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Introduction
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This guide is designed to help you with volunteer and girl 
recruitment by showing you how to make the most of local 
press opportunities

It will cover:
• Benefits of generating local press
• How to find a good news story
• What to send to local media publications
• Who you should send to and how to pitch
• How and when the HQ team can help
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Benefits of local 
press coverage

Improves awareness of Girlguiding 
and what we have to offer

Helps demonstrate our relevance 
and challenges any outdated ideas 
about Girlguiding

Prompts and help drive enquiries 
and sign ups

Helps reach a new local audience 
and opportunities

Another way to reach the public 
and elevate marketing/social 
media campaigns



What makes a good regional/local news story?

 

There are lots of opportunities to generate positive press coverage in your local area. Think about 
ways you can demonstrate our key messages in action and show the fun and adventure in guiding.
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For a story to be of interest to a regional media outlet
it must have a regional/local angle or news hook

Examples of stories 
• Unit trips to exciting places the public may not expect members to go

E.g. Kent Guides make Promise at Disneyland Paris
E.g. 100 Epsom Brownies sleepover at racecourse to celebrate World Thinking Day

• An inspiring, unusual or touching story about a member or showcasing badges
E.g. Local Brownie uses first aid badge skills to save grandmother’s life
E.g. Somerset Guides save local library as part of Campaigning badge

• Social action activities
E.g. Luton Brownies make Christmas shoe boxes for refugee children 

• Unit visits from someone sharing their skills or teaching members something new
E.g. Local engineer visits Rangers to talk about careers in STEM



Challenging outdated perceptions and key messages
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Our research shows that some members of the public who aren’t involved in guiding still have 
outdated perceptions about us. They don’t realise how fun, inclusive and modern we are – and 
this can put people off joining.

Through PR, we aim to challenge these outdated perceptions through the stories we tell 
reinforcing our key messages and showing what Girlguiding is now and our offer.

For example, rather than pitching stories about units learning to sew and bake, try pitching stories 
about girls working towards their Have Adventures theme award. Or learning to navigate new 
technology using the Skills For My Future UMAs. 

Every time you pitch a story, ask yourself ‘does this story reflect how we want the public to see 
Girlguiding today?’



Key messages

Primary Girlguiding key messages

• Girlguiding helps all girls know they can do anything
• Girlguiding is the UK’s largest youth organisation dedicated completely to girls – with over 300,000 

Rainbows, Brownies, Guides and Rangers, who come together to laugh, learn, explore and have 
adventures, in communities across the UK and virtually.

• Girlguiding shows girls aged 4 to 18 a world of possibilities big and small. One where every girl can 
laugh and learn and be herself – supported by nearly 80,000 volunteers who make guiding happen by 
giving time, talent and enthusiasm.

• All girls are welcome at Girlguiding - whoever they are, wherever they're from

Girl recruitment specific:

• Girls in Girlguiding are up to 23% more confident than girls in the UK on average

For more guidance on how to write on behalf of Girlguiding please see our tone of voice guidelines 
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These are important to include in any press releases to ensure our messaging is 
consistent 

https://girlguiding.foleon.com/girlguiding-brand-guidelines/brand-guidelines/how-we-sound?_gl=1*12ct6vc*_gcl_au*NTkwOTUzMzMyLjE3MjMwMzM5NzM.*_ga*Y2NjY2NjY2NjY2NjY2NjY2NjY2NjMTYyNzk2OTY5NS4xNjY1MDU3NzEw*_ga_65DJ53B2C2*MTczMDI0MTQ3OS42ODMuMS4xNzMwMjQyNDM4LjU4LjAuNjIzMzUwNTI3


Now that you’ve got a story

You’ll need to contact different people for different sections of the media. The below table shows the different types of media 
outlets you may want to approach with a story, and who’s best to contact first:
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Who should you contact?

• Often media outlets and journalists’ specific contact details can be found via search engine e.g Google.  If not, there will almost 
always be a news desk email/phone number that you can use. News desks are usually the best place to pitch a story for 
consideration.
• Search for similar stories to the one that you're pitching to see which journalists have written about these topics in the past and 
how to contact them.
• Some publications let you submit a story through an online portal, like this: https://submit.nationalworld.com/our-publications/ 

https://submit.nationalworld.com/our-publications/


Pitching to the media

• Make sure you’re clear on your news hook and your reason for pitching the story, so that you can 
demonstrate the value of your story to the journalist and to their outlet in particular. Why should they cover 
your story, what is the regional angle? Why will their readers be interested?

• To prepare, try and summarise your story into 1 or 2 sentences. You can go into more detail later but your 
opening line needs to catch the journalist’s attention and make them think it’s worth listening to or reading 
the rest of your pitch

• If you’re pitching over the phone, it can be helpful to rehearse this out loud or with someone else. You could 
craft your pitch as an email and have it ready to recite over the phone.

• Or, you could send your pitch email with the pitch and press release first and then follow up with a phone call. 

• The best time to pitch to a local daily paper is between 3- 4pm. The daily editorial conferences will be out of 
the way, the paper will have gone to print so journalists will be looking for and interested in new content. 

• Weekly publications don’t have the same time pressure but it’s best to avoid the day the paper goes to print -
usually a Wednesday or Thursday.
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What to say and when



What to do if a journalist calls you

If someone from the local or national media calls you, make sure you: 

• Remember to take your time. It’s easy to feel pressured when a journalist puts you on the spot, but 
remember you never have to speak with the media. It’s always your choice. No matter how urgent the issue 
seems, or how rushed the journalist may be, give yourself time to think it through. 

• Take notes. Ask for: 

• Their name and publication

• Their phone number and/or email address

• A clear outline of the story they would like to cover

• Exactly what they would like from you, e.g. a comment, information, photos or a visit to a local unit

• Their deadline for the information
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In your role as a PRA, this will most likely happen in response to something 
you’ve sent out to them



When to escalate something

If you think your story might be of interest to national press

Sometimes, you might come across an exciting case study that could be of national interest. Your case study 
could have the potential to be of interest to media outside of your local area, if it: 

• Shines a spotlight on a national issue. E.g. Winchester Brownies welcome a Ukrainian refugee to their unit 

•Has the ‘wow’ factor E.g., a profoundly deaf Guide makes friends in Girlguiding despite being unable to speak 

•Is highlighting something ‘new’ or a 'first' and could be a ‘talking point’ subject  E.g., Guides campaigning for better play 
areas invited to meet with Prime Minister 

If your story has one or more of these elements, please contact your country or region office and Girlguiding 
HQ’s PR team, who can help  support you explore the opportunity of taking the story further. 

And who to contact
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Key contacts
Girlguiding North East England

• Email: info@girlguidingnortheast.org.uk 

• Tel: 01904 676076 

Girlguiding North West England
• Email: northwesthq@girlguidingnwe.org.uk 

• Tel: 01772 791 947 

Girlguiding Scotland
• Marketing and communications team: web@girlguiding-scot.org.uk 

• Press office tel: 07852 554 779

• Head office tel: 0131 226 4511

Girlguiding South West England
• Head office: swehq@ggswe.org.uk 

• Communications team: communications@ggswe.org.uk 

• Tel: 01722 329306 

Girlguiding Ulster 

• Email: info@girlguidingulster.org.uk 

• Tel: 028 9042 5212
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Girlguiding HQ PR team 

• Email: pressoffice@girlguiding.org.uk

• Press and media section on our website: Press and media | Girlguiding

• Tel: 020 7592 1891 /Out of hours tel: 0207 592 1733 

Girlguiding Anglia

• Email: angliahq@girlguiding-anglia.org.uk 

• Communications team: commsteam@girlguiding-anglia.org.uk

• Tel: 01603 737357

Girlguiding Cymru (Wales)

• Email: waleshq@girlguidingcymru.org.uk 

• Tel: 01686 688652

Girlguiding London and South East England (LaSER)
• Email: info@girlguidinglaser.org.uk 

• Tel: 0208 675 7572

Girlguiding Midlands 

• Head office: midlands.headoffice@girlguiding-midlands.org.uk

• Communications team: comms@girlguiding-midlands.org.uk

• Tel: 01530 412703
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