
Talking to
the media

3 Riverside
Granta Park
Cambridge
CB21 6AD
UK
Telephone: 0300 111 5555
research@alzheimersresearchuk.org
Our registered charity number is 1077089 and SC042474.

A guide for scientists

Alzheimer’s Research UK is the world’s largest 
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How talking to the media  
can help ARUK

Alzheimer’s Research UK is the largest dedicated 
funder of dementia research in the world and we are 
regularly asked for our opinion on stories around dementia. We also 
encourage our scientists to talk about their work, to get more people 
thinking about dementia and interested in research.  

We believe that research has the power to defeat dementia. Every 
piece of news about dementia research helps us raise awareness  
of the condition, the people it affects and the huge need for  
more research.  

As a fundraising charity, we are entirely dependent on public 
donations to fund your projects. By promoting your research, we can 
show our current supporters where their money goes and attract new 
people to support this worthy cause. 

It also helps us to ensure research is communicated accurately and 
responsibly, and we can use it to lobby government on important 
issues around dementia.
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Talking to the media about your 
research has many benefits. These 
include educating and informing 
the public on your work and its 
importance, advertising an event 
you may be arranging, helping to 
promote an organisation or funder 
that you work with or recruiting 
volunteers to help with your 
research. It can also help to boost 
your profile with your institution, 
funders and collaborators.

Why is it important to talk 
about your work?



If you have a new Alzheimer’s Research UK grant, are 
hosting an event, or are publishing research that we have 
helped to fund then we would love to tell people about it. 
Let us know if anything is on the horizon – we can’t always 
guarantee publicity but we will try our best to work with you 
to promote it. 

We may wish to contact you to ask your thoughts on a 
particular topic or breaking story that is relevant to your 
area of research. We may ask you to do an interview or talk 
to a journalist. If you are willing to act as an occasional 
spokesperson for Alzheimer’s Research UK, please get in  
touch with the press team on 0300 11 5 666 or  
press@alzheimersresearchuk.org 

We won’t throw you in at the deep end – we will broker any 
requests and make sure that you feel prepared before doing 
an interview.  We also offer professional media training to 
our regular spokespeople.

How can I get involved?
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How the press office works

A portion of our work is proactive – we issue press 
releases about research we are funding, events 
we are organising, new reports and evidence, and 
fundraising stories. If there is media interest, we 
will help to arrange interviews, provide background 
information and photographs. We also work 
reactively – responding to requests from journalists 
and to breaking news stories about dementia. Even 
though we may not have funded this research 
ourselves, we issue comments on the findings to 
put them into context and help journalists with 
their stories.
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When the media features Alzheimer’s Research UK, it is hugely beneficial 
to us. It makes people aware of who we are and what we do, and drives 
donations that can help fund more pioneering research. 

If you are talking to the media on our behalf, please try to give a clear 
mention of our name at least once during the interview. It is important to 
say our full name – Alzheimer’s Research UK – please remember the UK! 

We also have a number of key messages and powerful statistics that can 
help you when talking about dementia.

Being a spokesperson
 Dementia is not a normal part 
of ageing, it is caused by brain 
diseases and Alzheimer’s is 
the most common. 

•  Dementia is a condition –  
a collection of symptoms 
including memory loss, 
thinking difficulties,  
problems with language  
and behavioural changes. 
It is not correct to refer to 
dementia as a disease. 

Alzheimer’s disease doesn’t  
just affect your memory: 
eventually it affects your  
ability to walk, to communicate, 
and even to swallow.

•  Alzheimer’s disease kills  
brain cells. A brain affected  
by Alzheimer’s disease  
weighs up to 140g less than 
a normal brain – about the 
weight of an orange.

225,000 people in the UK will 
develop dementia this year – 
that’s one person every  
three minutes.

•  850,000 people in the UK are 
living with dementia. 

•  Over 24 million people in  
the UK have a family member 
or close friend living with  
the condition.

Today, half of those diagnosed 
with cancer successfully fight the 
disease. Only with research  
will we be able to achieve the 
same success with Alzheimer’s 
disease and other dementias. 

•  Dementia research does 
not receive fair funding in 
comparison to its enormous 
impact.

•  A generation ago, the resources 
and scientists were assembled 
to make breakthroughs on 
cancer. Today Alzheimer’s  
Research UK are doing the  
same for dementia.
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people in the UK and  
numbers are increasing. 

850,000
Dementia affects over 

as many researchers work on cancer 
compared to dementia. 

6 TIMES 

per year. That’s more than cancer  
and heart disease combined. 

£24 BILLION 
Dementia costs the UK over

of people over the age of 55 believe  
dementia is our greatest medical challenge. 

45%
Almost half

over 65s will die with dementia and  
the population is ageing rapidly. 

1 IN 3
people in the UK population know  

someone close with dementia. 

24.5 MILLION
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Top tips for talking to 
the media

•  Soundbites. If you are doing an interview, try to make sure 
your phrases would stand alone and still make sense. This 
is particularly important for pre-recorded interviews where 
the question may not be included in the clip or where the 
interview may be edited. 

•  Prepare. If you can, practice explaining your work and 
answering questions on the topic with someone who  
doesn’t know the area.

•  Stay in control. Remember that you are the expert on your 
topic. If you are uncomfortable about the direction the 
interview is taking, don’t be afraid to guide it back to where 
you want it to be. It’s OK to be honest if you don’t know the 
answer to a question.

•  Relax. If you are relaxed then the interviewer will be too,  
and you will come across as more confident and in control.

•  Don’t be afraid to get excited. If you talk passionately and 
enthusiastically about your work, you will easily capture the 
interest of your audience. If you can’t sound excited about 
your own work, don’t expect anyone else to be!
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•  Key messages. Most people will only remember a few 
points from your interview so think in advance of the  
key messages you would like to get across and try to  
stick to them. Don’t be afraid to repeat a message if you 
feel it is important.  

If you are talking on behalf of Alzheimer’s Research UK, it 
is important to try to mention our name in full. 

•  Be clear and concise. Try to keep your answers short and 
simple – once you have run out of breath it is normally 
time to stop! 

•  Think about your language. Try to use simple language 
and remember that many listeners may have a loved one 
with dementia. Avoid words like ‘subject’ and ‘sufferer’ – 
use ‘volunteers’ and ‘people with dementia’. 

 

extend pic/Debbie to do extend pic/Debbie to do



If you go on TV to talk about your work or someone else’s,  
there are some general rules to follow.  

•  You might not always get much notice of an interview, but 
try to appear as smart as possible. White shirts can alter the 
white balance of the camera so best to stick to plain, bold 
colours and avoid loud patterns. Thin stripe patterns can 
cause particular havoc on screen and are a no-no. 

•  Try not to shuffle around too much in your chair. Do use your 
hands when you talk if it comes naturally, but if you are 
doing a down-the-line interview you may want to keep them 
on your lap. 

•  Look at the interviewer and try not to be distracted by other 
things that might be happening in the studio. Stay where 
you are at the end of the interview, remain quiet and keep 
looking at your interviewer, just in case they are still filming. 
Someone will tell you when it is OK to leave the studio.

TV interviews
Things to remember: 
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•  Tight deadlines. If you are lucky this could be 
days, but it is more likely to be hours or even 
minutes. Try to be as flexible as possible, as 
journalists’ deadlines often aren’t.

•  Last minute changes. News changes quickly 
so be prepared that your story or interview may 
be dropped at the last minute. Don’t take it 
personally!

•  Getting things wrong. The person you are 
talking to may not normally work on health and 
science reporting and may get things wrong. 
Do correct them politely if you feel that they 
are misreporting the story, but they may not 
appreciate being pulled up on unimportant 
mistakes.
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Communicating complex scientific topics is not easy, but is vital to keep your audience interested. If you are talking to the 
general public, be prepared to explain the basics and try to avoid scientific ‘jargon’. Imagine you are talking to a non-scientist 
friend in the pub or a teenage relative and pitch it at a level they would understand. Remember this is a general guide, and 
your tone and language may change depending on your audience. We will help you prepare for any interview and decide on 
the language and tone that is relevant.  

The importance of language

Scientific term                                                                                     Lay term 

Scientific term                                                                                         Lay term 

CT, MRI, PET scan
Intracellular 
MCI 
 
 
Mutation 
Neurodegeneration 
Neurone 
Neurotransmitter 
 
Novel 
Pathology 
Progressive 
Signalling pathway 
SNP  

Synapse 
 
Tau, tau fibrils, fibrillary tangles, tau tangles, phosphorylated  
tau, hyper-phosphorylated tau 
 
Therapy/ intervention 
Vascular 

 

Brain scan 
Found inside cells 
Mild cognitive impairment  
“A term used to describe thinking and memory problems  
that are not severe enough to be diagnosed as dementia” 
Faulty gene 
Deterioration of nerve cells 
Nerve cell 
Chemical messenger  
“helps cells to communicate” 
New 
Disease process 
Gets worse over time 
Molecular ‘chain of events’ 
Genetic variation  
“Natural variation in the code that makes up a gene” 
Junction  
“point of contact and communication between two nerve cells” 
Tau  
“A protein which can behave abnormally and form toxic clumps 
called tau tangles” 
Treatment 
Blood vessels

 

Version of a gene 
Amyloid  
“A protein which can build up into abnormal clumps in the brain  
called amyloid plaques”
Cell death 
Brain support cells 
Shrinking 
Long ‘arms’ of cells  
“that help transmit signals from cell to cell” 
Biological trait  
“which can be an indicator of disease”  
Thinking skills 
Group of people 
Spinal fluid  
“that bathes our brain and spinal cord” 

Allele  

Aβ , Amyloid, A-beta peptide, A-beta 40, A-beta 42, A-beta,  
beta-amyloid, β-amyloid deposits, aggregates or aggregation
 
Apoptosis 
Astrocytes/glia 
Atrophy 
Axon  

Biomarker  

Cognitive ability, cognitive impairment, cognitive decline, cognition
Cohort 
CSF
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At a glance

“

”

           It’s not always easy as a 
scientist to judge the impact that 
media work has, compared to say 
writing a paper. But there is a real 
sense of satisfaction in getting 
your views over in a fluent and 

articulate way and helping people understand 
the value and importance of research in this area. 
Media work definitely keeps you on your toes 
– I had to act as sound technician for my own 
interview in one studio and once went in to give 
an interview and came out having done three.

Dr Eric Karran, Director of Research,  
Alzheimer’s Research UK

What our scientists say

Decide on three key messages you want to get across 

Speak clearly and use simple language 

Remember to mention our name – Alzheimer’s Research UK  

Are any of our other key messages appropriate? 

Dementia is not a normal part of ageing – it is caused by brain diseases 

Research has the power to defeat dementia 

are living with dementia in 
the UK and numbers  
are increasing.
 

820,000 
PEOPLE
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will die with some form of 
dementia and the population 
is ageing rapidly.

1 IN 3 
OVER 65

            Speaking to 
the media can seem 
daunting, especially 
as a junior scientist, 
but Alzheimer’s 
Research UK provides 

such good support for their scientists 
that it helps you feel more confident 
and makes the whole experience 
enjoyable.  Doing the media training 
was great fun, and it’s a nice feeling 
to be a public ambassador the charity 
and the research they fund.

Dr Selina Wray, University College 
London ”

“



Down-the-line – This is a TV interview that takes place between people in two 
different locations. You could be talking into a camera in one studio, while the 
interviewer is in a studio somewhere else. These can be more difficult, as you can’t 
see the interviewer and will have to look straight down a camera to answer. Try to 
relax and act as if you are there in the studio with them. 

Embargo – A specific date and time before which the story should not be published. 
It is there to put everyone on a level playing field and often gives journalists time to 
prepare their story. When something you are helping us with is under embargo, you 
should not discuss or send it more widely until the embargo has lifted. 

On/off-the-record – If talking to a journalist ‘on-the-record’, they could publish 
anything you say. If a discussion is acknowledged on both sides to be ‘off-the-
record’, this should not be published but it is still worth being cautious. Think about 
what you are saying before it comes out. 

Pre-record – This is when a radio or TV interview is recorded in advance and 
broadcast later. If you make a mistake in a pre-recorded interview, there is more 
freedom to start again, but remember that what you say could be edited.  

Soundbite – a short section of interview that can be used as a standalone clip in a 
piece or as a teaser. 

 

Media glossary

people in the UK know 
someone close with dementia.

25 MILLION
as many researchers work on cancer 

compared to dementia. 

6 TIMES 

per year. That’s more than cancer  
and heart disease combined. 

£24 BILLION 
Dementia costs the UK over  

of people over the age of 55 believe  
dementia is our greatest medical challenge.

45%
Almost half

is the UK’s leading dementia  
research charity.

new cases of dementia occur in  
England and Wales each year.

163,000
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“

”

            Talking to 
the media is a great 
opportunity to 
raise the profile of 
Alzheimer’s Research 
UK and research into 

dementia. I have always found these 
opportunities worthwhile. The key in 
my experience is preparation – read 
through the lay summary of the 
research project, the key facts notes 
from Alzheimer’s Research UK, but 
remember you are the expert in your 
field. On one occasion I was asked a 
question that nothing had prepared 
me for –‘what was the most romantic 
thing I’d done?’ Just before my 
interview they had been discussing 
an article saying that men were most 
romantic at the age of 54!

Prof Nigel Hooper, University of 
Manchester




