WRITER’S HANDBOOK, PART 3 internet activities
INTERNET EXERCISE WH3.1

Document Library

For your convenience, you can view any of the document formats presented in this text—and a few others that do not appear in the text—by visiting the section of the Web site titled “Document Library.
INTERNET EXERCISE WH3.2

Press Releases

A press release is a brief written explanation of your company’s plans. It might announce a new product, service, or some notable achievement on the part of company or an individual employed therein. 

A press release should provide enough information about a product for a writer to extract needed details should the company decide to go straight to print with your release; among these details would be pricing, contact information, product specifications, and dates of availability. Larger, more credible media organizations would likely take the time to follow-up on the contact information before publishing your release, but smaller operations working on limited budgets might sidestep that responsibility, so it’s best to make sure your press release provide complete and correct information. 

The audience for a press release is the media, which receives scores if not hundreds of press releases everyday and has a minimal amount of time to spend on each, including yours. Even if you are trying to attract the attention of media in niche markets, for example, trying to sell a new pet product by attracting the interest of media representing the pet market, your press release will be competing with others for attention. Thus, you must try to grab the reader’s attention quickly, and keep your message concise. 

Here are some guidelines to remember when preparing a press release:

· A press release should appear on company letterhead.

· Immediately under the letterhead, describe when the media can release the material for public consumption. For example: 

For Immediate Release

For Release 9:00 a.m., Wednesday, February 14, 2005.

· On single-page press releases, print your name and contact number under the release information, using the label CONTACT; for documents longer than a page, print your name and contact information at the end of the press release. 

· Focus on the headline and first paragraph of your text: if you can’t hook the reader there, they won’t read any further.

· Headlines should be 1 or 2 point sizes larger than the body text.

· A press release should answer the journalist’s questions: who, what, when, where, why, and how. (See Chapter TK for more information on this topic). Don’t try to tease the media; they want to make informed decisions about where to commit their resources, and won’t be swayed by “News So Exciting We Can’t Share It In Writing” approach. 

· A press release shouldn’t be longer than a page. However, in keeping with the above guideline to answer the journalist’s questions completely, press releases often need to be longer than a page. Some products require specification information (dimensions, output, voltage, etc.); not providing this information might disqualify your product for consideration. If you can, condense: widen margins, reduce the font size, edit your release more tightly.

· When preparing the body of your press release, begin with the most important information and end with the less important information.

· Keep paragraphs short, between 1 and 3 sentences.

· Be repetitive in naming the product, service or idea, but don’t overdo it.

· Use quotes to help convey your message: 

Food enthusiast Paul Young calls it “the most liberating diet program to hit the bookshelves in a decade. No more playing slave to food labels.”

· Close the press release by briefly describing your company or its mission.

· Use the proofreading symbols ### or -30- to signify the end of the copy. If your press release exceeds one page, place the word –more- at the bottom of the page in a centered position.

Related Links: Press Releases

1.
WritingWorld.com—Writing the Perfect Press Release: http://www.writing-world.com/promotion/release.shtml

2. 
Empire Information Systems—Writing a Press Release: http://www.write-a-release.com/

3.
Bookmarketingworks.com: http://www.bookmarketingworks.com/InstructionsforPressRelease.htm

4.
CanadaOne—News Release Builder: http://www.canadaone.com/promote/newsrelease1.html

5.
InternetBasedMoms.com—Press Release Writing and Distribution Tips: http://www.internetbasedmoms.com/articles2/press_release.htm
6.
24-7PressRelease.com: http://www.24-7pressrelease.com/

ActivitIES

1. Write a press release describing a new product or service, a company achievement, your promotion to the position of CEO. Use your imagination.

2. Now, consider what media outlets you would choose to receive your press release. Major newspapers, TV news, a local talk show, a monthly magazine are among your choices: which outlets do you think would be most likely to be interested in your press release information? Create a list of at least five media outlets to which you would send your press release.

Sample 1: Press Release

FOR IMMEDIATE RELEASE

Contact:
Arthur Till
Marketing and Sales Director
JJG Candies
432 Orange Avenue

Charlottesville, VA 22901
Phone: 555-555-5555

http://www.jjgcandies.com
JJG CANDIES WINS BEST CANDY AGAIN

Charlottesville, VA – JJG’s Caramel Candy Apple Bar was judged "Best Candy" at the 2005 Best of Region Awards in May. 

A distinguished panel of judges composed of the regions top culinary experts and food aficionados sampled and previewed dozens of gourmet products and accessories, selecting those having distinctive taste and creative packaging.

The 2005 award earned by JJG’s Caramel Candy Apple Bar followed JJG’s Caramel Candy Apple Bar being judged "Best Candy" at the 2004 Best of Region Awards. Alicia Koch, owner of JJG Candies, says that winning the "Best Candy" award two years running is a testament to the employees' dedication to the Company's philosophy of "quality first".

The winning 5 oz. gable top box presentation and a single serve bag introduced in April, 2003, features a high barrier, metalized bag which assures JJG’'s uniquely tender bar will remain fresh. The nostalgic design on the box and pouch makes a dramatic display on shelf or counter, and provides a striking focal point in gift basket arrangements. JJG’s Candied Bars are available in several additional packages, including gift tins.


These award winning candied bars are made with all-natural ingredients, just the way the JJG  family has done it for over 35 years. 

JJG Candies is located in Sterling, VA and produces a variety of specialty nut and jelly candied bars and gift presentations that are sold in all 50 states in gourmet food markets, travel and resort venues, mail order catalogues and gift pack presentations. The bars are also available directly from the Company over the Internet and by mail order.

For more information contact JJG Candies’ Marketing Department at 555-555-5555 or visit its website at http://www.jjgcandies.com
###


Sample 2: Press Release

Media Release



FOR IMMEDIATE RELEASE

CONTACT INFORMATION:
Mark Winson, Director of Marketing
Zen Yoga, LLC
555-555-5555
markw@zenyogallc.com
Trainers Association Names Zen Yoga DVD One of the “100 Best Workout Products for 2004”

Los Angeles, CA (August 16, 2005) – Zen Yoga has added another award to its growing list of notable achievements. The American Trainers Association has chosen the Zen Yoga DVD as one of the “100 Best Workout Products for 2005.”  "Yoga teaches students to reach within themselves," says noted physical development authority, Dr. Ellen Kabee, Ph.D., "and this smart product encourages people to maximize their potentials."

The “100 Best Workout Products 2004" Award Program was developed by Dr. Kabee, as a service to consumers who desire to purchase safe, affordable, educationally oriented, and exercise products. This comprehensive report, published annually, features products that were carefully chosen from among hundreds reviewed at product fairs, catalogs, and through other sources. Dr.Kabee believes "consumers need help to get a head start locating new, diversified products that will maximize the benefits they receive from their exercise regimen; consumers will enjoy using these products while they increase physical development and coordination, and enhance their overall selves." Each product is reviewed using extensive criteria she has developed over the years including: safety, age-appropriateness, design, durability, lasting value, cultural and ethnic diversity, value for physical development, creativity, and levels of challenge.

Already a favorite with workout enthusiasts nationwide, Zen Yoga has become a top recommendation of industry experts this year as the only yoga video created to help promote a sense of peace and well-being in the home. Said Calliope Andrews, celebrity mother of 11-year-old old Sabine Andrews, “I'm not sure who got more out of doing Zen Yoga - my daughter or myself!!"

Zen Yoga Video/DVD: 30 minutes, Not for children under the age of 9.


About Zen Yoga, LLC: Zen Yoga, LLC started in 2002 as the creative inspiration of Yoga master Peter Madras. With more than tewnty experience in a spectrum of physical therapies, he has developed and produced a unique line of inspirational and entertaining products for yoga enthusiasts. The Zen Yoga DVD has received six awards since its release in November 2003.  For more information, please visit www.zenyogallc.com.

About Dr. Kabee:  Dr. Kabee, Ph.D. is the Director of the Institute for Physical Therapies, Orlando, and produces the annual holiday guide, "100 Best Workout Products." She is an expert in physical development, author of "Dr. Kabee 's Smart Workout" and "Yoga for a Lifetime," a frequent writer of articles, consultant, and speaker about workout therapies, yoga, and physical learning. For more information, please visit her website at www.drkabee.com 
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