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A media release is your key to getting media
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attention for an issue, launch or event. Remember,

you are competing with other issues and media

releases so you need to stand out.

BGips

¢ Get to the point
quickly; if it's not
catchy it may be
all that is read!

e Identify the key
issues; don't get
caught up in
details.

Media Release Structure

Letterhead or organisation/centre/service name

l

Catchy Title of Media Release (3-5 words

Opening Paragraph

Start with the most ‘newsworthy'/interesting piece of information
Support opening statement with evidence like facts, statistics & quotes

Gips
¢ Make statistics &
guotes meaningful.
e Don't use too many!

2-3 Following paragraphs
Include supporting information in order of relevance
Support with evidence like facts, quotes & statistics
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When 8 Where

BGips
Make sure you answe
who, what, where,
when, & why.

Details of Place and Date of Event/Release/Launch

f l

Contacts

Include the names & contact details of two or more people who can comment on the

media release & ensure that they are available to take calls.

BGips
Figure out your
‘angle’ — this is
what makes your
story ‘newsworthy
For example:
‘Childcare’ is not
newsworthy, but a
‘crisis in childcare’
is!

Focus on ‘human’
aspects of a story

BGips
Keep sentences
short — less than
20 words.

Use simple
language, no
jargon.

organisation/centre/person issuing release,

leayout Gips « Distribute to politicians,
e Double space text; no less than 12pt font,

e Keep it short; 1 page only, peak bodies

Simple design; inc. letterhead/details of

e Check spelling & grammar,
Read through to ensure it makes sense,
Get someone else to proof read it also.

deadlines

call

candidates, journalists, &
e Personally address the
media release
o Be aware of news

¢ Follow-up with a phone




