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PRESS RELEASE TEMPLATE
A clear, concise press release is one of the cornerstones of any successful PR campaign, and as such it’s crucial to get it right. It may feel like an overwhelming task, but it needn’t be. The recipe for a great press release can be boiled down to three key ingredients:
· The headline
· The opening paragraph
· The body
By using this FrontFundr template you’ll be able to plan what, and how, you want to communicate for each of these points, and also figure out how to tie them all together into a no stress press success. 
STEP 1: THE HEADLINE

The average journalist writes up to 7 stories a day. But they also get around 200 daily pitches to pick their stories from. This means your headline is the most important part of your press release - it’s what piques the journalist’s interest and helps your pitch stand out. 

Here’s how to do it:
· Make the headline short and catchy (10 words or less). 
· It needs to cover what the story is about, why it’s relevant now, and why the journalist should care.
· Do this by using appealing data, painting a picture, or answering a specific question. And use the active voice.
· It’s common (though not necessary) to add a subheadline too. This is similar to the headline but with a bit more explanatory detail in it.

Over to you: Try writing out a few iterations of your potential headline/ subheadline and see which ones stick. Many people suggest writing the headline last, once you’ve completed all the other steps, so if you prefer you can also come back to this once you’ve done everything else.

· Variant 1: ______________________________________________________________
· Variant 2: ______________________________________________________________
· Variant 3: ______________________________________________________________

STEP 2: THE OPENING PARAGRAPH

If you got the journalist’s attention with your headline, you then need to make sure you keep it! When it comes to your opening paragraph you need to remember two key things:

· Get straight to the point, explaining what the story is about and why it matters.
· Avoid “content echo” - don’t repeat anything you said in the headline or subheadline.

Over to you: There are four questions you need to answer in your opening paragraph - who you are, what you’re announcing, why this matters and where it’s all taking place. We suggest using your campaign narrative to help write this. 

· Who you are: 
______________________________________________________________________

· What you’re announcing (more detail than the headline, and without “content echo”): ______________________________________________________________________

· Why this matters: ______________________________________________________________________

· Where it’s all taking place (this doesn’t necessarily need to be a physical location): ______________________________________________________________________

Now join all four answers together into a clear, consistent, flowing paragraph:
____________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________


STEP 3: THE BODY

All the key information about your release should have been covered in steps one and two. Step three, the body, provides extra information that is more in-depth and detailed. It is aimed at those who are likely to be very interested in the story and require more specifics. Think of steps one and two as being aimed at the mass media, and step three more specifically at your industry publications, specialists and top fans. 

Here are some of the things you may want to include in this section:

· Quotes from key company stakeholders (usually from the CEO or founder), or other relevant stakeholders (if, for example, you’re announcing a partnership you would want a quote from your partner).
· These quotes should highlight and emphasize the core message you’re trying to get across.
· Additional background information related to the story. This could be related to your company, or also about wider trends/ news taking place in the world.

Over to you:

· Supporting paragraph (supporting information that expands on the main message of your release, often used as a link between the opening paragraph and the quotes): __________________________________________________________________________________________________________________________________________________________________________________________________________________________________________

· Quote 1 (and include who it’s by, and what their role/ title is): __________________________________________________________________________________________________________________________________________________________________________________________________________________________________________

· Quote 2 (and include who it’s by, and what their role/ title is): __________________________________________________________________________________________________________________________________________________________________________________________________________________________________________


STEP 4: PUTTING YOUR PRESS RELEASE TOGETHER

Once you have completed all the information above you need to put it all together into the actual release you’ll be sending out to journalists. Note that your whole release should be no more than a page of A4 in length, two at the very maximum. 

Here’s how all the information fits together on the page, in chronological order:
	

	


[Headline]

[Subheadline] - If needed

[Opening paragraph] - Start this with the city and date eg. Toronto, May 6th, 2020

[Supporting paragraph]

[Quote 1]

[Quote 2]

[More info] - You may want to add a few lines explaining where people can find out more information, if needed eg. To learn more about [the subject of your press release] please visit [link to relevant website]

[Boilerplate] - A brief description about what your company does. This is usually not more than a few sentences in length, and is included at the bottom of every press release you send out.

[Media contact] - Provide the name, email address and phone number of the relevant contact in your organization journalists can reach out to if they need additional information.


This checklist serves as a general guide for your campaign preparation from
initial introductions through to your campaign launch. If you have any questions,
please reach out to your campaign advisor at any time.
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