
 
 
 
 

Media releases and their 
role in the world 
 
Why write them, how to write them and what happens 
next. 
 
Lecture 9 
May 9, 2013 
 
Karen Morath and Dr Kevin Brianton 



Lecture 9 (of 13) 

•  Writing a media release and why writing 
matters 

•  The inverted pyramid 
•  Using a media release as a tactic 
•  Media relations 
•  Things to avoid 
•  MBE 
•  Ethical issues 
 
 



Why write them? 

•  To get your message in the media – ask 
why? 

•  To be heard or understood 
•  To contribute to the discussion/debate 
•  To correct something 
•  To persuade, to influence, to… 



George Orwell’s rules 

1. Never use a long word where a short one will do. 
2. If it is possible to cut out a word, always cut it out. 
3. Never use the passive voice where you can use the 
active. 
4. Never use a metaphor, simile or other figure of speech 
which you are used to seeing in print. In other words, 
avoid clichés. 
5. Never use a foreign phrase, a scientific word or a 
jargon word if you can think of an everyday English 
equivalent. 
 

 



When not to send out a release 

•  There is no point sending out a release on a 
Friday afternoon unless you don’t want it 
printed. 

•  And sometimes you don’t. 
•  West Wing episode called ‘Taking out the 

trash,’ where on Friday they released all the 
bad or poor news. 

•  Have a look around at what is happening? 
 



Another strategy 

•  If the story is strong then send out the release 
to as many news agencies as possible to get a 
wide spread of coverage. 

•  However, if the story is of middling quality 
consider an exclusive to a paper, radio or TV 
station. 

•  This means not offering it to other agencies. 
•  In government, before the budget, various 

journalists are fed different sections of the 
story. 



The embargo 

•  This means that the publication cannot publish 
the details of the release until after the 
specified date. It does, however, give them 
time to get a story together to coincide with the 
launch.  

•  If a product/service is being launched and the 
news has to go out to the media before the 
launch, make sure that an embargo date is 
included.  

 



What to put in the release 

•  The inverted pyramid puts the most 
newsworthy information at the top  

•  Then the remaining information follows in order 
of importance, with the least important at the 
bottom. 

•  Quotes and dot points. 
•  Contact number for further queries. 



Inverted pyramid 



What is in a good release? 

•  Good media releases are structured to make it 
easy for an editor or journalist to find each 
piece of crucial information, beginning with the 
release date.  



What is in a good release? 

•  The headline is the critical part of the piece. It 
should not be too long, ideally six to eight 
words, and not longer than 10. The piece of 
information that will be of  interest to editors 
and potential customer – the news angle – 
should be captured in this headline.  

 



What to put in the release 

•  Ask yourself key questions. 
•  Who, what, when, where, how and why. 
•  Why is this happening? 
•  What is happening? 
•  Where is it happening? 
•  When is it happening? 
•  Who is saying it? 
•  How is it happening? 
•  Answer all or most of those questions. 

 



What to put in the release 

•  Strong active headline to start with. 
•  This is the major selling point for journalists. 
•  Place all the key information in the first 

paragraph, but keep it simple. 
•  Use simple and straight forward language – 

otherwise called plain English. 
•  Copy newspaper style. 
 

 



Why do we care so much about 
writing? 
•  People working in journalism are under 

enormous time pressure. 
•  It is hard work and people working in public 

relations need to respect the difficulty of the 
job. 

•  Because it is such a hard job, we need to 
assist journalists. 

•  We need to become their ally. 



Why do we care so much about 
writing? 
•  If we provide carefully written material that meets their 

journalistic standards, it is far more likely they will use 
it. 

•  Many journalists move across to public relations and 
do so successfully because they understand how 
newspapers, radio and TV work. 

•  They also understand what works and what does not in 
public relations. 

•  Consider taking up a journalist position as a starting 
point in your career.  



Writing exercise 

How does a press release work. 
AAP Medianet 
Write.  
 
 
 





Media relations  

•  Journalists shop for stories in the  supermarket. 
•  They choose the best product that meets their 

needs. 
•  You need to design your product to meet their 

needs. 
•  Repeat: it is important to read and study and 

think about how they construct the news. 
  



The media is not a mouthpiece 

•  Most newspapers. TV and radio will not 
just print media releases as so. 

•  Stories are not just an opportunity for 
executives to get their names in the paper. 

•  Their responsibility is to their readers, just 
as yours is to your organisation. 

•  They will also highlight the most negative 
aspect of any story. 

•  So, you have to present the story in its 
most positive fashion. 



 Things to avoid 

•  Mistake #1: The Terrible Headline 
 



 Things to avoid 

•  Mistake #2: The Schmooze 



 Things to avoid 

•  Mistake # 3: The All-Around Mess 



How to get your media releases right 

•  Create some key messages and stick to 
them. 

•  Key messages are your basic argument. 
•  Make sure they are short, sharp and to the 

point. 
•  Make sure they are active. 



 What is MBE? 

•  MBE is a powerful tool that can improve 
the impact of your messages. 

•  It does this by breaking your argument into 
emotional and practical elements. 

•  You need both elements to succeed.  



 Understand MBE 

•  Message 

•  Because 

•  Example 



 MBE 
•  Message 

– The Federal Government should abandon the 
Malaysia solution 

•  Because 

–  It is a travesty of human rights and a blight on 
Australia’s history 

•  Example 

– The vast majority of refugees become 
successful peaceful citizens and many take 
low paying jobs that some employers find 
difficulty in filling. 



 MBE 
•  Message 

–  rates in the Shire of Fairyland will rise this 
year by 10 per cent due to rising costs. 

•  Because 

– The Council must preserve services to the 
aged and sick. 

•  Example 

– The Council distributes 1.2 million meals on 
wheels which mean people can stay in their 
homes and we pay lower State taxes for 
elderly care. 



Three News Release Qs to Ask 
•  Remember to ask yourself three questions if you’re considering a 

news release: 
1  Do I have “real” news or is my announcement a marketing message 

better issued through other channels? 
2  Is my headline and lead paragraph strong enough to get a reporter 

or editor’s attention? 
3  Have I done everything possible to write an interesting release that 

delivers news and valuable information, insight or an interesting 
angle for reporters? 

•  Answering these three questions will help you write a much more 
effective news release. 



Writing a media release 
recap 
•  Active writing 
•  Clear idea of message 
•  Positive messages 
•  Strong headline for media services 
•  Clear and direct opening 
•  One page 



Writing a media release 
recap 
•  Short press releases – not long ones 
•  When to send out a release. 
•  When not to send out a release. 
•  Who, what, when, where, why and how. 
•  It is a competitive market, you must do 

better than your competitors. 



Reactive media relations 

•  Time pressure is important, but do not panic. 
•  Respond, but do not respond without the 

information. 
•  Find out what happened. 
•  Inform the organisation about the media call. 
•  Ring the CEO or applicable person. 
 
 



Ethical issues 
•  Is it ever OK to suppress 

material? If so, when? 
•  What happens when you 

disagree with the approach of 
the organisation? 

•  Isn’t this just glorified lying? 



 Recognising sp*n 

•  Denying a more specific version of events 
than that which was actually alleged. For 
example, for an allegation of corruption, 
saying "I have never received any money 
from anyone in the party" when an 
exchange of goods took place; or denying 
that a company is about to lay off 500 
people, and then going on to lay off 400. 



 Recognising sp*n 

•  Asserting that they have "no recollection" 
or "cannot remember" an event having 
taken place, giving the impression that it 
did not take place at all. Should they later 
be confronted with evidence that it did 
indeed happen, they can always take 
refuge in claiming that their memory failed 
them, since there is no wholly objective 
way anyone can ever prove or disprove 
this. 
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Next week 

•  Writing as thought leadership 
•  How thought leaders develop 

platforms 
•  The role of social media 
•  The role of op eds and white papers 
•  The role of speeches 



Thank You 


