FOR IMMEDIATE RELEASE   (or FOR RELEASE ON MONTH, DAY)

HEADLINE

Subhead (optional)

Month, Day, Year

The lead, usually a summary lead, stating the who, what, when where, why and how goes first.

Supporting body text begins here.  This presents information in decreasing order of importance.  It may be a couple of paragraphs long, but if you haven’t caught the editor’s attention by now, your announcement probably won’t make it into the publication.

“Company/organization spokesperson quoted here, if desired.”  Purely factual information does not need to appear in a quote.

“A third-party quote, if applicable/appropriate, goes here.”  This quote should validate or elaborate on the significance of the announcement.

More information if needed, contains specific attributes, characteristics or details and appears next.

Optional general paragraphs about the profession and the organization can be included, such as …

Professional surveyors are licensed to provide a variety of services for homebuyers and landowners, contractors, developers, engineers, architects and lawyers as well as for municipal, provincial and federal government.  To learn more about surveying , including the diverse career choices available in the surveying profession check the website of the Canadian Council of Land Surveyors (www.ccls-ccag.ca) or the surveyors association in your area (www.ccls-ccag.ca/links.htm).

The Canadian Council of Land Surveyors (CCLS) is a federation of ten provincial and one federal associations representing the disciplines of cadastral, geodetic, hydrographic and photogrammetric surveying, and land information management.  The Canadian Council of Land Surveyors is a national consensus based enabling forum providing proactive leadership to its member associations.  It prime objectives are to provide national strategies, and national and international representation for land surveyors within the geomatics profession.

#  #  #

FOR MORE INFORMATION CONTACT:

Canadian Council of land Surveyors /
(Add member association if applicable)

Conseil Canadien des Arpenteurs-Géomètres


Sarah J. Cornett, OLS, Executive Director


400 – 1390 prom. Prince of Wales Drive


Ottawa ON   K2C 3N6


1-800-241-7200


fax: 613-224-9577


info@ccls-ccag.ca


www.ccls-ccag.ca


The following is an excerpt from the NSPS published Public Relations Guide (Media Guide Ver 4b.doc)

IV.

Print Media
Press Releases

A well-written press release is one of the best methods to increase visibility and establish credibility in your community.  Sending a solid press release to a well-targeted list of news media can lead to free, credible and consistent exposure.

1.
Write your press release on your letterhead. Editors/reporters will be able to easily identify where the information is coming from.

2.  
Include the release date. Most often the information is to be distributed immediately, as designated by: FOR IMMEDIATE RELEASE in bold, capital letters.  Other times the information is time sensitive and needs to be held until a specific date.  If you write: FOR RELEASE ON OCTOBER 5 the reporter will know the material should not be used until that date. Be aware that newspapers often use items from organizations on an “as needed” basis, meaning that some information is used when space is available in an issue, and not always when it is most effective or convenient for the sender.

3.  
Identify who the media should contact for more information. Include the name, organization, two spaces and then the phone number.  This should   be placed on the right side of the press release one line below the release date.

4.  
Develop a headline that serves as the title of the release and type in bold capital letters with two spaces between each word.  Center the headline and keep it short—no more than two lines.

5.  
Use a sub-heading if necessary. If you need to explain a little more information than what is written in your headline, a subhead is a good option.

6.  
A dateline contains the name of the city written in all capital letters, followed by the Associated Press (“AP Style”) abbreviation for the name of the state when the city is located, and the date the press release is being distributed.

Example:  PORTLAND, Ore. – October 2, 2002

7.  
The lead is the first paragraph of the press release and the reader should know what the release is about after reading the first two paragraphs.  The most common lead—a summary lead—includes the “five W’s and H” of reporting: who, what, when, where, why and how.  Since you are writing for reporters, write like reporters, and use the ‘inverted pyramid’ to convey information.  An inverted pyramid begins with the most basic and important facts first and more detailed information towards the end.  To make a story “fit” space available, editors cut from the end of the story which is why the most important information is given first.

8.  
Supporting body text. If your lead is more than three sentences, use the second paragraph to continue expanding the information.  The order of important information will decrease from this paragraph on.  If you haven’t set a hook by now, there is a good chance the story won’t make it into the publication. Try to incorporate your key messages in the first couple paragraphs, but avoid sounding like a sales pitch.

9.  
Company/Organization quotes. Using quotes adds life and interest to a press release.  The company/organization quote usually highlights the company/organization’s position or strategy.  This is a great place for colorful, non-factual information to make the story more appealing and ensure that the release is printed.

10.  
Include a third-party quote. A third-party quote can provide credibility to your press release because it is from someone outside your company/organization that is elaborating on what your company/organization is trying to say or do.

11.  
Remaining details. If necessary, final details about the press release appear here. Avoid including important information in the final paragraphs.

12.  
Organization information. This paragraph serves as a summary of the organization’s mission and as an overall description.  (NSPS is a non-profit organization dedicated to the. . .  Among its many outreach activities . . .or . . . membership is comprised of professional land surveyors in 50 states, Puerto Rico, and  . . .)

