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Nowadays, the relationships with the mass media are very important, because it is a 
very powerful and effective way to spread a message and to present an association or a 
project. Therefore, it is fundamental to know how to write an effective press release. 

Mass media can be a great channel for promoting your activity and presenting relevant 
information to your target group. One the other hand, not any new thing that you have 
to share is media worthy, so the first thing you should ask yourself before issuing a press 
release is “Why is this important?”, “What new information does it provide to the 
audience?”, “Is it relevant for them?”, “Is there something unexpected or unusual 
about it?”. Have you found the answer to these questions? Great, then you are on the 
right track! 

To continue you will also need to find an answer to the following questions and after to 
include it in your release: 

• Who? – who are the events presented including and, equally important, to whom 
is this information addressed to? 

• How? – how did things happen? 
• When? and Where? – what was the time and the space of this? 

More or less, after finding out the answer to these questions, your press release is close 
to be ready, all you need to do being to present the answer to these questions in few 
short paragraphs. 

How to start? Here are few steps you should follow: 

1. Find a title 

The title and the first paragraph are the most important. If you can find a title that will 
grab attention and encourage people to continue reading (but first, the journalist), then 
the second step towards the publication is done. It should be “strong” and catchy, 
revealing the subject, but, at the same time, creating a desire to read in the potential 
reader. 

 

4. Press releases 
How to draft a press release that will get published?  
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2. Summarize your story. 

After finding a title, draft your first paragraph by summarizing into around 50 words 
(one or two short sentences) the essence of your story (e.g. “The United Nations 
delivered 62 metric tons of humanitarian aid to Donetsk today. This includes essential 
hygiene items, warm clothes, blankets, condensed milk powder, drinking water, and 
medical supplies procured by the United Nations High Commissioner for Refugees 
(UNHCR), UNICEF and the World Health Organization”). In a simple way, try to answer 
the above questions (what?, who?, how?, and when?) in the given limits.  

To make sure you did a god job, imagine that this would be the only paragraph that 
gets published. Is this information enough to give people a good idea about what you 
are trying to share? If yes, then you can continue to the next step! 

For example, this is from a press release of the WWF: 

“The number of wild giant pandas has increased nearly 17% over the last decade, 
according to a new survey conducted by the Chinese government.”  

What information are they providing in 24 words? 

! What? Something relevant to the public: the conservation efforts for the 
panda bears are working. Notice also how the subject is of interest, as the 
general audience loves panda bears. The same info is also available about 
some unknown fishes (for example, efforts are also made for the protection of 
the gar, the pike and the shad fishes), but this has less chances of getting 
published in general media, simply because they are not that appealing to 
the public as the cute panda bears; 

! When? Over the last decade; 
! Where? In China; 
! Who? The Chinese government is the one to address this issue; 
! How? This is new information revealed by a survey; 

3. Offer further information 

Continue with presenting, paragraph by paragraph, the answer to the above questions, 
providing useful information and clarifying what you just mentioned in the first 
paragraph. In this step, think about your audience (people reading a daily newspaper 
have different interests and expectations than people reading a magazine specialized in 
a certain area of interest) and choose the best way to address them. Remember to put 
yourself in the shoes of your potential readers. Would you be interested in what it is 
presented? Can they understand the message and the language you are using? In this 
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context, you can even consider issuing different press releases for different types of 
media.  

In extent to this, you should present the facts from an objective perspective and not as 
a personal story you are sharing about your organisation’s activity, with personal 
perceptions and personal influences on the text. Write in third person (e.g. “The Audele 
Association will be offering new services to the community, starting 12th of May 2016. 
These include (...). All the persons interested in developing new skills can benefit from 
this opportunity by ...”). Don’t use hyperbolizing adjectives or adverbs (e.g. “The 
Audele Association will be offering new services to the community with an impressive 
impact on its development, as never seen before”). 

Nonetheless, be as concise as possible. Although there is no ideal number of 
paragraphs you should include, the best number is the lowest that still gives enough 
relevant information to the journalist to write the article. Don’t forget to always present 
the information about when and where things are happening (or have happened), the 
parties involved and even some reference to how this information can be used by a 
general or specific public. 

4. Include a quote from one of the persons involved 

Often, in the third or forth paragraph, it is recommended that you also include a quote 
from someone who was involved in the news, giving it a more personal touch and also 
stating the organisation’s or the beneficiaries’ point of view on the matter (e.g. ““The 
rise in the population of wild giant pandas is a victory for conservation and definitely 
one to celebrate,” said Ginette Hemley, Senior Vice President of Wildlife Conservation, 
World Wildlife Fund (WWF)”). It works best if one of the persons you are quoting is 
considered to be a credible source on the matter (expert, person with experience in the 
field or having a positive image in the community etc.). 

5. Signal the fact that the press release ended  

This can be done in several ways, one of the official ones being to include the word 
“Ends”, in bold, after the last paragraph. After this, always include “For further 
information, please contact ...” and offer your details or those of a person who is 
available to provide extended information to an interested journalist. 

6. If necessary, add “Notes to editors” 

If further information is needed (e.g. background information about the organisation, 
the partners involved, availability to send photos, a website where more information can 
be accessed, etc.), you can include this at the end, after a “Notes to editors” subtitle. 
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About the content, as presented above, it should be as concise as possible, while still 
providing relevant information. Sentences should be around 30 to 40 words in order for 
the reader to be able to follow the idea presented. If you feel you need more than this, 
try to split your sentence into two or more shorter ones. For example the sentence 
“Since March 2014, over 1 million people have been displaced within Ukraine out of 
which more than 134,000 are children” can be split into “Since March 2014, over 1 
million people have been displaced within Ukraine. Of these, more than 134,000 are 
children.” 

At the end, don’t forget to make a revision to all the text to ensure that there aren't any 
orthographic or grammatical errors. The correction and the easy comprehension of the 
language is fundamental in any press release and can make the difference between 
obtaining the wished success or being ignored by the receivers. 

Sometimes it is also useful to add few photos to your release, especially now, when 
most of the media also uses Internet to publish relevant news. Try to choose the most 
meaningful photos (3 to 6, usually, for offering the reporter a choice), which also have a 
good quality (good light, focus, etc.). For printing, the recommended resolution is 
around 300dpi. 

To make things more clear, in the next page you can find an example of one press 
release by U.N.I.C.E.F., in which it is quite easy to identify the above-mentioned rules. 
You can also use the column on the left as a framework for your future press releases. 
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Example of a press release and its framework 

Framework 
elements 

How they appear on UNICEF’s  press release 

Title  Ukraine: United Nations delivers 62 metric tons of humanitarian 
aid to Donetsk 

 
Summary in the 
1st paragraph (46 
words) 

The United Nations delivered 62 metric tons of humanitarian aid to 
Donetsk today. This includes essential hygiene items, warm clothes, 
blankets, condensed milk powder, drinking water, and medical 
supplies procured by the United Nations High Commissioner for 
Refugees (UNHCR), UNICEF and the World Health Organization 
(WHO). 

 
Details about the 
topic 

Among the estimated 5 million civilians affected by the crisis in 
Ukraine, those living in zones of active fighting are particularly 
vulnerable, due to limited access to humanitarian assistance. This 
inter-agency convoy is only one of the many initiatives the UN and 
its humanitarian partners are undertaking to provide relief aid to 
those in need. 

 
A quote from a 
partner of 
U.N.I.C.E.F. in 
this matter 

“The conflict in eastern Ukraine has displaced more than 1 million 
people in Ukraine. However, many remain in the areas affected by 
fighting where infrastructure and housing are damaged and basic 
services collapsed,” said Vanno Noupech, UNHCR Deputy 
Representative for Belarus, Moldova and Ukraine. “We hope that 
the assistance provided will alleviate the suffering of the neediest, 
in particular, those staying in the makeshift shelters.” 
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A quote from an 
U.N.I.C.E.F. 
representative 

“Children living in or displaced from conflict-affected areas 
continue to bear the brunt of the conflict,” said Giovanna Barberis, 
UNICEF Representative in Ukraine. “It is critical to have continuous 
humanitarian access to deliver aid to as many people and children 
in need as possible. Lack of food, water shortages, hampered 
access to medical facilities in the areas of ongoing fighting put 
children’s lives in danger, especially the most vulnerable – children 
living in bomb shelters and institutions, children with disabilities, 
children affected by HIV.” 

 
Another 
paragraph with 
extra information 
regarding the 
topic 

Together with the humanitarian organizations operating in Ukraine, 
UNHCR, UNICEF and WHO are concerned with the absence of 
secured humanitarian access to deliver aid to children and families 
affected by the conflict across the country. Since March 2014, over 
1 million people have been displaced within Ukraine. Of these, 
more than 134,000 are children. Displaced people affected by 
tuberculosis remain unmonitored and HIV-positive patients have no 
access to medication. In addition, disease surveillance is broken and 
diseases outbreaks could reach catastrophic consequences.  

With the continuing flow of the displaced population from the 
conflict-affected areas, the United Nations is scaling up assistance 
in areas of difficult access as well as in other zones that have already 
been reached.   

 
A set of 
characters 
indicating that 
the content is 
finished (“END” 
can also be used) 

 

### 
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Notes to editors 
explaining about  
UNHCR and 
UNICEF 

The United Nations High Commissioner for Refugees, also known 
as the UN refugee agency, was established on December 14, 1950 
by the United Nations General Assembly. It is mandated to lead 
and co-ordinate international action to protect refugees and resolve 
refugee problems worldwide. Its primary purpose is to safeguard 
the rights and well-being of refugees. It strives to ensure that 
everyone can exercise the right to seek asylum and find safe refuge 
in another State, with the option to return home voluntarily, 
integrate locally or to resettle in a third country. It also has a 
mandate to help stateless people. In more than six decades, the 
agency has helped tens of millions of people restart their lives. 
http://www.unhcr.org - @refugees - @refugeesmedia. 

UNICEF promotes the rights and wellbeing of every child, in 
everything we do. Together with our partners, we work in 190 
countries and territories to translate that commitment into practical 
action, focusing special effort on reaching the most vulnerable and 
excluded children, to the benefit of all children, everywhere. For 
more information about UNICEF and its work visit: www.unicef.org. 
For photo, B-roll and other multimedia assets, please visit: 
https://weshare.unicef.org/mediaresources. Follow UNICEF on 
Facebook and Twitter.   

 
Contacts for 
more information 

For more information, please contact: 

Dan McNorton, UNHCR Geneva, + 41 22 739 8658, 
mcnorton@unhcr.org 

Nina Sorokopud, UNHCR Kyiv, +38 044 288-9710, 
sorokopu@unhcr.org 

Kristen Elsby, UNICEF Geneva, +41 22 909 5286, 
kelsby@unicef.org 

Veronika Vashchenko, UNICEF Kyiv, +38 044 254 2439, 
vvashchenko@unicef.org 
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Extra tips for insuring better media coverage for your organisation: 

Contact journalists in advance 

Like with any other form of impersonal communication, press releases are often binned 
if they don’t quickly manage to capture the interest of the journalist reading them, 
sometimes even before being read. Create a contact list of some of the journalists who 
are responsible for your field of work and try to contact them personally before issuing 
the press release, presenting your news and your opinion on why it is important. Have a 
personal and direct contact with the journalists will also provide you the chance of 
getting their feedback and maybe adjust the release a bit in order to make it more 
news-worthy.  

On the other hand, keep in mind no to use this too often. Imagine 
that they receive tens of releases per day. What would happen if 
everyone would call about them? Keep in mind to always ask at 
the beginning of the conversation if they are available for having a 
short conversation with you about recent news that you have for 
them. 

Have journalists be part of the news 

Even if they are busy, from time to time journalists can be interested in participating to 
an event, especially if it is something they haven’t experienced before or something 
very appealing. When possible, ask them to join your events or offer them a test run 
(e.g. if you are showcasing a device that simulates a car crash at 5km/h, invite them to 
try it out and see how the demonstration impacts people’s perception on the seatbelt).   

When sending a press release by e-mail, copy the title in the subject line 

E-mail is the most popular way in which press releases are sent. When sending one, 
copy the title of your press release in the subject line, to make sure you draw the 
attention on the subject itself. Don’t make it look like SPAM, by adding extra words like 
“IMPORTANT!!!” or “You must read this!”. They will have the opposite effect to what 
you are trying to do. 

Try to include the text in the e-mail, not the attachment 

When publishing a release, journalists copy and paste most of the info in the article, so 
you should provide it in a format that makes this process as easy as it can be. 
Attachments have to be downloaded, and this uses up from the journalist’s time. 
Moreover, there are many text editors on the market, so it can even be that a journalist 
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cannot even open the format you are providing him with. Worst thing you can do: 
attachments in PDF format; they are very difficult to copy and paste, so they will likely 
discourage any publication attempt. E-mails, on the other hand, can be easily accessible 
to anyone and are presented in a format that allows stress-free copying. 

Not being a political organisation does not mean you are neutral to the political life 

Your press releases should not only be limited to projects that your organisation is part 
of. Decisions taken at local, national or international level affect us all, some more than 
the others. If one of these decisions is affecting your target group or is relevant to your 
mission, then it is normal to state your organisation’s opinion. Journalists are very 
interested in politics and the reaction of the civil society is even more appealing to 
them and the public, so such releases have a high chance of getting published or at 
least included in one report. On the other hand, don’t go sharing views about 
everything and anything! Try to stick to your area of interest and of expertise. 

Use free press release websites or even professional submission services 

By searching the Internet you can easily find websites that provide you with free 
submission of your release that is instantly made available to thousands of journalists. 
Moreover, there are even professional services that will help you with publishing your 
press release and even monitor how the news was covered by the media. While this is a 
great way to share your news, having your text in the same place with several tens of 
other similar materials means that you have to do extra work in presenting it as 
newsworthy information. 


