
Getting a feature 
(or a comment 
piece) into 
Inside Housing 
Dealing	with	the	press	from	a	non-news	
perspective	



Peter Apps 
•  Deputy	editor,	Inside	Housing	
•  Effectively	editor	responsible	for	our	three	main	
strands	of	non-commercial	content:	news,	
features	and	comment	



Long reads: 
what we do 

Typically	two	print	features	per	week,	
plus	a	news	analysis	

Analysis	is	usually	a	topical	long	read	
with	a	clear	news	hook.	This	will	be	
decided	on	Thursday	and	filed	by	Friday	
(really	Monday).	It’s	about	1,400	words	
long	and	usually	written	in	house	



A couple of 
analysis 
examples: 



What we 
want from 
you for 
analysis: 

Considered	opinion.	This	is	the	time	to	get	
someone	on	the	phone	who	can	look	at	an	issue	
from	all	sides,	tell	us	the	30-year	story	etc	

Speed.	It’s	not	quite	the	fast	turnaround	we	
have	on	news	stories,	but	it	is	a	two-day	
turnaround	for	the	reporter	

Data	analysis,	numbers,	insight	–	all	the	stuff	
that	helps	us	tell	the	story	behind	the	story	



Features: 
the process 

The	two	features	are	less	immediately	
topical.	They	will	be	filed	to	the	editors	two	
weeks	before	we	come	out.	They	address	
bigger,	long-standing	issues	or	‘off-diary’	
stories.			

We	write	about	half	in-house	and	half	come	
from	freelancers		



How do we 
decide our 
topics? 

Chat	between	myself	and	the	features	editor.	
We	pull	together	a	plan.	Will	usually	be	
thinking	about	six	weeks	in	advance.		

The	whole	team	pitches	ideas	and	we	pick	
the	best	ones.	Freelancers	also	pitch.	We	do	
get	ideas	from	PR’s	pitches,	but	in	reality	this	
is	a	small	percentage	of	our	content.	

We’re	looking	for	interesting	stories	which	
engage	with	a	wider	debate.	Usually	they	will	
engage	with	a	bigger	agenda	or	at	least	have	
a	story	that	is	interesting	to	the	wider	sector.			





What do we 
want from 
you: 

Good	pitches	about	stories	which	have	a	genuine	
relevance	to	a	wider	audience.	Remember:	as	with	
news	there	is	always	a	difference	between	things	you	
are	proud	of	and	things	which	we	will	be	interesting	

Access	–	to	interviewees,	case	studies,	site	visits	etc	

An	ability	to	work	within	our	deadlines	–	it’s	not	as	
fast	paced	as	the	news	desk	but	it’s	still	tight		









Things to 
avoid… 

Trying	to	improve	our	pitches	

Asking	for	copy	approval,	or	putting	
up	unnecessary	barriers	generally	

Pitches	that	won’t	work:	organisation	
birthdays,	one	off	development	
schemes,	new	products	



Special 
editions 
(some 

regional 
editions tbc) 



How we work 
out our special 
edition content 

Will	speak	to	a	couple	of	experts	in	the	patch	area	(eg	
procurement	people)	to	figure	out	what	the	key	areas	of	
interest	are	

We	then	work	out	either	one	or	two	features	based	on	this	

Regional	editions	aim	for	one	profile	interview	and	one	
‘state	of	the	nation’	

Specialist	editions,	one	quirky	or	interesting,	one	‘state	of	
the	nation’	





What we 
want from 
you for 
special 
editions 

Similar	principles:	we	want	good	ideas	about	
this	space.	Remember	–	if	you	pitch	an	idea	it	
doesn’t	have	to	be	about	you	to	include	you	

Particularly	worth	pitching	in	for	profile	
interviews	and	regional	stories	for	the	regional	
editions,	especially	if	they	can	be	tied	to	a	
wider	trend	affecting	the	whole	area	

Remember	our	timescales:	we	will	be	
considering	these	editions	six	weeks	ahead	and	
finalising	the	ideas	a	month	in	advance	



Comment 
and opinion 

On	average	we	run	10	comment	
pieces	per	week	(two	a	day)	

This	includes	five	IH50s,	one	
leader	and	one	column	from	Jules	
Birch	

So	in	a	normal	week	we	take	three	
pieces	of	reactive	comment	from	
the	sector	



Reactive 
comment 

Most	of	this	comes	from	
comment	pieces	pitched	by	
you	guys	(although	we	do	
also	commission	directly)	

BUT	I	get	around	20	pitches	
per	week.	So	only	one	in	
every	seven	pitches	makes	
it.		



Some 
guidelines 

Comment	pieces	should	have	something	to	
say.	You	need	to	be	making	an	argument.	
This	is	not	a	place	for	news	stories	that	
didn’t	make	it.		

‘Best	practice’	and	‘what	we’ve	achieved’	
comment	pieces	might	satisfy	your	
executives	–	but	the	statistics	would	not.		

If	you	are	selling	products	into	the	sector,	
writing	a	comment	piece	about	how	good	
or	necessary	your	product	is	counts	as	
advertising	



A bad pitch 



Another bad pitch 



Some good 
pitches: 
•  You	need	to	think	about	giving	
us	the	chance	to	write	an	
interesting	headline:	nobody	is	
going	to	read	it	otherwise	

•  It’s	not	about	being	
controversial	for	the	sake	of	it,	
it	is	about	having	something	
clear	to	say	

•  Try	and	make	it	topical	–	what	
is	in	the	wider	news	at	the	
moment,	and	how	does	it	
relate	to	the	sector?	



Overall 
messages: 

Work	with	us	to	make	good,	interesting	
features.	In	the	end,	we	want	people	to	read	
them	and	enjoy	them	and	so	do	you	

Keep	your	pitches	tight	and	to	the	point	and	
don’t	be	too	rigid	about	changing	them	

Bear	our	deadlines	in	mind	

Save	your	comment	pitches	for	when	you	really	
want	to	enter	a	debate	



And get in 
touch 
(ideally on a 
Thursday) 

Peter.apps@insidehousing.co.uk	

@PeteApps	

0207	772	8360	


