A press release can be the difference between “we saw it" and “we actually picked it up.” But that outcome rarely
comes from hype. It comes from discipline: clear news thinking, tight writing, and enough practical detail that an

editor can use you without doing all the work for you.

I've written press releases for startups with a small PR budget and for teams inside established companies with
legal review calendars that could rival major product launch schedules. The best releases, in every environment I've
seen, share the same traits. They respect the reader’s time. They understand what counts as news. And they make

it easy to verify, quote, and publish.

What editors are really scanning for

Most people imagine an editor reading a press release start to finish, like a story. Real life is different. A journalist
or newsroom producer is usually triaging dozens of items, often on a deadline, often with a specific beat in mind.

They scan for signals that tell them whether this belongs in their workflow.
That signal set is usually a mix of:

® |s there a real announcement here, or is it marketing language wearing a suit?

Does the timing matter, or could this have been sent last week?

Are there concrete details an editor can turn into a headline and lead paragraph?

® |s the organization credible, and can they reach a real spokesperson quickly?

When a release fails, it often fails in a way that looks invisible to the sender. The sender reads it and thinks, “But it's

all true.” The editor reads it and thinks, “It's not usable yet.”

Here's a small example from a release | once saw during review. The team was excited about a new customer
portal. The draft focused heavily on features: dashboards, configurable reports, and “best-in-class” everything. The
news hook was thin, so the lead sounded like an ad. The editor’s reply was polite, but the message was clear: they

couldn't tell why the portal mattered now, and they couldn’t extract a story beyond “we launched something.”

We fixed it by rewriting the first two paragraphs around impact and timing. The portal wasn't just “available,” it
reduced response times for support teams by a measurable amount in a pilot, and it landed after a year of
customer feedback tied to a regulatory or operational need. That gave the journalist something to report, not just

something to describe.

The takeaway is simple: a press release is not a brochure. It's a reusable news package.

The news test: can your release answer “why now?”

If you only improve one thing in your press release writing, make the timing explicit and meaningful. “We're excited

to announce” is not the same as "here’'s why the announcement matters today.”

Ask yourself what changed since the last version of your product, program, or company activity. Sometimes it's a
new contract. Sometimes it's a new regulation. Sometimes it's the end of a pilot or a new distribution milestone.
Sometimes the news is the person behind it, like a leadership appointment, but even then you need context: why

does this hire matter, and what are they expected to do?

When timing is fuzzy, releases get vague fast. Vague releases can still be factually correct, but editors can't verify

the story quickly. They'll move on.



A practical way to pressure-test your timing is to rewrite your opening paragraph so it contains three elements,

even if briefly:
1) What is happening
2) When it's happening 3) Why the timing matters to the audience or the industry

You're not obligated to publish a “thesis statement.” You're just telling the truth in a format editors can use.

Structure that works in the real world

There isn't one universal template, but there is a predictable order that respects how people read in busy

newsrooms.

Most strong releases typically include a headline, a dateline, a short lead, the body with key details and supporting

quotes, and a clear "about” section. What matters more than the order is the clarity inside each part.

Headline: earn it, don’t decorate it

A good press release headline is specific. It names the action, the subject, and often the audience or outcome.
“Company X Announces New Platform” might be accurate, but it isn't informative. “Company X Launches Platform

to Cut Claims Processing Time by 30 Percent” is specific, but only if you can defend the number.

If you don't have numbers, you can still be concrete: “Company X Launches Regional Service for Seniors in Three

States” beats “Company X Expands Services."

Dateline: help editors file it

A dateline does more than add formality. It signals credibility and helps with regional relevance. Use a city and
state or country marketing that matches where the announcement is made or managed, not just your corporate

headquarters if that location has no connection to the news.

Lead paragraph: the whole story in miniature

Your lead usually should answer who, what, and why now. It doesn’t need to include every detail, but it should

include the key point an editor would use as the lead sentence in a news story.

|"

If your release is long, it's tempting to put the “real” information deep in the body. Editors rarely reach that far.

The first paragraph should carry the weight.
Body: one idea per paragraph, with proof inside

In the body, you're balancing narrative and verification. Editors like paragraphs that include:

* What you are launching or changing

® Where it's available or how it works

* What problem it solves, in plain language

* Why it's credible, with a pilot, partnership, customer outcome, or methodology

Quotes belong here too, but they need to do real work. A quote can confirm details, provide context, or explain

impact. A quote that simply repeats what the first paragraph already said reads like filler.

Quotes that don’t waste space
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The fastest way to frustrate a journalist is a quote that sounds like it came from a marketing department’s slogan
generator. Editors can’t publish “Our team is proud to bring innovative solutions to the market.” They need a

quote that adds information.

A good quote answers at least one of these:

What problem does this solve, and for whom?

What changed that made this announcement possible?

What evidence supports the claim?

* What comes next, and why should readers care?

When | coach teams, | encourage them to write the quote like they're speaking to a thoughtful colleague who
already understands the company. That mental shift helps. You write a sentence that is true in spoken

conversation, not in a brochure.

Here's a useful rule of thumb: if a quote would sound silly to a live interviewer, it will probably sound useless in

print.

Numbers and claims: use them carefully, not timidly

Numbers help press releases, but only when they're defensible and context is included. “"Improves efficiency” is too
vague. “Improves response time by 24 to 35 percent in a six-week pilot with customer support teams” is specific,

but you still need to be careful about the boundaries.

If you're unsure about a precise figure, use ranges and explain the basis. If the result comes from internal testing,

say so. If it comes from customer outcomes, specify the sample size range or at least describe it as a pilot or beta.

One practical detail that matters: avoid mixing performance claims with marketing claims in the same sentence. For
example, don't bundle “best-in-class” with “cut processing time.” Journalists may focus on the marketing

superlative and ignore the more meaningful data. Separate them or anchor the superlative to something verifiable.

Also remember that legal review can slow things down. If a statistic is likely to trigger long debate, decide early
whether it's essential. Editors can still write a strong story without a dramatic number, as long as the release is

concrete.

Boilerplate and “about us”: make it useful, not decorative

Most press releases include an “About” section, typically short, standardized, and sometimes full of background

text nobody requested. The trick is to make it lean and decision-ready.
Editors and producers want:

* What your organization does in one or two sentences
* Where you operate, if relevant
* Any credibility signals, like years in business or scale, if you can defend them

* A link and contact for follow-up
Keep the “about” section aligned with the news. If the announcement is a new product for a specific industry, don't

spend half the page on a mission statement. Use the mission line if it's genuinely relevant, but prioritize specifics

that journalists can cite.



And don't forget to include the spokesperson details if you're offering interviews. An editor who has questions will

look for a direct path to a real human.

Distribution choices that affect results
A release is not only a writing task. Distribution choices can change whether it reaches anyone who can use it.

In many organizations, people send releases to “press lists” and then wait. That often underestimates how
newsroom priorities are structured. Journalists tend to follow beats and themes. If your release doesn't match

those themes, it might land somewhere irrelevant.

That's why writing and distribution should be designed together. If your release is about health care compliance, a
tech blog won't automatically care. If your release is about a partnership, industry trade outlets might. Your

subject line, your first paragraph, and your positioning should align with where it will be read.

Also consider the timing of your pitch. Sending at the wrong hour can mean your release sits in an inbox until the

next day. In fast-moving beats, that's a real disadvantage.

I've seen releases perform better simply by coordinating a launch announcement with a short window of outreach,

where journalists could schedule follow-up quickly. That doesn't require a huge budget, just operational attention.

A checklist you can actually use

You can draft a release in one sitting, but you shouldn't finalize it that quickly. Editing press releases is about

judgment, and judgment improves with a consistent review process.
Here's a short checklist | use during internal reviews:

* Does the first paragraph tell the whole news story, in plain language?

Is the “why now" explicit, with a timing reason that makes sense to a reader?

Are there at least one or two concrete details (availability, scope, partner, or measurable impact)?
* Do quotes add new information, not just repetition of the release headline?

® (Can ajournalist contact a real spokesperson and get answers quickly?

If you can’t answer any of those confidently, fix the release before you distribute it.

Common failure modes, and how to avoid them

It's useful to name the problems | see repeatedly, because they're rarely about spelling or grammar. They're about
mismatched expectations.

1) Confusing promotion with news

Press releases that read like website hero sections tend to fail. “We're thrilled to unveil our revolutionary platform”

is not a news hook.
Trade-off: you may feel you're holding back. You're not. You're choosing clarity over performance.

Fix: lead with the change, then explain the outcome. Let editors decide whether “revolutionary” belongs.

2) Too many ideas at once



A common draft mistake is cramming every feature, every benefit, every customer story into one release. Editors

don’t have time to extract what matters.

Trade-off: you might think a longer release is more informative. Sometimes it is, but it can also hide the headline’s

promise.

Fix: prioritize. If it's a product launch, focus on the value proposition, the differentiator, and one or two supporting
facts.

3) Quotes that don’t move the story forward
If the quote is a polite restatement of the press release, the editor loses a chance to add human context.

Fix.: make the quote answer a specific question. What changed? What problem does this solve? What happens

next?

4) Missing verification details

If you claim an outcome, you need a basis. If you announce a partnership, you need a name and a relationship

description. If you talk about availability, include timing and regions.

Fix: treat marketing analytics verification like a design requirement. The release should be “publishable with

minimal calls,” or it will not get picked up reliably.

Tailoring for different announcement types

Different news categories call for different emphasis. You don't need a totally different template, but the “center of
gravity” should shift.

If you're announcing a product launch, the release should focus on what's new, who it's for, and what problem it
solves. If you're announcing a partnership, focus on why the partnership exists and what it changes for customers.
If you're announcing funding, prioritize the use of proceeds, the milestone it supports, and the credibility signals
behind the story.

Leadership hires are their own category. A title change is not automatically news. What is the role expected to
accomplish? What gap does this person fill? What background does the editor need to understand why this hire
matters?

I've found that when teams struggle with these distinctions, they copy what they wrote last time. That creates
releases that sound consistent, but not relevant. Journalists can hear when the writing isn't tied to the specific

news.

Legal and compliance realities you have to write around

Many teams underestimate how legal review affects press release content. The best approach is to write with

review in mind.
That means:

* Avoid claims you cannot substantiate.
* Use precise wording for regulated categories.

* Don't imply guarantees.
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® Be careful with customer testimonials. If you're using a customer quote, ensure permission and accuracy.

A useful strategy is to treat compliance as part of storytelling. If you can't make a strong claim, focus on the
verifiable part. Sometimes the most publishable release is the one that says, “We are introducing X and making it

available to Y,” with careful language about outcomes.

If you're working in a highly regulated industry, editors may be especially cautious. A clean, defensible release
helps them feel comfortable publishing.

Timing your release like a campaign, not a document

Even if you write a strong release, the environment determines success. If your audience is in the middle of an
earnings cycle, major industry event, or breaking news day, your announcement might not get attention. That's

not always avoidable, but you can plan around it.
A practical approach is to align:

® release distribution timing
¢ availability of spokesperson for interviews
* readiness of supporting assets like product screenshots, images, and data sheets

® escalation path if journalists ask questions

The biggest failure here is sending the release and then not having the follow-up resources ready. If an editor

wants a quote and you cannot provide one quickly, the story slows down and often dies quietly.

I've seen the opposite too. A team sends the release with a complete spokesperson kit, plus a short list of

prepared answers for likely questions. The journalist can move fast, and fast is what earns pickup.

When you should not write a press release

Not every announcement deserves a press release. Sometimes the smartest move is to share news through a

different channel, or to pitch journalists directly without a broad distribution.

If the news has no timing, no impact, or no details that editors can turn into a story, a press release becomes

noise.

If your only contribution is “we are working on something,” journalists often treat it as a vague teaser. Unless you

have an exclusive angle, a defined milestone, or a clear public benefit, you might get limited traction.

This is where judgment matters. A well-written release for the right announcement beats a flashy release for the

wrong one.

Final polish: what to fix before you hit send
Before distributing, do a last pass that focuses on usability. Editors are looking for clarity, not ornament.

Read it as if you were skimming on a phone. Then check the parts that get overlooked:

Are the first two paragraphs doing heavy lifting?

Do all claims have context?
® Are there any words that sound like internal jargon?

® Does your “about” section match the announcement?



* |s the contact information easy to find and complete?

Also, check the formatting. Many newsroom systems can garble certain elements if the content is not consistent.

Make sure your release includes clear spacing, readable paragraphs, and a subject line that matches the headline.

You might be surprised how often small formatting issues reduce pickup rates. Editors are already busy. Don't give

them extra friction.

A model example of tone and clarity (without pretending one size fits
all)

A strong press release doesn't sound like you're trying to impress anyone. It sounds like you're giving an editor a

clear package they can publish.
For instance, consider the difference between:

* “We are excited to announce our revolutionary new platform designed to transform experiences.”
e “Company X launched Platform Y on [date] for [audience], enabling [specific outcome] by [how it works].

During a pilot, teams reported [defensible metric] over [time period].”

The second version is not automatically “better” because it's more specific. It's better because it's usable. It

contains the raw material for a story.

Your goal is not to write like a journalist. Your goal is to provide what journalists need so they can do their job.

The real measure of success

Press releases are often judged by pickup rates, but that's not the only success metric. Sometimes the release
doesn’'t get published verbatim, but it gets used in another form. Sometimes it influences a journalist to request

follow-up information. Sometimes it lands on the right producer’s desk and becomes a segment later.

What you want is momentum. Good writing creates trust. Clear details reduce friction. Fast follow-up makes the

next pitch easier.

The releases that earn attention are the ones that behave like tools, not like advertisements. Write as if a skeptical
journalist is reading your work on a deadline, and treat every paragraph like it has to earn its place. When you do

that consistently, attention stops feeling like luck and starts feeling like a process.



