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LONG LIVE THE PRESS RELEASE

A press/media release is a great way for you to share your business
story. It has evolved over time, and is not always essential, but done
correctly it can be one of the most important tools for alerting the

media to your news.
It's true that there are now several other ways that you can engage

with journalists (social media, desk-sides, events etc.) but a short,
sharp press release can be the perfect way to get efficient and

affordable exposure for your brand.

The first (and most important) thing that you have to decide before

starting a press release is:
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IS IT NEWSWORTHY? - =3
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The general rule of thumb is if your £

story can be described as the newest,
quickest, latest or a world-first,

innovative or a disrupter (or similar
powerful terms) then you likely have a '
newsworthy topic. ( A

If you have determined that your story
is newsworthy then follow this guide
to make sure that it gets noticed!
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LESS THAN 60 SECONDS

is the average time a journalist spends reading your release.

So the likelihood of it being picked up rests heavily on the headline and
opening paragraph. Make it count!

THE INVERTED PYRAMID

This is a common format that journalists like to follow for news
stories. It is a great way to structure any PR content you create.

It assists us in ensuring that our key message is communicated well
in the first few lines. Never bury the lead!

MOST NEWSWORTHY
INFORMATION

IMPORTANT
DETAILS

SUPPORTING
CONTENT
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PRESS RELEASE FORMAT

PAGE 1

1. ADD COMPANY LOGO

2. DATE + CITY

3. HEADLINE

4.SUB HEADLINE

5. BODY OF RELEASE

6. QUOTES/SPOKESPERSON
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https://www.thelaunchpr.com/post/headline-hacks-how-to-write-headlines-that-pop-in-a-crowded-inbox
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PRESS RELEASE FORMAT

PAGE 2

7. WRAP IT UP + CALL TO ACTION

8. ENDS

9. CONTACT DETAILS

10. COMPANY BOILERPLATE

11. ADDITIONAL NOTES
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WORKSHEET

DATE + CITY

HEADLINE

SUB HEADLINE

BODY (1ST PARAGRAPH)

BODY (2ND PARAGRAPH)



QUOTE/SPOKESPERSON PARAGRAPH

CLOSING PARAGRAPH

CALL TO ACTION



CONTACT DETAILS

COMPANY BOILERPLATE

ADDITIONAL INFORMATION



NOTES
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NOTES
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