Guide to pitching your press release
Promoting your fundraising activity through the media is a great way to raise awareness. The more people who know about your challenge or event, the more money you can raise. 
Journalists receive dozens of press releases each day and will scan the first couple of sentences to see if the story is newsworthy, so you need to write a press release that is going to get their attention. 
We’ve created a template press release that you can send to your local media before and after your fundraising activity. You’ll see there are places for you to personalise the document with information about what you’ll be doing / have done, why you’re supporting Combat Stress and how the media can get in touch with you to find out more.
Here are some guidelines for success:
Writing the story
· Regional papers will be looking for a local connection. If the fundraising activity is not being held locally then make the connection clear in the first paragraph i.e. you are from the local area. 
· If you are selling tickets to an event include details of ticket prices and how to purchase them. 
· If you are collecting sponsorship money include details of your online fundraising page or how people can sponsor you. 
· Include your contact details so journalists can call you to find out more. Make sure you’re well briefed about the event and Combat Stress so you can give a good interview to the media. 
Photographs
· If you’re looking for pre-event publicity you could send, along with a pre-event press release, photographs of yourself to the media training in a Combat Stress t-shirt or wearing the kit you will wear for your fundraising activity. 
· Don’t rely on the newspaper to send a photographer along to your event – arrange for someone to take good quality pictures which you can send to the newspaper immediately after the event along with a post-event press release. 
Sending your press release to the media
· Think about who you’re going to contact – local newspaper, local radio and television stations and trade/specialist titles. If your employer has an in-house newsletter or intranet let them know about your event too. 
· Journalists and photographers work to tight deadlines so give them plenty of notice to run the story, particularly if you’re looking to enlist the support of the public. 
· Find out the name, email address and telephone number of the relevant reporter and mark the email for their attention. 
· Use your headline as the subject line of the email – this will help it to stand out. 
· Always put the press release in the body of the email and not as an attachment. 
· Follow up your press release with a phone call to check the journalist received it. 
· Don’t lose heart if a reporter/photographer is unable to attend. Send a press release and a photograph to the journalist as soon after the event as possible to let them know how much was raised and thanking those who took part. 
