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Creating An Online News Release

As we all know, the way people look for information has changed. The process 
now—a quick search on the web to find the links, content, references and 
discussions that get the attention of the person looking. And there is a ton of 
information out there.

To get noticed you need to write for two audiences:

The people searching for your businesses products and services.1.	

The search engines that find your content and bring it to those people.2.	

An online news release can help you do both. The basic components include:

 Headline•	

 Summary•	

 Dateline and Lead•	

 Body•	

 Boilerplate Statement•	

 Contact Information •	

Before You Write Your Release—A List of Do’s and Don’ts

Follow these tips to develop a professional, concise and powerful news release.

The Do’s

Start strong:•	  You only have a matter of seconds to grab your readers’ 
attention, so you want to capture it with a strong opening. Your headline, 
summary and first paragraph should clarify your news. The rest of your 
release should provide the detail.

Identify yourself:•	  If your release does not identify the source of the 
information within the first few paragraphs, you may lose the promotional 
value your release can provide.



Write professionally:•	  If your release contains hype, slang, excessive 
exclamation points or superlatives, chances are it will be viewed as an 
advertisement rather than a news release, which may hurt your credibility. 
Or worse, a media outlet may pick up your release and publish it without 
modification, opening any sloppy writing to a larger audience.

Limit jargon: •	 The best way to communicate is to speak plainly using 
ordinary language. Using an abundance of technical language and jargon 
limits your reading audience. 

Make sure your information is informational and timely:•	  Think about 
your audience. Will someone else find your story interesting? Answer 
the question, “Why should anyone care?” Make sure your announcement 
contains information that is timely, unique, highlights something new or 
unusual, and provides useful information to your audience. In other words, 
don’t make it an advertisement for your business.

Avoid clichés:•	  You don’t listen to clichés. Neither will your audience. 
Avoid phrases like “customers save money” or “great customer service” to 
announce or describe. Focus on the aspects of your announcement that 
truly set you apart from everyone else.

Pick an angle:•	  Make sure that your release has a good hook. Tying your 
information to current events, recent studies, trends and social issues 
brings relevance, urgency and importance to your message.

Use anchor text and features:•	  Attach logos, head shots, product 
shots, photographs, audio files, video files, PDF documents or any other 
supplemental materials that build up your release. Use anchor text and 
hyperlinks to point readers back to your site ensures both your website 
and your important keywords receive simultaneous promotion in your 
release.

Illustrate the solution:•	  Use real life examples to illustrate how your 
company or organization solved a problem. Identify the problem and why 
your solution is the right solution. Give examples.

Don’t be afraid to toot your own horn: •	 Online news release distribution 
is a successful way to create expert status. If your company has reached a 
milestone, celebrated an anniversary, hired a new president, experienced 
significant growth or received an award, tell the world what you did right. 
Or, write a release that offers readers “tips” or help in your field of expertise.



Don’t give away all the secrets:•	  If you’re running a new promotion this 
season, tell readers where they can go to learn more. Provide links in your 
release directly to the page on your website where readers can learn the 
specifics about your news and then act upon it. If you don’t give your 
readers a reason to click through to your site, they won’t.

Stick to the facts:•	  Tell the truth. Avoid fluff, embellishments, hype and 
exaggerations. If you feel that your release seems sensational, there’s a 
good chance your readers will think so, too.

Use active voice:•	  Verbs in the active voice bring your press release to life. 
Rather than writing “entered into a partnership,” use “partnered.”  Do not be 
afraid to use strong verbs. For example, “The committee exhibited severe 
hostility over the incident” reads better if changed to “The committee was 
enraged over the incident.”

Economize your words: •	 Be concise. News search engines sometimes 
reject news releases with overly long headlines, excessive lists and high 
overall word counts. Eliminate unnecessary adjectives, flowery language or 
redundant expressions such as “added bonus” or “first time ever.”

Proofread:•	  Write your press release in a Word or other text document 
instead of writing it directly on the online submit page, so you can print 
it, proofread, rewrite and proofread again. The more time you take to do it 
right, the better your company’s impression to the world.

The Don’ts

Since your release is competing with hundreds, sometimes thousands, of other 
companies and organizations that are all vying for a reader’s attention, it’s best 
to make sure that your release is strong and free of mistakes. Remember, you 
won’t get a second chance to fix a negative impression.

Here are a few things that should not be in any press release:

All capital letters to emphasize anything•	

Grammatical errors•	

Lack of content and substance•	

Advertisements or promotional language•	

Hype•	

The words “you,” “I” or “we” outside of a quoted statement•	



Topic Ideas

All companies have news. In fact, even if you’re a home business you have 
plenty of information to share—perhaps a new partnership, new products, a 
new website or a new employee. All of these topics can be used to help
increase your business’s online visibility. Here are some of the most common 
release topics.

Announcing a new product or feature •	
Product launches are fundamental to fueling your company’s growth. 
Generate maximum online visibility for your next product launch with 
online marketing tools and promotions.

Winning an award •	
Awards give your company credibility with your customers—and sending 
out an online news release is a great way to get the attention your award 
deserves. Whether you are a local restaurant celebrating your Zagat rating 
or your company has been voted best place to work—let the world know.

Hosting a fundraising dinner or technology summit•	  
Successful events need publicity—and what better way than to announce 
your event online, where millions of people can learn how they can 
participate in or support your event. Whether you are hosting a fundraising 
dinner or launching a technical summit, keep your prospects up to date 
while driving traffic to your website by promoting your event.

Announcing an employee change•	  
Employee promotions and new hires can be big news. And sharing that 
news with the world shows that your business is growing and that you 
value your team.

Launching a new partnership•	  
Sharing news about your business partnerships is one of the best ways to 
promote your success, highlight your company’s growth, build credibility 
for your company and your partner’s company, and potentially lead to new 
customers for both organizations.

Sharing survey results•	  
Market research is an effective tool to build credibility and awareness 
for your key initiatives—especially when the information is broadly 
communicated. Whether you’re using survey data to identify industry 
trends or to build support for a key program, share that information.



The Headline

A good online news release headline:

Provides information, not a marketing pitch or advertisement•	

Contains the keywords people are likely to search•	

Gets a reader’s attention quickly•	

Makes the reader want to learn more•	

LENGTH: New/search engines have very specific headline limits (what they will 
display).

Google: 60 characters•	

Yahoo!: 120 characters•	

PRWeb: 170 characters•	

FORMAT: Title case. Capitalize the first letter of every word except for 
prepositions and articles of three characters or less.

TIP: Write your headline and summary last to be sure you include the most 
important keywords and information captured in the release.

EXAMPLE: ResortQuest Expands Vacation Rental Operations into the Alabama 
Gulf Coast Area



The Summary

The summary paragraph is just that—a synopsis of the information contained 
in the release. The summary paragraph typically follows the headline and gives 
you the opportunity to provide a brief description of your business and the 
information you are sharing. Some distribution points will only display your
headline, summary and a link to your news release. So if your release does not 
have a summary paragraph you may reduce the effectiveness of your news 
since readers will not be enticed to click through for more information.

LENGTH: One to four sentences

FORMAT: Title case

TIP: Make sure you announce your company’s name within the headline, 
summary or first few paragraphs so you immediately link the information with 
your organization.

EXAMPLE: ResortQuest, the nation’s leading provider of vacation rentals, 
property management and real estate services is pleased to announce its 
expansion into the vacation rental arena along Alabama’s beautiful Gulf Coast.

The Body Copy

Now’s your chance to tell your story. And, like any news story, the purpose is 
to provide your reader with information. Remember to keep your tone neutral 
and objective—like a newscaster, not an advertisement.

LENGTH: 300 – 800 words

FORMAT: Web press releases should not contain html tags and
other formatting such as non-standard characters, tables or forced
line breaks. 

EXAMPLE: “For additional information on the news that is the subject of this 
release (or for a sample, copy or demo), contact Mary Smith or visit www.
prweb.com. You can also include details on product availability, trademark 
acknowledgment, etc. here.”



Not sure where to start? Follow this format:

Opening paragraph
Elaborate on who, what, when, where, why and how. The media typically lift 
this information if they pick up or reference your release.

Center
Add details to your story that support your claim, add interest, or reinforce •	
what you are trying to say. These can include quotes from key staff, 
customers or subject matter experts, statistics, charts, etc.

Provide detail around the information you are sharing.•	

Include links to your website in this form: http://www.prweb.com.•	

Final paragraph
Traditionally, the final paragraph of a news release contains the least  
important information. But for an online release, it’s best to restate and 
summarize the key points of the overall release. Include an opportunity for 
the reader to get more information, and provide any legal language or 
product/service details.

What not to do
Directly address the consumer or your target audience (calling them “you”).•	

Refer to yourself or your company as “I,” “we”—both this and the bullet •	
point above flag that the information to follow is a selling piece vs. news.

Use exclamation points; hyperbolic product/service claims; descriptions of •	
a product or service as amazing, etc., or the use of capital letters to CREATE 
EMPHASIS—as these challenge the credibility of your announcement.

Include an e-mail address in the body of the release. It will likely be picked •	
up by a “spambot,” which is a program that searches the web for email 
address formats to create mailing lists for spam.

Include long lists within your release. We have found that long lists may •	
cause your release to be rejected from the news search engines.

Create link spam (including excessive links to manipulate search engine •	
rankings). Include no more than one link per 100 words of your release. 
These links include both anchor text links (highlighted words associated 
with a hyperlink) and active URL hyperlinks.

TIP: Keep sentences and paragraphs short, about three or four lines per 
paragraph. And don’t forget to check spelling before you submit your release.



EXAMPLE:
“ResortQuest’s vacation rental expansion into the Alabama Gulf Coast area was 
driven by consumer and homeowner requests. They talked, we listened and 
responded,” stated Ryan Christopher, Senior Operations Manager with
ResortQuest. “ResortQuest is excited to be a part of the Alabama Gulf Coast 
community and we are very encouraged by the welcome and interest we have 
received from local partners, owners, and businesses.” ResortQuest is the largest
vacation rental and real estate sales company on the Northern Gulf Coast and 
currently manages over 3,000 vacation rentals in this area. Vacation rentals 
include spacious beach condominiums, luxurious private homes and full 
service resorts in Destin, Fort Walton Beach, Beaches of South Walton, Panama 
City Beach, Navarre Beach and Perdido Key on Northwest Florida’s Gulf Coast 
and will now encompass vacation rentals in Orange Beach, Gulf Shores and Fort 
Morgan on Alabama’s Gulf Coast.

“We are thrilled to be affiliated with ResortQuest as their brand is nationally 
known and respected as a leader in vacation rental, real estate, and property 
management. Their marketing power will leverage the entire area as a tourism 
destination, reaching new guests and investors,” said Rick Phillips, a local 
developer. 

“I am excited to be part of ResortQuest, because they have so much to offer—
both for our guests and homeowners,” stated Tia Casey, ResortQuest’s Alabama 
Gulf Coast Rental Manager and long-time resident of the area. “From quality
vacation rentals, to superior service, to value added products for our guests and 
special perks for our owners—it’s a win–win situation.”

“In addition to offering vacationers in the Alabama Gulf Coast area the same 
level of quality vacation rentals and superior service that our Northwest 
Florida guests receive, all ResortQuest guests staying in Northwest Florida and 
Alabama receive our seasonal complimentary Passport to Fun program,” stated 
Vickie Warner, Marketing Director for the Northwest Florida and Alabama Gulf 
Coast area. “In Alabama, our guests receive complimentary admission/fares to 
Waterville USA, Deep Sea Fishing excursions aboard Zeke’s Lady, a choice of 
Dolphin cruises and tickets to the Track Recreation Center.”

Vacationers interested in learning more about ResortQuest’s vacation rental 
options along the Alabama or Northwest Florida Gulf Coast, can visit www.
ResortquestAl.com or www.ResortQuestNWFL.com. Alabama Gulf Coast 
homeowners interested in joining ResortQuest’s Alabama Gulf Coast rental 
program, should contact Tia Casey at 1-800-the-Gulf or 251-968-2121 for more 
information.



Boilerplate Statement

By definition, boilerplate content is “a unit of writing that can be used over and 
over without change.” In the news release world, this is typically your “About 
the Company” sentence. However, it also can include standard copy about any 
important people, services, or details in your release, as well as “safeharbor” 
statements in financial releases.

EXAMPLE:
About ResortQuest

ResortQuest, one of the nation’s leading vacation rentals and resort real estate 
companies, provides a one-stop resource in North America’s premier resort 
destinations, (ResortQuest.com).

ResortQuest is the largest marketer and management company of vacation 
condominiums and home rentals in the U.S. ResortQuest Real Estate is one of 
the nation’s leading real estate companies focusing exclusively on resort
properties, offering superior brokerage services in the country’s premier beach, 
ski and golf destinations.

Contact Information

Contact information provides the media and everyone else interested in what 
you have to say a way to reach you. It should include your company name, 
telephone number, website and an email address. Note: the email address will
not be visible in the release.

EXAMPLE:
Mary Smith, Director of Public Relations
XYZ Company
555-555-5555
http://www.prweb.com



A Final Checklist for Formatting Your Release 

How you present your news is just as important as your content. Follow these 
formatting guidelines to enhance distribution and search engine optimization.

□ 	Use “title case” for headlines. The first letter of each word capitalized. 		
	 Exceptions to this include words less than three characters and prepositions. 

□ 	Don’t use ALL CAPS. It is considered bad form to submit a press release 		
	 entirely in upper case letters. It will be ignored by journalists and many   	   	
	 readers.
 
□ 	Have your dateline look like this: City, State, Day, Month 
	 and Year. Including the city and town related to your news is optional, 
	 but	helpful for readers. The date should reflect the date of distribution for 		
	 your release.
 
□ 	Keep even spacing and avoid special characters. Each paragraph should 	
	 have natural line wraps, not forced line breaks. Leave one line break 		
	 between each paragraph. It’s not necessary to include dashes, asterisks or 		
	 other symbols to separate sections in your release. 

□ 	Do not use HTML. Your news or press release will be distributed over a 		
	 wide array of networks and including such formatting will negatively impact 	
	 the readability of your web release. 

□ 	Limit in-text links to one link per 100 words. These links include both 		
	 anchor text links and active URL hyperlinks.

□ 	Get written approval for ticker symbols other than your own: Do not use 	
	 unless you have express written permission to use another company’s ticker 	
	 symbol.

□ 	Convert charts and graphs to images or PDFs. Attach graphs and charts 	
	 to your release by converting them to images or PDFs as they will not 		
	 display properly if they are cut and pasted into the text of your web release.



□ 	Keep your release within 300–800 words. It is nearly impossible to 	
	 announce your news in a few sentences. If you do not have more than a few 		
	 sentences, 	you may not have an item worth announcing.

□ 	Include your email address only in your contact information. This will 		
	 protect you from spam.

Source: PRWeb
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