.  You are also fighting the “so what?” factor.  Begin by making sure that your story has the right ingredients to give it a chance.   Remember making your story relevant to local and regional audiences is likely to increase the number of visitors to your Archive Awareness event.

To make a piece of news you need to have at least one of the following hooks:

Topicality:  What makes your story timely?  

Does it coincide with an anniversary or can it be linked to a bigger media issue – celebrity or current issue?  
Relevance:  How is your story of interest to your audience and does the outlet reach the audience you want to target?

Unusual:  What is unusual about your story?  Dog bites man is not news – man bites dog is definitely something to report.

Trouble:  Is your story controversial in any way?  The media loves drama and if there is any in your story e.g. a report that goes against received opinion, a letter which suggests that Jack the Ripper was female! try to draw it out and feed it to the media.     

Human:  What is the human element?  Why should people relate to your story?

Brainstorm with colleagues to come up with your story.  A straightforward preview of an exhibition or notification of an event may be enough to grab the local journalists’ attention but see what else you can find too.  There may be angles that would make a good feature or human-interest story.  Try to think about it from Joe Public’s point of view – what would you tell someone in the pub?  

Don’t be afraid to point out the hook to the journalist, even if it seems obvious to you.  The journalist might see a hook that you missed in which case you have to follow the journalist’s line of interest.
Key messages

A press release or interview is the perfect opportunity to get across key AAC messages across to the media:

· Archives are relevant to everyone: Everyone has a history, and we’ve got a bit of yours!
· Visit an archive – explore and see what you discover!

· Visit the AAC website –for information on events near you
· Archives are relevant to you, they are accessible and fun 

· Archives are a pathway to the past
· Archives provide the cornerstone of our constitution and explain our actions and opinions
What is your audience?

The audience you are targeting will affect how you present your story.  For example, if you are targeting local media you will need to emphasise the local elements of the story.  If you want to target the trade press you will need to position the story differently, possibly referring to recent developments in the sector.

What is not news?

Journalists will ignore:

· News that is old or has been used elsewhere

· Anything that they consider irrelevant to their audience
· Anything too technical or academic, unless it’s aimed at a specialist magazine.

What has worked in the past?

Try thinking of new ways of grabbing attention for your event or organisation:

· Behind the scenes at the archives – you could offer to show a journalist how the archive works, giving them a brief tour.  Pick out interesting facts and make the tour as lively as possible
· Anniversaries: use popular anniversaries to highlight the archival material your organisation holds
· Completion of project/ opening of building: this is taking place anyway but you can use it to draw attention to your event or other aspects of the organisation.

· Feature on users: suggest a feature to local media looking at different users of the archives for a feature.  Profiles could include; professional historian, family historian, student, business people
· Competitions: the media will sometimes run features based on prizes.  Think imaginatively about the competition and the prize! It could be a meal in local gallery or archive shop
· Feature on local writer or celebrity: if a local writer or celebrity uses the archives or has an interest in the content of the archives you could try approaching them to see if they would be interested in talking to local media about their use of the archives
· Local “On This Day”: approach local media with the offer of stories for every day in October/ November.  Or link it to an event
· You could tailor your release to suit particular journalists, for example if you are targeting the parenting press, choose events that would interest the family.

· Object on display for the first time

· You could use your local paper for profile-raising opportunities for archive representatives – these could range from an in-depth interview to brief profile slots. These are a good way to raise profile, but always make sure the journalist links the interview with your event and/or website
· Use your own website and any other regional networks such local events magazines and websites as the tourist board

· Be efficient and available – make sure someone is available to answer calls and respond to requests as quickly as possible. 
Writing a press release and how to use it

Selling your story

A press release is an excellent way of communicating your story to the media but it should not be used on its own.  The press release should form part of a wider communication strategy which includes a conversation with the journalist.

Step by step guide to selling your story:

· Prepare your pack: press release, images, etc.

· Prepare a script: keep it to the point and focus on the story  

· Call the journalist: you have 30 seconds to persuade the journalist to write your story.  Start by introducing yourself, you could then say that you have an idea that their readers may be interested in.  If the journalist agrees give them a brief run-down of your story, remembering to make it relevant.  Offer to send more information-send the press release 

· Follow up the press release with the offer of more pictures, an interview etc.

Journalists are sent hundreds of press releases every week.  You want them to read yours so it can be a good idea to talk to them about the story and make them interested first.

What is a press release for?

· Achieving media coverage and raising awareness: a press release is the primary way of communicating information about an event, including your key messages, to the public via the media

· Allows you to put out accurate and positive information if your organisation or event is already being written about

· Draws attention to your organisation and alerts journalists to the fact that you have something to say. Lets journalists know that you have pictures and spokespeople who are available for interview 

How to write a good press release

· Know your audience – who is going to read the release?  E.g. Local or national, daily or weekly, radio or TV etc.  This will affect the content and tone.

· Present information in the format and style of a news story.  Many local newspapers will directly extract from your release so the less work they have to do the better!

· Write accurate, clear and brief press copy
· Give all the essential information in the first five lines

· Remember the essential questions: what, where, when, why, how – these should all be answered in the first paragraph
Structure and Content

· Headline: if the journalist reads one part of the press release it will be the headline/title and first few lines so make the headline as snappy as possible.  Think about the way newspaper lines are written but don’t try to be too clever.  The most important thing is that the headline is clear and sums up your story – it can often help to write it last.
· First paragraph: 
The journalist wants to know:

· Why is this story of interest to our readers?

· What has happened/ is happening?

· Where did it happen/ will it happen?

· When did it happen/ will it happen?

· Who is involved: which organisation or individual?

It’s important that the first paragraph is attention grabbing.  To convey the information in the best way you could:

· Start with an interesting word or a snappy event title/sentence that– 

· Concentrate on the facts in descending order of importance

· Present the story in a clear, digestible form – don’t abbreviate or use jargon

· Put one fact or idea in each sentence

· Express yourself positively

· Second paragraph: should contain relevant but not essential information, e.g. if you are writing about the launch of an exhibition, give information about the origins of the exhibition.  
· Generally, press releases should be no longer than 250 words containing four or five paragraphs. If you want to include organisation information, or detailed information about the product you can put these under Note to Editors. Quotes are also useful but you should ensure that they have substance. You could put the main point of the story in quotes.

· Always put the interesting part your release at the beginning in the headline and the first paragraph. You need to grab the editor’s attention in the first few seconds. Editors tend to scan the first few lines to see if the story is interesting if it isn’t they discard. 
· Quote: use a quote from someone in your organisation or linked to the event you are publicising, giving his or her full name and title.  The quote is the written equivalent of the sound bite and only one or two sentences will usually be used so make the first two the best!  It should sound like the person is talking, add opinion to the release and reflect an expert view but should not be “corporate speak”.  E.g.
Don’t say: Our annual review shows that visitor numbers in 2004 were up by 23% from last year.  This event is an integral part of the organisation’s programme to build on annual percentage increases. 

Say:  More people than ever are using this archive and we hope that this event will encourage even more people to visit.
· Quotes are always good in releases. However avoid waffling. Make it interesting. They need to have substance. They should show human interest. Perhaps you could put the main point of your story in quotes. 
· I will be more than happy to provide a quote to include in the release. 

· Notes for editors:  this section should not contain news but is useful for giving background information, like an appendix but still keep it short and snappy.  You can use this section for information about available images, contact details, timings of event etc, 
· Example of Archive Awareness Campaign paragraph, that can be included in Notes for Editors:

Archive Awareness Campaign aims to unlock the potential of archives for new and experienced users and enable them to discover the untold treasures of archives! Hundreds of fun events will be going on throughout the year, from lectures and workshops to exhibitions, storytelling and performance art – all to celebrate the opening of archives. For more information about the Archive Awareness Campaign please visit www.archiveawareness.com or contact Angela Owusu, Archive Awareness Campaign Officer on 0208 392 5237 or email Angela.Owusu@nationalarchives.gsi.gov.uk
· Contact details: Should include your telephone number and email address plus a second contact if possible. Include the URL of your website (if you have one), as well as AAC URL.

REMEMBER

When writing your press release, try to keep these key points in mind:
· Keep sentences short-be direct.  Most experts agree that clear writing should have an average sentence length of 15-20 words. Press releases should rarely be longer than 250 words. If longer include additional information in notes to editor
· Use active verbs to make the text crisp and professional e.g. Archie attended ten AAC events… not, ten AAC events were attended by Archie
· Use “you” and “we”.  Whenever you are addressing your audience try to use “you” – it sounds more friendly and softer than “the journalist”, e.g. “You can find out more at….”
· Text is too vague: Don’t include self praise or exaggeration. Keep it factual.
· The story is buried: Don’t save the best till last! A journalist might not notice it. Put a punch line in the first paragraph to grab attention. 

Proofreading

Where possible get a colleague to proofread the release. It is good practice to read the press release aloud to check that it scans well:  it should be both good copy for a newspaper and a good radio script.  Try out your press release – especially the headline and first paragraph – on a colleague or someone unfamiliar with the subject matter to see if you grab their attention.

Images

Think images, images, images.
If you have images available which complement your story, include this information in the Notes to Editors section but do not email unsolicited images with a press release as large attachments may block up inboxes.  You could mention at the start of the email that there are images available (you could specify what they are) or you may be able to make thumbnails of best images and include them in your email copy. 

NB Images are a good way to follow up once you have sent the press release. Call the journalist, remind them about them release and about task if they are interested in viewing any images.

Media outlets
Daily Newspapers

National daily newspapers receive more releases than any other type of publication so it’s best to phone before sending a release. 

Mid mornings are usually the best times to call a journalist on a national as they tend to meet with the editor thereafter. 

Sunday Newspapers

Sunday journalists tend to work late on Friday and all day Saturday to finish the paper by Saturday night. They may want to follow up a story late on Friday or anytime Saturday so as well as the office number it’s essential to include your mobile. Include at least one home phone number as well as a mobile on the release. 

Weekly Publications

Weekly publications, like local papers and trade press have what is known as a ‘dead day’. This is the day after an issue has gone to press (press day). Journalists start to think about what to write for the next issue. The dead day tends to be Wednesday or Thursday. 

Press day is busiest days for journalists so you could contact them on the dead day. 

Monthly Publications
Monthly magazines need at least three months notice or minimum of five weeks to print a story. Only a few will need just two or three days. For example if you have a Christmas story it’s better to send it in August or September. 

It you want to double check copy deadline –phone the publication and ask. 

Mass mailings
After sending the release to key journalists you could send it to other journalists to see if any others might be interested. It isn’t always the case that the more you distribute the release the more coverage you will get. Results can be achieved by targeting your journalists with prepared stories.
Phone
Phoning a journalist brings your story to their attention. You could contact key journalists on your standard mailing list in advance of sending a release. Sell in the story. Give them the most newsworthy aspect of the story to engage them. Once you have spoken to them send the release straight away.  
If you call a journalist in advance you have a good reason to follow up the call later to see if he/she needs any additional information. 

Media Directories

There are a number of organisations that produce on-line directories of journalists. Contact Editors or The Hollis Press and Public Relations Annual for full listings. You can also look the publication up on the Internet.

Remember that features require long lead times than news stories. Allow journalists to research and write the feature.  

Delivering your release

During the initial conversation with the journalist, find out when their deadline is.  E.g. Local newspapers usually come out on Friday so the deadline is likely to be Wednesday or Thursday.  Also find out how the journalists you are targeting prefer to receive the press release:  
· Email: Most journalists prefer email information and will want the release embedded in the message rather than as an attachment.  Don’t worry if you lose your formatting and logo when you email the release – use the headline as the email subject so it is easily identifiable.  As I mentioned before, do not send pictures out with an email release without asking the journalist first.  Lots of large attachments will block up the journalists’ inbox so check if there is a different address for sending images to. 
· Follow correct email etiquette and ‘blind copy’ your lists of contacts

· Post: If a journalist requests the release by post send it. This is definitely worth the extra effort but make sure it is sent in time for them to know about your event.  No cover note is required with the release unless you have spoken to the journalists and are trying to build up a personal relationship.  If you do send by post or fax print out the release in the following format:

· 1.5 line spacing

· Less than two sides long

· Single sided

· Include the AAC logo and your organisation’s logo

· Head the first page “press release” and date it

· Use bullet points as much as possible to make text easy to read

· Fax: It is fairly unusual to send a release by fax but you never know! Perhaps someone may prefer this method.  

Make sure every journalist gets the release they need, how and when they want it.  You want them to write your story and you need to maintain good relations for next time!!

Following up your release

Depending on time and how many people respond, you might want to follow up your press release with a phone call.  This can be helpful to jog the journalists’ memory about your event after they have received the press release.  

Pick a time when they won’t be busy e.g. if you are calling a local paper, Tuesday morning is usually a good time, remind them that you spoke about this story and that you sent a press release.  It is a good idea to have additional and up to date information, e.g. if your event has booked out since you sent the release you might use this as a way in or offer to send a picture or to arrange a tour or interview.  It is usually better to call the journalist earlier in the day than in the afternoon.  Don’t phone a journalist just to ask if they have received your release.  Similarly, don’t pester them if they say they will not be using the release.  But don’t be too put off if the journalist sounds busy or short tempered.  Maintain a pleasant manner and ask if you could call back at a more convenient time.

Examples

A Bad Press Release

Fred’s Archive Open Day

Fred’s Archive Open Day is scheduled for 14 July at Fred’s Archive, London.  Fred will give a tour of his archive between 10am and 11am.  It is a fantastic opportunity for people to have a fun day out, get a feel for the archives, enjoy some light refreshment, and meet other archive users.

Fred’s Archive opened in 1990 and has recently been accredited with “Awesome Archive” status by the regional archive users’ group.  It attracts people of all ages and a variety of interests.  There are always helpful members of staff on duty to help you find what you are looking for.

Fred of Fred’s Archive said: “This open day is part of a wider scheme run in partnership with Fred’s Families’ Archive to increase visitor numbers.  We aim to triple the number of people who visited the archives in 2003 this year and reach our visitor target for 2004.”
Fred’s Archive will also be holding a storytelling competition from 2pm and a mystery local celebrity will be arriving shortly after 3pm to join in with the proceedings.  For more information contact Fred at Fred’s Archive: email fred@fred’sarchive.co.uk 

What’s wrong with this press release?

· The headline, Fred’s Archive Open Day, does not convey very much.  It could be more snappy and interesting.
· The first paragraph opens with Fred’s Archive – two mentions of the organisation already!  The first paragraph should include all the vital information but the information given here is very vague.  Why is Fred’s Archive having an open day?  Why is it going to be special?  Why would you want to go?
· The second paragraph gives less important information than the first but uses jargon – “Awesome Archive Status” means nothing unless you understand the term.  We still don’t know why we should go to the Open Day.

· Fred’s quote in the third paragraph is dull and very corporate.  Fred could have said how that the open day is an opening-up of archives to the public – a chance for the discovery of treasures.

· The last paragraph contains information that should come higher up in the release – we are actually finding out something interesting about the event at the end of the release.  It might also be an idea to reveal the mystery guest in the press release if it could attract media attention.

· Contact information should include a phone number if possible.

A Good Press Release (1)

What’s in a Name?
So Britney Spears is planning to call her baby London?  But if she wants a really silly name she need look no further than Cornwall Record Office, where staff and researchers have compiled a list of over 1000 unusual names found in censuses, and births, deaths and marriage records going back as far as the sixteenth century.

Highlighted for Archive Awareness Campaign, the list includes some real corkers: Boadicea Basher, Bevis Bennie, Fozzitt Bonds, Susan Booze, Truth Bullock, Philadelphia Bunnyface, Charity Chilly, Faithful Cock, Elizabeth Disco, Edward Evil, Gentle Fudge, Obedience Ginger and Offspring Gurney.  Emmerdale fans might be interested to know that a Charity Dingle was baptised in South Petherwin in 1702.  And for those with a penchant for denim the list includes Levi Jeans, who was married in Padstow in 1797.  

The list also includes some amusing couples.  So ladies, if you’re worried about having to take your husband’s awful name, comfort yourself with some of these:  

· In 1636 Nicholas Bone married Priscilla Skin

· In 1711 Charles Swine married Jane Ham

· In 1791 John Mutton married Ann Veale

· In 1802 Richard Dinner married Mary Cook

Renée Jackaman, the Archive Assistant at Cornwall County Record Office, initiated the list after discovering the name Horatio Hornblower in a census entry.  She said, “After I came across Horatio, I also found the rest of his family in the Baptist register of Truro.  
He had siblings named Azubia, Constantia, Jecoliah, Jedidah, Jerusha and Erastus.  As my name is rather silly I decided to put them all together in one list.  Since it started many people have contributed to the list including customers, family historians, 
volunteers and other members of staff.  My all time favourites are Abraham Thunderwolff and Freke Dorothy Fluck Lane.”

The list shows that archives can be good entertainment as well as educational. Throughout the autumn there are hundreds of events taking place in archives which will demonstrate the same thing.  You can go to a “woolly workshop” at Surrey History Centre, find out about the history of your house at Suffolk Record Office or join in a murder mystery night at Louth County Archives.  Archive Awareness Campaign is an ongoing effort to raise awareness of archives.  To find out what is going on at your local archive visit www.archiveawareness.com 

- Ends -

For further details, spokespeople or images on the Archive Awareness Campaign, please contact Angela Owusu on 0208 392 5237 or email Angela.Owusu@nationalarchives.gov.uk
Notes to Editors
· Cornwall Record Office is part of Cornwall County Council.  The Record Office ensures that the archives relating to the people, places and organisations of Cornwall are preserved for the future and where appropriate, made available for consultation.  There are no restrictions on who can use the Record Office, although all users are expected to follow the search room rules. 
· To ensure you have enough room to work comfortably, it is essential that you make an appointment to use the searchroom. Cornwall Record Office can be found at County Hall, Truro, TR1 3AY, telephone 01872 323127 and email cro@cornwall.gov.uk 
· Archive Awareness is spearheaded by Archive & Records Association (www.archives.org.uk) and funded by The National Archives (www.nationalarchives.gov.uk) and the Museums, Libraries and Archives Council   (www.mla.gov.uk).
A Good Press Release (2)
Norfolk proud of a national first
As America celebrates the inauguration of its first African American President, the UK can also be proud of the history that was made over a century ago when it elected the first ever Black Mayor in Britain. 

According to recent research, the first Black Mayor in Britain was Dr Allan Glais(y)er Minns, elected in 1904 in Thetford, Norfolk.
Until recently, John Archer, elected as Mayor in radical Battersea in 1913, was thought to be the first black man to hold this title. However the ‘American Negro Year Book 1914’ recorded that: 

‘In 1904 Mr Allan Glais(y)er Minns, a col’d man from West Indies, was elected Mayor of borough of Thetford, Norfolk’.

Allan Glais(y)er Minns was the son of Jonn Minns of Inagua, Bahamas.   He was born on October 19th 1858 and educated at Nassau Grammar School.  He later studied at Guys Hospital and became the Medical Officer at Thetford Workhouse and the Medical officer at Thetford Cottage Hospital.  He became a member of the British Medical Association as well as the Norwich Medico-Chirurgical Society. 

Allan worked tirelessly for his community, he was President of Thetford Horticultural society and was elected Mayor of Thetford from 1904-1906. In addition, he was a member of the Town Council and Director of Thetford Gas Company. In 1902 he wrote an article entitled 'Fresh Air and Common Sense', in Thetford’s local paper, Thetford and Watton Times. He also wrote other papers and lectures on hygiene, literary and horticultural subjects.

Interestingly, it appears that there was a family trait of public service. For example, his older brother, Pembroke, worked as a doctor in the town and a sister, Ophelia Minnetta, 

lived in the town until her death long after Allan had moved away.  In her will Minnetta leaves property and land which indicates that the family were reasonably well off.  

Allan's eldest son Allan Noel who was a Captain in the Royal Army Medical Corps received both the Distinguished Service Order (DSO) and the Military Cross (MC) Incidentally, Allan's older brother also served on local boards.  

Rachel Farmer, Archives Support Services Manager, Norfolk Record Office, said:

“Norfolk is so proud of the history that was made over a century ago. Dr Allan Glais(y)er will always be remembered for an outstanding record of service to his local community. We recognise that his profile in Norfolk is gradually increasing and it’s appropriate that the first black mayor in the UK should have served in the very town where the author of the 'Rights of Man' was raised.”

Angela Owusu, Archive Awareness Campaign Officer, The National Archives said:

“Personal archives are the living history of the past and present. At this momentous time, Dr Allan’s story serves as a great reminder of this.  Archive Awareness Campaign is a chance for everyone to get involved with their own history and the history and future of their local community.”

- Ends - 

For further details, spokespeople or images on Archive Awareness Campaign, please contact Angela Owusu on 0208 392 5237 or email Angela.Owusu@nationalarchives.gov.uk
Notes to Editors

· For more details on Dr Allan Glais(y)er Minns contact the Norfolk Record Office rachel.farmer@norfolk.gov.uk
· Throughout Winter, to highlight the Archive Awareness Campaign www.archiveawareness.com archives across the country are hosting special 

events to celebrate the fantastic wealth of their collections and to bring to light the importance of archives as guardians of history. 

· Archive Awareness is spearheaded by the Archives & Records Association (www.archives.org.uk) and funded by The National Archives (www.nationalarchives.gov.uk) and the Museums, Libraries and Archives Council (www.mla.gov.uk). 
· Archive Awareness Campaign www.archiveawareness.com is an ongoing celebration of all kinds of fascinating archive treasures. It celebrates and promotes local and national archives. Throughout the year archives across the country open their doors to showcase history, hold open days and present workshops to help the public discover a piece of their own history.

A Good Press Release (3)                                                                                                        

Rocket Mail – the ill-advised mode of postal delivery

Ever wondered how mail was delivered before modern vehicles? Interested in finding out how our ancestors sent letters to their families and loved ones? Want to see images of the first aerial postal service? Now is your chance with an exhibition on the weird and wonderful modes of early postal transport.
As part of the Archive Awareness Campaign, The British Postal Museum & Archive (BPMA) is holding an Archive Open Day to celebrate the 75th anniversary of the first scheduled UK airmail. The first flight of the Aerial Post took place on 9 September 1911 between Windsor Great Park and Hendon Aerodrome.

The event will chart the history of airmail from aeroplanes to lesser known modes of transport such as helicopters, pigeons and even rockets.
Helen Dafter, Archivist, British Postal Museum & Archive said: 
“The open day will offer a behind the scenes tour, and an opportunity to view selected treasures from the archive. It will also be a great opportunity to learn about all the unusual modes of postal transport. The event is part of the 2009 Archive Awareness Campaign “Take Flight”, and aims to encourage both new and existing users to use and appreciate archives”.
· The flight made up part of the celebrations to mark the coronation of King George V. Four pilots were hired to fly the service: Gustav Hamel, E F Driver, C Cresswell, and Claude Hubert. Gustav Hamel. The first pilot took off from Hendon at 5.13pm on 9 September 1911. The 21-mile journey took just 15 minutes. Unfortunately, Hubert crashed on take-off and broke both legs. He was eventually paid £500 in compensation from the profits of the service.
· In the 1930s, a German, Gerhard Zucker, experimented with powder rockets similar to fireworks as a mode of delivering post. After moving to the United Kingdom, Zucker attempted to convince the General Post Office that Rocket Mail was viable. The post was attached to an internal parachute which would deploy 

upon arrival at its destination. On 31 July 1934 a rocket packed with 1,200 
envelopes was launched over a 1600-metre flight path between the Hebridean 
islands of Harris and Scarp in Scotland. Unfortunately for Zucker, the rocket 
exploded and destroyed most of its cargo.

· Pigeons have also been used as a means of postal delivery throughout history. Pigeon post offered a fast and reliable service and became a vital means of communication during the First World War; by the end of the war there were 22,000 pigeons in service.
Visitors to the Archive Open Day will be able to see an array of records held at the Archive, including posters, artwork, reports, press cuttings, maps, papers and photographs.
Angela Owusu, Archive Awareness Campaign Officer said: 
“Everything you ever wanted to know about aerial postal delivery will be covered in this event. It really is a fascinating exhibition and demonstrates how archives uncover the most colourful artefacts and preserve these treasures for the nation to enjoy in the future.”

- Ends -

For further details, spokespeople or images on the Archive Awareness Campaign, please contact Angela Owusu on 0208 392 5237 or email Angela.Owusu@nationalarchives.gsi.gov.uk
Notes to Editors
‘Take Flight!’ – BPMA Archive Open Day takes place Saturday 12 September 10.00am – 5.00pm
· The British Postal Museum & Archive, Freeling House, Phoenix Place, London WC1X 0DL, Phone: 020 7239 2570 

· Admission is free 
· Email: info@postalheritage.org.uk 
· For further information contact Jenny Karlsson,The British Postal Museum & Archive, www.postalheritage.org.uk
Email: jenny.karlsson@postalheritage.org.uk, phone: 020 7239 2574

· The British Postal Museum & Archive (BPMA) is the leading resource for all aspects of British postal history. It is a combined museum and archive, bringing together The Royal Mail Archive and a Museum Store. With collections ranging from staff records to stamps, poster design to photography and from transport to telegrams, it cares for the visual, written and physical records from over 400 years of innovation and service, illuminating the fascinating story of British communications. Records in The Royal Mail Archive are Designated as being of outstanding national importance. For more information see www.postalheritage.org.uk.
· Archive Awareness is spearheaded by Archives & Records Association (www.archives.org.uk) and funded by The National Archives (www.nationalarchives.gov.uk) and the Museums, Libraries and Archives Council (www.mla.gov.uk). 

· Archive Awareness Campaign www.archiveawareness.com is an ongoing celebration of all kinds of fascinating archive treasures. It celebrates and promotes local and national archives. Throughout the year archives across the country open their doors to showcase history, hold open days and present workshops to help the public discover a piece of their own history. 

Interviews
Three important things to remember about interviews: 
1. Media is about impressions and images - not details

2. The interviewers’ aims are different from yours – you need to get your message across, they need to get their story

3. Time is of the essence: you need to convey your message in punchy - but friendly - language.

Following the delivery of your press release you or a spokesperson may be contacted by the media for interview.  If you have one or more spokespeople make sure you know when they are available around the time you send out the release.  The phone-call might take you by surprise but don’t panic!
Responding to an interview request

If you are contacted for an interview by phone or email find out the following before you answer any questions (most instances, especially if I put out the release for you, I will field these questions prior to arranging an interview):

· What the journalist needs

· The newspaper or radio station they work for
· What they are looking to produce
· How long the item will be
· If it’s a radio or TV interview how long it will last and whether it will be live or pre-recorded (most are pre-recorded)
· Who else they are interviewing for the article
· When it will be published or broadcast
· If the journalist has a deadline, what it is
· Contact details
By asking these basic questions you will find out vital information and immediately take control of the situation.  Be assertive and helpful – but not aggressive!

The journalist may be hoping for an interview on the phone there and then.  If you do not feel prepared do not feel that you have to do it – stalling is very simple (you can say you are going into a meeting).  Agree a more suitable time and organise who will call who.  

Why do an interview?

Interviews are:

· An opportunity to promote and increase awareness of your event or project and AAC
· If your organisation has already been written/ talked about, an interview is a chance for you to put your point of view across.  
Preparing for an interview

Once you have agreed a time for the interview, or if you have advance warning that a journalist is going to call, you have the opportunity to prepare:

· If you are giving a radio or phone interview prepare a one-page checklist of your three key messages and information you want to get across 

· Prepare examples:  Remember you want to create an image or impression in the interview rather than bombarding the interviewer with details so think about what pictures are you going to paint.  For example, you could describe the moment an archive user discovers a key document in their research  

· Have hard copies on your desk of vital information e.g. if you have sent a press release have this in front of you so you know exactly what information the journalist has already received
· You are unlikely to have to deal with controversy but make sure that you are familiar with areas of the organisation or project that could cause problems
· It is perfectly acceptable to call the journalist before the interview if there are things that you want to discuss.

Surviving the interview

Print, radio and TV interviews differ in several ways but for all of these remember:

· Be confident and positive.  You are very likely to know more than the journalist about the subject.  He or she may have some knowledge about Archive Awareness Campaign or archives but is unlikely to have more information than you.  The journalists’ power lies in their familiarity with the situation.  Use your knowledge!

· Tell the truth.  The journalist will sense if you are lying or even “fudging”.  If you find yourself stuck or do not know the answer, say so
· Be positive and enthusiastic.  Enthusiasm has a habit of rubbing off!

· Keep the tone of the interview relaxed and personal e.g. use “you” rather than “one” and talk about your own experiences of using archives
· Tell a story or paint a picture.  If you can do either of these things you stand a better chance of keeping the journalists’ attention 

· Avoid using jargon – it can be confusing to those unfamiliar with the terms.  Don’t assume that the journalist or your audience know about history or archives
· If you need to give a long answer summarise your points at the end.  It will leave the journalist with the most important point uppermost in their thoughts
· You may find that a journalist’s persona changes during the interview.  Try not to let this catch you off your guard – this is just their interview style
· Do not trust a journalist to take what you say “off the record” even if you know them well and ask them to do so.  Some may do so, but there is no guarantee.

· Never say “No comment”.
Tips for print interviews

· Focus on three key messages and make it your aim to deliver them
· Print journalists are more likely to have a set idea of what they want than journalists in other media.  Try to find out what this is (verification, an opinion, statistics etc) during the conversation
· Think visually.  What images can you offer that will enhance the interview.
· If you are unsure about a question, tell them you’ll have to get back to them on that.  Find out and call back as soon as. 
Tips for radio interviews

· Sound enthusiastic – you are the voice of archives for the next 3-5 minutes (a radio interview rarely lasts longer than 5 minutes).
· Focus on three key messages
· Sound bites: find out about the programme before the interview – you will need to style your answers differently depending on whether it is a news or features programme.  For a news programme you can focus on sound bites without worrying about repetition.  For features, you will have the chance to talk at greater length.
· Talk to the presenter – he/ she is your gateway to the audience
· Do not turn away from the microphone or you risk sounding muffled
· Wherever possible, do an interview in the studio rather than on the phone.  You will sound more involved in the interview
· Do not read out from notes – it will sound stilted and awkward.  If it makes you feel more confident, have key points on a card
· Pauses can be useful to emphasise an important point.
Tips for TV interviews

· Don’t worry about repeating yourself.  You might be asked several very similar questions but the interview will be heavily edited and will usually be no more than 20 seconds when broadcast.  Focus on getting across your most important key message
·  Mention the AAC and your website address during a TV interview – where you can
· Check your appearance; brush your hair and wear some make-up but don’t look too polished – audiences relate to people who look like they do
· Look the part but wear soft colours and avoid any sort of pattern

· Watch out for body language habits e.g. tapping your foot, crossed arms etc.

· Check what is behind you – you don’t want a sign above your head

· Ignore the camera – look the interviewer in the eye

· Don’t move or talk at the end of the interview until you are told to

· Smile whenever possible.
After the interview

· If possible, find out when the interview will be used.  Make sure you record the item or keep a copy –the journalist may not be able to do this for you
· Stay ‘on message’ after the interview – the journalist is always on duty

· Don’t ask to see copy before it is used.  You have no control over the content of the piece following the interview so you need to trust the journalist to get their facts straight.

Getting Help

If you would like to talk over any aspect of the interview process or would like advice please feel free to contact Angela Owusu on 020 8392 5237.  

We will be having media training session at the AAC Conference in September by a professional media trainer so it will be an opportunity to practice your skills!

The following is purely for information
Dealing with Problems and Rights of Reply

Hopefully you won’t have to deal with a full-scale crisis but you may have to limit damage caused by adverse publicity or a misquote.  These situations begin life as “problems” and if you act quickly and correctly you can prevent them becoming “crises”.  

How bad publicity can happen

· If the media gets it wrong – a misquote or inaccurate information is printed
· If an event does not take place as advertised and does not meet customer expectations it may receive bad publicity e.g. if you advertise your event as free and then decide to charge, you may get negative coverage
· Spokespeople say the wrong thing

What to do – a step by step guide

Act fast, act now and be truthful – but think before you tell the media the whole truth.

· Find out as much as you can from the person who first alerted you to the problem, whether it’s a journalist, member of staff or member of the public
· Consult a colleague.  Together decide on the seriousness of the problem and on the best way to proceed
· Identify a spokesperson and decide if interviews will be given
· Prepare a standard response to media and public enquiries about the problem that all members of staff can use.  Keep the website updated to reflect events (journalists often use websites as the first point of contact.
Complaining to journalists

The most likely problem you will have to deal with is a misquote.  What appears in print is unlikely to be what you said.  The journalist subs and edits what people say to make quotes more succinct and accurate.  Every journalist is entitled to his/ her opinion but if information given is inaccurate and important:

· Calm down and think: making a knee-jerk reaction can make things worse.

· Make contact with the journalist you initially spoke to and communicate your problem calmly.  Try to get them to agree that they got it wrong
· Assess the results of your complaint and take the complaint to a senior journalist or editor only if absolutely necessary.

Rights of Reply

If you or your organisation is criticised you have a right of reply.  This is different from complaining about the printing/ broadcasting of inaccurate information.  The journalist has a right to criticise your event or organisation and this is your opportunity to respond.  You can:
· Write a letter for publication – keep it short and accurate without laying the blame
· Negotiate a disclaimer or correction for page 3 or even the front page

· Discuss further editorial opportunities.
You don’t have to reply but it can seem as though you have something to hide if you don’t.  Use your judgement - in some situations it might pay to refuse to talk to the press immediately.

Useful tips

Press Release Writing 

Essentials

1) Never use a long word where a short word will do

2) If it is possible to cut out a word always cut it out

3) Never use the passive where you can use the active

4) Never use a foreign phrase, a scientific word or a jargon word if you can think of an everyday English equivalent.

Use everyday speech. So use let instead of permit, people to persons, buy to purchase, colleague to peer, way out to exit, present to gift, rich to wealthy.

Don’t be chatty. The sentence “So far, so good” doesn’t inform or entertains. Choose surprise, ho, ho and similar expressions.

Don’t start a story with a subordinate clause. For example: “As talks resumed yesterday between the Government and major oil companies, Mr Tony Blair, the Prime Minister, announced measures to curb…”

Don’t use advertising style jargon. Try to avoid“Wonderful”, “Superb”, “Revolutionary”, “Unique”, Exceptional. Likewise, avoid self-congratulations- “The well-known British company… only the highest quality materials”. You could use words such as “excellent”, “fantastic”:

Make sure tenses are correct, especially in reported speech. Don’t change tenses in mid sentence.

Avoid contractions such as can’t, don’t, except in direct quotes.

Some words and phrases are better avoided.  Examples are:

Boom, slump, panic, dramatic, rocketed, massive, huge, giant, slash, major, tight-lipped, sources, influential circles, well informed persons (use people) catastrophic, unprecedented, meaningful, per annum, free world, cutbacks, magnate.

Phrases such as ‘having said that’, ‘at this moment in time, ‘quick to point out’.
a) Facts and figures

After the headline/title, the next most important thing is the first paragraph. After you have grabbed an editor’s attention, the next stage is to kick off with your story.

Surprising facts and figures make eye catching first paragraphs. For example:

“One in a hundred people have touched Jack The Ripper’s archive material at The National Archive or Ninety per cent of archivists have chosen the wrong computer for the job”.

Facts and figures that find a problem can create a sense of drama in even the most boring subjects.
a) ‘problem’ first paragraph

You could also start a press release by raising a problem that the reader can relate

to and then suggest your organisation’s service/work as the solution.

b) The ‘Imagine’ first paragraph

The third example of a good opening paragraph is one where you are about to

launch a new product etc or you have unearthed an ‘archive’. You can start off by wowing the audience with snippet of the product/archive then go on to explain what it can do or how it was found.
In general the release must answer five questions.

· These are Who? What? Why? When and Where?
· Pretend you have to write a release on an office TV. Then answer the first question Who? Who is the TV for? Who will use it? Is it the PA’s TV? Is it a big flat screen for the director? Or a standard analogue TV-one with no remote control where you have to walk to the TV to switch channels
· The next is What? What type of TV is it? Is it cheap, expensive, big, small? Here you need a description of the TV. Can you put it somewhere where it won’t distract the staff? What colours are available? 
· The third question is Why? Why should you buy this TV? In what way is it different? List the benefits. Is it cheaper? Easier to navigate? What are the unique selling points? What are the prime reasons to purchase?
· The next question is When? When is it available? Now? Sometime in the future? And when do you have to pay for it?
· Where? Where would you use it? Where can you get it from? From a particular shop?
· If you answer these, then all the important information will be addressed in your release. 

Top Ten Tips

1. Know your message: have your message worked out before you write a press release or contact a journalist.

2. Know the media: familiarise yourself with local, regional and national media — print, radio and TV – and build up a database.  This will enable you to target the most appropriate journalists with your story.

3. Build relationships: as you start talking to the media more often you will build up relationships with some journalists.  Try to maintain these and use them to your advantage.

4. Plan ahead: publicity is not something you can think about on the morning of your event.  If you have a press officer let them know what’s going on in advance.

5. Tell the truth: journalists’ are likely to pick up on any inconsistencies and your story might come unstuck.

6. Be prepared: if you have time before an interview, use it to make sure you have a clear idea of what you want to say.

7. Don’t panic: if the journalists’ interview style is aggressive or your mind goes blank don’t panic.  Take a breath and think about what you want to say.

8. On and off the record: remember that what you say to the journalist might end up in print whether you want it to or not.   

9. You can’t control what is printed/ broadcast: once you have sent out a press release or given an interview your ability to control content is very limited.  Don’t harass the journalist — trust their judgement.
10. Not everything will work: don’t be disheartened if your campaign does not yield the desired results.  Think about how you could change your approach for next time.  
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