
	  

	  
	  

 
HOW TO WRITE PRESS RELEASES 
	  
(Or: If it Isn’t News, Make it News) 
 
 
Typically, press releases are the domain of public relations practitioners. 
They’re one-to-two page write-ups of a client’s activity or product that the 
PR ace uses to try to get news agencies to take an interest and write or 
produce a story about it. 
 
That said, though, may small companies try to do their own public 
relations and try to write their own press releases. And, just like the small 
companies who also try to write their own copy, they would often benefit 
from a professional’s help. Which, of course, is where you come in. 
 
Press releases, really, are just another form of copy. The purpose of these 
releases is to “sell” a media outlet on running a story. And who better to 
sell with words than a copywriter? In truth, the most challenging part of 
writing a press release is to determine what might make the topic of your 
press release newsworthy. 
 
 
 
 
 



 
 
Often, companies want to send out press releases when they launch a new 
product or when they’ve donated a certain amount to charity or when 
they’ve hired a new executive. As you can guess (since you haven’t seen 
many of these stories in the newspaper lately), these aren’t especially 
newsworthy stories. But as the press release writer, it’s up to you to figure 
out what makes each of these unique and, potentially, useful to a reporter.  
 
Newsworthiness  
Besides asking “Why is this important?”, a few other things to consider 
when trying to make something newsworthy include: 
-‐ Famous people — Is there anyone involved in the story that the 

public is interested in and that you could highlight? Are there any 
elements about him or her that this story helps to explore? 

-‐ Larger stories — Could your story be linked to a larger story? For 
example, if a local restaurant starts giving out apples instead of ice 
cream sundaes with kids’ lunches, could you link this to the ever-
interesting childhood obesity story? 

-‐ First and only — Is this the first and/or only of anything? Is the 
company the first company to do something? Does it produce a 
product that is the only one? 

-‐ Leads into a different story — Is there a different story your press 
release could suggest? If you company wants a release about how 
they donated books to a local shelter, could it lead into a larger story 
about literacy among homeless children? (Hint: Journalists love it 
when you create a story for them!) 

 
 
 
 
 
 
 



 
 
Format of a Press Release 
With relatively minimal deviation, this is the general format press releases 
follow. Things in brackets should be filled with the applicable info/copy: 
 
[CONTACT NAME]    FOR IMMEDIATE RELEASE 
[Contact Company] 
[Contact Address] 
[Contact Phone Number] 
[Contact Email Address] 
 
 

[HEADLINE (CENTERED AND IN ALL CAPS)] 
[Subhead (Centered and with Initial Caps)] 

 
[Location – Date – Press release body copy lorem ipsum dolor sit amet 
lorem ipsum dolor sit amet lorem ipsum dolor sit amet lorem ipsum dolor 
sit amet lorem ipsum dolor sit amet lorem ipsum dolor sit amet lorem 
ipsum dolor sit amet lorem ipsum dolor sit amet lorem ipsum dolor sit 
amet. 
 
lorem ipsum dolor sit amet lorem ipsum dolor sit amet lorem ipsum dolor 
sit amet lorem ipsum dolor sit amet lorem ipsum dolor sit amet lorem 
ipsum dolor sit amet lorem ipsum dolor sit amet lorem ipsum dolor sit 
amet. 
 
lorem ipsum dolor sit amet “Lorem impsum,” said Important Guy, 
President of Company, “Lorem ipsum dolor sit amet.” lorem ipsum dolor 
sit amet lorem ipsum dolor sit amet.] 
 
(If you’re going on to a second page, put “more” like this at the end of the 
first page:) 

-- more -- 



 
 
(At the top of the second page, put the release title on the right side and 
the page number on the left) 
PAGE 2          [TITLE OF YOUR RELEASE] 
 
 
(At the end of your release, include the standard company information, 
called a “boilerplate”) 
 
[COMPANY XYC, www.companyxyz.com, is a family-owned company 
that lorem ipsum dolor sit amet lorem ipsum dolor sit amet lorem ipsum 
dolor sit amet lorem ipsum dolor sit amet lorem ipsum dolor sit amet 
lorem ipsum dolor sit amet lorem ipsum dolor sit amet lorem ipsum dolor 
sit amet lorem ipsum dolor sit amet.] 
 
 
(At the very end of the release, put “—###—“ to let the reader know that 
the release finishes here.) 
 

---###--- 
 
 
 
 
 
 
 
 
 
 
 
 
 



 
Headline 
Your headline, like a subject line, will make or break your release by 
causing a reporter to either read further, or toss it. It’s important that your 
headline speak to the newsworthiness of the overall story, but also make it 
sound as intriguing as possible.  
 
For example, your release could be about how a non-profit has released a 
children’s book about a tiger that is bullied and the book will be used in 
classrooms as part of an anti-bullying effort. Your headline could read 
“TIGER TEACHES CHILDREN HOW TO DEAL WITH BULLIES”. 
 
Your subhead is where you explain your headline a bit more fully. In the 
above example, you could say “Celebrated Children’s Book to be Used in 
City-Wide School Anti-Bullying Program”. 
 
 
The Body of Your Release 
Just like a news article, the release should be written in third person. (In 
fact, if you get really lucky, sometimes media agencies will pick up your 
release and just use it as an article!) And, as with a news article, you’ll 
want to lead with the most important, interesting information to draw the 
reader (the reporter) in. Your first paragraph should give an overview of 
the whole story and the rest of the brief will give the details of it. 
 
The second paragraph should give a bit of background of the company and 
further support the newsworthiness of the story. Within the second or third 
paragraph, you’ll want to include a quote from an executive at the 
company regarding the story.  
 
 
 
 
 



 
 
Sometimes you’ll get an executive who actually wants to talk with you 
and give you a quote. More often, though, you’ll write the quote yourself 
and then send it to the executive to tweak it and approve it. I realize this 
may seem a little disingenuous, but most executives would rather have the 
writing expert take a first pass at their quote to make sure they get the 
message across as best as possible.  
 
If possible and/or applicable, you’ll also want to add in a quote from any 
other companies or organizations involved. Referencing our example 
above, if a company’s books were going to be used in school curriculum, 
you might want to include a quote from the school district superintendent. 
Again, you’ll probably at least write the first draft of the quote, but the 
director must approve it him or herself. 
 
 
The Boilerplate 
Once you’ve said everything you have to say about the story, you’ll end 
with the company’s boilerplate. A “boilerplate” is a standard paragraph of 
information about the company that’s the same across all press releases. It 
gives some information about the company, a bit of its history and its 
purpose. Here’s an example for Filthy Rich Writer: 
 
Filthy Rich Writer, www.filthyrichwriter.com, was founded in 2012 by 
Nicki Krawczyk, a copywriter with more than a decade’s worth of 
experience writing copy, editing copy and teaching copywriting. 
Krawczyk founded the company to help other would-be copywriters avoid 
the same pitfalls she faced, learn the most effective and up-to-date 
methods of copywriting, and find fulfillment and financial success in a 
field they enjoy.  
 

* * * 
 



 
 
 
A press release, as you can see, is kind of an amalgamation of a news 
article and copywriting—it has the style of a straight news article, but it’s 
being used to sell. The better the story and the more effective you are at 
conveying its newsworthiness, the more valuable it will be to reporters—
and the better its chances of ending up in the paper or on the local news. In 
the meantime, you’ll have added a valuable skill to your dossier and a 
terrific sample to your portfolio.  
 


