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Is It Press Worthy?!

The cold hard truth. Here are a few questions to help you:!
!

• Timely !
• Prominence!
• Impact !
• Proximity !
• Human Interest !

If yes…!
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Press release, media advisory or pitch?!

• Press release – Includes more details, facts and quotes. !
• Media advisory – Who, what, where, when, why.!

• Pitch – Shorter and more informal.!
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Headline that grabs readers’ attention!

• Make a great first impression. !

• The Subject and Headline of the Press Release is the 
first impression. !

• It must catch their attention and be relevant. !

• It must be factual.  !

• Don’t even think about inflating the facts or the 
importance of your release in the subject line or the 
headline.  !
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How to draw a reporter’s attention!

• Current!

• Statisticsà !

• Timing!

• Research your reporter!
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Powerful quotes !

• Minimize boilerplate language.!

• Quotes are like salt, pepper or ‘Old Bay’ on food.  A proper amount 
improves the taste, too makes it uneatable. !

• Stick to the company’s top newsmakers in quotes. !

• Reporters are very busy, and often stressed. Don’t make their days worse.!

• Which would you rather have? A press release that gets your company or 
product into a story, or a press release that is long, has too many quotes, 
and the reporter deletes it because it’s deemed too long. !

• Quotes are essential, but they add words and may take away from factual 
information that may be more important to the reporter.!
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Other helpful tips – from a journalist’s 
perspective !

•  If sent more than once, let reporters know the release is a re-run.!

•  Be available on the day the release is issued in case a reporter 
contacts you.!

•  Always provide contact information in the press release.!

•  Try to avoid wall of text.!

•  http://www.prnewsonline.com/featured/2015/03/23/pr-insider-the-write-
stuff-telling-the-story/  Great PR News article with tips for press release 
writing and strategy.!

•  http://www.huffingtonpost.com/maggie-quale/how-to-stop-pissing-off-
r_b_5623991.html Advice to help PR people be more successful. !
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Managing the approval process!

• Know your deadlines. If a release has a scheduled day to go out, make sure 
you can get it approved long before then, 24-48 hours. !

• How many people need to approve? Anticipate delays. !

• Take responsibility/ownership for your part of the process. !

• Know in advance how long the release will be. Stick to that word count. !

• Get the facts, get a great first draft with perfect spelling, grammar and 
strong writing. Be critical. Look for traps—you’ll find them. !

• Does the release need to be cleared by legal? Give them lots of time. Does 
the release make claims that could get your company sued?  !

• We are part of a process. Don’t let your ego get engaged about ownership. !
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Supporting materials !

•  Photos !

•  Video !

•  Logos – Ensures outlets use current logo.!

•  Hyperlinks – To initiatives mentioned in the announcement.!

•  Keywords – Use two or three throughout your headline, 
subhead and first paragraph to ensure consistency of 
messaging and increased chances of search results.!

•  Hashtags – Include relevant hashtags when sharing 
releases on social media to allow for optimal exposure.!

!
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Timing!

• Know	
  best	
  *mes	
  for	
  contac*ng	
  reporters	
  on	
  deadline.	
  	
  

• TV	
  newsrooms	
  s*ll	
  have	
  a	
  morning	
  and	
  a:ernoon	
  
editorial	
  mee*ng,	
  usually	
  at	
  9am	
  and	
  1:30pm.	
  Do	
  not	
  
call	
  or	
  email	
  when	
  they’re	
  in	
  mee*ngs,	
  make	
  your	
  pitch	
  
the	
  night	
  or	
  morning	
  before.	
  	
  

• Learn	
  their	
  schedules	
  and	
  remember	
  the	
  closer	
  to	
  a	
  
newscast,	
  the	
  more	
  fran*c	
  the	
  reporter	
  will	
  be.	
  A	
  call	
  to	
  
a	
  ‘dayside’	
  reporter	
  at	
  5:50pm,	
  10	
  minutes	
  un*l	
  their	
  
live	
  shot	
  at	
  6pm	
  won’t	
  be	
  good.	
  	
  

	
  
!
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Sending the document to the media!

• Relationships matter. If you get a reporter on the phone, understand time is 
their biggest enemy. !

• Before you call, email, text, use social media and have the material in their 
hands. !

• Do not ‘cold call’ a reporter and expect a good outcome.!

• Know who you are talking with, what stories they usually cover.!

• If you want a good outcome and coverage, preparation is critical.  !

• Expect your pitches will be rejected more than they are acted upon. !

• Reporters are not there to make you look good, they cover stories because 

they believe the content is interesting and the public needs to know.  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Utilize other platforms !

•  Use	
  every	
  plaLorm	
  you	
  have	
  to	
  amplify	
  your	
  message.	
  

•  Social	
  channels	
  –	
  Include	
  relevant	
  hashtags	
  when	
  	
  
sharing	
  releases	
  to	
  allow	
  for	
  op*mal	
  exposure.	
  

•  Company	
  blogs	
  –	
  Effec*vely	
  increase	
  	
  
awareness	
  and	
  posi*on	
  news	
  beyond	
  the	
  release.	
  	
  
	
  
•  Internal	
  networks	
  –	
  Share	
  news	
  with	
  internal	
  	
  
employees.	
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Key takeaways.. !

• Develop your own media lists of contacts.!

• Keep it current.!

• Be persistent, but professional. No one likes rudeness or 
pushy PR people. !

• Be credible and honest, guard and protect your professional 
reputation. !

• If you’re turned down on a story, thank the reporter and if 
possible ask them why they passed. !

• Reporters are always looking for a good story. A ‘no’ from one 
reporter doesn’t mean everyone will say no. Try someone else.  !

dronan@buses.org @lizziewdc  #PowerOfPR 


