Adapted from BC Housing Community Acceptance Toolkit - Guide 4 - Sample Materials for Non-Market Housing Providers
Template: Media Release
[bookmark: _GoBack]A media release can be a useful, practical tool for non-market housing providers to communicate with print, online, and broadcast journalists and, in turn, with the wider community. Depending on the circumstances, a media release may be used to convey information about a proposed development, respond to comments made by others during the consultation/approval process, or announce an upcoming event such as a project opening.
This section provides some points to consider as you craft your media release.
Length: 
· Media releases are short and crisply written, in the range of 300 - 500 words (one page).
Formatting: 
· Releases should be produced on your organization’s letterhead. It should state that it is a media release, usually in larger or bolded text. Use standard letter-size paper. 
· Double-spaced typing makes the text easier to read. Start with the date and who, what, when and where – if referring to an event.
· Keep it to three to five short paragraphs summarizing the most important information. If you include quotes, keep them short and use ones that express the significance of the news.
· For example, “Finally, the community will have housing and supports for people struggling with mental illness,” said Sal Smith, Executive Director of the non-profit housing society that will manage the new building. “This is something we can all celebrate.”
· If you are sending the release by email, send it in the body of the email, not as an attachment.
· Include the contact information of the spokesperson and photo/video opportunities.
Content: 
· Introduce the media release with a headline – make this the first and central point of your release. Keep the key points to three or four. Include facts and figures, as appropriate to the story.
· Make sure the news release answers the key questions such as Who, What, When, Where, Why and How. Be clear why you are putting out a media release and what you are trying to accomplish. The release should be newsworthy or it is unlikely to be of interest to journalists. Not all news is controversial or front page material, so don’t be reluctant about announcing special funding, the first residents’ move-in, or an upcoming neighbourhood open house. It’s still newsworthy, especially for local newspapers and radio stations that take a special interest in community news and events.
· Use quotes which emphasize the point(s) you are making in the text. A board member would be a good person to use for a quote. Spokespersons from advocate or support groups are also suitable candidates for quotes.
· Reinforce the message that you are a community-based organization building or acquiring housing to meet specific needs within your community. Briefly mention the community benefits that will be realized.
· For releases where your organization is responding to others’ opinions or to misinformation that is circulating in the community, there is no advantage to initiating a ‘war of words’ through the media. Stick to presenting your position and project in a positive manner. Correct misinformation with facts.
· Do not try to include too much background detail – stick to the key points. If there is additional context information that you feel is important, attach this as a separate backgrounder.
· The backgrounder is the place to include details about the physical design of the project, funding arrangements and, if possible, an architectural illustration. Three components that must be in every media release include a release date, place of origin and contact person(s) for further information. Include a phone number and email for the contact person(s). By keeping it short, you invite inquiries.
Circulation: 
· Circulate to all suitable print and broadcast media outlets in your community, by email. Find out the names of the journalists who will possibly cover the story. In some media outlets, there may be an individual assigned to the general subject of housing and urban development. Direct the release to the attention of this individual and send to the general news desk as well. 
· Consider making follow-up phone calls to individuals in the media to reinforce the messages in your news release and confirm receipt of your email by the intended person. Provide them with a single point of contact within your organization should they have any question about the release or have any further questions.
Release: 
· Don’t expect the print, online, or broadcast media to use the text of your release. Often, the news release will be used as a starting point for journalists, who will cover the story differently or, perhaps, use your material as part of a larger story. 
· Copies of the media release should be circulated within your organization and, if appropriate, to funding agencies, local government staff and councils and boards to keep them informed about the project. Consider also posting on your project website.
