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When and Where to Deliver News Releases 

 Timing matters 
• The time of day can determine if your story will fit into reporters’ 

news cycles 
• The day of the week can determine if reporters even see your 

release 
• Where your release falls in the coverage cycle of an issue is 

relevant. Sending a release on a hot topic may give a reporter a new 
angle. 

• Other stories also can overshadow your release. Don’t try to 
compete with huge breaking news or steal your own thunder by 
issuing overlapping releases.  
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Sometimes you send news releases because you have a story  
you’re hoping reporters will pick up. Other times, you’re obligated 

 to issue a news release but are really hoping nobody notices.  
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When and Where to Deliver News Releases 

 Know and meet reporter deadlines 
• Print reporters have traditional press deadlines of late afternoon for 

full stories but also want to file something online immediately 
• Broadcast reporters need time to put together packages for shows 

but also have to compete with written stories online 
• Online publications want everything immediately 

 
 

Reporters have dual demands of traditional deadlines  
but also the need for immediate Web publication. 
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When and Where to Deliver News Releases 

 Ask reporters their preferred delivery method 
• Email 
• Web 
• Online service 
• Hard copy or fax? 

 Maximize the potential for coverage with simultaneous digital 
exposure through social media. A buzz online can cause 
reporters to revisit a news release they previously passed up. 

Give reporters what they want – and how they want it. 
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Avoid Spam Filters 

 Send from your own company email address 
 Label as a news release in your subject line or at the beginning 

of web page releases 
 Make your subject line informative 
 Avoid all capital letters 
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You don’t present a gift from Tiffany & Co. in a brown paper bag.  
Whether your email is opened starts with how it is packaged. 

 



11 

Avoid Spam Filters 

 Avoid spam keywords 
• Urgent 
• Great offer 
• You have been selected 
• Free [anything] 
• Amazing [anything] 
• Accept credit cards 
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Electronic filters are looking for these. 

• It’s effective 
• Get started 
• Order now 
• Remove 
• Guarantee 
• This isn’t spam 
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Avoid Spam Filters 

 Ask reporters and assignment desks for the best email address 
to use for anything and for specific topics  

 Get your release to the right person. Establish relationships with 
reporters so you keep up to date on who covers what, especially 
in newsrooms with revolving doors and beats. 

 Don’t get the reputation for sending spam releases. Don’t just 
issue press releases – issue news releases only when you have 
real news. 
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Once you get through the electronic filters, 
you also have to pass human spam filters. 
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Make News Releases Simple to Use 

 Send a Word document or PDF that reporters can cut and paste 
 Answer basic questions: Who, what when, where, why and how 
 Write in an inverted pyramid: The most important information 

comes first 
 Use AP style 
 Include usable quotes 
 Avoid jargon 
 Limit acronyms and always spell them out 
 PROOFREAD 

#prconf 
 

It’s easy to forget that your ultimate goal  
is to think and write as a reporter. Remember the basics. 

 



14 

#prconf 
 



15 

Make News Releases Simple to Use 

 Make it obvious why the story is relevant to the ultimate 
audience – why the reporters’ readers or viewers will want to 
know this. “Why should I care?” 

 Paint a picture of what broadcast audiences will see or hear 
 Compare published stories to your news releases to see what 

reporters picked up 
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Give reporters a reason to pick up your story. 
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Make News Releases Simple to Use 

 Play one story off another or give reporters a new angle 
 

Use your release to provide a context for other stories. 
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Make News Releases Simple to Use 

#prnewss13 
 

Lead reporters to repeat your key messages and align coverage with your strategy. 
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Quotes Must Be Worth Repeating 

 Use quotes to help tell your story 
 Make sure to quote the right person 

 
"As we walked up, someone said they saw smoke coming from 
the house," said lineman Ryan Callahan. "I ran to the truck, got a 
fire extinguisher and rushed in to put out the fire. I think the 
mother is really the one who deserves the credit. She rushed in 
there and found her boy. I have to give it to her." 

Reporters won’t use quotes unless they sound like  
they came from an actual interview. 
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Quotes Must Be Worth Repeating 

 Know the voice of the person quoted 
 Sound like a human. Read them to someone else. 
 Before: “Pepco is committed to making energy usage data 

available to customers and helping them better manage their 
energy more efficiently.” 

 After: “We’re giving customers a tool so they can better manage 
their energy usage. We’re providing them easier access to their 
own data.” 
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Make sure your quotes use key words and reinforce key messages – 
but not at the expense of sounding like jargon. 
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Quotes Must Be Worth Repeating 

Quotes need to add facts but also color. 

#prconf 
 

“Our employees are devoted to our customers and do hard work 
in harsh conditions around the clock to restore power. Now that 
they’ve finished the job here, they’re going to leave their families 
to go help hurricane victims in other hard-hit areas.” 
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Key Takeaways 

 Timing matters. Issue news releases at convenient times for 
reporters but also strategically to spark a reporter’s interest or 
give a new angle for a story. 

 Package your emails as news and make sure what you issue is 
actually newsworthy 

 Remember the basics. Make it easy for reporters to cut and 
paste your wording and make it obvious why their audience will 
care about your story. 

 Use quotes to tell the story, provide flavor and reinforce your key 
messages 
 
 
 
 #prconf 
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Questions? 
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Myra Oppel, APR, is regional communications vice president for Pepco Holdings Inc., where she ensures 
communications alignment as the primary communications interface across its three electric utilities: 
Atlantic City Electric; Delmarva Power; and Pepco, which serves Washington, D.C., and Montgomery and 
Prince George’s counties in Maryland. She began her communications career of more than three decades 
in newspapers and The Associated Press before transitioning to Northeast Utilities, where she headed 
media relations. She left NU in 1997 and worked as an award-winning political media consultant and PR 
consultant until she joined PHI in 2012. 
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