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Introduction 
 
This toolkit provides a step-by-step guide to help you get publicity for your local 
Arrhythmia Awareness Week activities. 
 
By following the guidance provided in this toolkit you should be able to achieve 
some coverage in local newspapers, on radio and perhaps on TV.  
 
The toolkit contains guidance on how to approach the local media and what 
information to provide them with. It provides tips on adapting template press 
materials to make them locally relevant, preparing spokespeople and case 
studies, and timing of media activities for best effect. 
 
If you already have experience working with the local media then you might like 
to use and adapt the template materials included within the toolkit. 
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1. Objectives of this toolkit 
 

·  To help you secure local coverage for your Arrhythmia Awareness 
Week activities in print, radio and TV outlets 

·  To provide a step-by-step guide to implementing a media campaign 
·  To provide template press materials that you can adapt and use  
·  To provide details on national media activities and support available. 

 
 
2. Why a media campaign? 
 
Using the media is a very effective and cost-efficient way to get your message 
over to the widest possible audience in your area. 
 
Having put a huge amount of effort into organising your Arrhythmia 
Awareness Week activities it makes sense to spend a little time to let people 
know what you are doing during the week. 
 
While the Arrhythmia Alliance will be focusing on securing national TV, radio 
and print coverage there are plenty of opportunities to promote your initiative 
particularly with your local media. It is often a local story, directly related to 
where they live or work, that can make the most impact. 
 
 
3. What is involved in a media campaign? 
 
A media campaign can be as big or as small as you like depending on the 
time you have available. Naturally, the more time you have to put into the 
campaign the greater the outputs. However, even a few basic activities should 
still generate some good results and coverage in your chosen press. 
 
The main activity for a media campaign is putting together a press release 
and sending it to media targets (local newspapers, magazines, television and 
radio stations).  Our template press release could be adapted for this purpose, 
supplemented with your own local information.    
 
In addition you should try to find the time to: 

·  talk to journalists directly about the story 
·  find and brief local spokespeople who are involved with or supportive 

your activity – working with local celebrities can often enhance your 
activity 

·  be available to go to the local radio studio if requested 
·  organise a press conference or photo opportunity. 

 
This toolkit provides details on how to organise all these elements (see 
sections 7-15) and provides template materials for you to use (see Appendix 
B). 
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4. Resources available to support your campaign 
 
Use our templates to adapt with local details and statistics. These include: 

·  Press Release 
·  Backgrounder on arrhythmias 
·  Media Alert (for radio and TV) 
·  Q&A 
·  Briefing Sheet (for spokespeople) 
·  Coverage Table 

 
You can get advice on running a media campaign from the Arrhythmia 
Awareness Week team at the Arrhythmia Alliance on 01789 450787 
 
 
5. Theme for Arrhythmia Awareness Week 2010 and key  messages 
 
The overall theme for this year’s Arrhythmia Awareness Week is Know Your 
Pulse  
 
There are five key messages related to the campaign: 

1) Arrhythmia Alliance is promoting routine procedural pulse checks in GP 
surgeries, as exist for weight and blood pressure   

2) Everyone needs to ‘Know Your Pulse’ as it is one of the most effective 
ways of identifying potential cardiac arrhythmias   

3) An arrhythmia is caused by abnormal electrical activity in the heart which 
affects the way the heart beats – more than 2 million people in the UK have 
an arrhythmia 

4) Untreated, some arrhythmias can lead to sudden cardiac death, stroke and 
loss of consciousness 

5)  This week is Arrhythmia Awareness Week (7th-13th June 2010) 

Find out how to take your pulse at www.knowyourpulse.org 
 
 
6. Using key messages in media activities 
 
Key messages are designed to ensure a consistent approach to 
communicating both locally and across the country. 
 
You may have different messages that you would like to communicate locally 
or based on your particular activity. It is important to agree your local key 
messages first and use these as the basis for your media materials (press 
release etc). What is important is that you agree your key messages and use 
them throughout your activities. 
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You might like to use the national AAAW key messages as a basis for your 
local activity replacing some of the messages with others that are more 
specific to your local activities or these circumstances.  
 
Where possible we would encourage you to provide the web address of 
www.knowyourpulse.org as a source of further information – as this will tie 
together the campaign and deliver the main message: Know Your Pulse. 
  
Key messages can also be used to evaluate the coverage you achieve (see 
Section 15 for more details). You can assess how many are included in each 
piece of newspaper coverage, or how many key messages your 
spokesperson was able to communicate during an interview which will give 
you a measure of how well your coverage has supported your local activity.  
 
 
7. Preparing for Arrhythmia Awareness Week media ac tivities 
 
Pick your media targets The first step is to work out which publications, 
radio stations and TV channels you want to target. Think about which radio 
stations are popular (have a high number of listeners) and which stations 
carry local news. There are usually two local TV news programmes (one on 
BBC and one on ITV) which are broadcast at lunchtime and at either 6pm or 
6:30pm. For the print media identify your local daily and weekly newspapers. 
 
Throughout the day, each station will broadcast a range of programmes some 
of which might ideally suit the local activity you are running.  For example, a 
chat show might agree to dedicate part of its programme to your local activity 
if you are able to provide speakers/ interviewees.  Look through the local 
listings to get some ideas and try and sell in your activity to suit the 
programme format. 
 
Build your media list. To develop a detailed media list call the newspaper, 
radio or TV station and ask to speak to the newsroom. You will then need to 
ask: 

·  Who covers health-related stories 
·  Preferred method of receiving information – fax, post or email 
·  When their deadline is for news stories (you don’t want to miss the boat 

for a weekly publication or call a journalist when they are frantically 
trying to meet a deadline!) 

 
Select a spokesperson . Next, think about who will be available as a 
spokesperson for your campaign. Journalists on newspapers will often want to 
interview the spokesperson for 5 or 10 minutes over the phone and you will 
also need someone who is prepared to discuss Arrhythmia Awareness Week 
in a radio studio or on television. 
 
They might be a healthcare professional or a prominent local figure linked to 
campaign in some way. You need to make sure they are fully briefed on your 
activities and are familiar with and supportive of your key messages for 
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Arrhythmia Awareness Week. You might consider a local MP or even 
celebrity/sportsman. 
 
Once you have selected a spokesperson you will need to make sure they are 
available at various times before Arrhythmia Awareness Week and during the 
week itself. 
 
Identify people who would make good case studies . Journalists will 
usually want to talk to someone who can provide a human face to your story, 
interviewing them and including quotes in their article.   
 
This may be someone who has an arrhythmia themselves or is close to 
someone who has suffered from the problem. People who have lost someone 
close to them to a heart rhythm disorder may be prepared to share their 
experience to help raise awareness of the condition. However, it is important 
that you approach this with sensitivity.  
 
Ask people that you think have an interesting story to share during Arrhythmia 
Awareness Week if they would be willing to talk to the media as a case study.  
Help to prepare your case studies by giving them as much information as you 
can about your activities and about the interviewers.   Prepare the journalist 
by providing background information on your case study and even suggesting 
some points they might like to discuss with them. 
 
Newspaper interviews are usually conducted over the phone, although a 
photographer may visit them to take a picture for the local paper. If they are 
required for local radio they will probably have to visit the local radio studio. 
While the interview would be only a few minutes they may need to allow an 
hour of their time for a radio interview. 
 
 
8. When to start planning your media campaign 
 
Ideally you need to start planning your media campaign about three or four 
weeks ahead of Arrhythmia Awareness Week – so early May time. The most 
time intensive part of the campaign will be the two or three days leading up to 
Arrhythmia Awareness Week but being prepared will make this run smoothly. 
 
Appendix A includes a suggested time plan. You may need to adapt this if you 
have key activities taking place on certain days.  
 
 
 
 
 
 
 
9. Writing press materials 
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You can use the template press materials available with this pack and adapt 
them to suit your own needs. 
 
The core resource is the press release.  Make sure it includes a quote from 
your spokesperson and any local statistics that might be of interest, e.g. “last 
year <number of people> in the <local> area were diagnosed with 
arrhythmia”.  You might also want to include a comment from a patient, 
perhaps your case study. 
 
It is important that the press release grabs the attention of the journalist. To 
achieve this, the headline and opening paragraphs need to be eye catching 
and contain the most interesting points. This will encourage the journalist to 
read on and find out more. The journalist will want to know that the story is 
relevant to their readers; this is why it’s important to include local statistics, 
spokespeople and case studies. 
 
Put the story at the top.  Make sure that the headline and the first one or two 
paragraphs grab the attention of anyone reading the materials and give them 
the top-line details they, or their readers, want. Include information about the 
activities you have organised for Arrhythmia Awareness Week as high up in 
the release as possible. Keep the press release as short as possible, ideally 
no more than two pages.  
 
Remember the contact details.  Make sure that your contact details are at 
the end of the release so journalists can contact you for further information.  
 
Use the Media Alert  template to send to radio producers, TV journalists and 
photographers at least a week before Arrhythmia Awareness Week so that 
they can put the event in their diaries and know it is coming up.  Keep this to 
one page.  You can follow it up with the press release a couple of days before 
the event. 
 
Timing of the press release  You should plan to send the Press Release to 
all media approximately two or three days before Arrhythmia Awareness 
Week – but clearly stating that there is an embargo on the story. A release 
with an embargo date on it means that a journalist should not publish a story 
until after the designated date/time – usually 00:01 on the day you want the 
story to appear. 
 
You may want to get some publicity in a local newspaper the week before the 
event – so consider contacting the local paper at least a week before the 
event so they have time to include it in that week’s edition. 
 
 
 
 
 
 
10. Preparing spokespeople for interviews with the media 
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Adapt the Briefing Sheet to include details on your local initiative and any local 
statistics you can get hold of. Make sure that anyone who might be 
interviewed has this in plenty of time for the interview. 
 
A spokesperson should identify three main points they would like to get over 
during an interview and keep those front of mind - these main points should 
be decided from your local key messages.  Rehearse with them by asking a 
few general questions about Arrhythmia Awareness Week so they can 
practice getting their 3 main points across e.g. 

Q: What is Arrhythmia Awareness Week? 
Q: Why is this week important for people living in the <local> area? 
Q: What activities are happening this year for Arrhythmia Awareness 
Week and what do you hope people will learn from them? 

 
 
11. Following up the release with the media 
 
Journalists receive a number of press releases every day. Don’t necessarily 
expect your release to stand out on its own. It is important to alert journalists 
to your story by giving them a follow-up call and going over the key messages 
of your local initiative. 
 
Make a few short notes about your story including the key messages – what 
is happening, when it is happening and why it is important – to help guide you 
when talking to the journalist. 
 
Simply call them up, introduce yourself and talk through the main points of 
your story. Tell them about any spokespeople or case studies you have 
available for comment. 
 
The best time to call a newspaper journalist is about 10:00am. At this time 
of the day they decide the stories they will be covering for the following day 
and will often have an editorial meeting at about 10:30am or 11:00am to 
discuss their proposed stories with the editor. 
 
If there are any questions you can’t answer, don’t panic - tell them that you 
will find out the answer and get back to them. 
 
Try and talk to the journalist personally as they may be too busy to respond to 
an answer phone message or a note left on their desk by a colleague. 
 
Most weekly newspapers ‘go to print’ on a Wednesday. So you need to make 
sure they get your press release on the Monday in order for it to be 
considered for that week’s edition. Often speaking to journalists on these 
publications on a Thursday or Friday is good to give them advanced warning 
of the event/story. 
 
 
12. Organising a photo/filming opportunity 
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If you have an event taking place that you think would make a good photo for 
the local paper or might make a good news story for the TV news then 
organise a photo opportunity. 
 
Think about what sort of photos feature in the local paper or what events 
feature as an item on the local TV news – and ensure that you follow these 
steps: 
 
Pick one or two spokespeople who are available to comment or give a short 
interview 
 
Adapt the  Media Alert  to make it an invitation to a photo opportunity 
 
Send the Alert  to print journalists and TV news teams a couple of weeks 
before the event, and follow up the week before and contact them one final 
time the day before the event. 
 
The best time of day  for a photo opportunity or TV filming opportunity is 
about 10am. 
 
Make sure your spokespeople are briefed and prepared to answer any 
questions that the media could ask them.  
 
Give out press packs  to the photographer or film crew so they are reminded 
of your messages.  
 
Be prepared to be flexible . Some journalists may want to interview one of 
the spokespeople at a different time. If a TV crew arrives they may want to 
rearrange seating or space to make sure that they get a good shot. 
 
 
13. Tips on working with journalists and the media 
 
·  Do think about the 2 or 3 main points you want to get across and find ways 

to incorporate them into your answers. 
·  Don’t tell a journalist anything you wouldn’t want them to print – there is no 

such thing as ‘off the record’!  
·  Don’t use jargon or acronyms – you may be familiar with them but other 

people may not 
·  Don’t move around, sway or fidget in a TV interview. If you’re standing, 

plant your feet on the floor. If you’re sitting, be upright but not stiff.  
·  Do slow down when talking, especially during a radio interview…it can be 

tempting to garble through what you want to say, and that may make it too 
difficult for listeners to understand.  Try practising this with a friend – you 
might be surprised by how much slower you need to speak. 

·  Do answer the question. If you are asked a negative question or a 
question that is not very relevant don’t ignore it.  Acknowledge the 
question and try to bring your response back to something positive by 
using a bridging phrase such as “but the most important thing is” or  “but 
what really matters here is”.  
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·  Do be relaxed…you’re the expert on your own initiative. 
 
 
14. Evaluating the success of your campaign 
 
Make sure that you keep track of any coverage you achieve, whether it’s 
press cuttings or broadcast recordings.  This will help you to evaluate the 
success of your campaign. 
 
It may be useful to fill out a table with the details of the coverage achieved. A 
template Coverage Table is included in this pack.  
 
 
15. Sharing the success of your campaign 
 
We would love to hear about your local campaign and to receive details of any 
coverage you get. 
 
Please send any clippings or information on your success to the Arrhythmia 
Alliance via email: info@arrhythmiaalliance.org.uk; or in the post to: 
Arrhythmia Alliance 
PO Box 3697 
Stratford-Upon-Avon 
Warwickshire 
CV37 8YL 
 
 
16.  How to contact Arrhythmia Alliance 

 
You can find out more about Arrhythmia Awareness Week at our website: 
 
Also, www.knowyourpulse.org will have all information that members of the 
public will need to know for the campaign. 
 
And please feel free to contact us with any queries you may have: 
 
Tel  01789 450787 
Email   joanna@heartrhythmcharity.org  
Website     www.knowyourpulse.org. 
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Appendix A – Suggested Time Plan for Media Campaign  
 
 

 
 
 

May 

June  

w/c 10 May 

w/c 17 May 

w/c 24 may 

w/c 31 May 

 
w/c 7 June 

Think about target publications, radio 
and TV and develop media list 

Approach spokespeople for availability 

Adapt Press Release and Media Alert 

Finalise Press Release and Media Alert 
including approval of any quotes used 

Send out Media Alert to 
TV and Radio 

Brief your spokespeople and adapt Q&A if 
required 

Adapt Brief and send to spokespeople 

Send out Press Release 
Follow up story 
with media 

Hold photo opportunity if 
part of campaign Facilitate 

interviews 
with media 

Arrhythmia 
Awareness Week 
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Appendix B – Template Media Materials 
 
Includes: 

·  Press Release 
·  Backgrounder on Arrhythmia 
·  Media Alert (for radio and TV) 
·  Briefing Sheet (for spokespeople) 
·  Coverage Table 
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Template Press Release 
 
 
Embargoed until 00:01, 7 June 2010    

 
<Local Initiative > launched as part of  

Arrhythmia Awareness Week 2010 
 

Public encouraged to ‘Know Your Pulse’ to help prev ent deaths from 
cardiac arrhythmias 

 
  
7 June 2010, <place> - A <local initiative…add details> has been launched in 
<location/area> encouraging people to Know Your Pulse. Launched as part of 
Arrhythmia Awareness Week 2010, <what will be happening> to help people 
to understand that the pulse is the most effective way of identifying potential 
cardiac arrhythmias. 
 
Cardiac arrhythmia – abnormal electrical activity in the heart which affects the 
way the heart beats – is the number one killer in the UK. More than 2 million 
people in the UK have an arrhythmia and it affects people of any age. 
Untreated, arrhythmia can lead to sudden cardiac arrest, stroke and loss of 
consciousness. 
 
Add details on the initiative: What is happening, where it is happening, who is 
involved, what people will get out of it?  
 
Arrhythmia Awareness Week runs from 7 to 13 June 2010. The national 
campaign aims to raise awareness and promote better understanding of 
arrhythmic conditions. The Arrhythmia Alliance, the organisation behind the 
campaign, is working towards regular routine pulse checks as exist for blood 
pressure and weight. 
 
<Name> a <position> from <place of work> and one of the organisers of <the 
initiative> comments: 
“Knowing your pulse is one of the most effective ways to identify if you might 
be suffering from a cardiac arrhythmia. We are encouraging members of the 
public to have a better idea of what their ‘normal’ pulse is and to regularly 
check their pulse so that they can identify if there is anything unusual about it 
in the future. If they pick up an unusual pulse then they should talk to their 
doctor.” 
 
An arrhythmia is when the heart occasionally or consistently beats too quickly, 
too slowly, abnormally or irregularly. Cardiac arrhythmias vary widely in type 
and severity. Once diagnosed, cardiac arrhythmias can usually be treated 
effectively with drugs, devices, surgery or a combination of these approaches. 
 
Trudie Lobban, Founder and Trustee of Arrhythmia Alliance, comments: 
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“Finding out about arrhythmias early could improve a patient's chance of 

finding a successful treatment and could save their life. That is why 

Arrhythmia Alliance wants routine procedural pulse checks as exist for blood 

pressure and weight.”  

 
People can download a simple 4 step guide on how to take their pulse at: 
 

www.knowyourpulse.org  
 
 

- ends - 
 

For further information about the <initiative> contact: 
<Name>, <telephone number>, <email address> 
 
For information on Arrhythmia Awareness Week contact: 
Joanna Fearnley on 01789 451 823 or email: joannag@stars.org.uk    

 

Notes to editors: 

·  Arrhythmia Awareness Week gives anyone with an interest in heart rhythm 
disorders, their symptoms and effects, the opportunity to raise awareness 
and promote better understanding of arrhythmic conditions. 2010 marks 
the seventh Arrhythmia Awareness Week.  

·  AAAW is organised by the Arrhythmia Alliance (A-A), a coalition of 
individuals, patients groups, charities, professional medical groups and 
industry allies. These groups work together under the Arrhythmia Alliance 
umbrella to raise awareness of cardiac arrhythmias and to promote timely 
and effective diagnosis and treatment of arrhythmias leading to an 
improved quality of life. 
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Template Backgrounder 

 
 
 
 
 

Backgrounder: Know Your Pulse & Arrhythmia Awareness Week 

 

Cardiac Arrhythmias 

·  Cardiac arrhythmia is the No. 1 killer in the UK. Arrhythmias kill more 
people than lung cancer, breast cancer and AIDS combined. 

·  Cardiac Arrhythmias affect more than 2 million people (diagnosed and 
undiagnosed) in the United Kingdom and is consistently in the top ten 
reasons for hospital admission. 

·  A minimum of about 1 of every 85 members of the British population, from 
infants to the elderly, with a heart that occasionally or consistently beats 
too quickly, too slowly, abnormally or irregularly. 

·  Arrhythmias include: 

o Atrial fibrillation – where the upper chambers of the heart (the atria) 
beat irregularly. 

o Bradycardia – unusually slow heart beat (less than 60 beats per 
minute) 

o Tachycardia – unusually fast heart beat  (more than 100 beats per 
minute) 

o Sudden Cardiac Arrest – when the heart stops beating 
unexpectedly due to irregular electrical activity in the heart   

·  Up to 120,000 individuals are misdiagnosed with epilepsy when the 
majority are in fact suffering with a cardiac arrhythmia.  

·  100,000 people die every year from sudden cardiac arrest resulting from a 
lethally fast heart rhythm. 

·  Treatment for cardiac arrhythmias include: 

o Drug therapy – such as beta blockers or calcium channel blockers 

o Devices – such as a pacemaker or ICD (implantable cardioverter 
defibrillator) 

o Surgery – including catheter ablation  
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o Or a combination of these approaches 

 

Knowing your pulse 

·  A normal pulse is between 60 and 100 beats per minute but there may be 
perfectly normal reasons why a heart beat is faster or slower than this 
such as age, medications, caffeine or stress/anxiety.  

·  You should see your doctor if you have a pulse rate persistently below 40 
beats per minute or over 120 beats per minute. 

·  One of the easiest places to feel your pulse is on your wrist, just below 
your thumb. You can feel your pulse in other areas of your body too 
including the crease of your elbow, in your groin and behind your knee. 

·  Find out how to Know Your Pulse (and download a 4 step guide to taking 
your pulse) at: www.knowyourpulse.org  

 

Arrhythmia Awareness Week 

·  Arrhythmia Awareness Week gives anyone with an interest in heart rhythm 
disorders, their symptoms and effects, the opportunity to raise awareness 
and promote better understanding of arrhythmic conditions. 2010 marks 
the seventh Arrhythmia Awareness Week.  

·  AAAW is organised by the Arrhythmia Alliance (A-A), a coalition of 
individuals, patients groups, charities, professional medical groups and 
industry allies. These groups work together under the Arrhythmia Alliance 
umbrella to raise awareness of cardiac arrhythmias and to promote timely 
and effective diagnosis and treatment of arrhythmias leading to an 
improved quality of life 

·  Arrhythmia Awareness Week coincides with World Heart Rhythm Week 
(WHRW) which aims to bring individuals and organisations together from 
across the globe to highlight arrhythmias and raise awareness on an 
international scale. 

·  More information is available on the website at www.knowyourpulse.org  
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MEDIA ALERT/ADVANCE NOTICE 

Date for Diary 
 

Information embargoed until 00:01, 7 June 2010   
 
 

New <initiative> launched as part of  
Arrhythmia Awareness Week 2010 

 
 

What: Details on your local initiative or activity. 
 
Why: The <initiative> is part of Arrhythmia Awareness Week 2010 - a 

national initiative that runs from 7 to 13 June 2010 – which is 
calling on the public to Know Your Pulse. It is important for 
people to Know Your Pulse because: 

·  Cardiac arrhythmia is the No. 1 killer in the UK.  

·  Cardiac Arrhythmias affect more than 2 million people 
(diagnosed and undiagnosed) in the United Kingdom and is 
consistently in the top ten reasons for hospital admission  

·  The pulse is the most effective way of identifying potential 
cardiac arrhythmias 

  
When: From <time>, <date> June 2010 
 
Where: <Location> 

 

 
Photo/filming opportunity  and interviews  available with 

<details of spokespeople>, <details of any case stu dies> 
 

For more information or to secure an interview 
call <name> on <telephone number> 

Or email: <email address> 
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Template Spokesperson Brief 

 
Arrhythmia Awareness Week Spokesperson Brief  

 
Thank you for agreeing to be a spokesperson for our Arrhythmia Awareness 
Week activities. This brief will provide you with the information you need on 
the initiative and some tips on talking to the media.  
 
What is Arrhythmia Awareness Week? 
 

Arrhythmia Awareness Week gives anyone with an interest in heart rhythm 
disorders, their symptoms and effects, the opportunity to raise awareness and 
promote better understanding of arrhythmic conditions. 2010 marks the 
seventh Arrhythmia Awareness Week.  

AAAW is organised by the Arrhythmia Alliance (A-A), a coalition of individuals, 
patients groups, charities, professional medical groups and industry allies. 
These groups work together under the Arrhythmia Alliance umbrella to raise 
awareness of cardiac arrhythmias and to promote timely and effective 
diagnosis and treatment of arrhythmias leading to an improved quality of life 

Arrhythmia Awareness Week coincides with World Heart Rhythm Week 
(WHRW) which aims to bring individuals and organisations together from 
across the globe to highlight arrhythmias and raise awareness on an 
international scale. 
 
Further information is available online at www.knowyourpulse.org  
 
Details of the local activities 
 
Add in details on your local initiative/campaign. 
What is it…who is involved…how does it work…etc 
 
 
Getting the main points across 
 
These are the local key messages that we would like to communicate. It is not 
easy to be able to get all of them over during an interview, especially if it is a 
short one. So use these to decide three main points  that you want to stress 
during the interview: 
 

·  <Initiative> is part of Arrhythmia Awareness Week  
·  Throughout the week we are encouraging people to Know Your Pulse 
·  <Add in other key messages> 
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Local media targets 
 
We have approached the following publications and media outlets, who may 
be interested in interviewing you: 

·  Add details of places you have targeted – print, radio, TV 
 
If you have any questions or queries 
 
If you have any questions about the initiative or Arrhythmia Awareness Week 
contact <Add in local organiser details>. 
 
 
Tips for talking to the media: 
 
Below are a few tips that might be handy for preparing yourself for interviews 
with the media…although the most important piece of advice is to remember 
to relax! 
 
�  Try to think in advance about two or three key points you would like to make 

during the interview. Interviews usually pass very quickly and you can easily find 

that you are out of time when you still want to make an important point 

 

�  When you are to be interviewed, arrive in plenty of time. This will give you the 

opportunity to meet the interviewer and to gather your thoughts 

 

�  Take a few sips of water ahead of the interview. This helps to prevent a dry 

mouth, which might make you sound nervous 

 

�  Establish whether the interview is to be “live” or pre-recorded.  If it is pre-recorded 

and you say something you would like to change, you can usually ask for the 

recording to stop and take the question again.  Obviously you can’t do this in a 

live interview! 

 

�  Turn off your mobile phone, to make sure you won’t be disturbed during the 

interview 

 

�  Try and respond to each question. Give succinct answers and do not be tempted 

to ramble or stray off the point 

 

�  Try not to use medical jargon or technical language – the listeners or viewers are 

unlikely to know as much about health matters as you do! 

 

�  Some people who read, hear or see the interview will want to know how they can 

get involved in the initiative or find out more how to take their pulse, so remember 

to mention the website: www.knowyourpulse.org   
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�  If you are conducting a TV interview try not to fidget, and don’t be tempted to look 

at the camera – remember to keep looking at the interviewer who is asking you 

the questions 

 

�  And finally, remember that you have been invited to be interviewed because 

people want to hear your views, not those of a professional broadcaster. So just 

be yourself …that’s who they want to interview! 
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