HOW TO WRITE A NEWS RELEASE 

Jonathan Wiesel, Nordic Group International

Whether it’s sent via snail mail, e-mail, or fax, a news release is one of the best ways to connect with media. Media lists, media trips, media kits, and photo libraries are other vital publicity tools, and they’re all interdependent.

A new release is exactly what it sounds like: Genuine news, not trivia, sent to media with the aim of generating stories. The trick is to get the right stuff to the best people at the most opportune moment.

A lot of tourism/recreation businesses send their releases to magazines and newspapers alone, pretty much ignoring radio, TV, the Internet, and freelance writers (people who aren’t formally affiliated with a particular publication). But it can be even more effective to contact the whole range of media – if you have a story that’s news for them all.

Publicity is a competitive world. The best way to get media attention is to understand how writers and TV news anchors and radio talk show hosts think –  and what they need from you.

Let’s take the example of travel writers. With every contact, you need to be smart and professional, tireless, persistent, and courteous. Remember, they’re in business too, finding good stories, meeting deadlines, satisfying readers, keeping the boss happy, and staying employed. The way to their hearts is to reach, intrigue, inform, help, and thank them – then stay in touch. And remember the “24 Hour Rules” – be available to media 24 hours a day, and respond to any contacts within 24 hours. (That’s not easy but it works.)

Nuts and Bolts

Specifically, your news release has three to five seconds to grab attention with the right presentation and real substance. Here are some tips about making an optimal impression:

· Be concise: maximum 2 pages or 1 page FAQ or fact sheet.

· The whole release matters – appearance as well as meat. 

· Make sure your logo, address, web site, etc., are clear.

· Have a great headline, lead sentence, and lead paragraph – those are your grabbers! 

· Tell a story; give it life and personality, with quotes and guest testimonials for credibility.

· Your text should be in descending order of importance – end with a conclusion, don’t tail off.

· Include enough information that an editor doesn’t need to call you. They can just use your facts and quotes and wording.

· Use active verbs (you want to sound lively, not like a bureaucrat).

· No spelling, grammar, or punctuation errors!

· Leave at least an inch of white space on both margins.

· Single-spaced material is okay with a blank line between paragraphs.

· Number the pages.

· For snail mail, use stationery and an envelope that looks and feels substantial.

· Use easy-to-read fonts, not too small.

· Fact-check everything—have someone else read everything for accuracy.

Try to get details on whether a writer prefers a release via U.S.P.S., e-mail, or fax. 

And when you hit the bulls eye, be prepared for phone questions, maybe interviews or a visit, even network TV. 

And finally:

· Trace results as much as possible (your release may generate an article without the writer telling you so).

· Stay in touch with any media who give you coverage or have acted interested.
· Remember that publicity is a numbers game (the number of releases multiplied by the number of media contacted). It may take numerous contacts before your first success – so keep at it!
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