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FOR IMMEDIATE RELEASE

CONTACTS:	
name, phone number
email address


(Headline)
(Sub)

[Insert location] – (Lead – The lead sentence contains the most important information in 25 words or less. The rest of the news release expounds on the information provided in the lead paragraph.)  

(Quote – include a quote that offers an opinion or more explanation about the lead sentence. Often the leader of the event would be quoted here.)
(Background—For a news release, keep sentences and paragraphs short — about three or four lines per paragraph. The first couple of paragraphs should answer who, what, when, where, why and how questions.)
(Any additional information)

(Insert this boilerplate) The International Coaching Federation (ICF) is the world’s largest organization leading the global advancement of the coaching profession and fostering coaching’s role as an integral part of a thriving society. Founded in 1995, its 35,000-plus members located in more than 140 countries and territories work toward common goals of enhancing awareness of coaching and upholding the integrity of the profession through lifelong learning and upholding the highest ethical standards. Through the work of its six unique family organizations, ICF empowers professional coaches, coaching clients, organizations, communities and the world through coaching. Visit coachingfederation.org for more information.	Comment by Stephanie Wright: This probably needs updating. Not sure what the current boilerplate is with the reorganization. 

.

# # #


Best Practices for Writing a Press Release

Pick an angle
A good press release has a great hook. Consider tying your information into current events, recent studies, and trends to bring urgency and relevance to your message. The hook should be in the first paragraph and it should make the reader want to continue reading. Highlight something new, unique or useful to the audience. Tell your audience why this information is intended for them and why they should continue reading it.
Maintain an objective tone
Your news release should never directly address the reader (i.e. using “you,” “I,” “we,” etc.) unless it’s part of a quote from a spokesperson. Directly addressing the reader sends the signal the content is an advertisement rather than a news release and it hurts your credibility. In the same way, refrain from using excessive exclamation points, hyperbolic claims (i.e. an AMAZING conference!), embellishments or fluff. To write an effective press release, you must write like a journalist: avoid making any wide assumptions or outlandish proposals or promises.
Avoid jargon or fancy language
There’s no need for fancy language. A news story should be written so that a college president and a janitor could read and understand it with equal ease. Communicate clearly and speak plainly. Using an abundance of technical language and jargon limits your audience. Eliminate unnecessary adjectives or redundant expressions such as “added bonus” or “first time ever.” 
Standard length
Most press releases are between 300 and 800 words. Be concise. News search engines sometimes reject news releases with long headlines, excessive lists and high word counts.
Typical structure
Every press release contains contact information, a headline, the lead sentence, the informational body of the release and the boilerplate. The headline should summarize the information from the press release while being exciting. The lead sentence contains the most important information in 25 words or less. The rest of the news release expounds on the information provided in the lead paragraph. Keep sentences and paragraphs short—about three or four lines per paragraph. The first couple of paragraphs should answer who, what, when, where, why and how questions. From this point, the release needs to take on an inverted pyramid-like layout. This would mean that the most important information is at the top, and so on.  The boilerplate content is the concluding paragraph and is typically a unit of writing that can be used over and over without change. In the press release world, this is typically your “about the company” sentence.
Contact information
It’s very important that the contact information is accurate and up to date. You do not want to list the contact information of ICF Headquarters or any staff members on your press release. The person listed as the contact should be immediately available to the public, they should be knowledgeable about the information in the release, they should be able to coordinate any necessary interviews.
To view sample press releases, please visit the ICF Press Room.


How to Pitch Stories to the Media

1) Determine the specific reporter you are trying to pitch your article to and know the publication. Know who it is you are trying to reach. Have the most current contact information. Follow the publication—know the kinds of stories they run, as well as their editorial calendar.	
2) Know your subject. Know what it is you are trying to pitch—and be honest about it. If there are things you are unsure of, connect them with someone who would. Know up front who you can set the journalist up with to interview. 
3) Get in touch at the right time of day. For initial contact, email is many times best. Know the publication’s deadline schedule. Depending on the journalist’s deadline, call them at an appropriate time. 
4) Attachment courtesy. Attachments are not the best way to send information over the web—reporters are not always apt to open attachments from people they do not know. Instead of sending an attachment, copy and paste its contents into the body of the email. 
5) Form a friendship with the journalist. When pitching a story, your main goal should be to form a relationship with the journalist so even if they do not run your story, you can take on a contact role with them for future stories.    
6) Take no for an answer. Do not push the journalist as it may strain your relationship with the journalist and/or the publication in the future. Do not send follow-up excessive emails or make multiple follow-up calls. 
7) Recognize that coverage takes time. If pitching for a feature story, understand that these do not get written overnight. Sending occasional emails of updates, timely news events, etc. is alright, but do not overdo it. 
8) Continue to serve as a source. Journalists are always looking for interesting new developments and trends. As you become a trusted ally and industry source, reporters will begin to seek you out for industry trend stories and features.
9) If they accept your pitch, help them get the story right. Make the best of this free publicity.  
10) Develop a strong sound byte for the story. A good sound byte identifies with the public interest, mentions your organization’s name, conveys a positive message, uses strong nouns and active verbs, and offers an enlightening comparison.
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