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WHAT IS IT?
When it comes to publicising 
ŀƴ ŜǾŜƴǘ ƻǊ ŜǾŜƴ ŀ ƳŀǊƪŜǝƴƎ 
campaign, there are numerous 
ǎǘǊŀǘŜƎƛŜǎ ŀƴŘ ǘŀŎǝŎǎ ǘƘŀǘ ȅƻǳ 
can use. The press release is 
one of them. This is part of 
ǘƘŜ ǇǊŜǎǎ ƻŶŎŜΣ ǿƘƛŎƘ ƘŜƭǇǎ 
ȅƻǳ ǎǇǊŜŀŘ ƳŜǎǎŀƎŜǎ ǘƘǊƻǳƎƘ 
ǾŀǊƛƻǳǎ ŎƻƳƳǳƴƛŎŀǝƻƴ 
channels, whether online or 
ƻƉƛƴŜΦ tƭŜŀǎŜ ŎƻƴǘŀŎǘ ȅƻǳǊ 
tǊƻǾƛƴŎƛŀƭ /ƻƳƳǳƴƛŎŀǝƻƴǎ 
¢ŜŀƳ ƛŦ ȅƻǳ ǿƛǎƘ ǘƻ ŎǊŜŀǘŜ ŀ 
press release to circulate.

Imagine, for example, that a journalist is 
looking for new stories that could become 
news. There are days when several things 
happen and others when there is a lack 
ƻŦ ƴŜǿǎ ǘƻ ǇǳōƭƛǎƘΦ Lƴ ǘƘŜǎŜ ǝƳŜǎΣ ƘŀǾƛƴƎ 
a press release from the Province can 
ƘŜƭǇ Ŭƭƭ ǎǇŀŎŜ ƛƴ ǘƘŜ ƳŜŘƛŀ ŀƴŘ ŀǘ ǘƘŜ 
ǎŀƳŜ ǝƳŜΣ ŘŜƭƛǾŜǊ ƛƴǘŜǊŜǎǝƴƎ ŎƻƴǘŜƴǘ ǘƻ 
readers.

Now imagine that this journalist has the 
press release you sent. Your Province can 
become news and be known by many 
people! The journalist can publish 
in their press vehicle, be it a 
newspaper, a website, a  
ōƭƻƎΣ ŀ ǊŀŘƛƻ ǎǘŀǝƻƴΣ 
television channel or 
social network.

http://www.ugle.org.uk
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HOW TO WRITE THE 
PERFECT PRESS RELEASE
The purpose of a press release is to 

grab the interest of a journalist or a 
media outlet. CƻǊ ǘƘŀǘΣ ƛǘ Ƴǳǎǘ ōŜ ǿǊƛǧŜƴ ƛƴ 
ƴŜǿǎ ŦƻǊƳŀǘ ŀƴŘ ōǊƛƴƎ ŀ ŎǳǊƛƻǳǎ ŀƴŘ ƅŀǎƘȅ 
subject. One of the elementary techniques 
ƻŦ ƧƻǳǊƴŀƭƛǎǝŎ ǿǊƛǝƴƎ ƛǎ ƻōƧŜŎǝǾƛǘȅΦ Lƴ 
other words, the central point is that the 
ƛƴŦƻǊƳŀǝƻƴ Ƴǳǎǘ ōŜ ƻŦ ƛƴǘŜǊŜǎǘ ǘƻ ǘƘŜ ǇǳōƭƛŎ 
and not just of interest to the Province itself.

¢ƘŜ Ƴŀƛƴ ŜƭŜƳŜƴǘ ǘƻ ŀǧǊŀŎǘ ŀǧŜƴǝƻƴ ƛǎ 
ŀ ƎƻƻŘ ƘŜŀŘƭƛƴŜΦ ! ǿǊƛǧŜƴ ŀǊǝŎƭŜ Ŧƻƭƭƻǿǎ 
a very old structure called the ‘Inverted 

tȅǊŀƳƛŘΩΦ ¢ƘŜ Ƴƻǎǘ ƛƳǇƻǊǘŀƴǘ ƛƴŦƻǊƳŀǝƻƴ 
ŎƻƳŜǎ ƛƴ ǘƘŜ ŬǊǎǘ ǇŀǊŀƎǊŀǇƘΣ ǎƻ ǘƘŀǘ ǘƘŜ 
reader quickly becomes aware of the 
most relevant facts. If you want to obtain 
ŀŘŘƛǝƻƴŀƭ ŘŜǘŀƛƭǎΣ ȅƻǳ Ƴǳǎǘ ŎƻƴǝƴǳŜ ǘƻ 
read the following paragraphs.

The same applies to the press release. 
To put the Inverted Pyramid concept into 
ǇǊŀŎǝŎŜΣ ǘƘŜ ƴŜǿ ǘŜŎƘƴƛǉǳŜǎ ǳǎŜ ŀ ǎƛƳǇƭŜ 
ŀǇǇƭƛŎŀǝƻƴΦ ¢ƘŜ ǘŜȄǘ Ƴǳǎǘ ŀƴǎǿŜǊ ŬǾŜ 
ǉǳŜǎǝƻƴǎΥ ²ƘŜǊŜΚ ²ƘŀǘΚ ²ƘŜƴΚ  
²ƘƻΚ IƻǿΚ

https://www.haven.com/offers/
holidays/offers/shortlist
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WHERE?
The most important 
thing is where something 
happens. This is the 
ŬǊǎǘ ǘŜǎǘ ƻŦ ŀ ǎǘƻǊȅΦ CƻǊ 
ŀ ƴŀǝƻƴŀƭ ƴŜǿǎǇŀǇŜǊΣ 
home news carries more 
ǿŜƛƎƘǘ ǘƘŀƴ ƛƴǘŜǊƴŀǝƻƴŀƭ 
or world news. Ten people 
ŘƻƴŀǝƴƎ ǘƻ ŎƘŀǊƛǘȅ ƛƴ LƴŘƛŀ 
will carry much less weight 
ǘƘŀƴ мл ǇŜƻǇƭŜ ŘƻƴŀǝƴƎ 
to charity in Coventry. For 
the regional press, what 
happens in their local area 
is what counts. Geography 
is important.

WHAT?
/ƘŀƴƎŜ ƛǎ ŀƴ ŜǎǎŜƴǝŀƭ 
ingredient for news 
stories. Journalists will 
ŀǎƪ ǘƘŜƳǎŜƭǾŜǎΥ Ψ²ƘŀǘΩǎ 
ƴŜǿΚΩ wŜŀŘŜǊǎ ǿŀƴǘ ǘƻ 
know what is going on 
in the world and 
what has changed 
since yesterday, so 
the journalist will be 
looking to tell them. 
This can work to the 
tw ǇŜǊǎƻƴΩǎ ŀŘǾŀƴǘŀƎŜ 
as long as they ask 
themselves the same 
ǉǳŜǎǝƻƴ ς ǿƘŀǘ ƛǎ 

ƴŜǿ ƻǊ ŘƛũŜǊŜƴǘ ŀōƻǳǘ ǘƘŜ 
story you are trying to get 
ǇǳōƭƛǎƘŜŘΚ ²Ƙȅ ǎƘƻǳƭŘ ǘƘŜ 
journalist use your story 
ǊŀǘƘŜǊ ǘƘŀƴ ŀƴȅƻƴŜ ŜƭǎŜΩǎΚ

WHEN?
²ƘŜƴ ŘƛŘκǿƛƭƭ ƛǘ ƘŀǇǇŜƴΚ 
On the whole, the closer 
ǘƻ ǘƻŘŀȅ ǘƘŜ ōŜǧŜǊ ǘƘŜ 
ŎƘŀƴŎŜ ƻŦ ǇǳōƭƛŎŀǝƻƴΦ .ǳǘ 
that is not always the case. 
Something that happened 
yesterday or today is 
much more topical than 
something that happened 
last week. Something 
happening tomorrow 
carries much more weight 
than something happening 
ƛƴ ǘƘǊŜŜ ƳƻƴǘƘǎΩ ǝƳŜΦ 
¢ƘŜ ǝƳƛƴƎ ƻŦ ȅƻǳǊ ǇǊŜǎǎ 
ǊŜƭŜŀǎŜ ƛǎ Ǿƛǘŀƭ ς ƛǘ ƛǎ ƻƴŜ 
of your most powerful 
weapons.

WHO?
Stories that involve 
people are always more 
ƛƴǘŜǊŜǎǝƴƎ ǘƘŀƴ ǎǘƻǊƛŜǎ 
involving things. It’s 
human nature. If there is 
a way to centre your story 
on a person, it stands a 
much greater chance of 
being published. Think 
about the stories you read 
and why you read them. 
Stories about individuals 
are easier to relate to than 
stories about groups of 
people. Think about how 
newspapers and television 
treat ‘big’ stories. 

HOW?
News pages are full of 
stories involving drama 
of one sort or another. 
²ŀǊǎΣ ŬƎƘǘǎΣ ŀƴƎŜǊΣ 
disagreement, rows, 

ƳȅǎǘŜǊƛŜǎΣ ƛƴƧǳǎǝŎŜ ƻŦ 
one kind or another 
ŀƭƭ Ŭƭƭ ǘƘŜ ǇŀƎŜǎ ƻŦ ƻǳǊ 
newspapers. It may 
seem an extreme idea 
for a press release 
but in a small way, a 
ŘǊŀƳŀǝŎ ǘǿƛǎǘ ƻǊ ǘƘŜƳŜ 
can enhance a press 
release.

https://www.haven.com/offers/
holidays/offers/shortlist
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TOPICS
1 THE HEADLINE 

¢Ƙƛǎ ƛǎ ǘƘŜ ŬǊǎǘ ǘƘƛƴƎ ǘƻ 
catch the journalist’s eye 
ς ƛŦ ƛǘ ƛǎ ōŀŘΣ ȅƻǳǊ ŎƘŀƴŎŜǎ 
ƻŦ ƎŜǩƴƎ ƛƴ ŀ ǇǳōƭƛŎŀǝƻƴ 
are almost zero. You should 
only write the headline 
ƻƴŎŜ ȅƻǳ ƘŀǾŜ ŬƴƛǎƘŜŘ ǘƘŜ 
release. Do not make the 
headline too long; try and 
get it on one line. Also, it 
should be short and snappy. 
The headline should be in 
bold type, a few point sizes 
bigger than the body text. 
{ǳǊǇǊƛǎƛƴƎ ŀƴŘ ƎŜƴŜǊŀǝƴƎ 
curiosity in a busy journalist 
is not an easy task. Create 
something that calls to 
them, and stands out from 
all the other stories.

2 t[!/9 !b5 5!¢9
Don't forget to add the 

date to your press release 
ƴŜŀǊ ǘƘŜ ǝǘƭŜΦ ¢ƘŜ ŘŀǘŜ 
is accompanied by the 
ƭƻŎŀǝƻƴΣ ǿƘƛŎƘ Ŏŀƴ ōŜ ǘƘŜ 
address of the company 
that sent the release. For 
ŜȄŀƳǇƭŜΥ [ƻƴŘƻƴΣ нл aŀȅ 
нлнлΦ

www.ugle.org.uk

3 INTRO 
The most important 

ōƛǘ ς ǘƘƛǎ ƛǎ ǘƘŜ ŜǎǎŜƴŎŜ ƻŦ 
your story boiled down into a 
ǎŜƴǘŜƴŎŜ ƻŦ ƴƻ ƳƻǊŜ ǘƘŀƴ нр 
words. lf you get stuck, read 
ŀƭƭ ǘƘŜ ƛƴŦƻǊƳŀǝƻƴ ȅƻǳ ƘŀǾŜ 
and try and tell someone 
in one sentence what the 
story is all about. This is 

ŜǎǎŜƴǝŀƭΣ ŀǎ ǘƘƛǎ ƛǎ ǳǎŜŘ ōȅ 
the journalist to make an 
ƛƴƛǝŀƭ ŘŜŎƛǎƛƻƴ ƻƴ ǿƘŜǘƘŜǊ 
the story is worth reading.

4 CLw{¢ t!w!Dw!tI
¢ƘŜ ŬǊǎǘ ǇŀǊŀƎǊŀǇƘ ƛǎ ǘƘŜ 

place where you will answer 
ǘƘŜ ǎƛȄ ƛƴƛǝŀƭ ǉǳŜǎǝƻƴǎ 
ό²ƘŀǘΚ ²ƘƻΚ ²ƘŜƴΚ ²ƘŜǊŜΚ 

http://www.ugle.org.uk
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ǿƛǘƘ ǘƘƛǎΦ tǳǩƴƎ ƛƴ ŀ ǉǳƻǘŜ 
also means the journalist  
does not have to make a call 
to get one.

7 CONCLUSION
Finally, you must make 

a good conclusion. Imagine 
that the journalist will jump 
ŦǊƻƳ ǘƘŜ ƛƴǘǊƻŘǳŎǝƻƴ ǎǘǊŀƛƎƘǘ 
to this part. Therefore, 
the conclusion should also 
ǎǳƳƳŀǊƛǎŜ ǘƘŜ ƛƴŦƻǊƳŀǝƻƴ ƛƴ 
the body of the text.

8 .hL[9wt[!¢9
The boilerplate is a 

paragraph of background 
ƛƴŦƻǊƳŀǝƻƴ ŀōƻǳǘ ǘƘŜ 
Province. This should include 
ƛƴŦƻǊƳŀǝƻƴ ŀōƻǳǘ ǘƘŜ 
Province, how long it has been 
ŜǎǘŀōƭƛǎƘŜŘΣ Ƙƻǿ Ƴŀƴȅ [ƻŘƎŜǎ 
it has, how many members it 
has and so on.

9 CONTACT DETAILS 
Never, ever send out a 

press release without contact 
ŘŜǘŀƛƭǎ ŦƻǊ ŦǳǊǘƘŜǊ ƛƴŦƻǊƳŀǝƻƴΦ 
Preferably, there should be 
more than one person, a 
phone number to call, and 
an email address, but at least 
insert the direct contact of the 
PCO in your Province.

ALWAYS INCLUDE AT 
LEAST ONE QUOTE 
FROM SOMEONE 
RELATED TO THE STORY

²ƘȅΚ IƻǿΚύΦ ¢Ƙƛǎ ǇŀǊǘ ƻŦ ǘƘŜ 
ǘŜȄǘ ǎƘƻǳƭŘ ōŜ ŎŀǇǝǾŀǝƴƎ ŀƴŘ 
arouse curiosity for the rest of 
the story.

5 THE DETAIL 
Your second and third 

paragraphs should contain 
ƳƻǊŜ ŘŜǘŀƛƭΦ wŜƳŜƳōŜǊ 
ǘƘŜ LƴǾŜǊǎŜ tȅǊŀƳƛŘ ς ǘƘŜ 

ƛƳǇƻǊǘŀƴǘ ƛƴŦƻǊƳŀǝƻƴ 
should be at the top with 
ǘƘŜ ƭŜǎǎ ƛƳǇƻǊǘŀƴǘ ǎǘǳũ ŀƴŘ 
ōŀŎƪƎǊƻǳƴŘ ƛƴŦƻǊƳŀǝƻƴ 
ŦǳǊǘƘŜǊ Řƻǿƴ ǘƘŜ ǎǘƻǊȅΦ IŜǊŜ 
you can answer the deeper 
ǉǳŜǎǝƻƴǎ όIƻǿΚ ²ƘȅΚύΦ !ǎ 
a general guideline, keep 
sentences and paragraphs 
ǎƘƻǊǘ ŀƴŘ ōŜ ƻōƧŜŎǝǾŜ ƛƴ ǘƘŜ 
content.

6 QUOTES
Always include at least 

one quote from someone 
related to the story. For 
ŜȄŀƳǇƭŜΥ 5ŀǾƛŘ {ǘŀǇƭŜǎΣ 
grand secretary of the United 
DǊŀƴŘ [ƻŘƎŜ ƻŦ 9ƴƎƭŀƴŘ 
ό¦D[9ύΣ ǎŀƛŘΥ ά/ǳǊǊŜƴǘƭȅΣ 
¦D[9 Ƙŀǎ ƳƻǊŜ нллΣллл 
members and is one of the 
world’s oldest and largest 
ƴƻƴπǊŜƭƛƎƛƻǳǎΣ ƴƻƴπǇƻƭƛǝŎŀƭΣ 
fraternal and charitable 
ƻǊƎŀƴƛǎŀǝƻƴǎΦέ

Newspapers have their 
own styles on how they deal 

http://www.ugle.org.uk
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10 tIh¢h{Υ ¢I9¸ 
ARE EXTREMELY 

Lathw¢!b¢  
[ŀǎǘ ōǳǘ ƴƻǘ ƭŜŀǎǘ ς ǇƘƻǘƻǎΗ 
These are very important.

Photos help to highlight 
ȅƻǳǊ ŀǊǝŎƭŜ ǿƘŜƴ ƛǘΩǎ 
published. A good strategy to 
Ǝŀƛƴ ƳƻǊŜ ŀǧŜƴǝƻƴ ƛǎ ǘƻ ǎŜƴŘ 
a photo with the release.

{ƻƳŜ ǝǇǎ ƻƴ ǿƘŀǘ ƪƛƴŘǎ  
ƻŦ ǇƘƻǘƻǎ ǘƻ ǎǳǇǇƭȅΥ

Yes, you have had a 
ǿƻƴŘŜǊŦǳƭ ǝƳŜΣ ōǳǘ ǳƴƭŜǎǎ 

the people are instantly 
recognisable to 99% of the 
readership, using a photo 
ƻŦ ǘƘŜƳ ƛǎƴΩǘ ƎƻƛƴƎ ǘƻ ƅȅ ς 
it’s just another face.
Think outside the box 
and do not worry about 
being literal. The best 
photographs are surprising, 
amusing or visually 
appealing.
If you are showing 
ŀ ŘƻƴŀǝƻƴΣ ŀǘ ƭŜŀǎǘ 
show people using 
ȅƻǳǊ ŘƻƴŀǝƻƴΦ Lǎ ǘƘŜ 
Řƻƴŀǝƻƴ ƳƻƴŜȅΚ {Ƙƻǿ 
a spontaneous hug, the 
ŦǊŜŜƳŀǎƻƴǎ ƛƴǘŜǊŀŎǝƴƎ 
with the child, hospital, 
elderly. Show spontaneity. 
5ƻ ƛǘ ŘƛũŜǊŜƴǘƭȅ ς ŎǊŜŀǘŜ 

ƛƴƴƻǾŀǝƻƴΗ
If you need a bit of 
ƛƴǎǇƛǊŀǝƻƴΣ ǘǊȅ CƭƛŎƪǊΦ 5ƻ ŀ 
search for almost anything.
If you edit the photo, never 
ǳǎŜ ŬƭǘŜǊǎ ς ƴŜǿǎǇŀǇŜǊǎ 
will not use them.
For pictures to come out 
well in print, make sure you 
are sending photos with 
300dpi and at least 1mb 
in size.
Name everyone in the 
ƛƳŀƎŜ ŦǊƻƳ ƭŜƊ ǘƻ ǊƛƎƘǘ 
in your ‘notes to editors’ 
ǎŜŎǝƻƴ ŀǘ ǘƘŜ ŜƴŘ ƻŦ ǘƘŜ 
release.
Think about your 
ōŀŎƪƎǊƻǳƴŘΦ aŀƪŜ 
sure there is nothing 
ŎƻƴŬŘŜƴǝŀƭ ŀǇǇŜŀǊƛƴƎΦ

http://www.ugle.org.uk
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INTRODUCTORY TEXT –  
YES OR NO? 
Think about this scenario. 
You have two emails in 
your inbox. One with an 
introductory text similar to 
άIŜƭƭƻ WƻŜ .ƭƻƎƎǎΣ Ƙƻǿ ŀǊŜ 
ȅƻǳΚ L ƘŀǾŜ ŀ ǎǳƎƎŜǎǝƻƴΦέ 
And another with nothing 
before, which goes directly 
ǘƻ ǘƘŜ ǝǘƭŜ ƻŦ ǘƘŜ ǊŜƭŜŀǎŜΣ 
content and end.

²ƘƛŎƘ Řƻ ȅƻǳ ǘƘƛƴƪ ǿƻǳƭŘ 
ƻǇŜƴ ŬǊǎǘΚ ¢Ƙŀǘ ƛǎ ǿƘŀǘ ǿŜ 
ŀǊŜ ǘŀƭƪƛƴƎ ŀōƻǳǘΦ ²ǊƛǝƴƎ ŀ 
short text before the release 
Ŏŀƴ ƳŀƪŜ ŀƭƭ ǘƘŜ ŘƛũŜǊŜƴŎŜΦ

SIZE
The size of the release is 
ƻƊŜƴ ŀ ǘƻǇƛŎ ǘƻ ōŜ ŘƛǎŎǳǎǎŜŘΦ 
!ƊŜǊ ŀƭƭΣ ǘƘŜ ƧƻǳǊƴŀƭƛǎǘ Ŏŀƴ 
ŀƭǿŀȅǎ ǊŜǉǳŜǎǘ ŀŘŘƛǝƻƴŀƭ 
ƛƴŦƻǊƳŀǝƻƴ ƛŦ ǘƘŜ ǎǘƻǊȅ 

interests them. The PCO’s 
job is therefore to deliver the 
ŎƻƳǇƭŜǘŜ ƛƴŦƻǊƳŀǝƻƴ ƛƴ ŀǎ 
few words as possible.

IS IT WORTH A  
tw9{{ w9[9!{9Κ
!ǎ ƛƴ ƧƻǳǊƴŀƭƛǎǝŎ ǘŜȄǘǎΣ 
some events deserve to be 
reported, others do not. 
9ǾŜǊȅǘƘƛƴƎ ŘŜǇŜƴŘǎ ƻƴ ǘƘŜ 
context and, mainly, on the 
ƧƻǳǊƴŀƭƛǎǘΩǎ ŀƴŀƭȅǎƛǎΦ wŜƭŜŀǎŜǎ 
need to be treated in the 
same way as news. It is your 
role, as an adviser, to analyse 
whether a subject should 
become a release or not.

INTIMACY
wŜƳŜƳōŜǊΣ ƛǘ ƛǎ ƛƳǇƻǊǘŀƴǘ 
to be very careful with what 
you write in this text. The 
ǝǇ ƛǎ ǘƻ ŀǾƻƛŘ ƛƴǝƳŀŎƛŜǎ 
that may be appropriate for 
those with who we have 
more contact, but that may 
seem unpleasant to those we 
barely know.

REVIEW 
Always review your press 
ǊŜƭŜŀǎŜΦ Lƴ ŀŘŘƛǝƻƴ ǘƻ 
ƎǊŀƳƳŀǝŎŀƭ ŜǊǊƻǊǎΣ ǘȅǇƻǎ Ŏŀƴ 
ƘŀǇǇŜƴ ōȅ ƳƛǎǘŀƪŜΦ wŜƭŜŀǎŜǎ 
full of errors will give a sloppy 
ǾƛŜǿ ƻŦ ȅƻǳǊ [ƻŘƎŜΦ

FURTHER ADVICE

http://www.ugle.org.uk
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WRITE LIKE YOU TALK
¦ǎŜ ŜǾŜǊȅŘŀȅ ƭŀƴƎǳŀƎŜ ς ƛǘΩǎ 
easier to read. Do not use long 
words - call a spade a spade.

!¢¢!/I95 tw9{{ w9[9!{9
Avoid sending the release 
ŀǧŀŎƘŜŘ ǘƻ ŀƴ ŜƳŀƛƭ ς ǎŜƴŘ ǘƘŜ 
text in the body of the email. 
bƻǘ ŜǾŜǊȅƻƴŜ Ƙŀǎ ǝƳŜ ǘƻ ƻǇŜƴ 
ŀƴ ŀǧŀŎƘƳŜƴǘ ǘƻ ǊŜŀŘ ƛǘΦ

REMOVE ‘Fwd’
Another very important 
ǝǇΥ ƴŜǾŜǊ ŦƻǊǿŀǊŘ ŀƴ ŜƳŀƛƭ 
ǿƛǘƘƻǳǘ ǊŜƳƻǾƛƴƎ ǘƘŜ ƭŜǧŜǊǎ 
άCǿŘέ ŦǊƻƳ ǘƘŜ ǎǳōƧŜŎǘ ƻŦ ǘƘŜ 
email. It makes it very evident 
that you have forwarded it and 
ȅƻǳǊ ǇŜǊǎƻƴŀƭƛǎŀǝƻƴ Ǉƭŀƴ ƎƻŜǎ 
Řƻǿƴ ǘƘŜ ŘǊŀƛƴΦ ¢ƘŜ ǝǇ ƛǎΥ 
really customise your work!

ODDITIES
Newspapers are always on 
the lookout for lighter stories 
to break up the diet of hard 
ƴŜǿǎΦ 9ŘƛǘƻǊǎ ŀǊŜ ǿŀǊȅ ƻŦ 
depressing their readers, so 
ƛŦ ǘƘŜȅ ŀǊŜ ƻũŜǊŜŘ ǎƻƳŜǘƘƛƴƎ 
ƻŨŜŀǘ ƛǘ ƳŀƪŜǎ ǘƘŜ ǎǘƻǊȅ 
ƳƻǊŜ ŀǧǊŀŎǝǾŜΦ

ADJECTIVES AND  
¦btwh±9b /[!La{ 
Journalists are professionally 
ǎŎŜǇǝŎŀƭΣ ǎƻ ǿƛƭƭ ǊŜŀƭƛǎŜ ƛŦ 
people are trying to deceive 
them. They may stop reading 
your release in the second 
ǇŀǊŀƎǊŀǇƘ ƛŦ ǘƘŜȅ ƴƻǝŎŜ ǘƘŀǘ 
the story is exaggerated. 
Therefore, highlight your 
Province’s strong points, 
rather than simply saying 
that it is the best or the 
biggest.

http://www.ugle.org.uk
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5ƻ ƴƻǘ ǎǘŀǘŜ ƛǘ ŀǎ ŀ ŦŀŎǘΦ [Ŝǘ 
the reader be the judge.

DO NOT USE OVERLY 
TECHNICAL TERMS
5ƻ ƴƻǘ ōŜ ƻǾŜǊƭȅ ǘŜŎƘƴƛŎŀƭ ς 
remember that whoever is 
going to read your release 
will probably not have as 
much knowledge of the 
subject, so keep it simple.

{¢¸[9 L{ Lathw¢!b¢ 
Use a common, clean font 
such as Arial or Calibri. Do 
not try anything fancy to 
ǘǊȅ ŀƴŘ ǎǘŀƴŘ ƻǳǘ ς ƛǘ ǿƛƭƭ 
not help you.
Numbers up to nine are 
ǿǊƛǧŜƴ ƛƴ Ŧǳƭƭ όƻƴŜΣ ǘǿƻ 
ŜǘŎύ мл ŀƴŘ ŀōƻǾŜ ƛƴ 
ƴǳƳōŜǊǎ όмм Σмн ŜǘŎύΦ
.ǊŀŎƪŜǘǎ ς ǳǎŜ ǎǇŀǊƛƴƎƭȅ 
and try to use commas 
ƛƴǎǘŜŀŘΦ CƻǊ ŜȄŀƳǇƭŜΥ WƻƘƴ 
Smith, 34, instead of John 
{ƳƛǘƘ όопύΦ
!ǾƻƛŘ ƛƴƛǝŀƭ ŎŀǇǎ 
ŦƻǊ Ƨƻō ǝǘƭŜǎΦ 9ǾŜƴ 
though you may use 
aŀƴŀƎƛƴƎ 5ƛǊŜŎǘƻǊ 
within your company, 
most newspapers use 
managing director, head of 
ƳŀǊƪŜǝƴƎ ŜǘŎΦ

!±hL5 {¦t9w[!¢L±9{  
AS FACTS
If you cannot avoid saying 
something is amazing or 
brilliant, include a quote 
saying you think so, for 
ŜȄŀƳǇƭŜΥ ά²Ŝ ǘƘƛƴƪ ǘƘƛǎ ƛǎ ŀ 
brilliant new concept because 
ƛǘΩǎ ŎƘŜŀǇΣ ǊŜƭƛŀōƭŜ ŀƴŘ ǉǳƛŎƪΦέ 

!5±9w¢L{LbD [!bD¦!D9 
A press release is not  
an advert. So, avoid talking 
in the second person.
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9ȄŎƭǳǎƛǾƛǘȅ 
aŀƴȅ ǘǊŀŘŜ ǇǳōƭƛŎŀǝƻƴǎ 
want exclusivity. On the plus 
side, it will help your story 
achieve more prominence. 
It is also a good way to start 
ŘŜǾŜƭƻǇƛƴƎ ǊŜƭŀǝƻƴǎƘƛǇǎ 
with individual journalists. 
The downside is that you run 
the risk of only seeing your 
ǎǘƻǊȅ ƛƴ ƻƴŜ ǇǳōƭƛŎŀǝƻƴΦ 

5ƛũŜǊŜƴǘ
All journalists are looking 
for something out of the 
ordinary. Stories that are 
surprising or unusual will 
ƛƳƳŜŘƛŀǘŜƭȅ ŀǧǊŀŎǘ ǘƘŜ 
interest of a journalist. It will 
help them produce a more 
ƛƴǘŜǊŜǎǝƴƎ ƳƛȄ ƻŦ ǎǘƻǊƛŜǎΦ 

ADDING VALUE
9ŀǎȅ ǘƻ ǳƴŘŜǊǎǘŀƴŘ 
¢ƘŜ ōƛƎƎŜǎǘ ǎŜƭƭƛƴƎ 
ƴŜǿǎǇŀǇŜǊǎ ƛƴ ǘƘŜ ¦Y ŀǊŜ 
ǘƘŜ ǘŀōƭƻƛŘǎΣ ƳǳŎƘ ƻŦ ǘƘŜƛǊ 
ǎǘǊŜƴƎǘƘ ƭƛŜǎ ƛƴ ǘƘŜƛǊ ŀōƛƭƛǘȅ 
ǘƻ ƳŀƪŜ ŎƻƳǇƭŜȄ ƛǎǎǳŜǎ Ŝŀǎȅ 
ǘƻ ǳƴŘŜǊǎǘŀƴŘΦ {ǳōƳƛǘǘƛƴƎ 
ǎǘƻǊƛŜǎ ǘƻ ƴŜǿǎǇŀǇŜǊǎ ǎǳŎƘ 
ŀǎ ¢ƘŜ {ǳƴΣ ¢ƘŜ aƛǊǊƻǊ ƻǊ 
¢ƘŜ aŜǘǊƻ ƛǎ ŀƴ ŜȄŎŜƭƭŜƴǘ 
ǿŀȅ ǘƻ ƎŜǘ ȅƻǳǊ ǎǘƻǊȅ ǎŜŜƴ 
ōȅ ŀ ƘǳƎŜ ƴǳƳōŜǊ ƻŦ ǇŜƻǇƭŜΦ 
aŀƪŜ ǎǳǊŜ ǘƻ ŀǎƪ ȅƻǳǊǎŜƭŦ ƛŦ 
ǘƘŜ ǊŜŀŘŜǊ ǿƛƭƭ ōŜ ŀōƭŜ ǘƻ 
ǳƴŘŜǊǎǘŀƴŘ ȅƻǳǊ ǇǊŜǎǎ 
ǊŜƭŜŀǎŜ ǿƛǘƘ Ƨǳǎǘ ōŀǎƛŎ 
ƪƴƻǿƭŜŘƎŜ ƻŦ ǘƘŜ ǎǳōƧŜŎǘΦ

9Ƴƻǝƻƴǎ 
5ƻŜǎ ȅƻǳǊ ǎǘƻǊȅ ǎǝǊ ōŀǎƛŎ 
ŜƳƻǝƻƴǎΚ .Ŝ ǿŀǊȅ ƛŦ ƛǘ 
does, because stories can 
be turned and taken in 
ŀ ŘƛǊŜŎǝƻƴ ȅƻǳ Ƴŀȅ ƴƻǘ 
ǿŀƴǘ ς ǘƘƛƴƪ ŀōƻǳǘ ǘƘŜ ōŀǎƛŎ 
ŜƳƻǝƻƴǎ ǎǳŎƘ ŀǎ ŀƴƎŜǊΣ 
shock, horror, humour, fear 
and sympathy.

Does it have legs? 
The changing media 
environment, with more 
news consumed on the 
web, means that printed 
ǇǳōƭƛŎŀǝƻƴǎ ƴƻǿ Ǉƭŀȅ ŀ 
ŘƛũŜǊŜƴǘ ǊƻƭŜΦ LǘΩǎ ƴƻǘ Ƨǳǎǘ 
about telling people what 

the news is, but 
what it means 
ŦƻǊ ǘƘŜƳΦ ²ƛƭƭ 
your story spark 
ŀ ŘŜōŀǘŜΚ 5ƻŜǎ 
ƛǘ ƻũŜǊ ǎŎƻǇŜ 
for further 
coverage in the 
ŦǳǘǳǊŜ ς ŀƴŀƭȅǎƛǎΣ 
comment, 
features, 
campaigns and 
ƛƴǾŜǎǝƎŀǝƻƴǎΚ

http://www.ugle.org.uk


www.ugle.org.uk 13

CONCLUSION

!ƭǿŀȅǎ ōŜ ŎƭŜŀǊΣ 
ƻōƧŜŎǝǾŜ ŀƴŘ 

concise

Provide links to 
ŀŎŎŜǎǎ ƛƴŦƻǊƳŀǝƻƴ 

that can support the 
press release

The press 
release must 
be recent and 

relevant

All quotes 
included must be 
true and current You should not 

ǳǎŜ ǇǊƻƳƻǝƻƴŀƭ 
language

The statement 
Ƴǳǎǘ ƴƻǘ ōŜ ǿǊƛǧŜƴ 

ƛƴ ŎŀǇƛǘŀƭ ƭŜǧŜǊǎ

Use careful language, 
ǊŜǎǇŜŎǝƴƎ ǘƘŜ 

rules of spelling, 
ŀŎŎŜƴǘǳŀǝƻƴΣ 
ǇǳƴŎǘǳŀǝƻƴΣ 

morphology, syntax 
ŀƴŘ ǎŜƳŀƴǝŎǎ

Use speech 
ŀǊǝŎǳƭŀǘƻǊǎ ǘƻ 
ƳŀƪŜ ȅƻǳǊ ǘŜȄǘ 

cohesive

The press release 
should, ideally, 

have one page, at 
most two

wŜƳŜƳōŜǊ ǘƘŀǘ ŀ 
press release will only 
have an impact if it is 
relevant to the media.
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