
Perfect Press Releases 

How to write a press release 

Journalists get hundreds of press releases every day, they will scan through a big pile and 

put only the most interesting aside (the rest get deleted). Your two priorities are to make 

yours simple and interesting.  

Imagine the press release as a pyramid; the journalist will initially take 2 seconds only to 

scan the headline, if that is clear and interesting they will scan the first paragraph, only if 

that’s interesting, will they read further.  

Journalists will also scan the press release for quotes, as these are the ‘juicy’ opinion bits 

that they normally print in the paper.  

Here are tips towards the perfect release: 

 LENGTH: Keep press releases short – preferably one side of A4 with wide margins. 

 KEEP IT SIMPLE: Avoid technical jargon or complicated language. The press 
release should be able to be understood by someone who knows nothing about the 
subject. 

 HEADLINE: Decide on ONE main message. This will form your headline, which 
should be short and catchy but give a clear idea of the story.  

 FIRST PARAGRAPH: Expand the headline to make your first paragraph. It should 
answer (at least three of) the basic questions –  Who, What, Where, When, Why, and 
How 

 SECOND PARAGRAPH: This should expand on the first, bringing in some context 
and one or two sentences of relevant background information 

 THIRD/ FOURTH PARAGRAPH: This will usually be a quotation from someone 
involved in your organisation or 3rd party endorsement (e.g. celebrity supporter). The 
quote is often the only part of your press release that will appear directly in the paper: 
“If they only print one sentence, what should it say?”  

 FINAL PARAGRAPHS: Include background details or finer points towards the 
bottom. The last sentence can be a summarising quote or least important point.  

 ACRONYMS: Never use acronyms; always write out the name of something in full. 
The Ramblers should always be referred to as ‘the Ramblers’ and never the RA. 

 PICTURES: Describe what a journalist will be able to photograph, the more exciting 
the picture the more likely they will send along a photographer. 
 

Your press release should also include:  

 A DATE of release at the top, usually ‘immediate release’ on the day you send it out. 

Embargoes should be imposed only when strictly necessary.   

 A CONTACT NAME AND NUMBER of someone who knows about the story, who 

will be available to answer journalist’s queries and organise or conduct interviews. 

This should go at the end and include a mobile number. 

 NOTES TO THE EDITOR – if you have any! These should go at the end and be used 

sparingly and only when an unusual level of detail is essential.  

 


