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How to Write a Press Release

Content

Think about what makes your story newsworthy - look for angles.

· What is your ‘unique selling point’? Are you new, different controversial, bigger than the rest?

· What message do you want to give - how do you want people to see your organisation? 

· Look for the human interest angle

· Write the press release in the style of a newspaper article so it is more likely to be published as it stands

Don't hide the most exciting fact at the end of the release.  Unless the reader is an arts specialist prepared to read to the end of the release it will be ‘cut from the bottom’. 

Keep it concise.  One page is ideal, two pages are acceptable, anymore is too long.

Format

Start with the heading ‘Press Release’.

The name and telephone number of the press officer (or a contact for further information) should be included.  This is usually given at the end of the release with the wording: ‘For further information, please contact…’

The headline should state clearly what the press release is about.  Don't use gimmicky headings - the story should be immediately obvious to the reader.  Put the date of distribution on the press release. 

The first paragraph should give the basic outline of the story - think in terms of ‘who, what, when, where, why, how’.

Following paragraphs should expand on this and give more detail.  Don't try to be too clever and ‘arty’ - the journalist is looking for facts.  If you want to angle the story, put any opinions in ‘quotes’ attributed to one of the people involved.

If you have a lot of extra background information, eg: biographies of performers, write it separately from the main story under the heading ‘Notes for editors’.  Details of tours etc should also be produced separately, giving all the relevant details: town and venue, name of company and production, dates and times, ticket prices and box office telephone numbers.

Presentation

A press release should be written on headed notepaper, identifying the name of the organisation.

Type in 1.5 or double spacing on one side of paper (A4 size).  This helps newspapers in the production process. 

Catch lines (e.g. ‘Tour of New Play/page 2’) should be put at the top of each page and the page number and ‘more’ at the bottom of each page.

Be legible.  Type size should not be smaller than 10 point, and only use capitals in headlines.

Distribution

You should have a basic mailing list of arts editors and specialist writers, but it is always worth looking for other possibilities.  If on tour, for example, check through biographies for any possible ‘local boy/girl makes good’ stories.  Consider:

· Local and regional radio and TV (don't forget cable TV)

· Local and regional papers: daily and weekly papers, freesheets

· Listings magazines

· Specialist publications and programmes

· National newspapers

Target your release - send it to key people first.  Make sure the story is relevant to the particular publication.

Check deadlines and make sure that your release reaches the journalist in time.

Follow up your release with a friendly phone call, but don't pester.

Arts Council England, North West also provides press mailing lists and offers PR training workshops.  Please contact Chris Turner on 0161 827 9236 for details.
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