
 

 

Preparation   

Keep information to a minimum. Press releases should be no more than two sides of A4 including 

notes to editors and contact details.  

• Use appropriate language and key messages. Research has shown that people do not use 

words like ‘legacy’ and ‘bequest’ and find them alienating. Instead use phrases like 'leaving a 

gift to', 'including in your will' or 'remembering in your will' instead. 

• Format the body copy to 1.5 line spacing. This makes the story easier to read.   

• Prepare relevant case studies of people who have pledged money to charity in their will and 

examples of how legacies have helped your charity. N.B. Journalists tend to like to interview 

case studies and cover them in their own way, rather than receive materials that are written 

up,  so simply prepare a few key bullet points  

• Do not use jargon. If you want to use abbreviations or acronyms, write them out in full the 

first time you use them, with the shortened version in brackets - for example: Inheritance 

Tax (IHT).  

• When you're contacting a local or regional newspaper, magazine, radio or TV station, check 

the exact geographical area that they cover and make sure the activities you're publicising 

are relevant to this area. 

Spokespeople 

• You need to choose an appropriate spokesperson or spokespeople from within your 

organisation. Suitable people could include your chief executive, a member of the board of 

trustees, your legacy manager or you could volunteer to do it yourself 

• Make sure they/you are fully briefed and available for comment. 

• Prepare a short question and answer sheet anticipating the journalists' questions. This can 

be a useful prompt whilst being interviewed. 

• Prepare quotes from your key spokespeople that can be forwarded to journalists on request 

and included in press releases.  

• Ensure that you include daytime and out of hours contact details for spokespeople on all 

communications, including press releases. 

Working with media 

Contacting journalists 

• Find out the names of relevant journalists then phone them to discuss interest and story 

angles before emailing/faxing/sending press releases or information. 

• Always follow up with a phone call to find out if they need any further information from you.  

• For email communications: cut and paste your press release into the body of the email; 

outline the key elements of the story and why you think it is perfect for their 

publication/media. Journalists don’t tend to like attachments as they either clog up their 

inboxes or fear they can contain viruses.  

• Copy deadlines for daily newspapers vary. It's best to find out what these deadlines are 

during your first conversation to make sure you don't have to call back at inappropriate/busy 

times. However, in general it is best to call between 10:30 and midday.  

  



Handling media enquiries 

• If anyone from the media contacts you, respond immediately or you may miss their 

deadline. Or worse, you may damage your relationship with them if they feel you have let 

them down.  

• If you are not sure how to respond to a particular question or it is specific to Remember A 

Charity, please contact the Remember A Charity press office on 0207 861 3102 

Photography 

• In general, newspapers prefer to take their own photographs. If possible, create a photo 

opportunity and invite a journalist, as this is a good way of securing a larger story.  

• Don't be too formal with staged photographs - people standing in a line does not make an 

interesting photograph for the media.  

Photographs sent to the media should be in JPEG format and be at least 350 dpi (high resolution).  A 

good gauge of the resolution is the size of the file. It should be 1 MB or higher, which can be checked 

by right clicking the file and selecting ‘properties’. 


