
The Power of Press Releases  
 

Many businesses routinely send out press releases to their local newspaper.  
Some are effective.   
 
Some are not. 
 
What exactly constitutes “effective”?  Two things:  Your press release is actually 
released (that is, published) and you and/or the publication releasing it gets a 
noticeable and satisfactory response.   
 
Too often, press releases aren’t published at all – or, worse, you’re contacted by 
the Advertising Manager, who pushes you to buy an ad (a sure sign your press 
release is a bust) – or there isn’t one letter or to the publication or 
inquiry/response to your business after your press release – let alone a member 
of the public contacting your website or business for more information.   
 
There are those who will tell you that one rarely gets feedback to press releases, 
but you may notice a response in customer and client engagement.  And you 
should definitely expect a response and do your best to inspire one. 
 
Often, press release failures are the result of three things:  Not knowing… 

• Who your press release should be written for 

• Who exactly to send it to 

• What a press release really is – and what it can do for the publication you 
submit it to, that publication’s readers – and your business 

• Whether or not your news is relevant, timely or current 

If you can’t pinpoint the answer to these points readily, your press release may 
be already in trouble. 
 
You also need to know how to correctly format your Press release.  This latter is 
the most important factor in making sure it hits the mark.  In this guide, you’ll find 
current information, as well as powerful tips, to help make sure your Press release 
gets noticed – and published. 
 
Seven Benefits of Sending a Press Release 
 
Do Press releases really make a difference to your business? 



 
Here’s the easy answer:  If they make a difference to the editor of the 
publication you’re sending it to – if they elicit response or please his readers – 
they’ll make a difference to you. 
 
And if they elicit a response from readers of the publication you’ve submitted it 
to, they’ll do so for your business too.  You will notice an increase in attendees of 
your event, new customers coming in to ask you questions or seek your advice, 
and more. 
 
A Press release can bring you the following benefits… 
 

• You don’t have to pay a penny for the publicity they bring 

• Build goodwill (and a relationship) with the publications (and editors) you 
submit them to 

• Build recognition and validation in your local area 

• Do so both in online and offline publications or directories 

• Bring attention to your business and capture the curiosity of new potential 
customers or clients 

• Get people to check your business or event out 

• Become archived, and still provide a presence and contact information 
for your business 

 
What Does a Press Release Look Like When You’re About to Send it? 
 
Your press release can be plain, with no graphic embellishment… or you can 
pretty it up with a header containing your logo or company letterhead. 
 



    
 
No matter which option you choose, the look and design should be totally 
targeted towards the publication (and editor) you’re sending it to.   
 
Press Releases Bloggers Love 
 
It’s important to keep in mind that press releases have different audiences. While 
a newspaper or magazine needs lots of lead time to run a story. For example, if 
you have a special event for St. Patrick’s Day, you might want to send your press 
release out 6 weeks ahead of time.  
 
Bloggers don’t need that much lead time for a story. Usually a week or two is 
good. That doesn’t mean many of us don’t adhere to editorial calendars. So, 
sending a press release about an event the day before may not work.  
 
When sending a press release to a blogger, make sure your product or service is 
a good fit for them. If a blogger only writes about restaurants and you can’t find 
any product reviews, then maybe you shouldn’t pitch them to try your award 
winning barbecue sauce. Take a look a their recent blog posts. Can you pick 
out something personal that you can include in your pitch to them?  
 
Just like with any other publisher, make it easy to take what’s included in the 
release and almost copy + paste it into our blog. It should take minor tweaks. 
Also make sure to include specifics. A prix fixe beer dinner is great, but include 



the exact menu with cost. We won’t bother to get back to you if all the 
information isn’t included in the release. 
 
Here are other key components to keep in mind when pitching bloggers: 

• Make sure to include photos 
• Include a link to the event page or page with more information 
• A concise, who, what, where, when section that can easily be scanned  
• Send us a sample tweet – even if we can’t blog about it, we can share on 

social. Tip: Remember to keep it under 140 characters. 
 
 
Who Thought Up the Press Release? 
 
Press releases have been a popular fixture of news media since news stringer Ivy 
Ledbetter Lee penned the first one in 1906 – almost one hundred and seven 
years ago.  (A “stringer” is a freelance reporter who contributes to a publication 
regularly, but is paid per piece rather than on salary.) 
 
Lee was also partner in one of the earliest Public Relations companies, so he 
knew the importance of presenting people, businesses and organizations in a 
good light. 
 
When a terrible accident involving client Pennsylvania Railroad occurred, Lee 
helped them manage the accident in a way that reduced much of the 
damage to their reputation by: 

• Convincing Pennsylvania Railroad to release a public statement 

• Convincing them to provide a special train to ferry reporters to the 
accident scene 

• Releasing the world’s first recognized press 
release to the media.  He submitted it to the New 
York Times – who ran it without a word of 
alteration (unheard of, in that day). 

Notice this “press release” starts with the Time and 
Date.  It doesn’t include the quotations so 
common to modern-day press releases, but it 
does summarize the official statement and 
actions of the company on whom it is reporting. 
 
While appearing to simply reveal the latest news, 
it actually focuses the reader on how 



Pennsylvania Railroad is doing everything possible to be accountable to the 
public, provide honest and complete disclosure – and ensure the accident 
never happens again. 
 
To personalize this, he reports on what General Manager William Wallace 
Atterbury is actively doing on site in order to get to the bottom of what caused 
such a tragedy.  He does this in a way that has much the same effect as a 
quote. 
 
By putting a name and face to the Railroad, and setting that representative on 
site – not in some plush office, far away – he is making sure the public knows 
Pennsylvania Railroad is sharing the trauma with its victims. 
 
What Lee is really doing here:  Presenting his client – Pennsylvania Railroad – in 
the best possible light. 
 
He is helping restore trust in the Railroad company after a devastating accident 
in which even a famous person – Vaudeville actor Manny Lee – was killed. 
 
In other words, he picked an angle – how Pennsylvania Railroad is accepting 
responsibility and helping – and focused solely on that.  He did not talk about 
Manny Lee (though the newspaper added a “human interest” piece dealing 
with that particular angle).  But the extraordinary thing about this “simple 
statement” – Lee’s press release –  was that Manny Lee became a footnote to a 
publicity piece, tacked onto the end of it. 
 
That’s the power of positioning – of choosing the angle that most strongly grabs 
reader attention, while presenting your local business in its most powerful, 
appealing or irresistible light. 
 
What Should a Press Release Say? 
 
The number one reason press releases fail:  They read like an advertisement – 
which they are resoundingly not. 
 
A press release is, first and foremost, an interesting story that will instantly appeal 
to the readership of the publication chosen to receive it.  If you can tie into a 
personal connection to that reader – why she should care – you will virtually 
guarantee it gets read. 
 
Certain occasions provide natural opportunities to send a press release:  Do so if 
your business is… 

1. Running a contest 



2. Solving a familiar problem 

3. Accepting an award 

4. Sponsoring a community or online event 

5. Sponsoring or hosting a team or individual 

6. Releasing new information about your industry – especially if it will affect 
readers, and help them to know about upcoming services or changes in 
advance 

7. Adding a new service to your business 

8. Releasing a new product that will benefit the community 

9. Needing help with a survey 

10. Releasing results of recent surveys or case studies 

Be sure to put a “face” to your business, whenever possible.  (Remember Ivy 
Lee’s use of railroad General Manager William Wallace Atterbury!) 
 
It is also important, when writing your press release, to think of the average 
viewer of the publication you’re sending it to – the person you want most to 
read it.   
 
Ask yourself: 

• What would really catch this reader’s attention? 

• What would she find irresistible to read – whether she wants to or not? 

• How does/will your news impact her directly? 

• What opportunity or reward will it give her? 

• Why should she care? 

If you get into the habit of asking yourself these questions when you sit down to 
write a press release, you’ll quickly get into the groove of writing powerful news 
bites – and that is exactly what press release should be, as far as the editor 
receiving them is concerned. 
 
Who Can I Send My Press Release To? 
 



When sitting down to write your press release, also keep that particular editor in 
mind.  It should bring him recognizable benefits.  He should instantly realize that 
your press release… 
 

• Can be printed “as is”, with no need for reworking 

• Can provide filler on a page that needs a little extra copy 

• Will amuse, interest or entertain his readers 

• Has a strong angle 

When you are sitting there, wondering where to direct your first press release, 
your first choice should be obvious: Your local newspaper.   

But that isn’t the only fish in the sea… 

 
1. Online Directories 

 
Send them to: 

 
• Online directories specific to your local area 

• Online directories specific to your industry 

• Online directories that are generic (such as PRWeb) 

You can also choose between free directories and paid directories – but 
whichever type you choose, make sure it is the right directory for your 
press release. 
 
You can also increase your searchability online through your press 
releases. The key lies in making sure your local keywords get in the 
filename, the Headline and the opening paragraph, as well as the end 
contact paragraph.  (Try not to insert your location keyword in more than 
these particular spots.) 

 
Online directories supply online and location-based news media 
companies with free stories they can pick up and use.  Don’t just think 
about slanting your press release to the “right” directory: Think about who 
you want to ultimately target.  It should look rather like this:   
 

 
 



How to Find Online Directories – You can get general directories… or 
directories for specific industries.  Find them by typing your best keyword 
or most accurate, generic industry designation in Google’s “Search” bar, 
followed by “directories” or “directory”: 
 
 

 
 
To find local directories providing information for your area, repeat this 
process with your location added to it. 
 

 
If you decide to use general online directory, pick one with a strong 
reputation and free account sign-up, such PRWeb. 
 
Simply register, then use PRWeb’s resources to upload your press release 
to the appropriate category.  Choosing and using the best category for 
your press release is vital! 
 



 
 

2. Newswire Services 
 
Traditionally, newswire services such as  Reuters are something you might 
consider sending your press release to if you think your news is of national 
or international interest or importance.  Normally they are not part of local 
business strategy.  In fact, if your story really is of national importance and 
it’s published in any local newspaper or online directory, it will most likely 
be picked up by a newswire service anyway. 
 
They are not publications in their own right:  Instead, they supply stories 
and breaking news to journalists. 
 
If you send a press release to a top newswire service, you will also most 
likely have to pay. 
 
Don’t be intimidated, however: Many online sites that call themselves 
newswire services are free and operate more as directories.  In fact, 
PRWeb is a good example of this. 

 
Here’s a short list to get you started.  (Some are paid and some are free to 
join.) 
 



• CNW (Canada NewsWire) 

• PRNewswire 

• Marketwire  

• PRWeb 

• RushPRNews 

 
You can also sign up with a managed Newswire Service such as 
MyPRGenie to handle your press releases for you – but this is usually 
unnecessary, as well as outside the budgetary scope of most small 
businesses. 
 

 
 
When submitting a press release to a newswire service, it is especially 
essential to get your timing right.  Your content should be relevant to what 
is trending and happening in the world around you right that moment. 
 

  



Section II:  How to Set Up a Strong Press Release Campaign 
 
It’s one thing to talk about releasing powerful press releases: It’s another thing to 
actually sit down and do it. You’ve learned about the benefits of press releases – for 
your business, the editor of the publication receiving it and the latter’s readers. You’ve 
also learned what you can write about, for your press release to be considered a 
legitimate sample of this news genre. 
 
But press releases should never be spur-of-the moment “one-offs”:  They should be a 
planned and vital part of an actual campaign. 
 
In this section, you’ll find how to set one up – and we’ll finish with a press release 
template you can re-use over and over again.  (Copy-paste and save a Master Copy!) 
 
Your Press Release Strategy 
 
First, name your campaign and decide on a goal.   
 
Typical goals might be to… 
 

• Let more people know about your business 

• Let people know you provide a particular service of great benefit to them 

• Reach ideal market segments who don’t know about you 

• Build awareness of your brand or product 

• Establish your company worth as a pillar of the community 

• Put a “face” to your company and connect with your potential customers 

• Promote a particular product, contest, survey or event  

 
But never forget – your editor has to see your press release as news-worthy. 
 
Of course, promotion is always behind every press release – but be careful that your 
press release doesn’t read as pure promotion!  There always has to be some benefit to 
the reader or the community.  Or it simply has to entertain them. 
 
If your reader puts down the paper saying, “wow, I never knew that” or visits your store 
as a result, your press release has done its job. 
 
Plan your press releases for the year ahead, as much as possible.  Keep a record of 
each campaign – and each press release.  At the very least, make use of the simple 
worksheet record provided on the following page.  Put complete pages in a special 
section in your Company Manual or in a separate PR file. 
 



 
 
 
 
 
 

Worksheet: Press Releases for [Insert Name of your Business]:  
 

Campaign Name: ______________________________     From: __/__/20__   To: __/__/20__ 

GOAL:  To __________________________________________________________________ 

Date: Press Release: (By 
Headline or Angle)  

Submitted to:  (List 
of Recipients, if 
more than one) 

Editor/Contact 
information (Names 
plus phone numbers or 
URLs) 

 

 

 

 

 

 

 

 

Who: 

Contact: 

 

Who: 

Contact: 

 

 

 

 

 

  Who: 

Contact: 

 

Who: 

Contact: 

 

 

 

 

 

  Who: 

Contact: 

 

Who: 

Contact: 

 

 

 

  Who: 

Contact: 



 

 

 

Who: 

Contact: 

 

  



Your Media Page or Packet 
 
Another really crucial part of any public relations promotion – your “Media Page” or 
packet. 
 
Create a special section on your website in which you can: 
 

• Archive previous published press releases or articles written about your 
company 

• Provide a Fact Sheet (owner, staff, key positions, reach, etc.) 

• Provide photos the media can grab and use (e.g. photos of your storefront, 
you, key staff members) 

• Provide information the media can grab and use 

Make your Media Page instantly identifiable and reachable with one click from your 
Home Page.  Remember that journalists are always scrambling for deadlines, and they 
will not take the time to hunt through your site, if your Media Page is not instantly visible 
and reachable. 
 
A Media Page tells publications you know what you are doing and assures them they 
will find quality resources. 
 
Develop a “Grab and Use” philosophy, when supplying original material such as your 
bio, for example. Keep it short, sweet, and stripped of all adjectives, adverbs and flower 
phrases. 
 
Here are specific suggestions on what to include in your Media Page: 
 

• Bio of key staff – both short and extended 

• History of your company 

• Fact sheet – about your product or services 

• Photos  

• Your Logo 

• Quotes from you or your staff the reporter can use 

• Articles published about you/your company 

• Press Release (previously published) 

• Testimonials (with as complete contact information from the source as 
possible) 

• YouTube video links 



• MP3 files and sound bites 

• FAQS 

• Company Milestones 

Always think in terms of “hitting  the highlights”.  The reporter accessing your media 
file doesn’t want to be told what to print:  He wants to grab facts he can instantly 
use to bolster a piece they may be considering writing about your local business. 
 
Make it as easy as possible for the reporter! 
 
Finally, we get to the nitty-gritty:  Your actual press release. 
 
We can’t write that for you, so on the following page you’ll find the template 
promised earlier.  
 
Use it!  
 
Remember – be sure to save a master copy.  And be sure to check online 
publications and newspaper websites, to see if there’s another preferred Template 
you should use. 
 
Remember also this template is a guideline – not a legal document.  If you need to 
add a few more paragraphs, do so!  This simply provides you with a professional 
core structure.    
 
 
 
 
 
Here’s to creating powerful Press Releases (and PR campaigns) for your business! 

 

  

TIP:  Check out published press releases at online sites such as PRWeb.  Study examples 
of published releases and thoroughly familiarize yourself with their many variations. 



 
Your Company Logo or Header -- OPTIONAL 
 
 
 
 
FOR IMMEDIATE RELEASE / FOR RELEASE BEFORE XXXXX / FOR RELEASE AFTER XXXX 
  

Your Arresting and Clear Headline 
  
Contact: Your name 

Company: Company name 

Address: Mailing address  

Phone: (000) 000-0000 

Email: contact@emailprovider.com 

URL: Contact website address  

Media Page URL:   

  

CITY where story is happening, State or Province, Date – State what your PR is 
about in a way to grab your reader’s interest.  This first paragraph answers Who, 
What, Where, How/Why, When. Don’t use adjectives or adverbs – be direct.  Use 
short sentences. 

Second paragraph:  Add third party quote about whatever you’re announcing 
to augment your authority.  

Third paragraph:  Quote yourself, in the third person. Include your credentials as 
naturally as possible. Your quote should cement your position and add more 
depth and explanation to your story, showing why it’s important to the reader. 

Last paragraph:  Where to get more information about the topic or event (your 
website page).  

 
 
 
  
 

# # # 
 



 
 
 


