

MEDIA RELEASE - STRUCTURE AND TIPS
What is a media release?

A media release is a simply written statement to the media to announce a range of news items such as, scheduled events, accomplishments and awards and is used to gain coverage in the media industry.

Writing an effective media release
A good media release should not be longer than one A4 sheet of paper and should be attention-grabbing, informative and creative enough to attract both interest and inquiry from the reader. An effective media release should be based around ‘the inverted pyramid of information’. This means that the most important information is placed at the top of the media release and the less important information at the bottom. 
Media release structure 
1. The heading MEDIA or PRESS RELEASE should be at the top of the page in bold, capital letters in larger font size then the main body of the text. 

2. Ensure that you include the date and either “For immediate release” or “Embargoed until [time] on [date]”. Immediate release tells the journalist that they may publish the story immediately. The majority of media releases are for immediate release. Under Embargo is used when the information needs to be supplied to the media to meet their deadlines but should not be released in the public sphere until a later date or time.
3. Your introductory paragraph in the media release should explain the five W’s: Who, What, When, Where and Why in simple and clear language. Journalists have limited time to review articles thoroughly and usually receive hundreds of media releases every day. A succinct first paragraph covering the five W’s may capture their interest and choose to print your story.
4. The second paragraph expands on the introductory paragraph and is a summary of the story and provides a bit of detail. Your second paragraph should not be longer than two sentences. 
5. Quotes throughout your media release from credible sources relevant to the subject / story of the media releases can add clarity and give weight to strengthen the credibility of the release. 
6. Make your media release active and cheerful by sticking to information and highlighting the achievements of your story. Avoid making claims that cannot be supported, for example, quote from a source that cannot be confirmed.  
7. In the final paragraph ensure that all story or event details are included, for instance, dates, time, price.

8. Include contact details for media liaison and that this person is available to take calls.
Media release tips

9. Proof read your media release, read it out loud and have a colleague do the same who may find errors in spelling, help you edit the release or make it sound more interesting.

10. Write for your audience, avoid jargon and fancy language. Avoid hype and do not say anything that is not true as your story might potentially lose creditability with journalists. 
11. Ensure that you are aware of Media Outlet deadlines. You may wish to create a media database of your local outlets with all the deadline information and contact details so that you can easily monitor when you should send your media release.

12. Where appropriate, consider following up with the journalist(s) by phone or email about your media release. Allow a couple of days before you call a journalist as they are busy and usually working on tight timeframes. Following up a journalist can help you understand why they didn’t publish the article, has not had an opportunity to read it or perhaps the headline did not catch them.  Whilst talking with the journalist remember to be graceful about their feedback. Do take the time to listen to what the journalist says during the conversation as this may indicate interest in your story and provide you with feedback or whether your story has been forwarded to another journalist. 
13. Once your media release has been published, remember to collate your media clippings and make copies to enable distribution. Media clippings can become the best testimonials for liquor forums and how they play an important role in helping address local liquor-related problems affecting local communities.  
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