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Get in the news - for the right reasons

Businesses, charities and the public
sector have a massive

opportunity to use local
newspapers, radio and social
media to promote their work

Yet, many miss out because they
are either nervous o think that good
publicity is expensive.

This website offers free advice, AR TN, +
exploring why and how you
should be using the media

We also offer top quality training courses in your workplace, including:
+ anintensive one-day course in how to use the media which equips youto run a
simple publicity campaign without employing a PR agency or spending big.
+ handiing broadcast interviews, for those who want to get their message across
inradio and TV.
Please get in touch if you have any questions.
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PRESS RELEASE: Immediate release

DATE: Today’s date 
A simple and descriptive headline 

with a local place name in it

This is your first paragraph, which should give a concise summary of the story. After all, most people won’t read the whole thing. Maybe you’ve lost interest already? Explain what is happening to whom and where. Find the strongest story angle and sell, sell, sell. Put a local place name in at least once.

Your second paragraph is more of the same, but with gradually less important details. Write it so that it could be copied into a newspaper – so it needs to sound objective rather than written in the first person. Remember to say when the event is happening. Now, start thinking about your all important quote.
Joe Bloggs says: “The quote in a press release is your chance to say exactly what you think. A journalist may well edit the first paragraph of your press release, but they won’t make major changes to your quote. After all, it’s your opinion. So, tell them that you think. Tell them this will be an amazing, exciting event or that it’s a really important cause. Just make sure you don’t sound like a robot”.

By the fourth paragraph, you’re giving a bit more background. If the journalist only has a small amount of space they may well ‘cut to fit’, meaning the first two paragraphs and a quote are published, but the rest is missed out. 

Finish off your press release with a reminder of where the event is, how much it costs and where more information can be found. Include a website or phone number if you can – if this gets published online it will help your ‘hits’.
NOTES TO EDITORS:
This is the section where you put your contact details for the journalist and any background that wasn’t important enough for the story. Try to make sure you’re available if a journalist phones up – they work to tight deadlines.

Simple.
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