RULES FOR PRESS RELEASES

Be Ahead

Journalists are interested in tomorrow’s news, not yesterday’s. Tell them what is going to happen, not what has happened already. Know what their deadlines are, and get your press release in well ahead of the deadline. A moderately interesting story sent in the morning is more likely to get in the paper than a more exciting one submitted with minutes to go before a 5 pm deadline.

Be Accurate
It is no good being ahead if your press release contains mistakes. You can lose all credibility if a figure is wrong or a name is misspelled. There is an old journalistic adage that a journalist is only as good as his or her last story. The same applies to people who are the sources for journalists. Check and double check.

Be Available
Press releases should always carry a contact number and somebody should be available on it. There is nothing more irritating for a journalist than to pick up a press release and to prepare to write a story about it, only to find that there is nobody around to answer follow-up questions. 

Use Accessible language

It should be possible for a journalist to put a press release straight into the paper without changing a word. Indeed some smaller local papers often do this. You need to write the press release in such a way that this can be done. Do not try to impress the journalists with your command of jargon. Always write for a general audience.

One side of A4 
should be the limit to the length of any press release. Hundreds of press releases pass over most journalists’ desks every day. They are less likely to read the ones which go over the page. The headline and the top paragraph should give them the bare bones of the story. The only other essential ingredient is a pithy quote. You can always add background detail in “Notes to Editors”. It does not matter how long these are. 

Provide Ammunition, not adjectives and adverbs

Press releases should contain hard facts which tell the journalists something new. You should not need a string of adjectives and adverbs to hype up what you have to say. 

Alert

journalists that you are about to send them a press release, and then check with them after you have sent it. This will ensure that they have received your release and will encourage them to pay attention to it.  

