Partners in Care

Publicity for Regional Events

These notes are intended for those who do not have experience of running events and arranging publicity.

1.  General

The better your event is promoted in advance, the better it will be attended. Think carefully about who you would like to come, and the best and most cost effective way of reaching that audience. This can be done in a number of ways: free publicity, advertising and direct mail. Any costs for promotion should be included in the budget.  

2.    Free publicity 

It is usually possible to get some free publicity by issuing a press release to the local media, including media serving ethnic minority communities.  This can include local and regional newspapers, radio, television and any other resources. It is important to send the material, or speak to the appropriate editor or correspondent.

Below are some suggestions.

· Newspapers - news editors, medical correspondents, social service correspondents, health correspondents, features editors, women’s and men’s page editors, ‘Forthcoming events’ editor.

· Editors of carer publications and voluntary organisation newsletters

· Editors of magazines targeted at different age groups if appropriate

· Regional radio: commissioning editors, producers, presenters and programme researchers.

· Regional television: commissioning editors, presenters, producers and programme researchers.

· Women’s and men’s magazines: health editors and features editor

· Freelance medical/health journalists.

· Electronic media.

It is best to send out a Forthcoming Events Notice well in advance of the event (about two to three months) – this will hopefully get you some publicity in advance as well as into the editor’s dairy of forthcoming events.

A more detailed press release should then be issued nearer the time – two to three weeks before the event allowing journalists the time to think about covering the event.  See if you can persuade a local correspondent or radio station to do a feature on what you are doing.  If it is a local event, don’t forget to follow up the press release with a telephone call a couple of days before the event.  

The media is interested in news, so you increase your chances of getting into print or on the radio if you can think of a news hook or angle for your event. 

3.    Working with the media

Any press release must answer the questions Who, What, Why, Where and When? The first paragraph should include all the most relevant information with following paragraphs providing more background.  Example:

Launch of Three Checklists towards improving Communication and Partnership between Psychiatrists, Patients and their Carers

Tuesday 13 January 2004.  To coincide with the launch of the Partners in Care campaign with the Princess Royal Trust for Carers, the Royal College of Psychiatrists is issuing three new checklists which aim to improve communication and partnership between psychiatrists, patients and their carers.

 “Good practice is built on partnerships……….

· Keep text clear and short

· Include date, time and place of event

· Think about an embargo if the story is newsworthy

· Avoid jargon

·       Don’t send too much material
·       For a group event, write a few sentences on each speaker

·    End the release with names of contacts, times available, telephone, mobile, fax numbers, email  

·    Have spokespersons lined up for interviews when you send out any press release

·    Keep a record of who you have talked to

·   The press likes photographs, see if you can make any available

Don’t be disappointed if you don’t get any media coverage. On average, a journalist is likely to get more than 100 press releases every week.  Please refer to ‘Talking to the Media’ and ‘How to Organise a Press Briefing’. 

4.  Promotion

You need to think about where your audience is and where to send or place your publicity. Are there staff magazines, organizational newsletters, notice boards, a local library, other events, and websites that you can use?  What mechanisms are there within the Trust/hospital or your organisation for advertising events?

5.   Sponsorship

Consider approaching local companies whose goods and services you frequently purchase and ask them for help with sponsorship, or goods and services in kind. College members should refer to Council Report 117, ‘Good Psychiatric Practice: Interim Guidance on relationship between Psychiatrists and Commercial Sponsors and The Sponsorship of College Activities  www.rcpsych.ac.uk\publications\cr\cr117.htm 
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Partners in Care

Planning the Event 

1.     Some points to remember
· Check numbers the venue can hold

· How many rooms do you need (break-out rooms)

· Are there any restrictions, for instance for food and drink?

· What audio visual equipment is required?

· Do you need a technician?

· What equipment does the venue provide?

· Are there adequate coat-check and toilet facilities?

· Is there any air conditioning?

· Disabled facilities

· Parking, transport

· Space for refreshments or small exhibition

· Does the date and time of the event clash with something else?

· Registration desk, staff and volunteers for the event

· Do you want name badges, attendee list for those attending?

· Delegate pack?

· What literature would be useful to have available, and where can this be displayed?

· Are there any VIPs to be invited?

· Have sponsors been acknowledged in the programme?
2.       Expenses can include


Design and printing of flyer/programme


Photography


Postage


Photocopying


Audio visual equipment


Staff fees, overtime, travel expenses


Refreshments


Speakers’ travel expenses
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