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Why Consider Writing a Press Release?
As a SMART business owner, professional and/or entrepreneur, you know the value and
benefits of successful public relations. It can reach and influence a large number of your
target audience, fast. Being featured in leading and well respected trade and consumer
media can add instant credibility and provide an immediate competitive advantage. It
can make you and/or your business seem larger than you really are. And, in most cases,
the space and words to communicate your business via the press is free. The press,
according to writer/music journalist L. Carter, can be your friend or it can be that hot
girl/guy in high school that ignored you. The difference depends on the quality of press
release you write in most cases.
A press release a written document that efficiently communicates the Who, What,
Where, When and Why (meaning why anyone should care) about your business, a
person, event, product or service. It is usually written in the third person to communicate
with your target audience. Newspapers and the other media feature and relay news.
Reporters are more likely to consider a story or feature if they receive a release. It’s their
job and responsibility to cover newsworthy items. It’s your job to understand what they
might be looking for and what motivates them to carry a story. How newsworthy your
story is, is determined by the writers and journalists of that media outlet. So why not
have it be your news that they’re covering?
Unfortunately, not all business professionals have the time or the skillset to regularly
craft and distribute engaging press releases, with hopes that they’ll get “picked up,” or
covered. Having some guidelines to write the most engaging releases possible can
minimize your resources and add significant value to your business and marketing
efforts. Here are a few to get your started as taken from Bill Stoller’s “How to Write a
Great Press Release: A Sample Press Release Template” on PublicityInsider.com:
1. Format (see image at right)
- On company letterhead or with your logo at the top
- Contact information and “FOR IMMEDIATE RELEASE” at
the top
- Compelling headline and subhead
- The body of the copy usually in 1.5 or double spaced
format
- Boilerplate to close the release. The boilerplate is the
paragraph about your company or business that should be
included in every release
- Three number signs “# # #” to close the release letting the
reporter know that that is the ending or close of the
release

-

Additional contact information at the end for more information or an interview
One page is preferred and a press release should not go longer than three pages

2. What’s in your release?
- A Compelling and Engaging Headline: one that in as few words as possible,
informs, excites and will grab the reporter’s attention. It should be brief, clear and
to the point. It’s important to NOT sell or be promotional in a press release.
Instead find a hook that will satisfy the news a reporter is looking to cover. You
don’t have further to go than any newspaper to read headlines that get covered
to get a sense for what works. The headline is the most critical part of your
release.
- A subhead that further develops your angle drawing in the reporter without taking
away from the rest of the copy in the release.
- Regarding the rest of the release Start with the date and city in which the press
release is originated. The city may be omitted if it will be confusing, for example if
the release is written in New York about events in the company's Chicago
division.
- The press release lead or first paragraph: including the who, what, when, where
and how of the story. The lead, or first sentence, should grab the reader and say
concisely what is happening. The next 1-2 sentences then expand upon the lead.
If the reporter were only to read the lead of a good press release, he or she
would have everything needed to get started.
- The rest of the press release should further develop and back up claims made in
the lead and headline. Careful attention should be given to using quotes and
other material to make your case. WikiHow.com, in describing the body copy of
the release suggests “The press release body copy should be compact. Avoid
using very long sentences and paragraphs. Avoid repetition and over use of
fancy language and jargon. A first paragraph (two to three sentences) must
actually sum up the press release and the further content must elaborate it. In a
fast-paced world, neither journalists nor other readers would read the entire
press release if the start of the article didn't generate interest. Deal with actual
facts - events, products, services, people, targets, goals, plans, projects. Try to
provide maximum use of concrete facts. A simple method for writing an effective
press release is to make a list of following things:
o Communicate the 5 Ws and the H. Who, what, when, where, why, and
how. Then consider the points below if pertinent. What is the actual
news? Why this is news. The people, products, items, dates and other
things related with the news. The purpose behind the news. Your
company - the source of this news.
o The more newsworthy you make the press release copy, the better the
chances of it being selected by a journalist for reporting. Find out what
"newsworthy" means to a given market and use it to hook the editor or
reporter.
- Your Boilerplate: or information about your company, as a journalist will most
likely want to include information about your company if he/she picks up the
story. The title for this section should be - About XYZ_COMPANY After the title,
use a paragraph or two to describe your company and business. Be sure to
include your website url.

3. How to distribute your release? Press releases are often sent alone, by e-mail,
fax or postal mail. They can also be part of a full press kit, or may be accompanied
by a pitch letter. You can choose to do this yourself or leverage available press
release distribution services. To do it yourself get a list of media outlets that you plan
to send the press document to. Make sure all of the contact information is correct
and current. Check with the media outlets, if possible, to find out their preferred
means for transmitting your document (i.e. fax, email, fax and email, etc.). Carefully
plan your timing and know when the journalists typically seek their news stories.
Transmit your release and generate sufficient confirmation of successful
transmission.

There are many different PR distribution services available. For a fee they will help
you efficiently get your release to the proper media outlets. Some of the more
common ones are PR Newswire and PRWeb.com.
Then What?
After you’ve crafted and transmitted an effective press release, be ready for questions.
It’s likely reporters will want more information. Think like a reporter as they will want to
drill further down into the who, what, when, where, why, and how. Remember to stay
away from promotional and industry speak, staying focused on the exciting and
engaging story that the reporter just can’t keep his readers waiting another minute from
telling.
Develop a relationship with media outlets and journalists in your space. The more you’re
considered as an “industry expert” and asked to comment on relative news within your
industry the more unsolicited exposure you and your business will get.
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