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How to Write a Successful Media Release 
 
 
A media release is one of the main ways you can share your news with the media.   
Reporters journalist, and editors are hungry for news, and often depend on 
releases to tip them off to new products, company trends, and other newsworthy 
developments. Much of what you read in newspapers, magazines, or trade 
publications, hear on the radio or see on television started with a media release. 
The average journalist receives several hundred media releases each week, many 
of which end up in the round file.  Your challenge is to tell your story in a way that 
makes the journalist want to know more and ultimately tell your story. 
 
 
Use these tips to write a media release that will get noticed: 
 
 

1. Paper.  Use standard, white, 8½ “x11” paper or the “standard” 
acceptable size in your part of the world. 

 
2. Margins.  Use wide margins on all four sides.  Suggested top and 

bottom margins between 1 ½ -2 inches, side margins between 1-1 ½ 
inches.  This makes it easier for journalists to make notes in the 
margins. 

 
3. Folding.  Fold the release so that the headline and date will be the first 

thing the editor or reporter sees upon opening the envelope. 
 

4. Header.  The name of your organization, contact info (address, address, 
phone numbers and email) should appear at the top of your release. 

 
5. Contact Person.  Always include at the top corner of every page, a two 

or three word description of the story.  Title, the name, and phone 
number of key contact people – no more than two.  Phone numbers are 
critical.  Make sure those phone numbers listed are accessible 24/7.   It 
is advisable to use a direct line, not a line that has to go through a 
switchboard or menu. 

 
6. Release Date.  The release date - Usually “For Immediate Release” or 

for release on (fill in date) - the majority of releases are “For Immediate 
Release.” This indicates the media may use the information on its own 
schedules. 
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7. Deadlines.  It is important to know the media’s deadlines.  Magazines, 
even weekly ones, are often planned months in advance.  For calendar 
items, know when the media outlet’s deadline is.  Daily newspapers 
have a deadline.  Don’t fax a release out the day before an event 
expecting it to receive coverage.  Allow sufficient time for the media to 
decide if and when they want to cover your story.  If you think your event 
is so far in the distance the media might forget about it, then simply send 
another release as the time draws nearer. 

 
8. Headlines.  The headline is used to catch attention, make the words 

pay off.  A good headline will compel the media to read the rest of the 
story.  For more on headlines, read “Headlines Sell” on pages 10-11.  

 
9. Line Spacing.  Use double or 1.5 when to make it easier for the media 

to read and make notes and edit as necessary.  If the release is more 
than three paragraphs long, it would be better to use single space rather 
than making your release two pages long. 

 
10. The Lead.  The first paragraph begins two or three lines below the 

headline.  The number one rule of news writing is – The lead contains 
the five w’s – Who, What, When, Where, and Why.  The media wants to 
know the facts immediately.  Don’t obscure the facts with drama or 
wordy writing. 

 
11. The Body.  The body of a release (story) contains additional facts to 

support the lead.  The most important facts are always in the lead and 
each succeeding paragraph less important information.  This method 
allows editors/reporters to easily and quickly trim for spade by deleting 
from the bottom.   

 
12. KISS.  Keep It Short & Simple!  When writing a media release, brevity is 

the key.  Thomas Jefferson is quoted as having said,  “The most 
valuable of all talents is that of never using two words when one 
will do.” 

 
13. Paragraphing.  Newspaper paragraphs are short because paragraphs 

of more than three or four sentences are difficult to read.  Your releases 
should conform to this rule.  A paragraph should not be broken over two 
pages of your release.  If you have a paragraph that runs over onto the 
next page, shorten it or start on the next page, even if it means leaving a 
larger margin at the bottom of the proceeding page. 
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14. Sub Headlines.  Sub headlines are rare in media releases.  They can 

be used in multiple page releases to highlight special information.  
Examples would include a long quote, a list of finishers, etc. 

 
15. Page Numbering.  After the first page, each page should be numbered 

at the top of the page.  Example: -2- 
 

16. Multiple Pages.  If your release contains more than a single page, the 
“printer’s code word” – More – should be typed at the bottom of the 
page, in the center, indicating that additional pages follow. 

 
17. End Sign.  End a press release with either # # # or – 30 – typed across 

the center of the page a couple of lines below the end of your text. 
 

18. Photos.  If you have good photos, send them or include the words 
“Photo available upon request” with your contact information at the top 
of the page.  Only send high quality photos.  Only send photos when 
they add to your story.  8”x10” black and white glossies are best.  Place 
photos on the top of cardboard when mailing.  Don’t tape or paper clip.  
(It can ruin the photo.) 

 
19. Who.  Send to a specific person.  Know whom to send it to, not just 

where.  Find out who the editor/reporter is for the section in which you 
want your release to appear.  Include their name on the release, not just 
the envelope.  

 
20. Editorial Calendar.  You can check the media’s editorial calendar for 

specific topic areas. You can use the information to “time” your release 
to coincide with the media’s interest or focus.  

 
 

What will interest editors and their readers?   
 
Your release should contain actual “news” about yourself, your products or 
services, your company, or the personnel in your company.  Information that 
qualifies as news include announcements such as: 

 
 New product release 
 Launch of a new service 
 New store openings 
 Awards you or your company have received 
 “Firsts” (e.g. first to offer a particular service or product in your area, first 

product to solve a common problem) 
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 Contests your company is sponsoring  
 Winners in the contest you’ve sponsored 
 Free seminars you are offering 
 Free booklets you are offering 
 Results or a survey your company has conducted 
 How you or your company helped solve a community problem 
 New, unusual uses of an old product 
 Donations you’ve made to a nonprofit group 
 Discoveries which the public is made aware 
 

 
 
 
Questions to ask your self before sending a media release. 
 

1. Is the information newsworthy? 
 
2. What kind of audience is the information intended for?  Why should they 

continue to read it? 
 

3. How are people going to relate to this and will they be able to connect? 
 

4. Are your first 10 words of your release effective?  (As they are the most 
important) 

 
5. Are you using excessive use of adjectives and fancy language?  (They 

should be avoided) 
 

6. Are you dealing with the facts? 
 

7. Do you have plenty of contact information?  (e.g. Individual contact, 
address, phone, fax, email, web site address) 

 
8. Do you have enough substance to issue a release? 

 
9.  Is it easy for the media representatives to do their jobs? 
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Tips for Sending your Media Release 
 
 Target your audience.  Only contact editors who cover your industry or 

topic. 
 

 Find out the best way to contact the media.  Is it by snail mail, email, or fax?  
Not everyone wants media releases by email. 

 

 Don’t write email media releases with attachments.  Write and send the 
release within the body of the message. 

 

 Don’t follow up.  You will annoy most editors by making a second contact to 
ask if they got your media release. 

 

 Know the editor’s deadlines.  Don’t expect a magazine editor to cover your 
event scheduled for next week.  Find out when you should send your media 
release for the best chance of being reviewed. 

 

 Update your Web site with the “news” before sending your release.  If it’s a 
new product, make sure it is listed in the proper section of your website. 

 

 Do not call editors, publications, etc., on their 800 numbers.  This includes 
calling to get the name and address of the appropriate editor as well as 
annoying follow up calls - “did you get my media release?”  

 

 Think before you write.  Ask yourself why you are writing, and what are you 
trying to accomplish by writing.  Put yourself in the position of the person 
reading your message.  You are a busy media professional.  What would 
you do when you read this release?  Publish it or throw it into the “round 
file.” 

 

 Reread, reread, and reread and rewrite, rewrite, rewrite before you mail or 
click to send. 

 

 Be brutally honest with yourself, and with your media contacts.  Don’t make 
claims about your product or service you can’t substantiate. 

 

 Editors won’t publish anything sloppy or hard to read.  Don’t be careless. 
Misspelled words, factual or grammatical errors make your site and your 
company less credible. 

 

 When mailing your release send first class whenever possible. 
 

 Instead of using labels, typing or writing your address directly on the 
envelope creates a positive impression. 
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The Marketing & Public Relations 
Check List 

 
The following checklist can help you develop a complete marketing program.  This 
is your guide to develop the tools you need and should have in order to develop a 
balanced marketing approach.  Over time you will find the ones that work best in 
your own marketing efforts and those that won’t be necessary or helpful in 
promoting your particular business. 
 
 

A. Branding your company – Branding yourself is more than just name 
recognition. It is what you offer, stand for and provide.  When you develop a 
recognizable brand, people will be able to associate you/your company with 
something specific.  Remember there is no such thing as a generic brand.  
Here are ways to use your brand to promote your message. 

 
___ Name of your business or practice. 
___ Your logo/company graphics 
___ Your 30 second introduction or commercial 
 
 

 
B. Your media kit – When the media calls, they want instant response – 

Having the following elements developed and ready to send can help build 
a long lasting relationship with the media. 

 
___ Corporate/Executive profiles (Bios and Pictures) 
___ Feature story or history of how you got started 
___ Business description (about us) 
___ Fact sheet-description of products and services 
___ Event listings 
___ Tip sheets (ways to use product, save money etc.) 
___ News/Media releases – news about company, product or service 

launch, breakthroughs, new inventions 
___ Brochures/promotional flyers 
___ Customer/Client letters and testimonials 
___ A sampling of articles written about your company 
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C. Tools to attract attention and develop a loyal following include: 
 

___ Booklets/White papers special reports written as a resource for 
the customer or client. These tools can help brand you/your 
company as an expert in your profession/industry. 

___  Newsletters and eZines 
___  Give aways and free trials. These can include consult-   ations 

(first session free) ebooks, even software. It gives the consumer 
the opportunity to try your product or service without risk. 

___  Direct Mail – These include any promotional items you would 
send to a client or prospect to tell them about you/your 
company and/or offerings. 

___  Sales letters can be 1 page or 4 plus pages depending on what 
you are promoting and selling. 

___  Postcards 
___  Flyers 
___ Faxes and Fax -on- demand – Faxes are sent to a permission-

based list.  Fax -on- demand requires the interested party to 
request your information by fax. 

 
 
 

D. Advertising – Advertising whether it is used to generate interest or keep 
the name in front of the consumer or generate leads.  It is ultimately used to 
sell the product or service advertised.  This can include: 

 
___ Space or Display Ads in magazines, newsletters,    newspapers 
___ Classified Ads 
___ Yellow Page Advertising 

  ___ Directories 
 

 
E. Online 
 

___  Signature lines in your email messages 
  ___  Website with quality content 

___  Forums, Chat Rooms and eGroups 
___  Pay per click 
___  EMail Marketing’s such as banner advertising, affiliate 

marketing, Blogs. The potential email marketing tools available 
is too long to list here and changes frequently 
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F. Telephone – The way you answer the phone can have a huge impact on 
your marketing/branding message.  It should sell the caller on your products 
and services. Using a script for cold calling or any kind of telemarketing is a 
must.  Just as important is the way you answer the phone. The length of 
time it takes and the message people hear when you answer is equally 
important. 

 
 
 
G. Other Printed Items – These items are used to create interest and 

generate excitement as well as keep you in the top of the mind of your 
customer or client. 

 
___   Business Cards 
___   Coupons – to promote your product or service 
___   Gift Certificates 
___   Inserts – for bags, magazines, etc. 
___   Proposals - develop a template that you would use for any and 

all proposals when the RFP request comes along. 
___  Promotional items such as pens, mugs, bags, emery    boards, 

mouse pads, note pads etc. 
 

 
H. Other ways to capture your target audience. 
 

___  Advertising on the Radio 
___  Radio Interviews 
___  Cable TV 
___  Trade Show Booths 
___  Computer disks/cds with information about your product or 

company – something for free like coloring books, ebooks, etc. 
___ Company Stationary – develop a consistent brand by always 

projecting the same message 
___ Annual reports to communicate to stakeholders the results of 

your goal. 
___  Other items such as company attire, hats, carry-alls ect. 
___ Nametags – When you go to networking events keep the 

branding message clear and in front of potential clients and 
customers. 

___  Bill Boards and bench ads are a visual reinforcement of your 
branding message. 

___  Company vehicles, a moving billboard of your company slogan 
or brand.  
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Headlines Sell! 
 

“The creative business person captures more sales!" – Heidi Richards Mooney 
 
 
Ordering Is Easy! 
 
The Best Peanuts You’ll Ever Eat! 
 
No Other Like It! 
 
Remember When? 
 
Hard To Find! 
 
Organize Your Life 
 
From the Comfort of Your Home 
 
 
Headlines get attention when they appeal to the reader’s interest! And when they 
appeal to his or her interest, they sell more products and services. Do your ads, 
sales letters, brochures and website have effective headlines that compel the 
reader to take action? 
 
Headlines sell benefits, not features. A benefit is something your product or 
service does for the customer such as “Lose 20lbs in 7 days,” instead of “Our 
products are made of ... by the #1 health food distributor in the world.” The 
headline has to answer the, “So what?” or “Who cares?” that is on the consumers’ 
minds. 
 

1. Start with a “How to” – “How to Create a Publicity Frenzy for Your Ideas, 
Your Organization, Your Company.” How to headlines state the benefits in 
a confident fashion. People want information that demonstrates how to do 
something valuable. 

 
2. Use a Testimonial – “I lost 20 pounds in only 7 days!” Satisfied customers 

are your best source of referrals. When someone tells you how wonderful 
your product or service is, ask him or her “May I quote you?” They will 
almost always say yes. And include their complete name and either 
city/state or company information (with their permission). 
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3. Ask a question? Are you tired of paying too much for waiting in long lines to 
buy your movie tickets? Then go to www.movie-tickets.com. The question 
gets attention because he or she is looking for just the answer to that 
problem. This prompts many to keep reading just to find the answer. 

 
4. Make a Statement! – The Perfect Gift! Save Money. No Other Like It! Save 

Time! Make your most important benefit the headline that sells your service 
or product. 

 
5. Making the News – Do something in your community to catch the attention 

of the media. 
 

6. SET a Deadline – Using words like “Only 3 days left” or “One Day Only 
Sale” or “Act NOW” require the prospect to act quickly before it’s too late. 
People are busier today and often times put off until “tomorrow” what they 
don’t have an incentive to do today. 

 
7. FREE SELLS! – “Stop by for a FREE rose,” or “FREE checking account 

when   you open your savings here,” or “FREE Special Report when you 
subscribe to my ezine.” Everyone wants to save money and FREE is the 
most powerful word in the selling process! 

 
Some other ways to make your headlines more effective: 
 
 Be Brief – Short headlines generally get read more than long ones. 
 Be Honest – Don’t make untrue or misleading claims. 
 Be Specific – Tell them exactly what they can expect from your product or           

service. 
 Be Creative – “Yo Queiro Taco Bell” is more fun than I Want Taco Bell. 
 Be willing to take a risk – Boring headlines produce boring results. Get out 

of your publicity comfort zone and make a bold (true) statement. 
 Be a Sponge – Learn all you can about effective headlines by testing 

several to see which ones work best! 
 
Headlines make it easier for the prospect to decide to read the rest of the ad. 
Boring headlines go unnoticed. If you can’t catch them in the headline, why would 
they bother to read the content? 
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Media Release Template 
 
Follow a standard Media release format.  Make sure your Media release looks like 
a media release.  The following can be used as a template for your media release. 
 
For Immediate Release: 
 
Headline – Be creative.  One sentence.  Use proper title case, capitalizing every 
word except for the following: of, it, the, a, and, from… 
 
City, State (Month Day, Year) – Grab their attention here.  A strong introductory 
paragraph should cover who, what, when, where, why and how. 
 
Put the body of your Media release here.  Expound on the information provided in 
your introductory paragraph.  Include quotes from key staff, customers or subject 
matter experts. 
 
The body of your Media release should contain more than one paragraph.  The 
final paragraph should restate and summarize the key points of your Media 
release. 
 
For additional information (or sample, copy, or demo) contact:  Put your contact 
information phone and/or email here) 
 
You can include details on product availability, trademark acknowledgement here. 
 
About ABC  
Include a short paragraph about you and/or your company or organization. 
 
CONTACT INFORMATION: 
Contact Person (Associate who is job is PR or you) 
ABC Org 
Contact Phone #’s 
Email address 
http://www.YourWebAddress.com 
 
Include tag line (if applicable). 
 
NOTE:  Contact information can go at the beginning or end of press release. 
 
 
 

 
 

TThhee  MMEEDDIIAA  eeGGuuiiddee  

©Heidi Richards Mooney – www.SpeakingWithSpirit.com  



 14

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

10 Tips to Insure Your Media 
Release “Makes the News” 

 
 

1. Make sure the information you have is newsworthy. 
 
2. Start your release by briefly describing the news, and then tell who 

announced the news. A media release must “grab” the reader in 
the first two sentences. 

 
3. Headlines Sell, so tell it like it is.  Boring headlines seldom prompt 

the reader to read-on, so what!  Who cares! 
 

4. Ask yourself, “Why will people care about what I have to say?” 
 

5. Avoid jargon.  Fancy language, or excessive use of adjectives will 
turn the reader off!  Keep your release to 1 or no more than two 
pages long. 

 
6. Just the Facts, Please.   The reader appreciates the facts and any 

info that would back-up the information in your release. 
 

7. Make it as easy as possible for the media to do their jobs.  Provide 
enough information to prompt them to contact you for “the rest of 
the story.” 

 
8. Direct your release to the proper media (editors).  For instance, 

you wouldn’t send a media release about parasailing to the food 
editor (unless of course you were doing an in-flight cooking 
demonstration). 

 
9. Provide complete contact information including the individual to 

contact, address, phone, fax, e-mail, website address and the 
person sending the release (if different from above). 

 
10. Never send a media release until you have something of 

substance to say.  “Fluff quells, news sells!” 
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CONTACT: 
Heidi Richards Mooney, Founder & CEO 
Women’s ECommerce Association, International 
“Helping Women Do Business on the WEB™”  
954-981-7377 (voice) 
954-964-3135 (fax) 
heidi@wecai.org 
 

For Immediate Release 
 

Celebrate International Women’s ECommerce Day! 
 

Miramar, FL (August 29, 2008) The Women’s ECommerce Association, Int’l invites you to 
join us as we Launch the South Florida Chapter and celebrate “Woman’s EEccoonnoommiicc  
IImmppaacctt on the World.” With control of nearly 80% of the world’s wealth (and as the 
saying goes, “access to the other 20%”), women are the major decision makers when it 
comes to most purchases both offline and online. The number of women entrepreneurs in 
Europe alone has tripled in the last 10 years and in North America more than 50% of all 
small businesses are women-owned. And small businesses employ more people than all 
the fortune 500 companies combined. AND women in universities now account for 60% of 
the total number of registrations - not to mention the faculty which in many cases is made 
up primarily of women. And who helps the boss make day-to-day buying decisions in 
many companies – the boss’s assistants. Who are these assistants? Mostly women.  
 

To celebrate women’s economic impact on the world, International Women's ECommerce 
Day was created (September 19th). On this day, WECAI.org invites ALL women around 
the globe to make a statement and demonstrate our economic impact and purchasing 
power. How will we do that? By encouraging women around the world to make a purchase 
on the internet during International Women's ECommerce Day,  
www.womensdaysouthflorida.com, coordinating with more than 350 partnering 
organizations made up of more than 1.2 million members around the world to spread the 
word about the event. Men can help too! By making an online purchase from companies 
owned by women.  
 
You can join Heidi Richards, Founder and the South Florida Board of Advisors as we 
celebrate and honor women locally who are doing business on the WEB.   The event will 
be held on Monday, September 19, 2006 at the River House - 301 SW 3rd Avenue, Fort 
Lauderdale, FL From 6:00 pm 8:00 pm - The Cost to attend is $25.00.  All women who 
make an online purchase in recognition of International Women’s ECommerce Day will be 
given special recognition during the event! Also, everyone who attends will receive a free 
domain name compliments of www.Moniker.com  and a complimentary copy of EContent 
Magazine – www.econtentmag.com. Music provided by Larry Mackey of MUSIC 45M. 
 
To RSVP, call Heidi at 954-981-7377 by Thursday, September 15th or register online at 
http://www.wecai.org/newsite/womensday_register.asp.  For More information about the 
Women’s ECommerce Association, International, visit: www.WECAI.org.   
 
 

# # # 
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MEDIA RELEASE TEMPLATE 

 
 
 
MEDIA RELEASE 
 
Contact: Name of Organization 
   Name of Person Sending Release 
   Address 
   Phone Number 
   Email Address 
 
RELEASE DATE  

 
Headline 

 
  THE LEAD: City, State (date you are sending release). This paragraph should 

elaborate on the headline. The “who” and the “what” should be included here.  

 

 THE BODY: The next paragraph or two should include the “when,” the “where,” 

the “how,” and the “why” of the story. Expand on information provided in the lead 

paragraph.  Include testimonials and quotes in the body. 

 

The final paragraph should restate and summarize the key points of your media 

release. 

 

Wrap up your story with information about your company or organization, your 

contact information, and the availability of any other supporting documents. You can 

include any pertinent Website addresses in this final section. 

 
 

# # # (or MORE, if more than one page) 
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FIFTEEN TIPS FOR SENDING EMAIL TO THE MEDIA 
 

1. Think before writing your message. Put yourself in the position of the 
recipient.  Ask yourself what you would do if you received your 
message.  

2. Target your audience.  Only send your “news” to those media who 
cover your industry or topic.  Quality over quantity is important.  

3. Don’t’ write your media release with attachment.  Write it in the body 
of the message.  The media will contact you if they want more 
information, pictures, etc. 

4. Update your website with the “news” before you send your release.  If 
it is a new service or product, make sure it is listed on your site. 

5. Avoid hype and substantiated claims.  The media will see this as a 
“sales pitch” and discard it.  Worse yet, they may block any future 
messages from you. 

6. Know the rules of Netiquette, before you send your release.  Never 
submit writing in all UPPER CASE LETTERS.  In the world of email, 
this is considered “screaming.”  For more information on Netiquette, 
visit www.SpeakingWithSpirit.com and check out the FREE special 
report “Can We Talk?  The World of Netiquette.”  

7. Don’t use embedded HTML or other markup languages in your 
releases. 

8. Write your release, print it out, proof read it, rewrite it, edit it and read 
it again for clarity and flow. Sloppy, hard to read releases won’t get 
published. 

9. Keep it short.  Your release should not be larger than three screens.  
Three to four paragraphs at the most. 

10. Avoid complaints or angry replies by sending a brief email 
requesting permission to send your release.  

11. When submitting your release online (at the media’s website), 
do not include your e-mail in the body of your release. You will be an 
open target for spammers, because spiders routinely scour the 
Internet harvesting e-mail addresses for spammers. 

12. Never include logos or ticker symbols of other companies 
without their written permission.  

13. Do not send out mass e-mailings.  Personalize each e-mail.  
14. Don’t write the media asking if they have received your release. 
15. All other “rules” when dealing with the media apply.  Study this 

report before sending any “news” to the media 
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MEDIA RESOURCES 
 
Bacon’s Media Source -  www.bacons.com – Helps you maximize your media placement 
opportunities with one of the most comprehensive media databases available.  Other 
services are also available.  (800) 588-3827 
 
Bradley Communications – www.rtir.com – Publicity Media Disk - The Insiders guide to 
hundreds of resources to shows that can make you famous, monthly updates available to 
keep you current. (800) 989-1400  
 
Burrelles Media Database Online, and Media Directory in Print – 
www.burrellesluce.com  – Comprehensive database of more than 300,000 media contacts 
including newspaper, radio, television, magazine and media outlets throughout North 
America. (612) 259-0707 
 
Gebbie Press All in One Media Directory – www.geggieinc.com – Lists print, radio and 
television of names, phones, faxes of media in the United States.  Available in print or on 
disk with email addressed available only on the disk version. (914) 255-7560 
 
Internet News Bureau – www.internetnewsbureau.com – Online press release services for 
businesses and journalists. INB distributes press releases via email to thousands of 
journalists throughout the world.  (800) 877-2702 
 
Press Release Writing – www.press-release-writing.com – Has more than 35,000 opt-in 
journalists.  PRW can write and distribute your release to targeted channels based upon 
your specifications.  (877) 362-7924 
 
Radio and Television Interview Report Online – www.rtir.com – The world’s largest 
database of authors and experts available for live and phone interviews on a wide range of 
topics.  (610) 259-0707 

The Writer’s Market – www.writersdigest.com - Up-to-date, market contact info, with 
electronic tools you won't find anywhere else. Daily updated and verified listings, easy-to-
use searches, expert advice from top editors, agents and writers and Daily industry updates.  

The Associated Press Style and Libel Manual – www.apstylebook.com - The AP 
Stylebook and Briefing on Media Law is available in both print and electronic forms. This 
is an essential handbook for all writers, editors, students and public relations specialists. It 
is an A-Z guide to usage, spelling and punctuation, as well as a reference book for terms 
and topics commonly encountered in journalism. 

Smile, You’re on Candid Camera another Special Report By Heidi Richards Mooney 
available at www.heidirichards.com (under free resources) – In this report you will learn 
how to succinctly articulate your message. 

TThhee  MMEEDDIIAA  eeGGuuiiddee  
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