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Guidance on Preparation for Media Outreach

World COPD Day 2004

KEY STEPS FOR A SUCCESSFUL MEDIA CAMPAIGN 

1. Review suggested angles for your country/region press release.


2. Draft a press release or amend the global template for use in your country, including a quote from the GOLD Leader in your country.


3. World COPD Day Event?
If you are holding a press event for World COPD Day, or are conducting any public activity, be sure to mention this in your diary date (see point 8) and in your release.


4. Utilise Third Parties
Working with your National Pulmonary Association or COPD Patient Group, utilise additional quotes or statistics within the press release or media background information to provide context and examples of how these statistics affect day-to-day practice.


5. Case Study
Consider including a case study (sourced via Primary Care Practitioner or Patient Group) to provide media with ‘real life’ impact of COPD.  Is there a famous local personality with COPD (or with a relative who has COPD) whom you can approach to comment on the campaign?


6. Spokespeople
Brief key spokespeople (GOLD Leader; patient group representative, etc.) with the key messages you wish to communicate around World COPD Day.  Ensure that they have availability both on World COPD Day and the day before to help meet the needs of your target media.


7. Media Selection
Agree your target media distribution list for the press release.  If your press release particularly focuses on the burden of COPD on caregivers for example, remember to include media outlets that target families (such as women’s interest media).


8. Diary Date
A number of your national media outlets will have a diary date marker system.  Get in touch two weeks prior to World COPD Day to make them aware of the story.  This is particularly important if you are planning to target broadcast media.


9. Timing for Press Release Distribution
Distribute your press materials (under embargo for World COPD Day) 48 hours prior.  Remember to include clear contact details (including an ‘out of hours’ telephone contact) for those journalists wishing to set up an interview.  If you have visuals (e.g., World COPD Day logo, images of lungs, etc.) your print media contacts may wish to use these.  Please remember to indicate on your press release that you have visuals available.


10. Monitor Coverage
If you have a media monitoring system in place please alert them to the fact that you are undertaking significant activity.  If you do not have a monitoring system speak to your sponsors who may be able to help. 


GUIDANCE ON TIMINGS FOR YOUR MEDIA OUTREACH

	TIMING
	ACTION

	6 weeks to go
	· Agree on the media approach in your country, if appropriate in discussion with sponsoring companies/allied third parties.  

· Identify and confirm who will be your spokesperson/spokespeople for World COPD Day – and establish their availability on the day.  You might consider the following people as appropriate for interviews:
- doctors (both primary and secondary care)
- patients (or representative from patient organisation)
- national GOLD members.

· Patients or family members of people with COPD provide a ‘human face’ to the disease and it is likely that your media contacts will want to speak to a patient in your country.  We suggest planning ahead and identifying suitable patients who would be willing to speak to the media at this stage.

· Develop and agree on a general media list to which the press release will be sent.  Consider:
- print media for lay press (daily newspapers etc.)
- medical print media
- broadcast media – radio and TV
- national newswires (e.g., Reuters, Associated Press)
- Internet sites.


	TIMING
	ACTION

	4 weeks to go
	· As it is unlikely that you will have time to speak to each and every member of your general media list, we suggest selecting between five and ten key media contacts on which you might focus your media strategy.  We would suggest including:
- doctors from a TV breakfast/daytime show
- radio journalists working on a national current affairs radio show, possibly with a health focus
- journalists writing regular health features in national press
- health correspondent at your national news agency 
  (e.g., Deutsche Presse Agentur, Agence France Presse)


	3 weeks to go
	· Adapt core press release to include additional national facts and figures, plus information on other national awareness events.  You may also wish to include additional quotes from your national spokesperson/spokespeople.

· Start to contact above key media contacts (for broadcast media you may also find it helpful to speak to ‘diary planners’) to discuss broadcast and print coverage on WCD.  Broadcast journalists may need this 2-3 week lead time to prepare and film their material.  
Consider also offering:
- spokespeople who are willing to be interviewed either live on the day or filmed in advance
- COPD patients or family members
- fact sheets and “Could It Be COPD?” questionnaire.

· Agree and finalise any plans for additional national/local activities taking place as part of World COPD Day activities.


	2 weeks to go
	· Maintain contact with, and update, agreed spokespeople and case studies.

· Distribute journalist ‘diary date’ email/fax to your key media contacts to keep them focussed on World COPD Day - if possible also distribute this to your agreed general media list. 

· If you are holding an event that would offer a good photographic opportunity for the media (athletic event, celebrity campaign, art competition, etc.) consider speaking to the picture desks of your national newspapers and invite them to attend.  Alternatively you could work with a photographer from an agency who would attend the event for you and sell-in the pictures direct to the newspaper’s picture desk.

·  If you are able to offer a number of spokespeople (e.g., patient, GP and yourself) this may provide a good hook for radio coverage, as this would enable local stations to discuss the issue more widely or even hold a phone-in.  To help you arrange this, you might want to work with an agency that will speak directly to the stations for you and book pre-arranged ‘slots’. 




	TIMING
	ACTION

	1.5 weeks to go
	· Finalise full media pack:
- press release (including national statistics/spokespeople etc.)
- fact sheets
- case studies (if appropriate)
- details of local activity (if appropriate)
- visuals (if appropriate)
- contact details. 

· Finalise additional media activity such as photocall/interviews with radio stations.

	2-4 days to go


	· Distribute final adapted press release (UNDER EMBARGO FOR 00.01 HRS [LOCAL TIME] World COPD Day) to entire general media list.

· Following press release distribution, contact key media list as a priority and offer interviews with spokespeople, patients, etc.

· If possible, contact general media list, again offering interviews etc.

· Follow-up distribution of press release and background materials where requested.



	World COPD Day
	· Be prepared!  If you are the main media contact you may have to co-ordinate interviews – liaising between media and spokespeople/patients.

· Try to respond to all media requests as quickly as possible, as this can make the difference between your story getting coverage or not.



	On-going
	· Follow-up media for continued ‘post-WCD’ opportunities for coverage.

· Monitor and collate all broadcast and print media coverage.


