
Press release writing tips

Who’s the audience?

The audience is not you and it’s certainly not your

CEO. I can’t emphasise this enough.

Who do you really need to reach?

What’s new?

Tell a story.

What do you want to achieve?

Is there a specific project or campaign you want to

highlight?

Do you want more sales?

More visitors to your website?

Raise your profile?

Build your reputation?

Remember - a press release is not an advertisement. 
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What’s the story?



First paragraph - who, what, where, when, why, how?

Second paragraph - the same questions above asked of 

the first answers - dig a little deeper.

Third paragraph - quote from your organisation - a 

named senior person.

Don't make it up and don't ask somebody to email you a 

quote.

It should be direct and human. The best way to do this 

is to speak to the person and write down what they 

say.  

This will probably need editing but will sound much 

more authentic and should strip away any formality.

Go into more detail and where appropriate think 

about a second supporting quote from an industry 

partner or a specialist in your organisation.
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Tell the story in just a few words.

Study the headings in your target publications for 

inspiration.

 

 

Heading

The copy



It’s okay to start a sentence with AND, BUT, ALSO and 

HOWEVER.

Length - 350 to 500 words - but don’t exceed this.

This advice is by no means exhaustive but it’s a good 

starting point.

Do not include more than two quotes.

Remember what you write should be a seamless 

transfer of information.

Just paste your release into the body of your email.

 Refer to my writing tips guide for more information. 

Odds and sods

 

Remember the caption

Don’t clog up the newsdesk’s inbox with large 

attachments.

State at the top of the email that pics are available.

Use a drop box or say they are available on request.

Target your newsdesks. The scattergun approach 

seldom works and can lead to future more relevant 

releases being deleted before they are read.

Pictures 

 

www.jesmondmedia.com



Contact details

Background information 

Repeat the note about pics and captions

Web address and any relevant links

Keep it short and relevant - no sales copy

Release template

 

Date

Heading

 

Intro paragraph

 

Second paragraph

 

Quote

 

More in-depth information

 

Supporting quote - optional

Summing up

 

Ends

Notes to editors

Ends notes
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