NOTES ON WRITING PRESS RELEASES:

Basics:

There are seven basic elements that every press release should have in terms of content and how it appears:

FOR IMMEDIATE RELEASE: These words should appear in the upper left-hand margin, just under your letterhead. You should capitalize every letter.

Contact Information: Skip a line or two after release statement and list the name, title, telephone and fax numbers of your company spokesperson (the person with the most information). It is important to give your home number since reporters often work on deadlines and may not be available until after hours.

Headline: Skip two lines after your Contact information and use a boldface type.

Dateline: This should be the city your press release is issued from and the date you are mailing your release.

Lead Paragraph: The first paragraph needs to grasp the reader's attention and should contain the relevant information to your message such as the five W's (who, what, when, where, why).

Text: The main body of your press release where your message should fully develop.

Recap: At the lower left hand corner of your last page restate your product's specifications, highlight a product release date. 

10 Essential tips

1. Make sure the information is newsworthy. 

2. Tell the audience that the information is intended for them and why they should continue to read it. 

3. Start with a brief description of the news, then distinguish who announced it, and not the other way around. 

4. Ask yourself, "How are people going to relate to this and will they be able to connect?" 

5. Make sure the first 10 words of your release are effective, as they are the most important. 

6. Avoid excessive use of adjectives and fancy language. 

7. Deal with the facts. 

8. Provide as much Contact information as possible: Individual to Contact, address, phone, fax, email, Web site address. 

9. Make sure you wait until you have something with enough substance to issue a release. 

10. Make it as easy as possible for media representatives to do their jobs

SAMPLE Press Release

FOR IMMEDIATE RELEASE

Contact:
Joseph A. Stirt, M.D.
AnesthesiologyExpert.com
2809 Magnolia Drive
Charlottesville, VA 22901
Phone: 804-242-4990
http://www.anesthesiologyexpert.com
info@anesthesiologyexpert.com

Anesthesiologist M.D. Offers Expert Defense/Plaintiff Case Analysis of Potential Medical Malpractice

Charlottesville, VA -- April 12, 2001 -- Before you invest time and money defending or proceeding with an anesthesia-related medical malpractice case, check with expert board-certified anesthesiologist Joseph A. Stirt, M.D. Whether you are a defense or plaintiff attorney, Dr. Stirt can not only tell you if you have a case but also how best to structure it, based on a detailed
medical review.

No newcomer to cases involving possible anesthesia-related malpractice, Dr. Stirt has 15 years of experience. Presented orally or as a written report, his in-depth analysis can save you hours of preparation and thousands of dollars. He is prepared to step in at the last minute when another expert suddenly withdraws from a case. Availability and rapid response make his service unique.

According to Dr. Stirt, "The question I get most often is, 'Is it malpractice?' My job is to sort out the bad outcomes due to occurrences that fall within the standard of care from those that do not. The question of whether a case involves negligence is one that looms over every potential malpractice action. If answered correctly, it can save both defendants and plaintiffs from mental anguish and ill-advised pursuit of a defense or lawsuit."

Dr. Stirt serves on the faculty of a major U.S. medical school affiliated with a top-rated tertiary care medical center. He sits on state medical boards as an expert reviewer and expert witness in anesthesiology. He has written books, book chapters, and numerous scientific papers, as well as articles in the medical-legal literature, received honors and awards in medical teaching and scholarship, and has 18 years of academic anesthesia experience ranging from Post Anesthesia Care Unit Director and Outpatient Surgical Unit Director to his current position as Clinical Associate Professor of Anesthesiology.

Dr. Stirt is a diplomat of the American Board of Anesthesiology and the National Board of Medical Examiners. He has been an invited reviewer and lecturer in anesthesiology throughout the U.S. and Europe and has appeared on CNBC.

Accessibility is a unique and important aspect of Dr. Stirt's services. His expertise in anesthesiology is available at any time. He does not work on a contingency fee basis. Your initial telephone consultation is free.

For information: http://www.anesthesiologyexpert.com or
Contact: info@anesthesiologyexpert.com
Phone: 804-242-4990

FORMATTING SUGGESTIONS:

Use 8 ½ x 11 paper.

Use a minimum of one-inch margins on each side of the page.

Use a Bold typeface for the headlines to draw attention.

Capitalize the first letter of all words in the headline (with the exception of: "a", "an", "the", or prepositions such as: "of", "to", or "from"). The combination of upper and lower case makes it easier to read.

Complete the paragraph on one page instead of carrying it over onto the next page.

Use only one side of each sheet of paper.

Use the word "more" between two dashes and center it at the bottom of the page to let reporters know that another page follows.

– more –

Use three numbers symbols immediately following the last paragraph to indicate the end of the press release:

TEMPLATE:

FOR IMMEDIATE RELEASE:

Contact:
Contact Person
Company Name
Telephone Number
Fax Number
Email Address
Web site address

Headline
City, State, Date — Opening Paragraph (should contain: who, what, when, where, why):

Remainder of body text - Should include any relevant information to your products or services. Include benefits, why your product or service is unique. Also include quotes from staff members, industry experts or satisfied customers.

If there is more than 1 page use:

-more-

(The top of the next page):

Abbreviated headline (page 2)
Remainder of text.

(Restate Contact information after your last paragraph):

For additional information or a sample copy, Contact: (all Contact information)

Summarize product or service specifications one last time

Company History (try to do this in one short paragraph)

# # #
(indicates Press Release is finished)

ADDITIONAL RESOURCES:

http://www.pressbox.co.uk/contpr1.htm
http://www.ducttapemarketing.com/Instant-Press-Release.htm
MORE TIPS:

Writing an effective press release can do more for your business than any other act of marketing. Here are five tips for writers looking to get the most out of their efforts. 

1) The headline is critical. 

Do not assume that just because you send a press release, prospects will read it. Journalists and investors can see dozens of releases a day, and if yours does not break through the clutter, it won’t do you much good. 

Your headline is also a matter of knowing your audience. For journalists, a direct and simple approach is best, since this will be the closest to a normal story. For investors, going into more detail is acceptable, with headlines of several lines being common. Know your audience, especially when writing headlines. 

Getting attention doesn’t mean that you should aim for tabloid-style sensationalism, however. You do have the image of your enterprise to protect. The goal of your headline is to impress the reader with the fact that your news is important, novel and vital. You can do that without getting into any problems with taste. 

2) Include a sub-header. 

While you should make sure that every word in your release is perfect, many readers will never get past the headlines. Make sure your release achieves maximum penetration by adding a sub-header that summarizes your story. The acid test for this is to give the release to someone else to read, then take it away from them after 5-10 seconds. Ask them what the release is about. If they can’t give you a clear answer, your headline and header need work. 

3) There is a fine line between honest hype and a serious overreach. 

Many PR releases lose their chance of placement with exaggerated claims of importance. Your mindset while writing should be of a journalist that is covering the story, not a cheerleader for the company or event. If you go overboard in your praise or assessment, readers will tune out quickly...and you burn your chance of being effective later, since they will question your integrity and accuracy. 

4) Put your hype in quotes. 

Quotes allow professional press releases to get back some of the hype that was lost in keeping the release professional. The reason is simple: the reader will question the speaker without necessarily questioning the release. This isn’t a license to let loose, but in general, grandiose claims should come from the lips of your partners and associates, rather than in the body copy. 

5) Keep it to one page. 

This one’s usually very hard on writers, especially if there is a lot to digest in your release. But the fact of the matter is that very few people read through to the second page of a release, and when it gets that long, it prevents people from reading it at all. 

It’s easier to swallow if you think of it like this: a press release is like a resume. No matter how good it is, it rarely is enough to seal the deal without some follow up. Your release should be enough to get you coverage without any more communication, but if it provokes a follow-up call from your contact, so much the better. 

