
Date the release with the day you want it to be published. If the date is in the 

future mark it as “under embargo” 

Concise title. Less than 12 words that can be elaborated on in first paragraph.

CAPITALISE your first word as this is good news style and will show the journalist 

you know what your doing.The intro paragraph must contain the hook. Is it new, 

a first, unusual, disruptive? This is what makes it news.

Build on your story by including any notable names - companies, people, 

organisations - supporting the story early on to add kudos to your story.

Continue to build on your story, including factual information. Each sentence 

should be able to stand on it's own. Short paragraphs will force you to write 

logically and avoid repetition. Think about the part of your story that particular

 journalist will find interesting and re-arrange your press release if you have to 

make this point more prominent.

If you're writing a press release for an event, like this example, it is not enough to 

simply tell journalists the event is happening. On it's own, that is not news. 

Give the media a taster of what the event will be covering, the people involved, 

the topics explored and purpose or objective you're trying to achieve.

For example, Jumpers For Goalposts was the first ever two day football festival 

(FIRST and NEW) exploring all aspects of football culture including the much 

debated (RELEVANT) changes to the game through VAR technology, 

misrepresentation in the media, support of grassroots and the rise of women's 

football.

Bold out key words, or influential names involved in your event, campaign or 

other news story.

This example is longer than the average press release, but the short, digestible, 

paragraph structure made up of concise, to the point details makes it easy on 

the eye and easy for a journalist to skim through. Also, we picked out key topics 

that had the strongest news hook and created four additional press releases for 

each, ensuring they were 100% relevant to the journalist and publication.  

Include a quote from founder or other key member of the team. DO NOT start 

your quote with, "I/We are delighted/excited to announce..." It's a cop-out and 

doesn't add any value. Instead, start by thinking what your purpose is, or your 

hopeful outcome of said project.

 

If your quote goes over two paragraphs, only close quotation marks at the end 

of the quote.

 

It's also a good idea to get a quote from a third party supporting your product,

service or event. It builds trust that someone else is endorsing it.

 

Make sure your quotes sound human. Read it out loud and ask yourself, 

"Is this something I’d really say?”

Sign off with necessary product or event details that don't contribute to the

story, but are important for the audience to know in order to follow up with.

Always mark the end. 

Always provide the journalist with a point of contact (preferably media trained) 

they can get in touch with for more information if they need further information. 

Make sure this person is going to be avaliable and hasn’t just booked 

annual leave.

This is called a boiler plate. It should contain information about who you 

are as a business and what your mission is. It's a place for the journalist to

find out more about you and for you to explain things about yourself that 

don't naturally fit in the above release. It should be no more than ten lines 

or two short paragraphs.
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