
 

 
Key facts on the overall presentation and content of a press release  

Does the thought of writing a press release make you cringe? Fear no more! After you have read this 
information sheet by Spiral MPR, press releases will flow from your fingertips. 

Let us begin by reviewing what a press release is: By definition a press release is simply a statement 
prepared for distribution to the media or client base. The purpose of a press release is to give journalists or 
recipients’ information that is useful, accurate and interesting. Read that bit again!..............useful, 
accurate and interesting, it is that easy. 

What should you write about? See our list below:  
  

• New or unusual contract win 
• Award win 
• New product 
• New service 
• Report / accounts success 
• Increase in turnover 
• Staff appointments 
• Charity donation 
• Achievement of industry accreditation 
• Partnerships with local schools/universities/other companies 
• MBO or acquisition 
• Results of company backed survey 
• UK first 
• Public first 
• Restoration 
• Comments on national news items for local readership 

 
…and don’t forget the photographs! Often a press release will be taken up purely on the merit of the 
accompanying photography. For coverage of your events good quality photographs can be used in diary 
pages, just remember to get everyone’s names. 

Once you get the hang of writing them, all you have to do is fill in the blanks. Press releases conform to an 
established format. Journalists receive many press releases a day, they have set standards and expectations 
that you need to conform to just to have your release read, let alone published.  

To increase your chances of having a press release published, make the editors, freelancer, reporters or 
journalist’s job easier by presenting the release in a format and style that appeals to them: 

Press releases should be printed on company letterhead, if this is not feasible, adding the company logo is 
essential, say in an email for example. The companies name, web address, location address and phone 
number should be printed clearly at the top of the page. “PRESS RELEASE” should be spelled out in CAPS 
and left hand justified in bold. The press release contact persons name should be underneath the wording 
and all contact numbers printed clearly underneath. If the press release is for “IMMEDIATE RELEASE”, say 
so, on the left hand margin, directly above the title, again in caps. If the press release is sent out in advance 
of an official announcement you can place an ‘embargo’ on it by stating the date from which it can be used: 
“FOR RELEASE 20th JANUARY 2007”. However, do not use an embargo unless absolutely necessary. 
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The next essential component of the press release is the Headline or Title. It should be left hand justified, 
and in bold. The heading of the press release should capture the journalist: make it short and snappy, 
thereby, hopefully grabbing the attention of the journalist and impressing them enough to read on.   

Keep the headlines short and simple using less than ten words: It should convey the key point raised in the 
opening paragraph of the release in a light-hearted manner that will spark their imagination and grab their 
attention.  

With all the above under way, you are now ready for the useful, accurate and interesting body of the press 
release, but first you need to consider the following: 

• Why the release is being written: to broadcast information, increase business, update target 
audiences?  

• Who is the audience?  
• Does the press release contain invaluable or newsworthy information that will be used by 

the target audience?  
• Is there a just cause for the release of the information that you wish to broadcast?  
• What do you want recipients to take away from the press release? 
• Do always include industry facts and figures 

…and remember “Yesterdays news is not going to go far” 

So to the body of the press release:  

Begin by collating and organising your facts -Don’t forget to include the very basic; who, what, where, 
when, how and why. A press release must always be presented objectively from a third person point of 
view. For example refrain from using any sales pitch in your press release: remove "you", "I", "we" and "us" 
and replace them with "he" and "they". Provide references to any statistics, facts and figures raised in the 
press release and refrain from expressing personal opinions, unless they are done in quotes.   

• Ensure the release is grammatically correct and doesn't contain any spelling mistakes or 
errors, and that sources are quoted correctly.  

• Be concise - keep it punchy and don't use unnecessary flowery language e.g. cutting- edge, 
revolutionary.  

• Keep to the facts- only present information that is true, correct and doesn't embellish. 
• Timing is crucial - The content may not be topical, but you may be able to incorporate your 

story with a more recent news event.  
• Try to keep your release to one page of A4 – journalists are busy people- they will contact 

you for more information if they need it 

The Physical Format – how it should look: 

Let the journalist know where they should start. The first paragraph of the press release should contain in 
brief detail what the press release is about. The second paragraph explains, in detail: who; what, why; 
where information or products can be found and if relevant when it will happen. Also, included in the second 
'informative' paragraph is generally a quote that gives the release a personal touch. Touchy feely go a long 
way with journalists. Press releases and news stories are boring to journalists without a 'human interest'. 
The third and generally final paragraph should be a summation of the release and further information on 
your company with the company contact information clearly spelled out.  
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Let the journalist know where the release finishes with the word “-ENDS-” or a series of hash symbols 
(####) in bold at the bottom of your copy. 

Remember to separate sections clearly to ensure that the recipient can access the information that they 
need quickly and effectively.  

After the –ENDS- of the press release you can provide extra information about the topic, company, etc., e.g. 
summary of the companies’ activities, how long they have been established etc, under the title “-NOTES 
FOR EDITORS-“. You can also provide the contact details again such as contact name, title, address, phone 
number, fax, e-mail and websites address if the journalist needs more information or additional quotes.  

Notes on electronic distribution: 

• Don't send attachments as some recipients do not open files that they think may contain a virus, or 
may not find attachments acceptable unless they are warned beforehand. 

• You don't know what email software your recipient will be using, so it is far more effective to send it 
by email in plain text. 

• Remove bold, italics, underlining and unnecessary formatting, as when it is delivered it will be 
received as gibberish. 

• Most importantly ensure that the release is hitting your target audience and not sent to recipients 
that are not relevant.  

The finished result: 

Be sure that your product/service is up and running and fully finished, before you offer it up for review. The 
last thing you need is a bad review. 

Once the press release is written and you are happy with the end result, its ready to be shown to the 
outside world, but first, here are a few final points you may want to consider: 

• Find out who the Editor/customer is, and their correct title and contact details 
• Make a list of the features that make your product perfect for the readers of your chosen 

magazine/paper/company.  
• Ask yourself “Is my product affordable for the readers of this magazine/Paper/company?” 
• Find out which issue it will be appearing in and when the ‘press day’ is for that issue, i.e. the 

deadline for sending the issue to press. 
• Call the day before to ask if all is well and if they need anything else. 
• Press day is usually 3-4 weeks before actual publication (i.e. the publication available on the 

shelf). 
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This could be you: 

 

 

          

              

This fact sheet is brought to yo  

                                                                    01202 676762 info@spiralmpr.co.uk 
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