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How to Lay Out Your Press Release

Press Release Formatting Guidelines

Don’t use a letterhead.  It’s cleaner and emails easier.

Use 1 inch margins and Times New Roman (or other serif types) and 12 point font.

Standard Parts of a Release

Release Timing & Contact Information

Usually it’s:

FOR IMMEDIATE RELEASE


Contact:
Media Liaison’s Name

Note its all caps.






Cell Phone










Other phones










Email address

Headline

PORN NATION TO BE STAGED AT UPENN ON MARCH 24

Be creative, but keep it all one line and grab their attention.   I recommend using a slightly larger font, in bold and all caps.  Some recommend only capitalize the first letter of every word.  I use italics to identify a proper name like Porn Nation.  Note the use of an action verb to make it stronger.  Which sounds better: “PN to be held at UPENN” or” PN to be staged at UPENN”?

Sub-Heading or Caption

The multi-media presentation Porn Nation-The Naked Truth revealing the impact of pornography will be staged in the University of Pennsylvania Museum’s 

Harrison Auditorium, on Thursday, March 24, at 7:30pm.

Frankly, I like to use a sub-heading or caption.  Note it’s centered in 12 pt, bold and underlined.  It’s a simplified first paragraph with critical information.  It may be omitted.

Body of Press Release

Paragraph 1

The most important paragraph!

CITY, STATE, Month, Day, Year – (standard formatting used every time, note caps)

Begin with a strong attention-getting paragraph that contains the most important information relevant to the 5 W’s (Who, What, When, Where, Why).  This paragraph summarizes the press release and provides the hook to keep reading.

Paragraphs 2, 3, 4…

These paragraphs contain more detailed information.  Be sure of your factual accuracy and get permission to use any quotes.  What is the angle you are using to sell a journalist on the story?  Controversy, current issue in the news, fits the season of the year, etc?

Effective releases often use the inverted pyramid strategy.  The most important information and quotes come first.

You may use 2 kinds of quotes.  The first is from the expert – the guest speaker or event director.  It’s also attention getting or controversial.  It’s first person.  The second quote may be from a student.  It puts the local, human interest into the story.

Boilerplate Paragraph

Somewhere towards the end of the release you give a brief description of Campus Crusade for Christ.  Its pretty standard, that’s why it’s called boilerplate.  Here are 2 simple, Campus Ministry examples:

Campus Crusade for Christ is one of the largest interdenominational organizations in the world and is active on more than 1,200 college campuses throughout America.

Campus Crusade for Christ, founded in 1951, is active on more than 1200 campuses across America.  Its mission is to show students how to know and experience God’s love and plan for their lives through a personal relationship with Jesus.  

Final Paragraph

Summarizes the release and repeats the 5 W’s.

Final Symbol 

Journalistic shorthand that says “tha’, tha’ that’s all folks”:

Either
- 30 -
or
###
but not both
Note that the symbols are both centered.

At the bottom of the release, I frequently use a special notice (Media Notes) to help reporters make note of a special time to get good photos or interviews, more detailed street directions or websites and on-line newsrooms for additional information and repeat contact information.

Media Notes:  

· Contact Tony Arnold at M# 919-244-3375 or Ken Miller M# 720-317-7558 to schedule interviews or photo opportunities.

· Great Photo Op from 11:45-12:30 in the Adams Mark Hotel as students pick up their boxes, load into cars and go into the inner city.  

· Photo ops in neighborhoods continue all afternoon. 

· Visit www.dcc2005.com or www.campuscrusadeforchrist.com/newsroom 
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