Editors and journalists get dozens of press releases every day. Most of them go straight into the trash because the people who wrote them didn't bother to follow a few simple rules.

The most important of these is to use proper spelling and grammar. To be taken seriously, you must appear professional. Misspelled words and grammatical errors detract from your message. So do odd, cute or fun fonts. The type style you use should be simple, clean and easy to read.  

The second most vital rule is to get the editor's attention in the first sentence. This lead sentence should be short but still communicate the point of the release. Keep in mind that the point of the release should focus on something important to the editor and his audience. The most important part to you may be that your organization is wonderful and helping people. To the editor, the most important thing is what you want his readers to do.

"ABC Organization is a wonderful group of dedicated volunteers trying to help the people of XXX" tells the editor nothing. 

"ABC Organization needs volunteers to help provide widgets for the people of XXX" lets him know that your group actual has a purpose his readers could help with. 

Whatever the purpose of your press release, always make it clear in this first sentence. Most editors will not read the whole thing unless they are thinking about printing it. Give them that reason quickly before they lose interest and move on to something else.

In addition, make sure that your press release sounds like you're announcing a service, calling for action or telling the readers about a new development which has just happened. Most media outlets make their money from advertising. If your release sounds too much like you're trying to get a free advertisement instead of giving information about a real development, editors won't read it. Remember, the more newsworthy you make the press release copy, the better the chances of it being selected by a journalist or reporter.

"Newsworthy" varies from publication to publication, so try to target your press release to journalists who will have an interest in it. If you're writing about tractors, publications which cater to teachers or dentists will find it less interesting than publications which cater to mechanics or farmers.

The press release should be compact. Avoid using long sentences and paragraphs. Avoid repetition and over use of grammar, fancy language and jargon. Keep it simple. Deal with actual facts like events, products, services, people, goals,  projects. Most journalists don't do stories that just say an organization exists. They want to write about what it's trying to do and who's trying to do it.

Make sure you have the following points in your press release:

• What is the news?

• Why is this news?

• Who is involved in this news.

• How readers may use this information in their own lives.

The length of a press release should be from one to three pages, typed and double spaced.

It should also contain contact information, the journalist can contact for more information. The more information you can give here, the better. Offer the name of a person the journalist can talk to and how to contact this person by phone or e-mail.

Fully identify the organization behind the release. Offer the following details:

• The Company's Official Name

• Media Department's official Name and Contact Person

• Office Address

• Telephone & FAX Numbers with proper country/city codes and extension numbers

• Mobile Phone Number (optional)

• Timings of availability

 • Email Addresses

• Website Address

After you've written your press release, try to think of a short, catchy headline to capture the reader's attention. Never write the headline first. You should use it to summarize the most important information from the press release, so the release should be finished before you try to sum it up.

