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The media can be a good way of promoting the study visit in both the hosting and 
participant countries. It is not hard to do, does not cost much and will not take up much 
time. Obtaining coverage in local and specialist media is not always guaranteed but is 
worth the small amount of effort that organizers and participants will need to put in. 

Education and training are topics that most consumers of the media are interested in; so 
editors may consider as newsworthy a visit attended by education and training specialists 
from a number of European countries taking place in their area. But, they have to know 
about it and be persuaded of its newsworthiness. 

The objective of this workshop was to provide the tools to achieve (mainly local) media 
coverage for study visits and help anyone interested in doing so, to prepare a narrative to 
attract the interest of journalists. The workshop gave practical advice and tips on how to 
attract local media interest and explained: 

• how “Home town stories” can have a great effect 
• how to organize interviews and photo calls 
• how to write a simple news release  
• how to identify contacts in local media and how to cultivate these contacts 
• other tips on communication methods and on planning communication activities 

 

1. Communication matters because… 

While it is not the main purpose of a study visit, communication matters because it:  

• helps gain publicity for the whole programme; 

• serves as public relations for the organising institution; 

• gives recognition for the participants (“Home town stories” are of interest when 
participants go home); 

• gives thanks to those who helped; 

• brings an issue to the attention of opinion leaders and the public; 

• is informative to colleagues/peers; 

• is of interest to the consumers of education and training (parents, employers, etc); 

• offers added interest to the group report; 

• provides Cedefop with valuable communication material; 

• offers a payback, that little bit of extra repayment for the EU funds invested in the 
Programme. While the news story for the media may be the visit and the 
participants, our objective is to get over the message that the visit is "as part of a 
study visits programme funded by the European Union" and is contributing to an 
improved future. 

 

Type of media 

The characteristics of different types of media were discussed during the workshop. 

Local and regional media are mainly local newspapers and radio stations. They are widely 
read but are usually understaffed. They typically have little resources to go to a story and 
for that reason will welcome a ‘story on a plate’, which nevertheless has to have a local 
angle. 



National Media include the national TV channels and the ‘serious’ national newspapers. 
However, even the national media are becoming increasingly fragmented and specialised. 
They are staffed by experienced / senior journalists. If the study visit is taking place in a 
capital city, where the local media are in fact the national media, it will be more difficult 
to obtain media coverage. In such cases, it is best to link the study visit story to other 
issues of concern to the newspaper, because the newspaper will want to include stories 
that are of interest to its readers and advertisers. National media also have a thirst for 
facts, figures, research and controversy. Hence, any research findings from the visit 
organiser or any research relevant to the topic of the visit that can be sent to journalists 
can also increase their interest in the visit. 

Trade/Professional Media encompass numerous titles, some of which could be in the field 
of the study visit. Most of these media are understaffed and use news releases 
extensively. 

Online Media is a huge area. These media are instantly available and people/self 
journalism is a big part of their operation and these media are used to obtaining 
information from people who are not journalists. It is relatively easy to get online through 
blogs, websites, electronic newsletters etc. to communicate the visit or to discuss the visit 
theme in these forums. 

Journalists want news. News can be defined as information not known to the recipients 
and as something that the editor thinks will sell. News is different, attractive, strange and 
should be interesting to the editor and to readers. There is then a distinction to be made 
between ‘hard’ news (i.e. information that the public needs to know) and ‘soft’ news 
(information that the public does not need to know but might like to know). The study 
visits are the latter. In this context of ‘soft news’, journalists then want some analysis 
putting events/issues into context and last but not least, they need images. 

 

2. Communication tools 

As already mentioned, it is not difficult to get media coverage, but the media need to be 
told about a study visit taking place, they will not find out on their own. There are a 
number of communication tools organisers and participants can use to make a study visit 
known to the media, as follows: 

1) News releases are a key tool for ensuring media coverage and the following 
sections offer guidance on how to prepare news releases. News releases work 
because, as already mentioned, local newspapers and radio stations are 
understaffed and they do not have many resources to develop the story 
themselves. 

2) Interviews can also be a useful communication tool. When giving interviews, it is 
wise to think about three points that need to be communicated to the journalist, 
to stay focused and to help journalists who may not always have the time to 
prepare relevant questions. 

3) Photographs are also valuable since most publications are visual. However, photos 
need to be creative, in order to be usable. A practical point to keep in mind when 
sending photos electronically is to ensure that the files being sent are not too big. 

4) Features and/or articles can are prepared mainly for journals. In case of preparing 
such a feature or article for publication, it will be important to respect the word 
limit and deadline set. 



5) Figures: If you can extract some figures from the study visit, media will be more 
interested. If there is some interesting research that has been done by the host 
organisation, or by participants and their institutions or if there is some new 
research related in some way to the study visit (e.g. ‘8 out of 10 students 
graduating from our college found a job within 6 months’), then this can be used to 
attract media interest for the visit. For it to be usable, research has to be giving 
some news. 

6) Sometimes, it may be appropriate to invite journalists to come and ‘see’ the story 
themselves, especially if the study visit involves aspects that are visual (e.g. young 
people doing something, being involved in training etc). If the study visit can be 
combined to coincide with other events/conferences/launches, then journalists 
invited would have more reasons to attend. 

 

2.1 How to write a news release 

News releases are a simple and effective communication tool. They can either be 
published as a story or they can act as a teaser for journalists to contact the writer of the 
release to obtain more details, an interview etc.  

Each news release needs to contain (ideally in the first paragraph) answers to the 
following six questions that every journalist asks: 

Who  10 teachers from Europe 

What  Are looking at how we do it 

Where  Our local school/centre 

When  Now, today, this week 

Why  Because we are good/bad 

How  European funded 

The structure of a news release can be that the first paragraph answers the above six 
questions, the second paragraph can contain a quote, the third paragraph can give more 
details on the visit, the fourth paragraph can be a paragraph describing the organisation 
sending out the news release including the contact details of someone who will be 
contactable to give further details on the study visit if necessary.  

Other points to consider when writing a news release include: 

• Giving a short, unambiguous title to the news release; 

• Asking ‘What do I want this release to do?’; 

• Adapting the narrative to suit the readership of the targeted medium; 

• Writing a short, opening paragraph of 20-35 words summing up the whole story; 

• Keeping sentences and paragraphs short and clear; 

• Answering the who, what, where, when, why and how questions; 

• Providing a usable quote (of maximum 3 lines); 

• Trying to contain the news release to one page A4; 

• Sending it to a named journalist if you can. 



2.2 Interviews 

• Choose a suitable time and place for the interview; 

• Prepare YOUR agenda, prepare 3 key points to mention during the interview; 

• Find out about the publication and person doing the interview; 

• During the interview, you can guide the discussion and suggest the questions to be 
asked by saying ‘if you were to ask me why we have organised this study visit, it is 
because…’; 

• Don’t avoid questions; but don’t get drawn off message; 

• Bridge back to your key points; 

• It is courteous to: be prepared; be on time; value their time; recognise they need 
to learn a new story every half an hour; keep promises. 

 

2.3 Pictures 

Local media are often understaffed so they will not always be able to send a photographer 
to your study visit venue to take photos. Usable and interesting photographs are always 
welcomed but it is a challenge to take group photos that are imaginative and original. 
Unusual group photos can be taken from unusual angles, in extraordinary settings rather 
than standing in front of a wall or on a staircase (e.g. the woods, inside a factory, being 
creative in using props (e.g. flags, wearing safety hats, etc). 

You can also encourage or help participants to take individual photos of themselves 
(and/or the group) for them to use to contact their own local media upon their return. 

 

3. Resolutions of the workshop 

The workshop demonstrated that communicating a study visit to the media does not have 
to be difficult. It is then up to every organiser and participant to resolve to try to 
communicate the visit to local media. Organisers and participants can resolve to: 

• Research the local media (a starting point for the national media in each country 
can be the website of the European Journalism Centre, www.ejc.nl, which hosts 
media profiles for all EU member states); 

• Write a simple news release about the study visit, following the guidance provided 
above on how to write news releases; 

• Take a picture from the study visit; 

• Telephone a journalist to organise an interview; 

• Drop the news release by hand to a local media or send it out by email; 

• Help others to get coverage too, in their own locality. 

 

http://www.ejc.nl

