
 
 
 
 
 
 
 
 
 
 
 
 
 

Mental Health Month ACT 2020 
 

Event Marketing Tips 
 
 
Mental Health Month in the ACT is coordinated by the Mental Health Community Coalition ACT.  
 

 
 
 
 

Hosting a Mental Health Month Event 
Whether you have received one of the Mental Health Month reimbursement grants, or are 
hosting your own event or Wellbeing PrioriTea – we thank you for being involved in Mental 
Health Month ACT and being a part of raising awareness of mental health in the ACT. 
 

Registering your event for Mental Health Month ACT 
Whilst there is no need to register your Mental Health Month event with us, if you do 
register and tell us what you are planning, we can help promote your event.  
To have your event listed on the online MHM ACT Event Calendar register your event here: 
www.mentalhealthmonthact.org/registeranevent  
Reimbursement grant recipients have already registered your intent to promote your event 
in the MHM Calendar. 
View the calendar at www.mentalhealthmonthact.org/calendar 
 

http://www.mentalhealthmonthact.org/registeranevent
http://www.mentalhealthmonthact.org/calendar


Event Marketing 
Once you have decided on an event, and either registered it with us or been successful in 
obtaining a reimbursement grant, you need to let people know about it! 
Having a plan will help you reach the right people, at the right time, at the right place. 
 

What & Why 
Write up an event summary that identifies your main reason for creating your event or 
taking part in Mental Health Month and plan your campaign around it. Use this to create 
some goals for your event, and for your promotions too. Some questions that may help you 
do this are: 

• What is the need for your event? 

• What is the focus or message? What are you trying to achieve? 

• Who are you trying to reach? Who is the target audience? 

• Do you want to lift your media profile? 

• How will people find out about the event? What channels do you already have that work? 

 

Who 
Your target audience is very important so take your time to work out who you think will be 
interested in your event. If it’s everyone you’ll have a lot more work to do than if you just 
focus on 18 - 30 year old’s or the 50+ women. 
 
Some suggestions on defining your audience categories are below: 

• Workforce (White or Blue Collar) 

• Seniors  

• Young Adults, Youth (teens) or Children  

• Families & Parents 

• Gender identification 

• Multicultural  

• Disability 

Where 
How will people find out about the event? You probably already have communication 
channels that work – these are things like email, newsletters, social media and a website. 
 
Don’t forget that word of mouth is one of the most effective ways of promoting your event 
– so consider how you can get people talking about, and sharing your event.  
 
Social media is a simple and effective tool for this. We particularly encourage setting up a 
Facebook event, and adding @MentalHealthMonthACT as a co-host – this will ensure that 
your event will be visible on our Facebook page too! 
 
Other forms of communication channels you can use to your advantage are: 

• Community event listings 

• Posters & Fliers 

• Personal invitations 

• Media – such as radio, newspapers and online 



It is important to note that many of these channels require attention to the presentation of 
the event information – in particular the use of design, images and copy (wording).  
 

• Images: engaging images are key for attention grabbing – make sure they’re quality, 

relevant and legal – copyright needs to be complied with. 

 
• Design: keep the overall look simple and easy to use, consider a professional graphic 

designer or make use of great free online programs such as Canva; again ensure all images 

and logos are used legally under copyright; and if you’re printing anything, adhere to their 

guidelines or use their inhouse design team. 

 
• Copy: 3 golden rules – be concise, be interesting, be understood; Keep summaries short, use 

inclusive language for everyone, but also grab people’s attention! Think about what makes 

your event stand out.  

 

How much 
Something which you need to get straight early on is how much you want to spend on 
promotions. Expect the unexpected and have some contingencies in your budget. 
 
This is a conservative estimate for a promotional budget: 

• Graphic design fees    $350 

• Photographer fees    $500 

• Phone, postage, internet   $150 

• Photocopying     $100 

• Printing     $500 

• Distribution     $150 

• Advertising     $1000 

o Total $2660 

It is however possible to greatly reduce the above costs by doing things yourself or you may 
be able to work out in-kind or contra deals, sponsorship with someone who can assist you. 
 
In-house budget: 

• Graphic Design fee done in house  (staff hours only) 

• Photographer done in house   (staff hours only) 

• Phone, postage, internet   $150 

• Photocopying     $100 

• Printing done in house    (staff hours only and a nominal resource cost) 

• Distribution     $150 

• Advertising Fee     Potentially not needed  

➢ If replaced by social media and networks  

o Total $400 

 



Media 
Use of free media can be a great way to gain exposure, but not a guarantee. There are also 
some specific ways to engage the media, and therefore it has a section all its own. 
 

Media Releases 
Positive media coverage of your event can really boost people’s awareness of the event as 
well as their attendance and a media release is the best way to reach journalists. Before you 
draft a media release and well in advance of your event, remember to nominate someone 
from your organisation to be the media spokesperson and handle media enquiries. The 
contact details for the spokesperson will need to be listed on your media release. 
 
To write a short and snappy media release, first clearly identify the following aspects of your 
event: 

• What you are doing (eg. Holding a teenage forum on mental health). 

• Because (eg. To create awareness for families around mental health issues) 

• Why? (This bit you need to back up with statistics and information about what the above will 

create. Eg. Research has shown when families and teens talk together about mental health 

Issues it creates change in 50% of the cases we see each year) please note this is not an 

accurate statistic but an example. 

• Why is your story more newsworthy than everyone else’s? (Give them an interesting reason, 

personal stories about someone involved in your event are very newsworthy) 

Then follow this guide to draft your media release: 
• Release Headline 

o Your headline should be clear and simple. Don’t try to be too gimmicky or funny. 

You want to catch someone’s attention because the headline is strong not because 

they don’t understand the joke. 

• Lead paragraph 

o Your lead paragraph must support the headline and contain the whole point of the 

story. This is where you answer the ‘who, what, why, where and when’ questions. 

The quality of the first paragraph can determine whether the news release is used. It 

must stand on its own and serve as a concise summary of what you are doing. Put 

the strongest part of the news story in your first couple of paragraphs. 

• Body 

o Write the release in present tense and as you would expect to see it in print. Many 

journalists aim to write their news for a twelve-year-old audience, so make sure 

your paragraphs are no longer than three lines wherever possible. 

When writing your media release consider: 
• Don’t let your release run over a page as most journalists will not bother to read it.  

• Think carefully about your release - If it is boring then the journalist will not be interested 

and you will not get a response.  

• Conversely, if it is too promotional and not factual enough, they will also run a mile. 

• Positive statements about your event must be attributed to someone (e.g. your 

spokesperson) in the form of a quote.’ 

• Always include your contact details at the end of the media release. 



Use your Media Contact List to contact media outlets but don’t neglect your own contacts 
too – your own email list or a friend that happens to work at the ABC or run a community 
radio program. There is a huge number of resources available online. For example check 
out: The Public Relations Institute of Australia: pria.com.au 
 

Media Kits 
In order for the media to have enough information to publish a story about your event, you 
need to have at the very least a basic Media Kit, which should be sent out a few weeks prior 
to your event. If you wait until the week before you may miss out on planned media 
coverage. It is also important to remember that some media outlets have long lead times. 
 
Ideally, your Media Kit should contain the following: 

• Press release – one-page is preferable 

• Background Sheet 

• Biographies for interesting speakers, performers etc 

• Photographs - JPEG images, one portrait, one landscape, 300dpi for print quality, with a file 

size no larger than 1MB so it can be emailed in a hurry. 

The Pitch 
Journalists are under constant pressure to meet deadlines, so make sure you are able to be 
available, work in their timelines, and be gracious with the end results. 
 
When pitching a story or sending your media release: 

• Email identified journalist/editor/producer directly 

• Use an arresting subject heading in email 

• Briefly outline gist of story/release, in direct but friendly manner 

• Attach media release to email 

• Attach photo related to the event, if available 

• Offer to setup photo/interview time with journalist and spokesperson if required 

• Follow up by calling the next day, refer to your email and ask if they are interested in the 

story and offer again to setup photo/interview time if applicable 

Radio 
If the media opportunity is a radio interview:  

• Confirm arrival time at the studio for the speaker, allow plenty of time to spare before the 

on air/pre-record time 

• Alternatively, you may need to set up a pre-recorded or phone interview if the 

producer/presenter would like to run the story but does not have a live spot available 

• Once confirmed, put all of this information in an email to the journalist 

• Call again on the morning of the media call to confirm that the interview/picture is still 

happening and that the time and place is still ok  

 
This document has been prepared by the Mental Health Community Coalition (MHCC) ACT 
Room 1.06, Level 1, Griffin Centre, 20 Genge St, Canberra City  
 
Contact us with any questions on 02 6249 7756 or via communications@mhccact.org.au 
 

mailto:communications@mhccact.org.au
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