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INTRODUCTION

Across the UK, the voluntary sector and the 
media are seeing the power of people sharing their 
experiences and expertise in their own words. Done 
well, their voices aren’t just heard - they are able 
to change how the public understands and thinks 
about social issues.

And right now, during the Covid-19 pandemic, journalists are looking to cover its impact 
on people across the country, including the communities that our voluntary sector 
works with and supports. Hearing stories from people with first-hand experience - and 
giving them the right support to do this safely and well - is more important than ever. 

With this guide, we’re drawing on over 10 years of expertise in bringing people with 
personal experience of social issues together with journalists to collaborate on fresh, 
more nuanced content, in safe and strategic ways. We’ve also included guidance for 
framing your issues in the context of Covid-19, to help you show how your campaign is 
even more relevant now.
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“I never want to 
do that again”

FEELING GOOD 
AND READY TO DO 
MEDIA WORK

Take a moment to think how you would like to feel after being interviewed by a 
journalist. 

Our networks tell us that when an interview goes well, they feel:

Taking part in media interviews can be intensely 
emotionally exhausting, especially if you have 
personal experience of the issue. 

Just because someone says “yes” to media work doesn’t necessarily mean they are 
in the right place to do it. It is important to build relationships and take time to speak 
with people about how they are feeling, where they are in their journey, and whether 
they have the right support around them to do this work right now. 

Our networks tell us that negative experiences with journalists 
made them feel:

“Happy”

“Not like a 
case study”

“Like an expert 
contributor who 
has been heard” 

“Like I kept to my 
boundaries and said 

what I wanted to say”

“Excited about 
the next one”

“Respected”

“Used” “Regretful”“Like I’ve let 
everyone 

down”

“Re-traumatised”

“Like I needed 
to hide away 
for a while”
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People often feel a weight of responsibility to do media work before they are ready, 
because they are keen to help, raise awareness and make things better. Our role is 
never to tell someone that they should or shouldn’t do media work, but to facilitate 
a conversation which gives them the time to work out whether, how, and when they 
want to take part in media interviews.

A good way of helping people to prepare for media work is to set up a small peer 
group for people who have experience of the issue, and who are interested in doing 
media work. (Our groups meet in person on a monthly basis and are now meeting 
on Zoom during the lockdown). 

Being part of a group and keeping in touch on Facebook or WhatsApp enables 
people to feel part of a movement, reduces isolation, and if one person isn’t 
available or in the right place for a media opportunity, they can pass the baton to 
someone else who is a better fit at that time. 

We’ve put together a post on how to run an effective peer support group on our 
website.
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https://www.onroadmedia.org.uk/2020/04/17/peer-support-groups/


PREPARING FOR 
INTERVIEWS
GENERAL ADVICE FOR PRINT, 
BROADCAST & ONLINE

In brief 
Interview and self-care checklist

These are useful tips and questions to share with the people you’re supporting to 
help them prepare and decide whether they are ready for their interviews [see also 
our template for the Angles network and our tailored guide ‘How to prepare for 
media interviews about poverty’ created with the Joseph Rowntree Foundation]. Our 
advice mostly follows interviews that are not live, but it can be applied more broadly. 
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https://www.angles.org.uk/wp-content/uploads/2019/08/Interview-checklist-2019.pdf
https://www.onroadmedia.org.uk/2019/08/19/a-guide-how-to-prepare-for-media-interviews-about-poverty/
https://www.onroadmedia.org.uk/2019/08/19/a-guide-how-to-prepare-for-media-interviews-about-poverty/


Interview 
checklist

Interview 
tips

Self-care 
questions

Find out the journalist’s name 
and contact details. 

Get all agreements in writing 
so you have a paper trail for 
reference. 

Who do they work for and 
where will the item appear, 
for example radio, online, TV, 
print? 

What item is it, e.g. news, 
comment, analysis? 

Why are they talking to you? 
What’s the context? 

Ask to see questions before-
hand (sometimes they can 
do this). Tell the journalist if 
there’s anything you don’t 
want to talk about. 

Are they interviewing anyone 
else? Who? 

Who is the audience? Ask 
about ratings and/or listeners.

When are you needed? How 
long will they need you for? 

Are you comfortable with 
doing this via an online video 
conference system or over the 
phone? Do you have the tech-
nology needed to do this? 

What do they need for the 
interview? 

How will your contribution be 
used? 

Is there an option to be anon-
ymous?

Can you see the final copy/
edit and/or see the quotes 
they’ve used, and maybe the 
headline? Often it’s a ‘no’ 
because of editorial policy, but 
it’s always worth asking.

Remember – you are in control 
of the interview. They have 
called you with the request.

Eat enough food, drink plenty of 
water, breathe.

Dress comfortably.

If on the phone or online, try to 
avoid sound issues by finding a 
quiet spot.

Set up a neutral background if 
doing video calls.

Turn your mobile off – not just 
silent mode.

Focus on 3 things you want 
the audience to remember or 
understand. These are your ‘key 
points’.

Tell stories and give examples 
– do your prep ahead of the 
interview.

If possible, follow framing 
guidance on the topic.

Avoid complicated statistics and 
jargon.

Remember it’s a conversation 
with one person, not a 
performance.

It’s OK to stop talking if you’ve 
made your point.

It’s OK to say no or pull out of an 
interview at any point.

End the interview on a positive 
note – email them to say thanks. 
This will go a long way. 

Check your social media privacy 
settings so people can’t get in 
touch with you directly. Think 
about having a message ready if 
you’d like to respond.

Think about what photos could 
be used with your interview. 
You may have one or be able to 
suggest ideas for stock photos.

Why am I choosing to do this 
interview – is it because I want to 
or feel obliged to?

Is now a good time for me to be 
doing an interview – how do I feel 
right now?

Am I okay with this topic area?

How’s my support network at the 
moment?

Who will I call for support if I need 
to at any point?

What will I do immediately after 
the interview?

How am I going to feel in an hour, 
a day, a week after the interview? 
What will I need?

What will happen if this interview 
goes viral and is shared across 
the internet? What will my family, 
friends, colleagues, employers 
think?

Ask a friend to watch/listen to your 
interview and give you positive 
feedback.

Get a friend to review the 
comments on an article or on 
social media. Avoid reading any 
negative ones.

People getting in touch after an 
interview to share their story can 
be moving and overwhelming - 
consider skimming messages or 
not reading them. Have a ‘thank 
you’ message with links to others 
that can support.

Think about who you can chat to 
for advice, from an organisation or 
group.

Have offline conversations with 
loved ones.

Give yourself a break from 
the topic and do something 
completely different.
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“I felt guided through the process and safe to have 
my first ever go at media interviewing. At no part 
did I feel under any pressure - it was all so well 
organised and thoughtfully done.”

Never underestimate how powerful feelings are before, during and after an 
interview, both positive and negative. Here is an overview of the steps we’ve 
taken to support people, with regular feedback and refinement, that have helped 
contributors develop their confidence and enjoyment of the process.

 
             Before the interview
Make sure the person that you’re supporting has as much information as possible 
about what to expect, including logistics (when, where, with whom, payment, 
anonymity if relevant); the full brief in an email or WhatsApp; the topic and angle of 
the piece; and information about the journalist (e.g. their previous articles). Discuss 
your role during this process, what to expect from the journalist (e.g. how they tend 
to communicate, how their deadlines might work), and what is being requested of 
the interviewee. 

Ask the journalist if you can attend the interview to support the interviewee - 
explain you won’t be in the way, you’ll just be about to help make sure things run 
smoothly. If you’ve been able to secure it, make sure to thank the journalist for 
giving copy approval/look over a final edit - some journalists won’t be able or willing 
to provide this, but many will so it’s always worth asking. Remind them of the areas 
the interviewee isn’t willing to speak about, whether they have decided to remain 
anonymous, and thank them for their sensitivity.

Talk to the person about their boundaries, what they’re willing to share and 
what they want to keep private on the day - if you are able to be there on the day 
with them, make an agreement beforehand about jumping in and steering the 
conversation if the interviewee goes down a route they didn’t intend to. Remind 
them that they can stop any time or cancel. They are in control, and they are not 
doing this alone.

Hold a briefing (over the phone or over video) with the interviewee/s to check-in 
and prepare. Do a walk through of the interview, think about issues that may arise 
either with the questioning, people’s comfort or the way the interview will be framed. 

In more detail
Support before, during and after engaging with 
the media
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Consider:

 ● What is the audience, what are we trying to achieve with this interview and how 
do we want the audience to feel?

 ● How are we feeling? Any concerns?

 ● How do you want to feel afterwards?

 ● Do you know what your boundaries are? Is there something you do not want to 
share? Write these down.

 ● Run through tricky questions, practise framing/comms advice, one-liners to 
describe particularly jargon heavy phrases. Write these down together.

 ● Remind the interviewee that they’re in control on the day. Remember it can be 
hard for the interviewee to say ‘no’ to the journalist - maybe agree on a gesture 
that the interviewee can make discreetly to show they’re not happy and remind 
them they can stop at any point.

 ● Practise bridging - responding to a question with an answer that brings the 
interviewee back to their main points, which they’re willing to share.

 ● If the interview is online via video link, have a walk through NEON’s guide, “Skype 
Interviews: How to make them good”.

 ● It’s important to manage expectations around how the media works. Sometimes 
interviews are edited down to a couple of seconds or sentences, sometimes 
they’re cancelled or dropped because of breaking news and the media’s 
changing agenda. Try to be open about this and what might happen, and 
ask them how they might feel if it is dropped. If things change, there may be 
disappointment or a feeling of time wasted - reassure them that you can give 
the journalist feedback, that any time put in isn’t wasted and there may be other 
opportunities in the future. Don’t assume everyone knows how journalists work. 
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https://docs.google.com/document/d/1d0RWHR3atHModjOzKO5Bie8DFuilOao2jciUYPkXDX0/edit
https://docs.google.com/document/d/1d0RWHR3atHModjOzKO5Bie8DFuilOao2jciUYPkXDX0/edit


        During the interview 
 ● If you can be there, help to create a friendly and relaxed atmosphere - make sure 
everyone knows each other’s names. 

 ● Do a brief recap of the interview, angle and needs of the interviewee, areas that 
are off limits, explain your role - you’re there to support the person. 

 ● Double check if anything has changed - how long the person is needed for, if it’s still 
the same format of interview. Speak to the interviewee, double check they’re fine 
with it - give people the opportunity to think about this rather than just saying yes.

 ● When the interview is taking place, try and be in the interviewee’s eyeline. Be 
attentive, present and aware of your facial expression. 

 ● If the interviewee is asked a question that was agreed to be off limits, interject 
politely before the person has answered. If the interviewee looks to you at any 
point to show they’re not happy, find a suitable moment in the next 60 seconds 
and ask if the person is okay. Give a pause after they’ve replied to make sure 
they’re genuinely okay.

 ● Make notes on areas of concern or feedback if the person has asked for it. 

 ● Always ask for permission if you want to take photos or screenshots.

           After the interview and ongoing support
Congratulate the person, thank the journalist. Immediately take 15 - 30 minutes to 
check in with interviewee. 

 ● Does the interviewee need a comfort break, something to eat or drink?

 ● How are they feeling? Keep the conversation on this, rather than how the interview 
was. Give space for people to express their emotions. 

 ● How did they feel the interview went? Did they get across everything they wanted/
say anything they’re worried about? Refer to your notes to check you’ve not 
missed anything.

 ● If they’re worried about sharing something they didn’t want to, talk about next 
steps and contacting the journalist. Don’t over-promise - if you didn’t get copy 
approval, it’s going to be harder to get a quote removed. Take exact notes of what 
the person is worried about. Reassure where possible.

 ● Congratulate again - recognise the work that has gone into the interview. If they’d 
like, give them some positive feedback.

 ● Chat about one thing you’re both going to do to de-stress after this.

 ● Follow up the next day and repeat the above. Sometimes, people come back with 
things they’re worried about - you can reassure or if the person asks, check in with 
the journalist.
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 ● If the interviewee isn’t happy, talk through what the concern is - is it a worry about 
their safety or representation of the issue, or perhaps a more general stylistic 
issue? If there are concerns or interviewees want a quote removed: thank the 
journalist again for their sensitivity. Explain what is worrying the interviewee, be 
explicit in what you want changed. Be realistic - the journalist isn’t going to change 
the phrasing of something, but they might edit out information that could impact 
people’s immigration status, for example. Ask them to confirm if they can make the 
change. Do this immediately after the interview.

 ● Now is also a good chance to keep working with journalists - perhaps offering to 
help on future stories, suggesting points about framing and other ideas for angles, 
even if discussions are behind the scenes. This helps with building relationships 
for the long-term.

            Keeping in touch and the build up to release
 ● Be prepared for changes to the final piece, for when the interview may not be 
used at all. Prepare yourself and the interviewee for each possible outcome 
and manage expectations and feelings as much as possible through regular 
communication.

 ● If all went well with the interview, send a follow-up email to the journalist/s to 
thank them for their time, ask about release date, remind them of any agreed copy 
approval. Offer support to share the piece with your networks.

 ● Let the interviewee know about the release date. Ask them to plan around the 
release - will they watch/read/listen to the interview? Will they do it alone/with a 
friend on the phone?

 ● Have they followed the guidance around privacy, reading social media comments, 
locking down social media accounts? Check-in before and after the interview.

 ● Is there an opportunity for the contributor to share their media experience with 
someone else, and encourage others to do media work?

 ● After publishing: If the piece is online and there’s a good reason to, journalists will 
sometimes update headlines or copy - provide a few suggested changes to make 
people’s life easy if you are requesting changes. 

 ● If it’s a TV/radio interview, edits are less likely - which explains why it’s so important 
to encourage people not to overshare in broadcast interviews and make sure 
journalists understand which areas are off limits before the interview.
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“My confidence has increased. I feel more able to challenge 
negative stereotypes around poverty and bias in the media and 
my personal life. I have a toolkit that I can dip into when needed 
to frame my arguments articulately and succinctly…”



HOW TO FRAME YOUR 
ISSUE DURING COVID-19

“We’re coming together by staying apart - and it’s working. 
The quiet in our streets is the sound of an incredible 
national effort to keep our physical distance. We’re playing 
our part in something bigger, slowing the spread of the 
virus. We’re saving lives and protecting our healthcare 
system - and we’re sending a message to our leaders that 
we need them to act too.”
The FrameWorks Institute: The Power of how during the 
pandemic: the importance of normalising action.
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Framing means making choices about what we 
say and how we say it. It’s about understanding 
how people think and feel, and telling new stories 
that can build public and political will to solve our 
most pressing social issues.

Framing also supports interviewees to make the best of their time during an interview 
which may only be 3 minutes long. It enables them to have the biggest impact with 
their messaging, what to say and leave unsaid, and to use messages that land with 
audiences, helping them to understand the issue in a helpful way.

http://frameworksinstitute.org/assets/files/COVID19/framing-c19_-the-power-of-how-during-the-pandemic.pdf
http://frameworksinstitute.org/assets/files/COVID19/framing-c19_-the-power-of-how-during-the-pandemic.pdf


“No matter what we look like, where we live, or 
how much money we have, getting sick reminds 
us that at our core we’re all human.”
NEON, PIRC, ECU and more
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Resources for framing your story during the crisis
There are useful and impactful ways to share and frame stories during the Covid-19 
crisis. Here are three communications resources that pull together key learning that 
can be easily digested ahead of media work. All the guides point to the need to 
avoid ‘us and them’ framing and focus on looking at the bigger picture - calling for 
our governments to act.

 ● Framing COVID-19 - pulling guidance from twenty years of framing research and 
practice by the FrameWorks Institute

 ● Corona Virus Core Message - developed by NEON, PIRC and ECU

 ● Pandemic Beliefs: Understanding the narrative - an evolving guide on COVID-19 
from PIRC

At On Road, we encourage our networks to share their expertise in their own words, 
and framing is at the heart of our training courses - but even having a conversation 
about the basic ‘do’s’ and ‘don’ts’ on framing the issue in your briefing session will 
be helpful.

https://docs.google.com/document/d/17lkJliP19J5CsrYfBhPNKc67YWiHti8-6W7ZIZP9ios/edit?usp=sharing
http://frameworksinstitute.org/framing-covid-19.html
https://docs.google.com/document/d/17lkJliP19J5CsrYfBhPNKc67YWiHti8-6W7ZIZP9ios/edit#heading=h.8yhig2su9jlq
https://publicinterest.org.uk/part-3-beliefs-for-change/


THE MAGIC OF PITCHING

You might want to support your network to develop 
their own ideas and pitch directly to journalists.

On Road’s Angles project works with Zing Tsjeng, executive editor of VICE UK, to run 
pitching workshops and here is a summary of the tips from her two hour workshop, 
Getting your idea in print – the magic of pitching. This advice is focussed on print/
online but most of it can be applied to broadcast.

     Before pitching an idea
 ● Take time to research the editor/journalist online and find out their interests and 
coverage – do they cover topics you’re pitching to them?

 ● If you’re pitching a comment piece, look closely at the platforms that specifically 
commission editorials or comments (e.g. The Guardian, The Times). 

 ● Depending on who you pitch to, think about how they cover stories. If it’s The Sun 
newspaper, a new peg could be a soap storyline or celebrity speaking, which you 
could link your story to. If it’s another paper, hooks might be more breaking news, 
reports, Government decisions etc.

    Writing your pitch
 ● Compose a short, friendly, succinct email. Use three to five short paragraphs in 
your email and address the person by their name (e.g. not “Dear Sir/Madam”).

 ● Include “Pitch” in your email subject line along with your idea in brief. If it’s urgent, 
mention that in the subject too.

 ● Choose a good story to pitch with a beginning, middle and end. The perfect pitch 
is a story, not an idea. Develop your idea so that it becomes a story – what is the 
angle? What do you want the story to say?

 ● Peg your pitch to a news angle to draw readers in.

 ● Explain why this publication and this particular editor should be interested in this 
story.

 ● Find a way to work with someone who has a story, as an entry point into your 
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idea. Then give your idea the wider context, or “bird’s eye view”, to back it up.

 ● Explain why you’re the best person to write the article / or be interviewed.

 ● Mention a list of places you’ve already written for or offer links embedded in the 
email – this demonstrates that you can write and other media trust you to deliver.

 ● Make the story easy for the editor – do you have access to stories, do you have 
first-hand experience or work with people with first-hand experience? Can you 
provide photos or videos?

 ● Is your idea timely, will it have impact and can you quantify anything in your story, 
like stats, referrals, rise in numbers, new figures etc.?

 ● Is your email well written with correct spelling, grammar, punctuation? Take your 
time and check. Most editors will dismiss a badly written email.

 ● Is your idea compelling and something not often talked about? How do you differ 
from others covering this story, if it’s a more common topic (like Covid-19).

   Contacting editors
 ● Zing recommended you send your pitch in the morning, before 12pm, ideally by 
9/10am when most editor team commissioning meetings are happening and when 
stories are developed or get the green light. Don’t send anything to print media 
on a Friday but if it’s broadcast, Friday is a good day for things to get picked up.

 ● Always tailor the pitch to the person you’re emailing.

 ● Don’t pitch the same thing to two or more editors in the one publication – they 
don’t like that!

 ● Don’t cc everyone into your email either. Send to one editor and explain why you 
are sending it to that person in your email.

 ● Follow up a week later if you don’t hear anything with a polite note to nudge them 
and say something like “If I don’t hear from you…I may approach other editors, but 
obviously my preference is that you cover it…” You may give them a deadline to 
get back to you by but not all editors appreciate this so don’t appear pushy. No 
editor will expect you to wait around either.



PAYMENT GUIDE

We work with people as collaborators, not case 
studies. We ensure they have the right support, 
contacts, training and remuneration to do media 
work safely and well.

Remuneration is an important part of this work, acknowledging the expertise people 
are sharing and the time they have contributed - what people are giving up to do 
this, despite often not receiving a salary to work on the issue. There are many ways 
we support our networks from training opportunities, to paying them to facilitate or 
take part in meetings with journalists, depending on the circumstances of the person 
and the media work they do.

We also always ask journalists if there’s a payment for the media engagement. This 
varies widely from nothing to over £150 - there’s a range of options depending on 
the platform. In general, journalists won’t offer payment for a comment in a print/
online story, but for radio interviews and live studio TV interviews, there may be 
more than travel reimbursement, and a disturbance fee might be available. When 
writing first-person pieces, the fee varies. It’s always worth asking.

There isn’t a definitive way to provide this remuneration and we accept there are 
issues people face receiving payment. Where appropriate, we provide vouchers 
as a ‘thank you’ for people’s collaboration. Vouchers are chosen by the project 
participants at the beginning of the work and the most popular ones are Love2Shop 
and One4all.

If providing vouchers to participants, please note that you may have to pay tax 
if you’ve given an individual more than a certain amount in any tax year and we 
recommend you seek advice on this from a tax expert.

16

https://love2shop.co.uk/
https://www.one4all.com/


FINDING OUT WHAT YOUR 
NETWORK NEEDS

It’s important to recognise that people will be 
dealing with a lot right now and taking part in media 
interviews might be the last thing on their minds. 
It’s also the case that some won’t have the access 
or necessary skills they need to stay engaged and 
connected online.

We recommend calling people for a chat to see how they’re doing and/or sending 
out a survey like this one which asks whether people are interested in doing media 
work on Covid-19 and what their access to technology is like. 

For many, access to the internet won’t be an option. We recommend keeping in 
touch over the phone and working with the media through phone calls. There are 
many free conference call provider services that are helpful for calls with over 2 
people. It’s also worth looking into options in your organisation that might offer wif-fi 
(e.g. an organisation account with BT that is offered to people, or access to free wi-fi 
spots, or lend out pay as you go phones or SIM cards in the post).

Useful links
 ● https://wwww.onroadmedia.org.uk - Training and peer support networks on issues 
of poverty, sexual and domestic abuse, young migrants, transgender and non-
binary communities

 ● https://neweconomyorganisers.org/apply/ - National Spokesperson Training 
prioritising people who are under-represented in the progressive movement

 ● https://campaignbootcamp.org/training/ - Training, Bootcamp residential 
programmes, local community training events

 ● https://smk.org.uk/what-we-do/training/ - Campaigning training

 ● https://www.expertlink.org.uk/ - Conversations on co-production and training

 ● https://thesocialchangeagency.org/events-training/ - Training in movement 
building and Power Analysis

 ● https://imix.org.uk/what-we-do/ - works closely with organisations across the 
refugee and migration sector to train, support and build communications capacity.
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https://docs.google.com/forms/d/e/1FAIpQLSeCEd0llLbEHqDZfHgNg_MqwHj7T_HQdPsmIZppOj-k-kJQTA/viewform?vc=0&c=0&w=1
https://docs.google.com/forms/d/e/1FAIpQLSeCEd0llLbEHqDZfHgNg_MqwHj7T_HQdPsmIZppOj-k-kJQTA/viewform?vc=0&c=0&w=1
https://wwww.onroadmedia.org.uk
https://neweconomyorganisers.org/apply/
https://campaignbootcamp.org/training/
https://smk.org.uk/what-we-do/training/
https://www.expertlink.org.uk/
https://thesocialchangeagency.org/events-training/
https://imix.org.uk/what-we-do/


BETTER STORIES

Some told us that they had supported someone to do an interview which went badly, 
and the trauma of the experience meant that they decided not to engage with the 
media again, which is understandable. But it doesn’t need to be this way. 

We know that it’s so important to lift up and multiply stories that can move our 
society in a better direction for everyone. We can’t afford to ignore the power of 
the media, particularly when harmful narratives can take hold and have negative 
consequences for our society.

This work, when it’s done right, feels amazing. Both for the contributor and the 
journalist.

It can lead to longer term collaborations that leave contributors feeling proud and 
eager to remain part of campaigning work where they have agency - where the 
“case study” is a thing of the past - and where they can witness their voice, one of 
many, having a positive impact on our world. 

We hope this guide is helpful in your work to tell better stories in collaboration with 
the communities you work with.

About this guide
We have pulled this information together in response to the Covid-19 crisis and 
we will be releasing a more general guide, including information on how we run 
our peer support groups and behind-the-scenes interactions with soaps and news 
organisations, in the coming year. 

We would love your feedback and to stay in touch. To make suggestions, share 
ideas or ask questions, please get in touch with On Road Media on Twitter or 
Facebook. And you can also read our blog and email us for specific advice relating 
to our projects and training.
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We’ve spoken to a lot of people in the voluntary 
sector over the years who’ve told us that they were 
passionate about supporting people to tell their 
stories, but that the media work they had done in 
the past just didn’t feel right. 

https://www.onroadmedia.org.uk/2020/04/17/peer-support-groups/
https://www.onroadmedia.org.uk/work/interactions-with-the-media/
http://www.onroadmedia.org.uk
https://twitter.com/onroadmedia
https://www.facebook.com/OnRoadMedia/
https://www.onroadmedia.org.uk/blog/
mailto:info%40onroadmedia.org.uk?subject=


About On Road

On Road is an award-winning charity that tackles 
social problems by improving media coverage 
of misrepresented groups and issues. We work 
towards long term narrative change by informing 
everything we do with research that tells us which 
stories are most effective to create positive social 
change for people. 

We support people with first hand experience 
of the issues to do safer, more strategic media 
work, whether in front of the camera or behind the 
scenes, bringing them together with the media to 
inspire fresh and nuanced content with a focus on 
popular culture. 

Our work has leveraged over £6 million in positive 
programming in the UK. 

Our projects include:

⊲ Talking About Poverty
⊲ Angles: A Different Take on Sexual and 

Domestic Abuse
⊲ All About Trans
⊲ Media Movers - which supports young people 

with migrant backgrounds. 

www.onroadmedia.org.uk       
     @onroadmedia            @OnRoadMedia 
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