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The power of public relations (PR) lies in the fact that many people view 'news' as a more credible source of information than advertising.  In addition to the credibility that PR can lend to your business’ brand, PR activities generally cost less than advertising which automatically makes it more accessible to small and medium size businesses that do not have large advertising budgets. 

Writing an effective media release means finding the hook or the angle to the story.  A media release can highlight one particular accommodation business, a unique attraction, a picturesque touring route, a new advertising campaign, tours or a key destination. It can also emphasise your region’s product strengths like food and wine or adventure activities.  The main thing to ask yourself when writing a release is ‘Why is this story going to interest the media?’
Following, are tips on how to develop an effective media release. This template will assist you in gaining valuable media coverage.

Headline 
· This is one of two critical parts to your media release.

· Put a bit of kick in the headline, a bit of creativity. Grab the journalist’s attention right from the start. Force them to keep reading. If you can do that you are halfway home. 

· Remember to keep the headline short (no more than a line) but make it active. 


Examples:


“Melbourne Aquarium: wouldn’t miss it for squids!” – Melbourne Aquarium


“Biggest Event & Smallest Penguins!” – Phillip Island Nature Park 


“Warrnambool Welcomes New Baby!” – Shipwreck Coast Tourism

“Opportunities galore for tourism start-ups” – Tourism Alliance Victoria
Attention Grabbing Opening
· The second most critical part to your release is the opening paragraph.

· Your leading 1-2 paragraphs must be clear, succinct and convey your key message.

· Explain and summarise in your opening paragraphs the WHO, WHAT, WHERE, WHEN, WHY and HOW of your story, preferably in 25 words or less.

· Follow the upside down pyramid style, ensuring you convey the key messages and important hard facts in the first two paragraphs.  This way, if the release gets chopped from the bottom up it will still make sense.

· Keep the detail for later in the release. 


Examples:


“Entrepreneurs planning to capitalize on new walking and mountain bike trails in 
the expanded 
Great Otway National Park are invited to a free Action-Packed Tourism Workshop.”


“Otway’s tourism operators have been warned against regarding on-site promotions as merely 
handing out a free lunch or bed.”

Telling the Story – the Body of the Release 
· Ideally the body of the release should be a mix of quotations and statements of fact and it should explain, in further detail, the key messages (expanding on the who, what, where, when, why).

· Assume most of the text in your media release will not be used. So, most important information appears first, then the next most interesting detail, followed by the other information. Don’t save the best for last as it might never be read.
· Each paragraph needs to have a maximum of 3-4 sentences.  Keep the sentences short and precise.

· The first sentence of the paragraph should introduce an idea, and the next one or two sentences support or expand on the idea and finally add a concluding sentence.


Example:


“The park with its diversity of landscape and neighbouring Otway Forest Park will 
support tourism, nature and adventure activities into the future.  Regional Tourism 
contributes $3.3 billion to regional Victoria’s economy (up 27% from 1998) and employs 
61,000 
through regional Victoria.  The addition of such a considerable tourism asset will 
support the 
industry’s continued growth.” 

· Quotations can make the release more human and also more relevant. Try and use quotes that add clarity or can sum up your release in a concise, lively manner. It also puts a face to your organisation. 


Example:


Nicholas Hunt, Chief Executive of Tourism Alliance Victoria said he was delighted with last 
night’s results stating “Tourism Alliance Victoria is extremely proud of all twenty eight 
members who were nominated for Victorian tourism awards and in particular the 
following 
members who were successful in winning awards”. 

· Be honest with yourself and the reader. Stick to the facts. Don't make outlandish claims and don't oversell. Instead of claiming your business is the best-ever why not provide three examples that demonstrate why it is actually different or of unique interest. 

· Highlight the benefits.  Explain how people will benefit from visiting your attraction, accommodation, region, etc.

· Make it newsworthy!  Media don’t want to release something that no one will read.

· Be positive about the region as well as your product.  If you can provide a journalist with more than one reason to visit then you may have a better chance of enticing them to the region.  If you do get approached by the media and need help with story ideas, contact your Council’s Tourism Officer or Regional Tourism Association for assistance.
· Have a 'hook' to link your story to - something topical or special that distinguishes it.

· Where applicable, profile local personalities or characters in the opening. This adds a distinctly regional/Australian flavour to the story. 

Concluding Comments
· Conclude the release with a summary of your business/organisation/region/event

· This paragraph is purely background information for the journalist and it should not matter if it is cut from the story.

Example:


“As well as the Adventure Tourism Forum, Tourism Alliance Victoria also runs a number 
of 
other conferences, seminars and workshops including the successful Victorian Tourism 
Conference held earlier this month at Zinc at Federation Square and Starting Up In Tourism 
workshops.”
Contact Details
· Always put a name of the spokesperson, or an alternative if they are available and include phone number(s), the address of the organisation, fax number, email address and website at the bottom of the release. 

· Make it easy for people to contact you, ensure there is an after hours number. 

· Think about who you are putting up as a spokesperson. Go for the person in your organisation who has enough authority to attract attention but, more importantly, will be able to sell your message effectively.

· Fulfill any media requests for information within 24 hours (at the latest). Time is everything to the media. Tight deadlines go with the territory. If you are too slow to give them information they will go elsewhere and you miss out.

General Rules for Writing a Media Release
· Make your release active. Stay upbeat. Maintain their interest. 

· Use clear, concise, simple, economical language. 

· Avoid jargon. When trying to get your message to a wider audience, don’t alienate readers by putting in words or acronyms that are known to the tourism industry only. Use the full title with the acronym in brackets. 

· If you are providing your website details to the media, make sure it is up to date!
· Length: 1-1.5 pages maximum (should only exceed 1 page if exceptionally newsworthy). Media will contact you if more information is required. 

· Use a clear and easy to read typeface (eg Times New Roman or Arial).

· Use a 12 point typeface for the main text.

· For the headline use a 12-24 point bold typeface.

· Type the release on your own letterhead (if you do not have letterhead ensure your business logo is inserted into the top right hand corner of the release).
· Include the date in the left hand corner, followed by ‘FOR IMMEDIATE RELEASE’.
· Type the release with one and a half or double space. This makes it easy for the eye to skip over your release. It also gives the reporter or chief of staff room to make notes. 

· At the end of a release there should always be the word ‘END’ in capital letters.  This indicates to the journalist that they have received the full release.

· READ it aloud. After each paragraph ask yourself if it would interest other people. If you're not sure it will, re-work the sentence or information to make it more interesting. 

· Proofread your media release before you send it off.

Supporting Material

· Have further information on hand in case more detail is required.   Supporting material could include:
· Backgrounders, fact sheets

· Customer testimonials

· Media kit

· Brochures

· Promotional items

· Presentations

· Photos (high resolution images on CD)*

· DVD/video footage*



* Invest in a professional photographer if at all possible - not just marketing shots but PR images 



and if you use talent (models or identifiable people) it must be free of all liability.  
Distributing Media Releases

· What media organisations are you targeting? Is your story suited to a regional, state, national or international audience?  Who is going to be interested in your story?

· If distributing your information directly to the media, remember that not all media have the same type of audience/readership.  For example, The Royal Auto are most interested in touring stories, where as the Gourmet Traveller likes to link their travel information to interesting food/wine and people.  This means you might need to think about how you pitch your story ideas, depending on who you are sending your release to.

· If going direct to the media, you will get a better result if you take the time to ring the publication and discover which journalist to address your information to, and even speak to them if possible.

· Check media deadlines – your story could be useless if it arrives late.

· Don’t forget to also update Tourism Victoria, the Tourism and/or Economic Development department of local council and your Regional Tourism Organisaion on any news, special deals or events relating to your product or destination.  They are always receiving media enquiries and if your business is front of mind then you will reap the rewards (see Product Update template for further information).  

· Even if your media release seems more like local news at the time, it's surprising how it can be turned around to interest domestic or international media. If an aspect of your product is new and different, that’s even better. This will make it even more newsworthy. 

Tourism Victoria’s Media & Famils Unit is available to provide further assistance.  They can be contacted on 03 9653 9678. 
Tourism Alliance Victoria acknowledges the support of Tourism Victoria, Colac Otway Shire and the Department of Sustainability & Environment in this project.  This fact sheet is an initiative of the State Government funded Otway Hinterland Capacity Building Project.

Other Tourism Alliance Victoria Reference Material includes:
· www.tourismalliance.com.au
· AAA Tourism Star Rating versus Tourism Accreditation

· Functions of a Local Tourism Association

· Functions of a Regional Tourism Organisation

· Significance of Tourism

Further Information

Tourism Alliance Victoria

PO Box 18136

Collins Street East

Melbourne Victoria 8003

Tel  03 9650 8399

Fax 03 9650 8543

Email info@tourismalliance.com.au
www.tourismalliance.com.au 

Sources
Our Community Pty Ltd, Make Your Media Release Work For You [2001], Wednesday 4th January, 2006   http://www.ourcommunity.com.au/management/view_help_sheet.do?articleid=60
Tourism Australia, Visiting Journalist Program – PR Tips [2005], Tuesday 3rd January, 2006 http://www.tourism.australia.com/Marketing.asp?sub=0323&al=338
Tourism Victoria, Working With The Media – A Practical Media Guide [2002], http://www.tourismvictoria.com.au/images/assets/All_PDFs/media_guide.pdf
Below you will see how a media release should be laid out, and the basic elements you need to include when you write one. 





Your Business Letterhead





Date


FOR IMMEDIATE RELEASE





PUT YOUR HEADLINE HERE IN BOLD





Your first paragraph needs to grab the reader’s attention.  Ensure it is clear, succinct and conveys your key message.





The following paragraphs should contain a mix of quotations and statement of fact and should explain in further detail the key messages – who, what, where, when, why.





A good media release should fit into one A4 page.





- ENDS -





Media Enquiries:


Contact name, address, phone and fax number, email address and website. 
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