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Press Releases 101

Press releases are the most expedient and official way you can communicate the objectives, values, and 

views of your organization to the public. You can use releases to make funding or programmatic 

announcements, state your organization’s position on a policy or regulation, call attention to an upcoming 

or past event – the possibilities abound! 

To get your releases read:

To get reporters to "read it" and use it appropriately, try the following: 

First, find what makes the story you want to tell newsworthy. 

Second, communicate that value in the release and a pitch to reporters. 

The third key to getting your releases read and used appropriately is to build a relationship with 

reporters by: (1) being available and (2) answering their questions as quickly and honestly as 

possible. Check out NASF's "Media Relations 101" guide for more on how to cultivate 

relationships with media.

Ignore it, because the subject line doesn't appeal. 

Copy and paste it into their website without a contact for your organization. 

Read it, and use a quote or two in their own original story. 

Reporters and members of the media generally do one of three things when you send a release: 

To write a good press release:

1.    Be as concise as possible. 

2.    Refrain from using value-laden language outside of quotes. 

3.    Pick a style (AP preferably) and stick with it. 
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ELEMENTS OF A PRESS RELEASE

The first (para)graph should give 
the reader the who, what, where, 

when, why. Generally, this graph is 
no longer than two sentences. 

The second graph (or in this case, 
the second and third graph) is either  

a helpful quote or an explanation 
of the first graph. 

Remember: 
Good quotations add 
relevant information

The third graph is 
what the second 

graph wasn’t. And 
subsequent graphs 
make up the rest of 

your story. 

Concise headline and 
contact information for 

one or two people.

"Boiler plates" should 
appear at the bottom of 

releases, not in the body of 
the text.


