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Why we’re here today



How we came to work with RYA

Attract new participants 

to the three-in-one taster 

sessions 

Test what works, is cost 

effective and replicable 

Package those learnings 

up into a toolkit so other 

centres can promote it 

in future

Developing and 

delivering an integrated 

communications 

campaign



Who are we?



Who we work withOUR CLIENTS







30 total pieces 

of coverage
3 broadcast

7 national lifestyle

20 London-based

Resulting in 

6,185,000

opportunities to 

see

Social media

3,000+ tweets 

23,000,000+ 

tw itter 

impressions

A local campaign to reach local people



Section 2. 

Getting your 

business listed 

locally

Section 1.

Making local 

media sit up and 

notice you

Section 3.

Making local 

media sit up and 

notice you

Section 4.

Where do we go from here?

What we’ll cover today



Section 1.

Making local 

media sit up 

and notice 

you



EQUIP

What’s in it for you?

Show you best practise when it comes to local media and social 

engagement

Help you to devise an action plan for your area

Give you practical skills and knowledge to deliver local media and 

social engagement for your centre

ENABLE

What’s in it for you



3 routes to success

Local news Local listings media
Targeted advertising 

& Facebook outreach 

3 routes to success



Take away what works for 

YOU



1. LOCAL NEWS

Consider your local landscape

Set yourself the chop test

The pitch

Building targeted relationships

Uncovering your stories



Consider your own local landscape
YOUR MEDIA UNIVERSE…

• St Albans

Broadcast Regional Print

Events Listings Online/bloggers

OxfordOxford



Building relationships with key media influencers



Getting to know your media influencers

Connect on their social channels & interact

Give a list of NEWSWORTHY dates for the 

next 6 months

Introduce yourself and tell them what you can 

offer THEM – find out what THEY want

Get them down to the centre to try for 

themselves

Keep it brief!



What makes a story newsworthy?

The story needs to be timely

Of genuine human interest

Is backed up with research, 

stats or opinions 

Celebrity based (local)



What makes a story newsworthy?

Charity Bucket



What do they want?

• News vs Features

• Images are useful but not essential

• Quotes are well received to save time

• Very limited airtime & resource

• Sound bites from local spokespeople are essential

• More airtime than TV

• Keen for local spokespeople for in-depth discussion

• Opportunity for syndication

• Local content that is relevant, timely, targeted

• Images help too! 



Give them a reason to remember you



THE GOLDEN HOURThe pitching hour

AVOID NEWS CONFERENCE: 8-9

AVOID FILE DEADLINES

ONE WEEK IN ADVANCE



Set yourself the chop test

1st PARAGRAPH

- The ‘must-know’ facts – CONVINCE!

2nd PARAGRAPH

- The ‘need to know’ facts

3rd PARAGRAPH

-The quote-

4TH PARAGRAPH

-The nice to know’ facts



Section 2.

Getting your 

business listed 

locally



2. LOCAL LISTINGS

A guaranteed audience

Monitor take up at sessions

A post that gets pick up!



7,394,623 readers per 

month

520,000 readers per month

1,000,000 readers per 

month

83,000 readers per month

Changing our approach to focus on listings outreachA guaranteed audience looking for inspiration

An active audience who want to find 

things to do!

Maintains an online presence when 

stories are lacking (or the weather is bad!)

Listings are free, have a lot of readers and 

can be replicated 

Listings have high search ranking (google 

spots them easily…and Twitter too



Website Address Website Address

Birmingham Alive http://www.birmingham-alive.com/ Days Out http://www.daysout.co.uk/

All Brum http://allbrum.co.uk/ Gazette Series http://www.gazetteseries.co.uk

Whats on http://www.birmingham.gov.uk/whatson.bcc Activ Birmingham www.activbirmingham.com/

View Birmingham http://www.viewbirmingham.co.uk/listings.aspx Visit Birmingham
http://visitbirmingham.com/what-to-

do/festivals-events/
Whats on live http://www.whatsonlive.co.uk/birmingham/ Events Birmingham

http://events.birmingham.gov.uk/
Skiddle http://www.skiddle.com/whats-on/Birmingham/ Net Mums Birmingham

http://www.netmums.com/birmingham/
Friday Ad http://www.friday-ad.co.uk/ Whats on Live http://www.whatsonlive.co.uk/birmingha

m
Events Book http://www.eventsbook.co.uk Weekend Notes

http://www.weekendnotes.co.uk/birming

ham/
Time outdoors https://www.timeoutdoors.com/events/watersports-

events

Whats on South Brum

http://whatsonsouthbrum.com/
Event Brite https://www.eventbrite.co.uk The best of

http://www.thebestof.co.uk/

A huge amount of local listing opportunities



What success can look likeMaking your post compelling is key
Use a colourful 

good picture

Details about where people 

can find out more

Vital 

Information 

Call to action



Section 3.

Using Facebook 

to reach & keep 

customers



Why Facebook?

57% of young people use Facebook 

more than any other social site

57%

4.1 million UK mums use the site - 88% 

login every day

4.1 million

People in the UK use Facebook and 

update news feed up to x14 times per 

day

27 million

Why Facebook?



Getting the basics right?

Plan your content (long or short term)

Agree the rules of engagement

Know who you're targeting

Set up your Facebook page



Keep your page updated and joined up



How to make your page stand out

Test and learn – what’s working

Measure and adapt

Be responsive

Be authentic



Using ads to attract more people to your page



Section 4.

Where do you 

go from here?



10 questions to get you started

1. Have you planned the key dates for 2015?

2. Have you thought about how you can use the dates to create content?

3. Do you know who your local media influencers are?

4. Do you have a list of your local listings sites?

5. Do you have a bank of images that sell your centre?



6. Who is responsible for your social media channels?

7. Are you measuring the success of your channels regularly?

8. Has your Facebook page got a clear purpose?

9. Is your website up to date – does it reflect your other online 

channels? 

10. Do you have a plan to increase engagement and/or grow your 

Facebook community?

10 questions to get you started



A final thought…

Sign post



Thank you.

Over to you for 

any questions



Likes: +170 (From 2!)

Impressions: 62,273

Reach: 23,323

Likes: +261 (21% increase)

Impressions: 67,361

Reach: 19,832

Likes: +951 (49% increase)

Impressions: 171,884

Reach: 26,181

Impressions: the number of times a post is displayed, whether the post is clicked or not.

Reach: the number of unique people who received impressions of a Page post. Reach might be less than impressions since one person can see 

multiple impressions.

How this can translate to your page


