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What is PR?
Unlike advertising, you are unable
PR is diﬀerent to Advertising and
although both deal with the media, to control what they say about
your pub and there is no guarantee
the similarities end there.
that the journalist will feature your
Advertising
pub as competition for space is
This is paid for, guaranteed space
keen. However, as well as being
where you, the advertiser, have
free, this type of publicity brings
total control over what is said
with it the implied endorsement of
about your pub in the advert
the publication or programme in it
appears, making it very persuasive
PR
and eﬀective and often even more
This involves talking with and
valuable than advertising.
writing to journalists with the aim
of getting ‘editorial’ coverage,
i.e. of getting your pub featured
in articles they are writing or in
programmes they are making at
no cost to yourself.

This pack is designed to help you
get publicity for your pub in your
local media.

> What is PR?
> What media are likely to be
interested in your pub?

> What does this pack cover?
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What media are likely to be interested in your pub?
The most likely media to be
interested in pub stories are your
local papers and ‘What’s On’
magazines and local ‘What’s On’
websites. But if you are doing
something really out of the
ordinary that would be considered
newsworthy, you could also try
your local TV and radio stations.

This pack is designed to help you
get publicity for your pub in your
local media.

> What is PR?
> What media are likely to be
interested in your pub?

> What does this pack cover?
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Don’t forget the trade media,
such as ‘The Morning Advertiser’,
‘Bar Magazine’, ‘Pub & Bar’ and if
you’re in Scotland the ‘SLTN’ and
‘The Dram’ if you’ve had a great
refurbishment, award win or are
doing something diﬀerent. You can
always post this coverage on your
website or facebook page.
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What does this pack cover?
The pack looks at how to get free
editorial coverage for your pub with
special sections on refurbishments
and promoting an award win
It also looks at promotions,
competitions and advertorials
which are another part of PR and
an alternative to advertising.

This pack is designed to help you
get publicity for your pub in your
local media.

> What is PR?
> What media are likely to be
interested in your pub?

> What does this pack cover?
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02 How to get
editorial coverage

Step 1: Decide on a news story

> Step 1: Decide on a news story

For example:

> Step 2: Find out about the local media

• an unusual promotion

> Step 3: Make a timing plan
> Step 4: Contact the media

To get coverage you need to have
something interesting happening.
• a refurbishment
• a story about a customer
or member of staﬀ
• a charity fund raiser
• an event
• winning an award

> Step 5: Organise photography
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As a rule, a news story should be:
current, diﬀerent or out of the
ordinary and interesting to more
than you and your staﬀ. It could be
the largest, the ﬁrst, or something
that the community would
welcome, such as free parking in
the car park during the school run.
Once you have a story for the media,
think about how you can give it an
angle to make it more exciting.
Look at calendar events over the
year and think about what you
could do at your pub which would
be interesting.

For example, why not get all staﬀ
to have their faces painted in
national/team colours for a major
sporting event and oﬀer a facepainting facility to customers in
return for a 50p to £1 to charity
for every face painted. Visually this
would make a good photograph
to accompany a story in the press.
Look at your local papers to get an
idea of what they like to cover.
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Step 2: Find out about your local media
Look at your local media and see where your story could be used. For example:
• stories about events could go
in the what’s on section and
the news pages
• an award win would go on the
news pages
• refurbishment stories could go
to the news pages and a pub
review section
• an eating out section is a
good place to invite journalists
to review the food on oﬀer or
the launch of a new menu
• if you are starting up a sports
teams, details could be sent to
the sports and news sections
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Step 3: Make a timing plan
It is most usual for stories to be
used on one occasion but some
stories have up to three lives.
BEFORE
the event

> Step 3: Make a timing plan
> Step 4: Contact the media

|

DURING
the event

AFTER
the event

PART OF THE

So if you are clever, you may get
it used more often. Whatever the
timing, the story must be current.

To let people know what is happening and when. e.g. if your pub is closing for a
refurbishment: how the pub is changing, how much it is costing, when you will
reopen. If you’re holding an event, e.g. trying to break the Guinness Book of Records
for something, invite people in the community to join in. If you’re a ﬁnalist in a
regional or national award get publicity before the overall winner is announced.
e.g. for a refurbishment story, the discovery of something interesting on site
such as a hidden room or old artefact. If it is an event a photo of customers
enjoying the event or participating in a challenge.
The outcome of what has happened. e.g. the amount of money raised after
a fundraiser; how the pub or a member of staﬀ has won a competition;
the opening celebrations on completion of a refurbishment.

COMPANY

All newspapers have deadlines for
receiving information and every
section will be diﬀerent e.g. a pub
review column will typically have
an earlier deadline than the news
section. Call each section to which
are you are sending information
to ﬁnd out their deadline. N.B.
some local monthly ‘What’s On’
magazines might want the
information six weeks in advance.
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Step 4: Contact the media
WHO?

Who is involved.
What is happening. Don’t forget

> Step 1: Decide on a news story

WHAT?

you’ll need an interesting angle.

> Step 2: Find out about the local media

WHEN?

When it is happening.

> Step 3: Make a timing plan

WHERE?

Where it is.

> Step 4: Contact the media

WHY?

Why it is happening.

> Step 5: Organise photography
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Before you contact the media
be prepared with the facts, as
shown in the table on the left.
The media may be happy to
accept your story verbally on the
phone but often request written
details particularly if they are big
papers. If you can, do this as a
press release – see Section 06
for examples and tips on how
to write one.

However you go about it,
remember there is strong
competition for space so be
positive and enthusiastic and
focus on what is diﬀerent/
newsworthy about your story.
Follow up with a phone call a day
or so later to check the journalist
has received the story and whether
they need anything else.
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Step 5: Organise photography
Good photography will help get your story into the media.
Finding a photographer
If you are having a big event,
tell the picture desks of your local
papers and see if they’ll send a
photographer. They won’t be able
to guarantee this, so to be sure
of getting photographs you will
need to use your own professional
photographer too – amateurs
should not be used. Try to ﬁnd a
recommended photographer with
experience of getting photos in
newspapers – the picture desk at
your local paper can often suggest
someone they use. It will likely cost
from £100 to £150.
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Brieﬁng the photographer
• Explain the background to
paper’s picture desk and see
the event and what papers/
if they like them.
magazines you hope the story
• Give the photographer all the
will appear in.
details for the day – timing,
• Agree what shots they will take,
address etc, the deadline by
discuss ideas with them and pick
which the papers need the
their brains. As a rule, the more
shots and what format you
eye-catching the shot, the more
want them in.
likely it will be used. Look through
back issues of your local papers
and see what kinds of photos
they use and think about what
would best convey your activity in
an exciting way. If in doubt, run a
couple of options past your local
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Step 5: Organise photography
Photography formats
It is usual to provide photography to
newspapers and other publications
as jpegs with a minimum dpi of 300
(the photographer will understand
this!) but you will need access to the
internet and a computer to receive
them from the photographer and
choose the shots you want. You
should then email the chosen
shots (don’t send more than 3) to
journalists with the details of your
activity and of who is in which
picture and where it is taken. The
photographer should be able to
email the shots to you the day after
they have taken them at the latest.
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If you do not have access to
a computer or the internet,
get the photographer to
produce a contact sheet with
all the photographs taken on it,
and see if photographer can
email shots direct to newspaper
with a covering note or press
release from you and your
contact numbers.

Don’t forget:
• Close up or tightly focused shots
often work best.
• Make sure the pub looks good.
Move unattractive objects
e.g. heaters. Think about the
background – don’t take the shot
in front of signs such as such as
‘ No cheques allowed’ or with
customers watching behind.
• Promote the pub. If you can, get
the pub sign or another item with
the pub’s name on it in the back
of the shot.
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> How to get
publicity for
your pub

01
02
03
04
05
06
07
08
09

Introduction
How to get editorial coverage
Promotions and competitions
Advertorials
The rules of speaking to the media
Tips on writing a press release
Social media
Refurbishments
Promoting award wins

PART OF THE

COMPANY

Expert support at your ﬁngertips.

> How to get publicity for your pub
Contents

|

01

|

02

|

03 |

03 Promotions and
competitions
These can be more eﬀective and less
costly than advertising. You can use
them instead of or in conjunction
with editorial coverage.

> Promotions and competitions
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How they work
Promotions normally involve giving
a prize to the ﬁrst ‘xx’ number of
people to write in or to have their
names drawn from a hat.
Competitions come in all sorts
of formats. They should be
designed to appeal to the type
of people you want to attract.
An easy competition will get
more entries, e.g. ask people to
read a description of the pub and
answer one question about it.
Most publications have a
promotions department who will
be happy to discuss ideas with you.
They will also receive the entries
and send out the prizes.
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What it costs
You will need to give away prizes
in exchange for your space; the
more you give, the more space
you will get, but negotiate! The
average retail price prize is around
£250 for local papers, this can go
up to £1,000 for major regional
newspapers or be as little as ‘four
meals for two’ in a small circulation
newspaper. Don’t forget to specify
the value of each meal.
Timing
Time promotions and competitions
to complement any editorial
coverage – it is normally best for
them to run after news coverage.
Some papers get booked up early,
so contact them well in advance.

Copy and pictures
Unlike editorial coverage, you will
have some control over the copy
used and can approve the ﬁnal
item – don’t forget to arrange
this. Sometimes the promotions
department will write the copy
for you after speaking to you.
In other instances you will have
write it yourself – don’t forget to
ask how many words they want.
You will also need to provide any
photography, illustrations or logos.
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04 Advertorials
These are advertisements designed
to look like editorial, although it is
usually obvious they are not. They
are generally more expensive than
advertising but give you more space
in which to get your messages
across. They are most suitable for
giving a review of your pub rather
than for publicising events you are
putting on.
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• Before approaching the media,
• Think through answers to
think about any negative sides to
questions you might be asked
the story that might be of interest
before you speak to the media.
to the journalist and result in an
As a start, make sure you can
unfavourable story e.g. a name
answer who, what, why, when,
change at a very historic pub, loss
where and how about the story
of a ‘snug’ room despite protests
you’re telling them.
from regulars, dismissal of a chef • Always be positive and prepare
before you launch a new menu.
three messages you want to get
If you think the negatives could
across about your event or pub.
dominate over your good news,
Work them into any interview
don’t proceed.
early on, don’t wait to be asked.
• There is no such thing as ‘talking
oﬀ the record’. Journalists can
use anything you tell them, so if
you don’t want to see it in print,
don’t say it.
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• If you don’t know the answer to a
question, say so, don’t make it up.
• Don’t get drawn into talking
negatively about the competition
or other third parties – what they
do is a ‘matter for them’.
• Never get angry with or be rude
to a journalist.
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Insert your pub’s logo in the top left corner of
the Star Pubs & Bars press release template.

PRESS RELEASE
RELEASE
PRESS

Landlords past and present celebrate the re-opening
of The Coachman Inn, Hartford

Have a short, attention grabbing heading.
Insert a quality photograph and simple caption
wherever possible. And remember, looking at stories
in the local papers will give you more ideas on how
to write up your information.

Former and
current landlords at
The Coachman Inn

Use straightforward language and keep sentences and
paragraphs short and simple so it’s easy to understand.

The Coachman Inn in Hartford re-opened this week following a major £270K investment which
has transformed the pub inside and out into what new landlords, Chris and Vicky Lane, believe
will be the best pub in the area. 15 jobs are being created as a result of the investment in the pub.
Joining Chris & Vicky as the first to raise a glass to the pub’s new lease of life were former
landlords, Derek Shirley, who ran the pub 30 years ago from 1970 to 1992 and Rod Clancy,
who ran it for seven years between 2000 and 2007.

Unless you are referring to yourself as ‘I’ in a quote in the
press release, always refer to yourself by your full name in
the release as it would appear in an article.

Situated opposite Hartford station, train passengers will be delighted to hear that The
Coachman Inn will be serving real coffee and tea to take away or to drink in the pub’s new
coffee and lounge areas which also have wi-fi available. In the next few months Chris and
Vicky’s plan is to start offering customers early morning breakfast.
The pub has been totally refurbished with walls removed to increase the space within the pub,
creating an open plan informal lounge/dining area with lots of wood and leather and open
fires. A ‘locals bar’ has been retained in the new scheme as Chris and Vicky intend to build a
reputation for excellent quality cask ale.

Star Pubs & Bars Limited
2-4 Broadway Park
South Gyle Broadway
Edinburgh EH12 9JZ
Registered in Scotland: No SC250925
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General Enquiries
t: 0845 878 7076 (option 1)
Credit Control
t: 0845 878 7076 (option 3)
f: 01506 471631
Repair Helpline
t: 0845 900 9072
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PRESS RELEASE
RELEASE
PRESS

Stick to around three paragraphs. The ﬁrst paragraph
should contain the main points of the story.

Landlords past and present celebrate the re-opening of The Coachman Inn, Hartford (cont.)
As well as the new look interior and exterior, a new kitchen has been installed enabling
The Coachman to offer traditional home cooked food such as homemade Coachman steak & ale
pie, a selection of sharing platters including a seafood platter of prawns, whitebait, mackerel
pate and tempura battered goujons of salmon; homemade cheddar, leak and sage sausages on
champ mash with Cheshire bitter gravy, and sirloin of beef Sunday roast.

Include quotes from yourself or other key people involved
if appropriate.

The pub’s six letting rooms have also been redecorated.
Chris said of their new venture: “Vicky and I fell in love with The Coachman from the first day
we saw it. It has a great atmosphere and we realised it just needed some care and attention to
turn it into a fantastic pub, offering great food and cask ale and a wide choice of wines.
“We’ve worked in the industry for years running popular pubs in London and the North West,
everything from a food led drive-to inns to traditional community pubs. What we’ve learnt
along the way is that we are happiest running a friendly community pub where you get to know
the locals. Hartford is a lovely place to put down roots and we look forward to meeting our
neighbours and creating a welcoming environment that will ensure The Coachman is at the
heart of the community.”

Add details of your website, facebook page
and your twitter account

Former landlords Derek Shirley and Rod Clancy were impressed by the changes at the pub.
Derek said: “What is being done is brilliant because that is just what The Coachman needed.
I know Chris and Vicky. They’ve got some great experience behind them and are ideal landlords
for The Coachman and for the community.”

Read over the release carefully and get someone else to
check it too, ensuring they can understand it easily.

Rod added, “I’m delighted to see The Coachman has been given a new lease of life, particularly
as I live in Hartford. I’m keen to support The Coachman in every way I can. I have another pub
in the area, The Odd Fellows at Davenham, and think it’s important we help each other keep
these great pubs alive, working hard to provide locals with places they want to visit.”
The Coachman Inn, 286 Chester Road, Hartford, CV8 1QU. Tel: 01606 872 208.
www.coachmanhartford.co.uk

Type the words ENDS in capitals at the end of the release
and centre it. Then put in a contact name and number for
further details and the date you are sending out the release.

- ENDS Issued on behalf of:
The Coachman Inn
XXXX XXXXXXXX XXXX
For further information:
XXXXXX XXXXXXXXXX
XXXXX XXXXXX

Star Pubs & Bars Limited
2-4 Broadway Park
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Edinburgh EH12 9JZ
Registered in Scotland: No SC250925

PART OF THE

General Enquiries
t: 0845 878 7076 (option 1)
Credit Control
t: 0845 878 7076 (option 3)
f: 01506 471631
Repair Helpline
t: 0845 900 9072

PART OF THE

COMPANY

COMPANY

Expert support at your ﬁngertips.

> How to get
publicity for
your pub

01
02
03
04
05
06
07
08
09

Introduction
How to get editorial coverage
Promotions and competitions
Advertorials
The rules of speaking to the media
Tips on writing a press release
Social media
Refurbishments
Promoting award wins

PART OF THE

COMPANY

Expert support at your ﬁngertips.

> How to get publicity for your pub
Contents

|

01

|

02

|

03 |

07 Social Media
Don’t overlook the importance of
social media – it’s another form of
media and just as important
to manage successfully.

> Social Media
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Make sure you post your press
release and photographs or a link
to press coverage on your facebook
page and or website and tweet
your news. Remember tweets
with images are more eﬀective
receiving double the response and,
along with those with links in, get
retweeted most.
If you hold events that would be
good ﬁlmed such as competitions,
karaoke or music events and have
the permission of performers, post
footage on You Tube.

PART OF THE

COMPANY

09

Be prepared to respond to any
positive or negative feedback your
posts/tweets might generate. The
whole point of social media is that
it keeps you in touch with ‘fans’ –
in your case customers – and
makes them feel part of an
exclusive group. It shouldn’t be
a one-way conversation.

Expert support at your ﬁngertips.
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Why do PR for a refurbishment?
• A refurbishment is a great
opportunity to generate
awareness in your local media
of your pub, the changes being
made to it and of your new oﬀer.
Positive editorial in a newspaper,
magazine or on the radio (and
if it is really interesting on
regional TV), is also subliminally
perceived as an endorsement
and as such carries more weight
than advertising.

> Press releases
> Organising photography
> Social media
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• A refurbishment gives you a
reason to contact your local
media, if you haven’t already
done so, and start to build
relationships with them for
future initiatives you may
want to publicise.

• It’s important that you tell your
story, stop rumour mongering
and maintain goodwill by
keeping people in the community
informed of your plans for the
pub, to let them know how long
you’ll be closed, and to ﬂag up
when you are back and open
for business.

Expert support at your ﬁngertips.
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What makes a refurbishment newsworthy?
Take time to look at your
newspaper and identify the type
of stories they cover on their news,
features, food and drink, property
and community pages.
Having a lick of paint on the outside
of your pub isn’t newsworthy;
it doesn’t have a ‘news hook’.
What would be news is painting
the outside of your pub as a
Union Jack for the Olympics!
With more common refurbishments,
what does make the news is the
transformation of an eyesore, a
large investment, job creation,
major changes to the pub and
its service, new management,
charitable donations, interesting
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history or a community event/
party to celebrate the re-opening.
Think about what makes your
refurbishment diﬀerent. Is your
pub the oldest or largest in town?
Will it oﬀer something diﬀerent
from other pubs in the area?
Think about how you can mark the
opening of your pub. Invite a local
celebrity, your local MP, the cast
from a show playing in your town
or someone you think important,
worthy of recognition, like the
oldest resident in the village, to
pull the ﬁrst pint or toast the
re-opening of the pub.

You could hold a coﬀee morning
for a charity (this is a good way to
get across the message that you’re
now serving coﬀee) to celebrate
the re-opening. Whatever you do,
think about whether or not it is
in keeping with image you want
to convey of the pub and the
messages you want to get across.
There’s no point in having a coﬀee
morning for OAPs if you’re trying to
attract a young professional crowd.

Expert support at your ﬁngertips.
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What makes a refurbishment newsworthy?
What unfortunately is also
newsworthy is controversy –
neighbours being against your plans,
complaints about disruption and
noise, food poisoning, etc. Hopefully
you won’t have to deal with any of
those, but that is one reason why it
is important to keep people on side
by keeping them informed.
Don’t underestimate the importance
of good photography. It can convey
quality, a warm welcome – any
manner of messages, all without
anyone even reading the article.
And it’s often the picture that
people remember.
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Importantly, it can also make the
diﬀerence between whether or
not a story is used. So, when you
contact your local paper make sure
you’ve got good photography to
accompany your press release.

Expert support at your ﬁngertips.
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Opportunities for coverage
You have a number of diﬀerent
opportunities to generate coverage
of your refurbishment – pre, during
and post refurbishment. How
many times you get featured will
depend on the nature of your
refurbishment and whether you
have enough to say to eke out
more than one or two stories. The
type of local media you have will
determine the amount of coverage
you can get. It is harder to get
into big regionals, such as the
Manchester Evening News, as the
competition for space is that
much greater.
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You can stagger stories for
maximum impact:
• If you’re new to a pub for example,
the ﬁrst story is about you, your
background, vision for the pub etc.
• Announcing the pub has closed,
the investment in it, the number
of jobs being created/recruited
for [if relevant] and what’s being
done to the pub, is a second.
• The actual opening event is a third.
Once your pub is open invite a
journalist to come down and write
a review and you’ll get coverage
on the back of that.

Expert support at your ﬁngertips.
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The same principles apply with
a ‘refurbishment release’ as with
all press releases, the ﬁrst para
should include the key points
you want conveyed.

Refurbishment release

PRESS RELEASE
RELEASE
PRESS
Release focuses on the change of direction for the pub on the back of investment and new management,
e.g. quality food, drink and coffee plus focus on family and community.

Wildfowler pub to re-open
after £200k refurbishment
The Wildfowler pub in Gaywood is to re-open in early May under new management following a major
£200K refurbishment by landlords Star Pubs & Bars designed to return the pub to its former glory.
Changes to the pub include a complete internal and external redecoration with new furniture inside
and out, garden landscaping and the installation of a new kitchen so the pub can broaden its food offer.
New licensees, Peter and Nicola Strong, currently run the Dolphin pub near Diss and have between
them a wealth of retail and catering experience which they plan to put to into action at the Wildfowler.
Attracted to the area because of family and the pub’s location and potential, they intend to turn the
pub into a great community pub for families offering excellent food, wine and ales in a warm and
welcoming environment.
Says Nicola: “We first drove past it about a year ago and we said then that it was a beautiful pub.
We noticed at the time it had a “To Let” sign on it and that was when we first applied for it.
We have family around here so we are looking forward to moving closer to them. We like the area
and have been looking at moving here for a while.
We’d like to make the Wildfowler more of a family pub, which we’ve heard it hasn’t been over the last
few years. We want to make it a place for the whole family to go and enjoy a drink.
A lot of the pubs nearby don’t really offer much food so that is something we want to change. We’ll be
offering a mixture of traditional pub food and something a little extra for a special meal out – the menu
is going to be quite large.”
Star Pubs & Bars spokesman Lucy Hall said: “We are investing £200,000 in restoring the Wildfowler to its
former glory. The pub will be completely refurbished inside and out to create a quality community pub
for the local area.
The project includes completely redecorating the pub inside and out, a new bar and furniture, refitting
the kitchen so that the Wildfowler can offer more food and outside landscaping to create an attractive
garden where customers can enjoy a summer drink.
As well as offering great food, the Wildfowler will serve quality coffee and offer an extended range of
excellent wines, beers and cask ales. We are delighted that Peter and Nicola Strong will be the new
licensees at the pub.”
- ENDS Issued on behalf of:
The Wildfowler
24/04/13
Further information from:
Nicola Strong

Star Pubs & Bars Limited
2-4 Broadway Park
South Gyle Broadway
Edinburgh EH12 9JZ
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Researching your local media
The easiest way to ﬁnd out about
your local media is to:
• Look at what your local
newsagent sells (local and
regional papers and magazine)
and see what comes through
your door as a free paper. If you
have a paper look through it and
there should be a number and
email address for the news desk.

> Press releases
> Organising photography
> Social media
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• Use the internet to search for
the name of your town/nearest
town and newspaper on google,
e.g. ‘Warrington newspapers’
and follow the links to the papers
listed. Look for the newsdesk
telephone number and email
address under ‘contact us’.

If there’s more than one paper in
your area, do you own mini poll
of the type of people you want
as customers. Ask them what
they read and rate.

Expert support at your ﬁngertips.
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Contacting your media
Once your press release is written,
call the newsdesk of the paper or
radio station – or if it’s a regional
magazine, their editorial team,
to see if they’d be in interested
in running a piece. You can ﬁnd
their telephone numbers online on
their websites under ‘contact us’
or printed in a copy of the paper/
magazine.
If you’re speaking to the radio
station about an event you’re
holding to celebrate the pub
reopening, it’s worth calling a week
or so before you want any coverage
and seeing if they have a ‘forward
planning’ department so they can
put something in their diary.
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If they sound interested oﬀer to
send them through a press release
and photograph.
It is worth considering oﬀering
the key paper in your area an
‘exclusive’, which means you give
it to them only. They’re more likely
to run your story and give it a good
space if oﬀered an exclusive. If you
have come up with diﬀerent angles,
e.g. investment and job creation or
an event to celebrate the opening,
one option is to give one story to
one paper and another to the other
at a diﬀerent time.

Expert support at your ﬁngertips.
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The same principles apply with
a ‘refurbishment release’ as with
all press releases, the ﬁrst para
should include the key points
you want conveyed.

Refurbishment release

PRESS RELEASE
RELEASE
PRESS

Landlords past and present celebrate the re-opening
of The Coachman Inn, Hartford

> Researching your local media
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> Press releases
> Organising photography

Former and
current landlords at
The Coachman Inn

The Coachman Inn in Hartford re-opened this week following a major £270K investment which
has transformed the pub inside and out into what new landlords, Chris and Vicky Lane, believe
will be the best pub in the area. 15 jobs are being created as a result of the investment in the pub.
Joining Chris & Vicky as the first to raise a glass to the pub’s new lease of life were former
landlords, Derek Shirley, who ran the pub 30 years ago from 1970 to 1992 and Rod Clancy,
who ran it for seven years between 2000 and 2007.
Situated opposite Hartford station, train passengers will be delighted to hear that The
Coachman Inn will be serving real coffee and tea to take away or to drink in the pub’s new
coffee and lounge areas which also have wi-fi available. In the next few months Chris and
Vicky’s plan is to start offering customers early morning breakfast.
The pub has been totally refurbished with walls removed to increase the space within the pub,
creating an open plan informal lounge/dining area with lots of wood and leather and open
fires. A ‘locals bar’ has been retained in the new scheme as Chris and Vicky intend to build a
reputation for excellent quality cask ale.

Star Pubs & Bars Limited
2-4 Broadway Park
South Gyle Broadway
Edinburgh EH12 9JZ
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Organising photography
You can ask the journalist if they’d
be interested in sending down
a photographer, however, there
are no guarantees a better story
doesn’t come up on the day. If it’s
just you and your partner having
your photo taken this is less of
an issue as you can re-schedule,
however if you’re holding an event
to celebrate the re-opening, this
is unlikely to be an option. In
this instance it is better to book
a photographer. If you don’t
know one, call the local paper’s
picture desk and ask them if they
can recommend one. The cost
is likely to be from £80-£130. If
you do know someone good at
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photography, you’ll need to brief
them. Insist the photographs are
a minimum 300 dpi otherwise
the media will not use them. Give
them your press release so they can
understand how the photography
is going to be used. If for example
it is an investment story or showing
work has begun on the pub, a
picture of you outside boarded up
premises, ideally with a hard hat on.
If it is a story highlighting you have
taken on the pub, a photo of you
in the newly refurbished pub or in
front of it, would work. You want
to convey the fact that the pub
has improved and is under new
management.

Expert support at your ﬁngertips.
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Fountain Bridge: Michael Perry
of Carvery Heaven outside
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Organising photography
Another approach is to have a
more memorable photo taken.
If it is in keeping with the image
you want to convey and your
pub name is suitable, such as The
Dog & Duck, organise a photo of
yourselves with a real dog and duck
outside the pub of that name.
Michael Perry inside

> Contacting your media
> Press releases
> Organising photography
> Social media
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Always caption the photo. Say who
is in the picture from left to right. If
there is anyone other than yourself
in the picture, remember to obtain
permission from the people in the
photo to use their image.

Michael Perry at the bar

Expert support at your ﬁngertips.
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Social media
Don’t forget social media. Write
a blog or use your facebook page
to post status updates before you
re-open. It could include approved
plans and photos uploaded from
your mobile of work in progress.
It’s a great way to involve your
community, keep people informed
and draw attention to the
changes being made.
When you re-open post
photography of the pub, any
opening event and your new
menu on your facebook page
and tweet about the re-opening
and any celebratory oﬀers once
you’ve done your ‘soft launch’.
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The Stag on facebook.

See how ‘The Stag’ at Stoke Poges
kept the community informed prior
to their launch and had 15,000
visits to their website, 250 likes on
their facebook page before even
opening and 200 people turn up
on their ﬁrst day.
Two months down the line, ‘The
Stag’ has 1028 likes on its facebook
page and 67,000 visits to the site.

Expert support at your ﬁngertips.
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Introduction
How to get editorial coverage
Promotions and competitions
Advertorials
The rules of speaking to the media
Tips on writing a press release
Social media
Refurbishments
Promoting award wins
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The value of promoting award wins
Winning awards or even becoming
a ﬁnalist is a great way to promote
your pub and mark it out as
better than the competition. The
company giving you the award is
in eﬀect endorsing you/your pub,
which is a positive message it is
important to communicate both
to staﬀ and customers.

> The value of promoting award wins
> Publicising your award win
> The press release
> Photography

So, if you haven’t already done
so and think your pub and your
oﬀer have the potential to win
awards, ﬁnd out what food and
drink, customer service or business
awards you could enter, be they
local, regional or even national.

> Highlighting your award win
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Newspapers, magazines, chambers
of commerce, The British Institute
of Innkeeping and our own
industry magazines like the
Morning Advertiser all run awards
worth investigating. Having
identiﬁed the most suitable award
category for you or your pub, you’ll
ﬁnd guidelines on how to enter
the awards and examples of other
businesses that have won those
same awards.
There are also awards that
customers can nominate you for or
as a result of good reviews, such as
the Trip Advisor Excellence Awards.

Expert support at your ﬁngertips.
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Publicising your award win
To make sure you get maximum
beneﬁt from your award win let
your local media know by issuing
a press release with photography,

> The value of promoting award wins
> Publicising your award win

If the award is high proﬁle you may
have two opportunities for PR in
advance of the announcement of the
overall winners; the ﬁrst announcing
being shortlisted as a ﬁnalist, be
it local, regional or national; the
second once you win the award.

> The press release
> Photography
> Highlighting your award win
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Some award-giving organisations
will draft and issue a press release
for you if you win, others will
provide you with a template press
release for you to adapt and send
out and some will just let you know
you’re a winner or a runner-up and
leave it up to you whether or not
you publicise your win.

Expert support at your ﬁngertips.
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Press releases
Award win release.

PRESS
RELEASE
PRESS RELEASE

PRESS
RELEASE
PRESS RELEASE

Mersea Island pub wins best bar staff
award in national competition

Skipton pub wins best bar staff
award in national competition

The same principles apply with
an ‘award win’ release as with
all press releases, the ﬁrst para
should include the key points
you want conveyed.

The Castle on Mill Bridge in Skipton has beaten off competition from 1,100 other pubs to win the Best
Bar Staff Award in a national competition run by Heineken owned Star Pubs & Bars.
Licensee Calvin Dow received the prestigious award on behalf of the Castle’s 25 bar staff at a gala
celebration night in London from football legend and broadcaster Chris Kamara.
The judges were bowled over by the “excellent” service at the Castle noticing how all the staff worked
together as a team to deliver speedy, attentive service and yet provide a fun environment, finding time
to chat and make customers smile even when the pub was busy. They were also impressed by how staff
were always willing to go the extra mile for their customers and colleagues from taking lost tourists to
places they wanted to visit in Skipton to volunteering for extra shifts to cover other team members and
helping each out to get the job done. “Even the chef happily pulls pints for customers if the bar staff are
busy,” noted the judges.

> Photography
> Highlighting your award win
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“Customers are treated like kings at the Castle thanks to the impressive team of bar staff. They are not
just highly professional, their love of their jobs shines through creating a great atmosphere and helping
to make the Castle the very special pub it is,” says Chris Jowsey, Star Pubs & Bars trading director.
As the judges suspected the Castle’s outstanding team is no accident but is the top priority of award
winning licensee Calvin Dow. Since taking on the pub four years ago Calvin has transformed the Castle
from a run down unloved local into a thriving traditional pub through investment, the introduction of
food and a programme of staff training, incentives, performance reviews and nights out to ensure the
pub has an outstanding team of staff.

The Victory,
in West Mersea,
wins national award

Calvin was just 23 and Skipton’s youngest licensee when he started at the Castle, a job he says he
couldn’t have done without his bar team, “This is a fantastic acknowledgement of my bar staff. The
Castle wouldn't be the Castle without them; they do whatever it takes to get the job done, come in early,
leave late, pitch in with whatever needs doing and always with smiles on their faces. The day the Tour
de France came through Skipton was the proudest day of my life; the team worked from 6am to
midnight, refusing to take a break or go home because they all wanted to stick together as a team.”

The Victory at Mersea on Mersea Island has beaten off competition from 1,300 other pubs to win the
Best Bar Staff Award in a national competition run by Heineken owned Star Pubs & Bars this week.
The judges were bowled over by the “excellent” service noticing how all the staff worked together
as a team to deliver speedy, attentive service and yet provide a fun environment, making
customers smile at the same time. They were also impressed by how staff were always willing to
go the extra mile for their colleagues and customers from driving a customer home when they
couldn’t get a taxi to volunteering for double shifts when another team member calls in sick.

Despite the award, Calvin isn’t resting on his laurels with plans to start on an extension of the Castle
in January 2015 to cater for the pub’s growing number of customers.
- ENDS -

As the judges suspected the Victory’s outstanding team is no accident but is the top priority
of licensees Peter and Gill Tydie. Formerly in advertising and sales, Peter and Gill threw in
corporate life to follow their dream of running a pub near to the water so they could also enjoy
their other shared passion of sailing. Situated on the waterfront, the Victory was the perfect
answer and the Tydies wasted no time in transforming the run down unloved local into a
thriving pub both through investment and a programme of staff training, incentives
and performance reviews backed up by a staff Facebook page, newsletter and nights out to
ensure they had a great team of staff.

Star Pubs & Bars Limited
2-4 Broadway Park
South Gyle Broadway
Edinburgh EH12 9JZ
Registered in Scotland: No SC250925
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Expert support at your ﬁngertips.
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Photography
If the organisation who’ve given
you the award, doesn’t provide
you with a photograph of you
receiving the award at the award
winning ceremony or it’s not a very
good photo or you weren’t able to
attend, contact your local media
and see if they’d be interested in
coming to your pub and taking
a photograph of you and your
award/certiﬁcate. If possible try
and take the photo outside so
the pub and its sign can be easily
recognised and remembered.

The Victory, in West Mersea, wins national award.

The Castle Inn, in Skipton, wins national award.
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Highlighting your award win
There are other things you can do
to draw attention to your pub and
award win. These include putting
up a banner outside and where
possible put the award winning
logo on adverts, leaﬂets or other
print material. Don’t forget to
publicise your win online as well.
Use the logo on your website,
tweet about your win to followers,
send an eletter to subscribers, blog
about it and update your facebook
page with the news.
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Use it as an opportunity to:
• invite pub reviewers from your
local newspaper or magazine to
come to the pub for a free meal/
drink on the back of your win and
ﬁnd out why it has won.
• build business in quieter times.
Email lapsed customers saying
we’ve won and to celebrate would
like to oﬀer you a discount.

Don’t forget about suppliers and
staﬀ. Refer to it when recruiting
staﬀ, verbally and in any ads, as
it’s somewhere they would feel
proud to work. Let suppliers know
too. They might want to promote
the fact that they’re supplying an
award winning pub.

