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MEDIA AND PUBLICITY GUIDE  
 

FOR KEEP AUSTRALIA BEAUTIFUL 
PROGRAM PARTICIPANTS  

 
 
 

 
 
 
This short guide is designed to assist you to communicate with the media: it is a 
‘how to’ guide on attracting publicity, getting recognition for your efforts, and 
encouraging others to look after your community’s assets and surrounding 
environment.  
 
Media promotion can also: raise awareness, help you to gain support; and 
encourage partnerships for your initiatives from residents, local government and 
business. 
 
 
Working with the media 
 
The media tends to deal with breaking news. You are more likely to gain 
exposure for your projects if you provide your local paper or radio journalist with 
interesting, relevant information at key stages of your projects or when you hold 
special activities such as clean ups or planting days. It is important when 
planning your project to identify these opportunities to give the media enough 
notice. You might like to consider putting together a simple media timeline or 
communications plan as part of your project plan. 
 
 
Deadlines 
 
The media operate to strict deadlines. If you would like to get something in the 
paper before an event – say a tree planting day – you need to supply the 
information in time to make the edition before your event. For regional papers this 
can sometimes be as long as three weeks ahead of the event. Radio is more 
immediate but you need to make contact several days ahead of when you ideally 
would like something on air. 
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What makes a story? 
 
It is important to bear in mind that newspapers and news bulletins are the result 
of a selection process. The stories that make it are those that fill certain criteria. 
 
Stories must have: 

• a news hook; and 
• be timely. 

 
Factors that increase interest in a story include: 

• proximity (local matters of local interest); 
• prominent people (local identities, visiting personalities/dignitaries); 
• out of the ordinary (e.g. 5000 thongs picked up during Cocos (Keeling) 

Islands clean-up in 2008); 
• significance – future impacts, consequences (water conservation 

projects for a more sustainable future); and 
• human interest (e.g. Michael Filby’s one-man crusade to keep 100km 

of highway near Walpole litter free). 
 
 
Tips for targeting the media 
 
To get editorial coverage or a mention on local radio, contact the editor or 
producer of your local newspaper or radio station – you can get the contact 
number from Yellow Pages or Directory Enquiries. There are no guarantees that 
your story will be covered, but by finding an interesting angle to your story or a 
catchy introduction, you have a better chance. 
 
If you are unsure of whether your story is newsworthy, ‘phone a journalist and 
ask. They may be able to help you identify media angles. A phone call might be 
enough to attract interest in your story. 
 
Put together some information in the form of a media release or even a simple 
email that begins with the most important or overarching point of your story. For 
example: 
 

“A group of Dongara residents are getting their hands dirty  
next weekend in a clean-up of the town centre.”  

 
or 
 

“A community clean-up in Dongara this weekend  
is part of a plan to be named WA’s tidiest town.” 

 
 
See example on page 4. 
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What information is needed? 
 

 
Make sure you provide the following information:  
 
� Who  is taking part 
� When  it is taking place 
� Where is it taking place 
� Why you chose that particular location 
� What  is interesting or unique about your event 
� How you are going to manage your project 
 

 
You can add more detail but make sure it is relevant – journalists are usually 
under pressure and don’t have time to wade through pages of information. Short 
and to the point is what they are looking for.  
 
 
Photographs 
 
When you are seeking publicity after the event has happened, good pictures will 
increase your chances of getting the story published. Pictures should illustrate 
your story and include people, preferably being active or expressing an emotion 
(smiling, laughing etc.) 
 
Make sure you keep the number of people in the photo to a minimum, perhaps 
three or four at the most and make sure the photos are clear, close-up shots – 
avoid police-style ‘line-ups’ and photos where people are just tiny specks on the 
horizon.  
 
Captions are very important. Make sure your caption: 

• explains what is happening or what the picture is of; 
• gives the names of all the people (correctly spelled), unless there is a big 

group (more than six people); and 
• explains where the people are from.  

 
Example: John Smith from Happy Town Primary School plants a native tree in 
Gumnut Park as part of the revegetation project being undertaken by the Happy 
Town Tidy Towns’ committee. 
 
Make sure you have the permission of everyone in the photograph before you 
send their image to the media. If you are photographing children under the age of 
16 you will require parental consent. It is suggested you obtain this in writing. 
 



Last printed 1/19/2010 2:31:00 PM 4 

Image size  
 
Print media need high resolution images. As a general rule, images that are 
between 1 and 3 Mb will be suitable for use in a newspaper. Send images as an 
attached jpeg, don’t embed them in a Word document or a PDF. 
 

 

Media contact 

Journalists who require more information about the Keep Australia Beautiful 
programs or initiatives can be referred to DEC’s media line: 6467 5555. 
 
 

SAMPLE MEDIA STATEMENT 

 

 
Contact: (coordinator name) – (phone number) 
 
 

(Date) 
 
Community clean-up tackles rubbish problem 
 
A group of (town/locality name) residents plan to get their hands dirty next month by 
holding a community clean-up. 

 
The group has called for local volunteers to join the event and do their part to protect 
the town’s environment and amenity. 

 
(Group name or event) spokesman (or coordinator) said (town name), like many WA 
towns, had some problems with littering and said holding a Keep Australia Beautiful 
clean-up was the first step to tackling the issue. 
  
“We have a beautiful town and a great community and we don’t want it spoiled by 
having rubbish lying around our streets,” Mr/Mrs (family name) said. 
 
“We’d like to see everyone get involved in this event and take some action now for 
the future.” 
 
Mr/Mrs (family name) said the Keep Australia Beautiful clean-up would be held at 
(place) on (date and time).  

 
For more information, contact (name) on (number). 
 
Ends release 


