
PreParing a news release
While news releases still can’t cross the wire without certain essentials: a headline, a dateline and a contact name 
and phone number, news release formatting has changed significantly in recent years to accommodate digital 
and online considerations.   

Best Practices   

Grab your readers’ attention with a 
compelling headline
•	 Be as interesting as you can with your headline  

•	 Eschew CP style and include numbers – they perform 
well  

•	 Work in your company name, too.  

•	 Write for optimum social sharing: 80-100 characters  
is ideal   

•	 Never repeat a previously used headline word-for-word 
or nearly so, as search engines will mark the document 
as duplicate content and push it down in search results   

•	 Build out any necessary context in your subhead 

Panel at Tech Marketing Conference To Decide 
is Content Marketing worth the spend? 

 
Company Executives to Encourage Marketers to 

Think Like Publishers 

Becomes:

is Content Marketing worth 30% of the Budget? 
 

Company Executive Panel Proposes “Publisher” 
Model at Tech Marketing Conference

 

Quality content is essential
The definition of “newsworthy” has expanded in the age 
of search engines meaning news releases are no longer 
only read by or written for journalists. News releases are 
for everyone however, bear in mind that quality newswire 
services will still review all content to ensure suitability. 

In general, content that is purposeful, well-written and 
connects with a target audience will be rewarded by search 
engines and shared by readers.

Find a hook. Quickly!
Your lead paragraph should be concise, to the point and 
answer the essential W’s: who, what, when, where and why. 
Sometimes this is as far as a reader will get! In fact, readers 
who don’t get what they need within the first 15 seconds of 
being on a webpage will move on.  

Best practice is to include the stock symbol after the mention 
of the company in the first paragraph. For example: Today 
XYZ Corporation (TSX: XYZ; NYSE: XYZ) announced…

Search engines typically show a portion of your headline, the 
sub headline, and the first paragraph to help readers find 
relevant information, so be obvious. A news release is no 
place to save the best for last.

Building better body copy
Once you’ve grabbed your reader’s attention, start adding 
in the details. Be aware that Google rewards substance: 
News releases 300 words and over rank higher in search 
results, as will news releases written in natural (not keyword-
stuffed) language. Use short sentences and bullet points to 
break up the text with visual interest. Include a link to your 
call-to-action right up top. Write in your intended audience’s 
language or vernacular and avoid jargon.    
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Use short sentences and bullet points  
to break up text with visual interest. 

Example
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Best Practices   

PreParing a news release  
 Stand out with multimedia 
Use visuals to get more clicks on your news release on 
newswire.ca and PR Newswire for Journalists websites. Visual 
and audio elements drive audience engagement and can 
help your story get shared on social channels.  

•	 Releases that include images receive 40% more views 
than those with text-only

•	 Video can increase your views by 70%! 

For photo distribution, make sure your image is between 
1200 and 2000px on its long side and 600px on its short side. 
Treat captions for multimedia assets in the same manner as 
headlines noted above.

Yes, reporters will use quotes if they sound 
natural
Establish thought leadership with interesting sound bites 
from key company spokespeople. Most reporters will try 
to get unique quotes but in a pinch will use what’s in a 
release if it sounds natural. Make sure your quotes have 
a conversational tone. Use words your spokespeople 
would actually say out loud. Make quotes tweetable by 
keeping them under 100 characters in length. Looking for a 
multimedia opportunity? Make your quote into an image or 
video clip that can be shared across social platforms.  

Write with social sharing in mind 
Short headlines, quotes and bullet points that are easily 
tweeted are essential to social sharing. If a hashtag is part 
of your campaign, don’t forget to include it within the news 
release. Click to Tweet options make it even easier for your 
readers to share. Images make sharing inevitable.

Give your readers a next step with a  
call-to-action
Do you want readers to visit your company blog? Download 
an ebook or infographic?  Book an interview with a company 
expert? 

Calls to action should appear at the beginning of the release, 
using a bare URL where required. If it’s interviews you’re 
after, do be sure the spokesperson listed is answering the 
phone on announcement day.

Don’t overuse links
Limit yourself to 1-3 links per news release. Too many links 
makes search engines think “SPAM”. Again, make sure your 
links are specific to the content in your release. If you want 
users to access your donation page, don’t send them to 
your home page! Get ready to track engagement with these 
links. CNW’s Visibility Reports can count link clicks, but if 
you can direct readers to a Marketing Automation form fill 
for download or registration, you can actually track news 
releases back to revenue.

Boilerplate
Close every release with a standard (but interesting) 
company boilerplate. Keep it brief, avoid industry jargon or 
acronyms and include a link to your website. Include active 
social media accounts to help drive traffic. 

Contact Information
Your media contact should be someone who’s readily 
available to answer questions either by email or over the 
phone. Should someone get in touch with this person, they 
must be able to act as a spokesperson for your company so 
be sure they have what they need to appear credible and 
knowledgeable. 


