Press releases with punch
The ‘press release’ is the most important weapon in the PR arsenal – here’s some advice on how to write press releases that work 
There’s more than one way to make sure your news reaches the press. A chat with an editor on the phone, a lunch to share industry gossip, or an informal meeting at a trade event are all useful ways of keeping in touch. But one of the best methods of getting your point over to the maximum number of publications is by sending them a press release.

However, every journalist, whether they work on a leading national news paper or the most obscure trade journal, will receive an in-box full of press releases every single day. While sometimes the news they contain will make it to the pages of the newspaper, many are destined only for the recycle bin.

So how do you make sure that yours is one of the successful few?
· A press release must contain news. It must tell the journalist something new. Look at the kind of stories your target publications have covered in the past and check that what you have to say is equally exciting.

· Make sure the meat of the story is in the first paragraph. If you don’t grab the journalist’s attention in the first sentence, you’re doomed to failure. Don’t waste your crucial first lines on rambling explanations of what your company does or bland facts that everyone already knows.
· Answer six questions – who, what, why, when, where and how? 
· Keep it simple. If your story has more than one ‘angle’, you may need to prepare two releases. 

· If necessary, write different versions of the same story for different publications. There’s no point in sending a release full of technical details to your local press, but a trade journal will want more background information. 

· Keep it short. If it doesn’t fit on one page, your ‘news’ is starting to look more like a ‘feature’. If you do want to supply detail, add it as ‘notes to the editor’ at the end of the story. 
· Write in simple English. Use short sentences and cut words where possible.  

· Use humour with care. Weak puns will win no favours. Your press release mustn’t be dull, but it shouldn’t try to be too clever.

· Avoid self-congratulation and justify every claim or superlative. 

· Provide contact details. The journalist may want more information. Remember news teams do not work standard office hours – Sunday newspaper journalists work all day Saturday for example.
· Think about pictures. Many magazines struggle to find good illustrations, and sending a strong image with your story will help tempt an editor.  

· Time it right. Make sure you know the deadlines of the newspapers and magazines you wish to target – they’re often surprisingly early. Find out when are the good times to call a journalist. Early in the day, early in the week and early in the month is a good rule of thumb. 
· Keep the appearance business-like but simple. Save your corporate colours and jazzy fonts for your direct mail campaigns. 

· Avoid sending press releases as attachments. Unless the editor knows you well, they’re unlikely to be opened. 

· Remember a press release will only succeed if it contains something an editor wants to publish, not just what you’d like to see in print.
