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Lesson 8 



Press Release - PR 

    A press release is a written statement to the 
media. It can announce a range of news items, 
including scheduled events, personal 
promotions, awards, new products and 
services, sales accomplishments, etc.  

    It can also be used to generate a feature story. 
Reporters are more likely to consider a story 
idea if they first receive a press release. 
 



Press Release – Why? 

• A press release is essential to get your story 
exposure. IF you got something interesting to 
tell, having some articles published by 
relevant publishers will boost SIGNIFICANTLY 
your outcome. 

• Having it published by well-known publishers 
will also improve brand awareness and 
establishment. 
 



PR – What should be in 

• Who? Who are the key players — your company, anyone 
else involved with the product? Who does your news 
affect/who does it benefit? 

• What? What is new? 
• Why? Why is this important news — what does it provide 

that is different? 
• Where? Where is this happening/is there a geographical 

angle/is the location of business relevant? 
• When? What is the timing of this? Does this add 

significance? 
• How? How did this come about? 
 

 



PR - Headline 

• It should be brief, clear and to the point: an ultra-compact 
version of the press release’s key point. 

• A bold headline also typically uses a larger font size than 
the body copy. Conventional press release headlines use 
the present tense and exclude "a" and "the", as well as 
forms of the verb "to be" in certain contexts. 

• Capitalize first, extract the appropriate keywords 
• Apply same rules as blog title 
• To have a clearer idea, edit your headline at the end 
• MAKE IT INTERESTING: Keep in mind that reporters get 

dozens, if not hundreds, of releases each day. Capture them 
 

 



PR - Headline 



PR - Body 

•  Journalists are very busy (and sometimes lazy) 
and don't have time to research your company's 
big announcement, so much of what you write 
for your press release will be what the journalists 
use in their writeup. 

• Be relevant, concise, factual.  

• Avoid “Marketing Claims” like: incredible, 
amazing, fantastic etc. Facts speak for themselves 

• Write like you’re a journalist (…) 
 



PR - Body 

• Start with the date and city in which the press 
release originates 

• The lead, or first sentence, should grab the 
reader and say concisely what is happening. 

• The first paragraph (two to three sentences) 
should sum up the entire PR. 

• Who, what, when, where, why, and how 

• Keep it short (max 3 paragraphs) 



PR - Body 

• First paragraph: most important information. May be 
quite news-like in that it starts with a date or where 
the news is coming from. 

• Second (and probable third) paragraph: secondary 
information. Should include quotes and facts. 

• Boilerplate information: more on your company. Who 
are you, really? What achievements do you have? 
What's your mission? 

• Contact information: more on the writer. If you grab 
someone's interest, they'll want to be able to find out 
more! Or invite to reply for more informations 

• Multimedia: socials, website links, attachments 



PR - Body 



PR - Body 



PR - Body 

• Quotes: remember that you’re telling a story, 
and journalists love quotes from people 
involved. 

• Quote 2 or 3 people, and try to describe in 
this sentences the message you want to pass 

• Quote CEOs, relevant designers and VIPs 



PR - Body 



PR - LINKS 

• When submitting a Digital PR, links are gold.  

• Avoid to use too many, we are not looking for 
SEO score  

• Use one or two, and repeat the most 
important one at the beginning and the end 

• Make them visible and clear 

• Ask to include them in the article 



PR – Images 

• Attaching images is always a good idea 

• Attach them separately into the mail 

• If you want to add video, paste the URL inside 
the mail 

• If you’ve plenty of them, use a zipped archive 
 



PR – Timing 

• You need to indicate at the top of the release 
whether it is for immediate release or under 
embargo and if so, give the relevant date. 
 



PR – Timing – Immediate Release 

• “Immediate” means that the information can 
be released as soon as it’s ready to publish 

• Take into account that the word immediate in 
the news world, will most likely mean a week 
or so. 
 



PR – Timing - Embargo 

• Embargo are most likely to work if you’ve a 
personal relationship with the journalist, or if 
your communication requires lot of parties 
involved to be effective (cross-marketing). Used 
also when you need a perfect timing, to maximize 
news exposure 

• Embargoed PRs are frustrating for editors, and 
there’s the chance that they’ll never write about 
your story 
 



PR – Formats 

• Doc (yes, copy and paste) 

• PDF 
 



PR - Hook 

• To be published, your PR needs to be 
“newsworthy”. 

• Find the “scoop” in your story 

• Act like you must conquer readers 

• Be brilliant 



PR - Hook 



PR - Hook 



PR – Press Section 

• Footer “PRESS” section 

• Debated 

• Should contain a PRESS REVIEW 

• Should Contain a press kit (Latest product PR, 
images, Link and contacts in zip format) 



PR – Press Section - nomia-nyc.com 



PR – Press Section 



PR – Press Section - isatapia.com 



PR – Press Section - isatapia.com 



PR – Delivery 



PR – Distribution Services 

• Before you build up your PRESS LIST there are 
services which allow to distribute your PR to 
relevant publishers 

• They offer targetizations based on interest, 
activity field, preferred way to get contacted 

• There are Free and Paid Services 



PR – Distribution Services 

• How to choose the best one? 

• They should target your field of interest 

• Quality of Database (ask for last update) 

• Filtering capabilities (How good you can 
pinpoint your targets) 

• Are they in SPAM lists? 

 



PR – Distribution Services - FREE 

• Prlog.org 

• Newsvine.com 

• 24-7pressrelease.com 



PR – Distribution Services - PAID 

• Prnewswire.com 

• Cision.com 


