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Today we’ll cover:

• Why you should share your news with 

the media

• Good examples of news stories with 

Andy Read

• The different ways of engaging

• Tips and tricks 

• Notes from the editor: Andy Read



BUT WHY?
SHARING YOUR STORY 

• Combating fake news - have the news outlets got it wrong? 

Correct them with real case studies 

• Positive press will help the fishing industry 

• Educating your audience on the realities of fishing life 

• Celebrate the wins, you might inspire someone else to do 

the same 

• Showing fishermen as individuals, rather than as one big  

industry where everyone is the same 

• Building a profile that will influence policy, managers, 

and government in their decision-making



EXAMPLES FROM: 

Andy read 
Fishing news



There are lots of ways to engage

• Media advisory 

• Press release 

• Series 

• Responding to a call out 

• Letter to the editor

• Press tour 



• Exclusively sent in advance 

of a newsworthy event / 

announcement 

• Details the ‘who’, ‘what’, 

‘when’ and ‘where’ 

• Comes before press release 

PRESS TOOLS 
ENGAGING WITH THE MEDIA 

press release

• A short, punchy headline, 

followed by a ‘lede’, followed 

by 500-800 words of 

newsworthy, copiable text

• Includes quotes from 

relevant sources

• Does not include opinions 

(unless in a “quote”)

SERIES Responding to a 
call out 

LETTER TO AN 
EDITOR

• High-value, long lead-in, lots of 

communication with an editor 

• Common theme / hook 

• Sector publication e.g., Fishing 

News 

• Publication asks for feedback 

or stories from the industry 

• Example: MCA Small Vessel 

Code 

• Informal 

• Low effort 

• Personal 

• Sticks to the facts 

• Ends with a call to action 

press TOUR 

• High-impact, high effort 

• Key announcement, big event 

• In-person experience 

MEDIA ADVISORY 



The hook
tIPS FOR WRITING A PRESS RELEASE 

Your ‘hook’ is the reason WHY your story is interesting.

Journalists trade in hooks. They know readers will only 
read stories that spark genuine interest.

Bait your hook carefully! Tie it into:

• A FIRST

• A PROUD MOMENT FOR YOUR COMMUNITY

• A POLITICAL MOMENT

• A BRANDING MOMENT

• PEOPLE'S IDENTITY

• SOMETHING EMOTIVE



AN EXAMPLE
tIPS FOR WRITING A MEDIA ADVISORY 



Wanted! Stories.

Andy read 
Fishing news



Thanks for your time.
Any questions?
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