
 

 

How to Promote an Event or Program in the Media 

People often think that any new research finding or upcoming event requires a press release. Although 

sometimes true, this thinking not only puts pressure on people to write and distribute press releases, 

but may not be the most effective way to get a program, project, or research into the news. Many 

times, a media advisory paired with a backgrounder is more appropriate than a release and can yield 

better results. Here, are a few pointers on using these different vehicles to reach your media targets, 

as well as links to several tools to help you succeed. 

Planning: Know Your Topic, Your Audience, Your Expected Outcome 

 What do you want to publicize? Be sure it’s compelling, new, unique, or particularly relevant. 

 Who do you want to tell, and what do you want them to do with the information? The answer 

will guide you to the right media.  Determine if you are trying to reach researchers, health 

care professionals, the general public, or another audience.  In some cases you may have 

more than one target audience, which means you will want to reach out to multiple media 

types in order to reach your target audience(s) – for example trade media and consumer 

media. 

 Once you understand your media target, figure out who you need to contact at each 

publication or outlet. Start with a handful of the most relevant media contacts and build on 

that. Most media sources have reporters with specialized “beats,” and if you don’t identify the 

right people, your efforts will likely not yield the results you’re looking for.  If you are not sure 

of the right contact, research your contact (online), determine what type of stories they have 

covered in the past, and their typical interests. 

 Determine whether you need a press release or a media advisory. A press release is generally 

sent to a broader audience via a wire service that enables it to reach far and wide. A media 

advisory is usually sent to a more targeted audience, often in advance of an event, and if you 

expect them to cover the story in more depth. See the tips and links on our Conventional 

Media page for helpful tips and tools. 

 Don’t forget about trade media, trade organizations’ newsletters, and online trade and 

consumer media sources. These are often overlooked but valuable media targets. In addition, 

online media, such as RSS news feeds, blogs, and social media, can reach your target 

audience in a unique way. 

 If you are unsure of the right media targets for your audience, ask a few people in your target 

group to list their most trusted media sources.  In addition, many media sources provide 

readership data in their media kits, posted on their websites under “advertiser information.” 

Write and Distribute 

 Write your press release or media advisory. See the tools, including a guided press release 

creator, and links below. 

 Send out your information. Two weeks in advance of your event or program (or more/less 

depending on the guidelines of your target medium), send out an email media advisory that 

covers the basics of your news—who, what, when, how, why, where. 

http://bwo-dev.jhartfound.org/build-your-voice/engage-social-media/conventional-media
http://bwo-dev.jhartfound.org/build-your-voice/engage-social-media/conventional-media


 
 
 

 
Follow Up 

 A week after you send your release or advisory, follow up by phone.  Read Andy Goodman’s 

Pointers on Pitching for excellent dos and don’ts of pitching a story. 

 If you sent your release or advisory via a newswire service, search for media pickup within 24 

hours and for the next few days.  A simple way to search is via Google, using the general 

search and the news tab.   

 Keep trying! While we’re not suggesting that you send a release or advisory out for every new 

finding of your research, we do encourage you to develop relationships with a few key media 

contacts and keep in touch with them about newsworthy items. 

 Build your relationship with these reporters by volunteering commentary when there is 

relevant news in your industry.  You can contact them by email, respond to a Tweet, or 

comment on their published article. If you help them as a quotable source, they are often 

more receptive to your future story ideas. 

Sample Press Releases: 

 2012 Social Innovation Fund Grants 

 Depression Treatment for Older Adults with Diabetes 

 2007 Nursing Home Hurricane Summit 

Sample Media Advisory 

 

 

 

http://www.thegoodmancenter.com/wp-content/uploads/2013/07/free_range_2003_03.pdf
http://www.bandwidthonline.org/pdf/SIF_Press_Release.pdf
http://www.bandwidthonline.org/pdf/IMPACT_Release.pdf
http://www.bandwidthonline.org/pdf/2007HurricaneSummitPressRelease.pdf
http://www.bandwidthonline.org/pdf/IMPACT_MediaAdvisory.pdf

