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Introduction 
 
Good publicity and marketing of a village hall is key to successful communication within 
the local community. Successful marketing leads to increased bookings, increased 
interest and more volunteers; in fact a thriving village hall.  Regular bookings do not 
necessarily mean that a village hall is serving the community as well as it might.  It may be 
that there are bookings from a few established groups but this does not mean that other 
people are aware of what is happening in the hall.  This information sheet looks at the 
charitable objects of village hall; who its customers are and what they might need or want. 
It considers marketing principles, gives guidance on developing a marketing strategy and 
provides information on methods of promoting a village hall. 

 
1. Charitable Objects 

 
Overriding any marketing strategy developed by a village hall management committee 
must be the charitable objectives of providing suitable and effective accommodation for 
the activities within their community.  ACRE’s model trust deed sets out the objects as 
being for the ‘use of the inhabitants of the Parish of [  ] without distinction of sex, sexual 
orientation, age, disability, nationality, race or political, religious or other opinions, 
including use of the Property for meetings, lectures and classes or other forms of 
recreation and leisure time occupation in the interests of social welfare and with the object 
of improving the conditions of life for the said inhabitants’.   
 
The use of village halls can usefully be divided into the following ‘hierarchy’: 
 
1. The Prime beneficiaries are local charitable community users which improve the 

conditions of life for people.  These may include: 
 
• elderly persons’ clubs 
• lunch clubs 
• community-based youth clubs 
• mother and toddler groups 
• after school holiday clubs. 

 
2. Other local community use and services which improve quality of life.  For example: 

 
• sports clubs 
• outreach surgeries 
• adult and community learning opportunities 
• welfare and personal care clinics. 

 
3. Local private bookings and use by other local activities. 
 
4. Outside hirings and commercial use.   
 
The focus of any marketing must clearly be on ensuring the hall is providing, as best it 
can, for the first two groups. However, groups three and four can generate additional 
income which makes it possible to maintain and improve facilities, subsidise hire charges 
for prime beneficiaries and build up reserves. It therefore makes sense to market the hall 
to these groups too.  
 
In recent years, there have been an increasing number of non-recreational or commercial 
activities taking place in village halls. There is clearly a potential for village halls to be used 



19.  Marketing Your Village Hall 

© ACRE February 2008  page 2 

for visiting services which would otherwise be hard for those without private transport to 
reach, such as hairdressing and for Social Enterprises which plough their proceeds back 
into the community, such as a community shop. The Charity Commission document RS9 
considers the challenges faced by village halls, communities and similar charities and 
looks at what trustees can and cannot do within charity law and regulation in order to 
adapt their operations to reflect these changing circumstances.  It states that ‘successful 
accommodation of non-recreational or commercial activities depends upon careful 
consideration of whether the proposal will impinge on the running of the village hall as a 
charity or expose it to any financial risk’.  
 
The ACRE publication, Serving your community well, explores how village halls can 
become more effective at serving the needs of all their residents, especially those who 
might be hard to reach or most in need of the services and activities that could be 
provided through the hall.  Most village halls have user nominees on the management 
committee, which means they are well placed to find out what their ’customers’ need 
from the hall (like a salesman does when he visits customers).  However, sometimes 
committee officers lose sight of the need to do this. If user nominees feel their concerns 
are not being addressed they may stop attending. This leads to deterioration in 
communication and bookings and goodwill are lost. Although techniques are described 
below (e.g. the SWOT analysis, local consultation) to bring forward such views it is 
important to make sure that nominees are always given the opportunity to voice 
concerns, as they are managing trustees of the charity and should also be able to 
make suggestions and help deliver solutions.  
 

2. Marketing principles 
 

The public image of the hall is not only created by the variety and number of activities 
which take place in the hall but by the way in which those activities are marketed.  This 
includes how the building looks, what staff and volunteers say about it, as well as formal 
promotion such as posters or advertising.  
 
Marketing should not just be used to avert a funding crisis but to: 
 
• identify how the hall could better serve the needs of the community 
• increase income to cover costs 
• identify potential hirers 
• provide a sustainable income  
• reduce a reliance on grants. 

 
The Chartered Institute of Management describes marketing as a process which 
‘identifies, anticipates, satisfies and is profitable’.  Village hall management committees 
need to develop a plan or strategy which incorporates these key marketing principles.  
They need to: 
 
• reach real and potential users of the hall and identify their needs 
• communicate the ‘Unique Selling Points’ (USP) 
• present value for money and benefit to the community 
• evaluate the hall’s provision regularly 
• market often! 

 
3. Developing a marketing strategy 
. 

It is important to gain as much feedback as possible from the local community before 
embarking on a marketing strategy and to continue asking for feedback. Check whether 
any comments have been made about the hall which should be addressed.  These may 



19.  Marketing Your Village Hall 

© ACRE February 2008  page 3 

have been made in the village action plan process, a village appraisal or at the hall’s AGM 
or committee meetings.   
 
Consider conducting a questionnaire around the village to find out views about whether 
the hall adequately serves local needs; what additional activities would be welcome and 
whether any steps need to be taken to make it more user-friendly.  Make sure the purpose 
of the survey is clear and asks open-ended questions which do not lead the respondent to 
predetermined answers in order to get the information you want.  It should aim to reach all 
sections of the local population including the young and those who rarely use the hall and 
other community facilities. The consultation exercise in itself will make people more aware 
of the importance of the hall for the community and may even locate some willing 
volunteers to help support it. Contact your local Rural Community Council for further 
advice on local consultation.  Information on contacting your local Rural Community 
Council is  given in section 6 of this information sheet. 

 
The following practical points also need to be considered: 
 
• make sure appropriate  licences are in place 
• appoint one or two members of the committee as press and publicity officer(s).  Is 

there someone on the committee with design or marketing skills? It is also helpful for 
the local media and press to have a known contact 

• work closely with user groups in order to maximise efforts on marketing their activities. 
 

3.1 Real and potential users of the hall 
 

It is important to establish who the potential customers of the hall are in order to target a 
marketing strategy.   Primarily the customers will be the parishioners but, who else? 
 
• local clubs e.g. amateur dramatics, bowls 
• playgroups 
• live music or touring groups 
• after school clubs 
• wedding receptions 
• medical clinics e.g. chiropodist 
• parties (particularly children’s birthday parties) 
• business conferences or away-days for staff 
• cinema 

 
By researching what is already available in the area for local people and organisations 
you will be able to identify any gaps in the market. It may be for instance that there is an 
unmet need for young people in your community.  You also need to consider what people 
around you want from the hall: 
 
• Read the local paper and use the local library for good sources of information. 
• Survey local people to find out facts and opinions about the locality and what they 

want from the hall. 
• Talk to current users.   It is good practice to have user nominees on the management 

committee, which means that they are well placed to point out any customer wants or 
needs.  Users need to feel that their concerns are being addressed.  Ask current users 
to complete an evaluation which asks for their reasons for using the hall. Do they use 
it because it is cheap or convenient etc.?  This will give valuable feedback and it may 
be that they have ideas about expanding their own activities or services.  Ask if there 
are any problems which might make current users stop attending activities at the hall.  
Elderly people in particular are readily put off by factors such as the hall being too cold 
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when they arrive in winter, by heating which is too noisy, by unlit pathways, hard 
chairs, toilets or steps which do not have handrails and poor lighting. 

• Are there local bodies or groups that could use the hall?  e.g. a local college may 
need a venue for an outreach educational course. 

• If the hall has charitable objects the committee should find out if there are 
disadvantaged people living in the parish who might benefit from activities provided at 
the hall e.g. coffee mornings, a monthly lunch club or other informal social occasions.  
There may be some practical barriers which need to be overcome such as provision 
of transport. 

 
3.2 Unique Selling Point (USP)  

 
Establishing the positive features of the hall will help you to decide on a target audience.  
Analyse the good points and work out what the ‘unique selling point’ (USP) of the hall is.  
A USP is a benefit or feature that is unique or special to your hall which competitors may 
not have. It is something that will be attractive to customers which can be communicated 
as part of a marketing strategy.  Look at the resources and facilities; it could be that the 
village hall: 
 
• has lots of storage space 
• is situated in the centre of the village so there is no need to drive to activities, which 

makes it environmentally sustainable 
• has lots of parking 
• has a full catering kitchen 
• has a stage 
• has an outside area accessible from inside for a marquee or safe children’s play, if 

enclosed. 
 

If your hall has a stage then you are well placed to develop pantomime, an amateur 
dramatics group or accommodate touring theatre groups. Is the hall suitable for film 
shows?  i.e. enough chairs, dark enough curtains.  If your hall has two rooms and a 
kitchen it may be suitable for small conferences. See section 5.9. 
 

3.3 Value for money and benefit to the community 
 
Take a critical look at the village hall and the image you want to portray to potential hirers.  
What is the first impression the hall makes?  Is it clean, welcoming and warm? Is there a 
friendly and courteous attitude towards users or potential users?  Remember, first 
impressions count.  A freshly painted entrance hall, clean toilets, tidy kitchen and decent 
curtains will attract people to the hall. Good attractive signs and notice boards which are 
kept up to date are far more appealing than yellow notices or scrappy bits of paper pinned 
to the wall.  
 
A well managed hall should serve the needs of all their residents, welcoming individuals 
and groups within the community who have most need of the support. Is the hall really 
open and accessible to all of the community including those with disabilities?  Not having 
basic facilities, for example no handrails for people with disabilities or no induction loops to 
help the hearing impaired will, even if it is unintentional, send out a message of exclusion 
to some members of the community. See ACRE Village Hall Information Sheet 25, 
Making village halls accessible.  
 
When you have worked out what is needed to improve the quality of the service you 
provide, consider the costs of providing it.  Will it present value for money?  Is it feasible to 
provide it? Be careful of hirers making demands that will cost the hall money for little gain.  
Price accordingly.  Most of all - is the activity/service of benefit to the community? 
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Sources of funding may need to be explored if improvements are to be made to the hall 
and its facilities.  Your local Rural Community Council will be able to provide advice on 
suitable funding trusts and the possibility of grant aid. (Contact details in section 6).  The 
Parish Council may agree to support the hall.  Parish Councils are empowered by S.19 of 
the Local Government (Misc. Provisions) Act 1976 to help with Community Building 
Schemes and the Government is encouraging councils to use these powers to help fund 
community building projects in parished areas.   Village Hall Information Sheet 2, 
Parish Council Help for Village Halls gives further information. Also see Village Hall 
Information Sheet 23, Village Halls and Community Centres – funding their 
provision and Village Hall Information Sheet 4, Funding Trusts for Village Halls and 
Community Centres. 
 

3.4 Evaluate existing sessions 
 
View existing sessions.  Assess how many spare sessions there are and how much 
space there is available. If spare sessions are in the daytime they will attract different 
groups than evening sessions.  If there are free slots in the afternoons you could target 
school age children and offer to let out the hall for suitable activities. Talk to the school 
PTA, local parents and children to see if there is a demand for after school activities and 
find out if there is anyone interested in running them.  Older people often prefer daytime 
leisure activities such as art, dancing, talks, IT, cards, bowls, and keep fit activities for 
older people.  If the hall has a stage and free evening and weekend slots, then live music, 
band practices or touring groups may be an option. 
 
The committee needs to keep listening for and attending to issues raised by users.  It is 
important to attend to points that are identified and work with the user to deal with them 
e.g. a user may need more notice board space – perhaps the committee could contribute 
to the cost or arrange purchase and installation. 
 

3.5 Market often 
 
Marketing should not just be a ‘one off’ which is done to avert a funding crisis.  It should 
be a continuous process.  Allow finances for marketing within the annual budget. For 
example, advertising costs, subscriptions, printing costs etc. 

 
4. SWOT analysis 
 

A SWOT analysis is a standard tool that helps to identify factors that need to be planned 
for. It is a useful technique which may affect the future success of the hall.  SWOT stands 
for: 
 
• Strengths 
• Weaknesses 
• Opportunities 
• Threats 

 
Strengths and weaknesses are internal, while opportunities and threats are external. A 
SWOT analysis needs to start with a clear objective and aims to identify favourable and 
unfavourable factors against the objective set.   
 
It may be helpful to set it out, as in the following example, on a large sheet of paper or 
flipchart and then ask the committee to exchange ideas and make suggestions. This could 
take the form of: 
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• dividing into groups of two or three to discuss and make a list between them 
• giving people ’Post-Its’ to write their own suggestions on and stick each one in the 

right box 
• asking people to write their own ideas in each box with a felt tip 
• inviting the audience to make suggestions and write them up as they speak. 
 
Objective: Opportunities to market the village hall 

 
Strengths (internal) 
 
we have a new, fully equipped kitchen 
we have a stage 
 
 
 

Weaknesses (internal) 
 
we have little car parking 
we have little storage 

Opportunities (external) 
 
there is a new funding opportunity so 
we might apply for a grant to create a 
store under the stage 
growing demand for childcare 

Threats (external) 
 
we are isolated from the main roads (but this 
could be a ‘strength’ if you target customers 
who want ‘exclusive’ or ‘rural’ location) 
competition from a new leisure centre in a 
nearby town 
 
 

 
A village hall management committee may consider setting up a working party or sub-
committee to analyse the results.  Opportunities and strengths which are identified need to 
be capitalised on.  Some weaknesses can be addressed; others may have to be 
acknowledged and then put aside until a change in finances allows a solution.  There will 
be factors outside the village hall management committee’s control such as being isolated 
from main roads. However, it may be possible to market these in a positive way as in the 
example above. Contact the village halls adviser at your local Rural Community Council 
for further advice on SWOT analysis. 

 
5. Promoting your hall 

 
You need to ensure that everyone in the immediate vicinity and adjacent parishes is 
aware of the hall and what it has to offer.  If people don’t know what is happening, the hall 
may not be serving the community as well as it might.   
 

5.1 Prepare an advertising pack   
  
 This need not be elaborate: some A4 sheets detailing contact names, email addresses 

and phone numbers of the committee members and booking secretary and a list of the 
facilities within the hall. A listing of what is already on offer in terms of clubs and groups 
using the hall will illustrate the range of activities on offer. This should give details of when 
they meet and contact names, telephone numbers and email addresses. Include a 
newsletter if you have one.  This pack could be given to new arrivals in the village, the 
parish clerk, library and district council. 

 
A key part of this pack could be a promotional leaflet with a photograph of the hall, layout 
plan, description of key facilities and booking contacts.  This promotional leaflet could then 
be available in local shops, garages, surgeries, libraries etc. A good example of a 
promotional leaflet can be found on Groombridge Village Hall’s website:  
www.groombridge.com by clicking the link to the brochure.  
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5.2 Notice boards and signs 

 
Notice boards and signs are one of the simplest methods of making the community aware 
of the halls existence and what is going on.  Good notice boards (outdoor as well as 
indoor) are a way of providing information not only to users, but potential users as well. 
 
An outdoor notice board should have: 
 
• details of who to contact about hiring the hall 
• where keys can be obtained in an emergency. 
 
A large, attractive sign on the village hall is also a great help, and not only to wedding 
guests who may have lost their way! It also acts as a permanent advert for the hall.  For 
any hall not fortunate enough to be on the main road it is well worth getting signposting to 
direct people to the hall. 
 
Indoor notices should have: 
 
• details of who to contact about hiring the hall 
• names of contacts for the various organisations who use the hall 
• copies of the hire agreement and rules 
• location of the nearest telephone 
• what to do in case of an emergency 
• the location of the first aid box 
• copies of the insurance certificate for Employers’ Liability (if the committee has an 

employee or employees) 
• copy of the premises licence 
• a list or year planner showing when regular users meet 
• minutes of the last meeting (this will help the public feel more included). 

 
However large or small, and whatever the information on the notice boards, remember to 
keep it up to date!  Nothing puts people off more than fading yellow notices. 

 
5.3 Using the internet 

 
The internet is an increasingly used method of promotion and one which has the potential 
to reach a much wider audience.  Consider the following: 
 
• Either create your own website or have a feature on a local community site. Many 

people, especially young people, often have the skills to create web pages and may 
be very happy to help - it does not have to be done by a committee member!   

 
• Investigate commercial sites such as www.hallshire.com.  This site gives village and 

community halls the ability to advertise themselves, and their local services online. 
 
• Some Rural Community Councils have developed directories or databases which give 

information about venues and community buildings in the local area. For example, 
visit www.ruralcc.org.uk and click the community buildings tab. This is a database 
designed by Rural Community Council (Leicestershire and Rutland). Gloucestershire 
Rural Community Council has a database which provides information on the location 
and facilities of all the village halls and community centres in Gloucestershire, which 
enables potential hirers to search for a hall that matches their requirements.  Visit 
www.grcc.org.uk.  Remember to regularly update any information you supply.  
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• Use emails.  These are quicker and cheaper and they dispense with the need to 
obtain full postal addresses. 

 
5.4 Newsletters 
 

Newsletters are a good continuous source of information.  It may be that there is a parish 
or church newsletter to which the hall could regularly contribute. Alternatively, it may be 
possible to work with others to start one or create one independently.  It is now possible to 
get very good quality software programs to produce publicity material and many local 
people may have these on their own computers.  A newsletter does not need to be very 
sophisticated; a two sided sheet of A4 paper is all that is required. Bear in mind that a 
poorly written and produced newsletter can be counter-productive; keep it simple, precise 
with easy to read printing.   
 

5.5 Mounted displays 
 
Displaying the activities of a hall can be a very effective way of promoting a positive 
image.  A mounted display could be set up in the entrance or hallway of the village hall.  
This could be taken to local events or even to the local library for a short period.  
Consider: 
 
• obtaining funding to help develop a display 
• using newspaper articles about your hall as part of the display 
• careful attention needs to be given to the design.  The text should be large enough to 

be read at a distance. 
• keep a permanent mounted display ‘refreshed’ and updated.  This helps to maintain 

people’s interest. 
  
5.6 Posters and leaflets 

 
These are a cheap and effective way of promoting a particular event or activity or the 
availability of the hall to hire. Thought needs to be given as to the design and positioning 
of posters.  They need to ‘stand out’ and be seen - so don’t just use the parish notice 
board!  Posters should not be overcrowded with information.  Leaflets and flyers are also 
very cheap to produce and can include more information than posters.   

 
5.7 Presentations and word of mouth 

 
These are some of the most powerful ways of promoting the hall. Informal opportunities 
can be used to encourage people to become involved and also promote what is going on 
in the hall.  

 
Consider having an open day/evening or giving talks to local groups. Appendix 1 gives 
an example of a successful open evening organised by Wivelsfield Village Hall.     
 
If, as part of fundraising, the village hall runs a monthly draw for a ‘200 club’ (local lottery),  
it could be held at meetings of different organisations in turn, with a short word beforehand 
about why it is held and how members can support the hall.  

 
5.8 Events and celebrations 
 

Events and celebrations provide multiple opportunities to make contact with people and 
involve the wider community as they draw in people who would not otherwise use the hall.  
They are worthwhile holding just for this purpose, or to foster ‘community spirit’, even if the 
committee does not need to fundraise for the hall.  They provide opportunities for press 
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releases, posters and networking and can be important in creating an image.  A well-
staged event stands out in people’s memory and can dramatically raise the profile of the 
hall. A successful event can also raise money for the hall.   
 
Appendix 1 gives an example of how Aldingbourne Community Sports Centre organised 
an open day to redress a decline in user numbers in the hall.  After a drive to improve the 
look of their facilities new trustees successfully used this to restore interest in the centre.  
 
Consider holding a regular ‘trademark event’ such as an annual fete, or an annual themed 
event (see section 5.7).  Above all, make sure events are worth talking about! 
 

5.9 Conferences and training venues 
 

Village halls may be able to take advantage of the current culture to hold conferences, 
training and ‘away days’.  Many local organisations, small businesses, voluntary and 
charitable organisations look for budget priced venues for their events and may welcome 
the opportunity to put their money into the local community. These events can be very 
lucrative and often result in repeat business at times when the hall is not used i.e. 
daytime.  There are also wider benefits for the village community such as use of the local 
Bed & Breakfast and custom at the local shop.    
 
Ideally, to attract organisations to use a village hall as a venue, it will need to have: 

 
• medium to large space (clean and warm, ideally comfortable chairs) 
• smaller room/s or room dividers 
• ease of access from the main road/railway/bus route - good signing is essential 
• car parking 
• disabled access 
• kitchen/catering facilities.- large cooker required by caterers. 
 
The following may also be required (some of the equipment may be available to hire):  
 
• hearing loop (can be hired/borrowed) 
• public address system 
• flip chart 
• stage/platform 
• over head projector 
• screen (free standing or pull down) or a good plain wall 
• display boards 
• walls on which flip chart paper can be displayed (or picture rail and hooks) 
• extension cable/s 
• computer/internet connection. 

 
In terms of providing a good service there will need to be: 
 
• ease of access to the building e.g. someone in attendance to open and close the hall 
• furniture set up which is in good condition 
• catering provided (either voluntary or commercial) or a list provided which gives details 

of possible outside caterers  
• location maps (available electronically) 
• clear instructions for the control of heating or someone in attendance 
• a co-ordinator who is easily contactable 

 
There is more likelihood of repeat bookings and recommendations if the hall is considered 
to be: 
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• value for money 
• comfortable, warm and friendly 
• easy to book and easy to access (the key holders house may be difficult for a 

stranger  to locate) and 
• has uncomplicated hiring procedures e.g. don’t charge extra for use of cups and 

saucers!  Consider a commercial rate for businesses and a cheaper rate for 
local/charity bookings 

• equipment available for hire. 
 
Do remember publicity and marketing and make the most of any unique selling points 
that the hall may have.  It is also important to gain feedback from hirers by talking to 
them or asking them to complete an evaluation form.   
 
Village hall management committees may be interested in a short and practical guide 
for reducing the environmental impacts of conferences and seminars which is available 
at www.oursouthwest.com 

 
6. Making the most of the media 

 
Media coverage is important if you want to: 
 
• raise the profile of the village hall 
• maximise its use 
• gain support for grants, donations and appeals 
• attract audiences to events, alert potential clients to the hall’s services/activities and 

help recruit volunteers 
• increase the hall’s credibility. The public will assume that if it is worthy of on-going 

media coverage, it must be making a valuable contribution to the community. 
 
The media is constantly looking out for interesting stories about local people and local 
issues.  As village halls are very much about people and local concerns they should have 
stories to tell.  The key is human interest. It is important to try and develop good working 
relations with the local media and press and this can be helped by giving them a named 
contact for the village hall, i.e. the ‘publicity officer’ or a representative of the sub-
committee/management committee.  
 
The representative/s will need to: 
 
• find out about the available media coverage in the local area, i.e. listen to the local 

radio, read the local paper and watch local/regional TV broadcasts  
• telephone journalists and editors to tell them who you are and who you represent 
• ask the media group about their interests and deadlines so that you can learn how 

to give them what they want, such as the ‘right angle’ or a good photograph that will 
catch their interest 

• contact local freelance journalists and photographers who sell stories and pictures to 
the media 

• keep an up-to-date list of contacts together with the information that you have 
gleaned.   

 
6.1 Newspapers 
 

Newspapers reach a large number of people and can be used in a variety of ways: 
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• use the ‘What’s On’ section for free promotion 
• consider paying for advertising for big events (don’t forget to put this cost in the 

budget) 
• write to the letters page 
• send out press releases regularly (see section 6.2). 

 
6.2 Press releases 
 

This is a method of offering news items to the media about your organisation.  It is a free 
service and is extremely useful.  
 
All press releases are read.  Many end up in the bin, usually because they are: 
 
• too boring 
• too late 
• poorly written 
• just unlucky not to be selected. 

 
A press release should be written as straightforwardly as possible.  Get straight to the 
point in the first sentence.  Try to ensure that the first two paragraphs contain the answers 
to these basic questions (or as many as possible): 
 
• Who are you trying to reach? 
• What is the story you want to tell? 
• Why do you think anyone would be interested? 
• When should the story/information be released? 
• Where will you send the information? 

 
Near the end of the press release try to incorporate a ‘quote’ from someone involved with 
the village hall.  This will give the impression that the journalist has been out and 
interviewed someone. The press release will also need a simple headline which sums up 
the story in as few words as possible.  Remember to include a contact name and phone 
number so that the editor can contact someone for further information. 

 
Aim to: 
 
• make it look good 
• don’t write too much – a maximum of 300 words 
• round up figures - £46,506.10 becomes over £46,500 
• don’t make claims that you are uncertain of 
• use people’s first name 
• use only one side of each sheet of paper – perhaps put a ‘catch-line’ at the top which 

will identify the story 
• send it to the news editor – or, if you know the name of a journalist who specialises in 

your particular kind of story then send it to them 
• don’t pester and hound editors to find out what is going on.  Just keep sending! 

 
Newspapers like to publish interesting photographs, and will use pictures taken by 
amateurs if they meet professional standards.  If offering your own photographs to a 
newspaper remember that people are more interesting than objects; an active shot of a 
small group of people (up to five) doing things is better than large groups standing in lines 
doing nothing.  Close-ups are also better than distance shots.  Remember that parental 
consent is needed if using photographs of children. 
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If you are contacted by a newspaper journalist for your comments on a current news item 
remember that what you say may well be published just as you say it!  Whilst you cannot 
be forced to give a comment, stating ‘no comment’ may give the impression you either 
have something to hide, or are unwilling to face up to an issue or complaint.  If what you 
really want is time to collect your thoughts, offer to call back in 15 minutes and ensure that 
you do. 
 
Unless the journalist is someone you personally trust never say anything ‘off the record’. 
 

6.3 Radio and television 
 
Although you can send the same press release to all three branches of the media it is 
better to call it a ‘news release’ if it is going to television and/or radio. 
 
Radio or television stations will probably use the news release as a straightforward news 
item or as a news bulletin.  If they are particularly interested, they may want an interview.  
Before agreeing to an interview, make sure you know the answers to the following 
questions: 
 
• What is the interview about? 
• What is the news story? 
• What are you going to be asked about? 
• Will it be live or recorded? 
• Which programme will it be broadcast on? 
• How long will the interview last? 

 
Once you know the answers you will be able to judge how much information you can get 
across in the time.  However, usually you should concentrate on making no more than 
three key points. 
 
Interviews work best when they sound natural, so don’t be put out if the interviewer only 
gives you an idea of the general line of questioning.  If it is a recorded interview and you 
make a mistake you can always stop and ask to start again.  Remember to: 
 
• sound enthusiastic 
• avoid jargon  
• keep points simple, i.e. so that the ordinary viewer or listener will understand 
• if you don’t know the answer to the question, be honest and say so. 

 
Make sure the interviewer is properly briefed before the interview begins.  If you are given 
several days notice try to send them a leaflet or fact sheet. 
 
Radio tips 
 
• be alive – radio presenters like people who show enthusiasm and interest in their 

subject 
• listen and learn – tune into local radio and find out how much is music and how much 

speech; note the differences in style 
• create mental pictures – bring your talk to life with real-life examples and 

descriptions. 
  

Television tips 
 
• people are the key – television works best with colourful and visual human-interest 

stories so highlight the involvement of people and families 
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• be visual – only offer stories that will appeal to the camera.  When you are 
interviewed take advantage of the situation and have your organisation’s logo behind 
you if you have one 

• plan ahead – television cameras only come at short notice for very important stories 
• look the part – don’t forget your body language; the way you look and what you wear 

will be very important in front of the camera 
• be in control – you have the information.  Identify your key points and be 

enthusiastic. 
 

6. Useful contacts and publications 
 

ACRE and the Rural Community Action Network of village hall advisers provide an 
information and advice service for village halls management committees.  ACRE 
produces a range of publications for village halls which range from books, reports, 
information sheets, model documents and checklists.  They can be obtained from ACRE, 
or from your local Rural Community Council.  The Rural Community Council websites can 
be accessed via the ACRE website:  www.acre.org.uk  
 
The following publications may be of interest: 
 
• Managing your hall  
• The village hall and its Premises Licence (Village Hall Information Sheet 9) 
• Alcohol in village halls (Village Hall Information Sheet 10) 
• Making village halls accessible (Village Hall Information Sheet 25) 
• Village Halls and Community Centres – funding their provision (Village Hall 

Information Sheet 23) 
• Funding Trusts for village halls and community centres (Village Hall Information Sheet 

4) 
• Parish Council help for village halls (Village Hall Information Sheet 2) 
• Serving your community well 

 
Contact ACRE at: Somerford Court, Somerford Road, Cirencester, Gloucestershire 
GL7 1TW   Tel: 01285 653477   Email: acre@acre.org.uk    Website: www.acre.org.uk 
   
 
The Directory of Social Change 
The Directory of Social Change publishes titles on a wide range of topics especially for 
voluntary sector organisations.  They also sell selected titles from other publishers.   
 
The following may be of particular interest: 
 
• The New DIY Guide to Marketing – Moi Ali 
• The DIY Guide to Public Relations -  Moi Ali 
• The DIY Guide to Powerful Publicity – Moi Ali 
• Charity Marketing – Ian Bruce 

 
Contact the Directory of Social Change at:  24 Stephenson Way, London NW1 2DP 
Tel: 08450 777707   Email: enquiries@dsc.org.uk  Website: www.dsc.org.uk  
 
 
Community Matters 
Community Matters produce a range of materials which may be of interest: 
 
• Leisure Interest Surveys – Information Sheet 49 
• Neighbourhood Surveys – Information Sheet 48 
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Contact Community Matters at: 12-20 Baron Street, London N1 9LL 
Tel: 0845 8474 253   Website: www.communitymatters.org.uk  
 
 
Charity Commission 
 
RS9: Village Halls and Community Centres.  
 
This publication is available from the publications section of the Charity Commission 
website: www.charity-commission.gov.uk or telephone the Contact Centre Staff on 0870 
333 0123.  
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Appendix 1 
 
Wivelsfield Village Hall – Chinese Supper 

 
In order to try and reach as many people as possible the committee of Wivelsfield village hall 
organised a Chinese Supper, preceded by ‘a short ideas session for improving facilities and 
developing new business’.  Invitations were sent to all those who book the hall and their 
members; parish, county and district councillors; the vicar; those involved with young people 
using the youth centre at the hall and the facilities at the recreation ground; the police and 
press.  Expecting about 25 acceptances the committee were delighted to have 80!  Supper 
came from a local Chinese restaurant.  
 
The evening began with a lively presentation by three young people who explained that they 
would like the youth centre to open another night a week and closed with audience participation 
organised by them.  This resulted in six new volunteers to open the centre on another night.   
 
The chair then explained the hall’s history, listed all the current users of the hall and asked each 
table to list other activities or services they would like to see happen at the hall as well as other 
improvements which could be made.  43 different suggestions were received!  People 
commented on how useful it had been to find out what else happened at the hall and 
appreciated the opportunity to meet the organisers.  They asked for it to be repeated annually 
and for other themed evenings to take place so that all age groups could mix. 
 
 
Aldingbourne Community Sports Centre – Open Day 
 
At Aldingbourne Community Sports Centre new trustees had to address a decline in user 
numbers and reduced bookings.  After a drive to improve the look of the facilities, including a 
revamp of the decoration, the trustees organised an open day.  All activity groups using and 
planning to use the Centre ran taster sessions and competitions.  These included a  Pre-school, 
football club, target shooting, tennis, bowls, model railway and snooker clubs.  A large, bold, 
black and yellow banner advertised the event from the main road and a newsletter was 
distributed to every house.  This brought in families who might otherwise have missed the 
event.   Over 1,000 people attended on the day and one immediate result was a new, Friday 
evening, tennis club for children. 
 

 


