PRACTICE MANAGEMENT | PRESS RELEASES

|

SPIN CYCLE

What makes
a Good Press
Release

With a world of information at our fingertips it can be difficult to stand-out
from the crowd. Wendy Lewis explains how to create good releases that
resonate with your target audience

T

wendy lewis is President of
Wendy Lewis & Co Ltd, Global
Aesthetics Consultancy, author
of 11 books, and Founder/
Editor-in-Chief of www.
beautyinthebag.com. She is a
contributor to a number of
trade and consumer
publications in the USA and
Europe.
contact wl@wlbeauty.com

44

he purpose of a press release is
to get your story in front of as many
people as possible. By posting a press
release to a newswire service, it will be
sent out to thousands of publications in
the designated markets, and ultimately
reposted on other places online. The more journalists
who view your press release, the more likely it will be
picked up by other publications.
But today, journalists get literally hundreds of press
releases every day. With this type of volume, one has to
wonder how effective press releases are at actually
generating media coverage?
The truth is that most press releases end up being
deleted for several main reasons; targeting of press releases
is generally sloppy so it doesn’t always get to the right
person, or the release is not tailored to a specific audience
rendering it basically irrelevant, or the release is not
newsworthy enough to begin with. Other reasons why a
press release doesn’t get picked up is that it is not formatted
or written well, or no interesting sound bites are included.
Another pet peeve of journalists are getting a press release
announcing that you have a new website — this is not
newsworthy information.
Although there are many free distribution services to
send out your release, the premium services (PRNewswire,
Businesswire, etc.) do charge for sending out releases. When
you consider that each press release costs from $200 for a
local market, to about $1,800 or more to distribute on the
national newswires, sending out releases too frequently
can take a big bite out of your marketing and PR budget.
Of course, there are some SEO benefits to sending out
news releases, but the SEO value may pale in comparison
to the distribution costs. Avoid stuffing strings of keywords
into a release that can cause your content to be rendered
unreadable. Keep keywords to a minimum, one or two in
the body of your release is ample, and infuse topics within
your writing to keep the reader on track.
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In the era of social media, the concept of the press
release is evolving. If you produce a well-written press
release, target it to only the right media outlets, and include
compelling visuals and/or video, you can generate ROI
from your investment in time and effort. Newswire services
will also distribute releases directly to social media
channels, especially Twitter, for broader reach. There is a
lot of competition out there, and there is always a risk that
your release will go unnoticed, especially if you send it out
on a big news day or holiday weekend.
Journalists are typically short on time and tight on
deadlines, so they need to be able to understand the whole
story just by reading a few sentences of the introduction. If
you do this well, journalists will be more likely to read the
full release and consider writing about your story. If you get
this wrong, they will hit the delete button, and may not
even bother reading the next release you send.

Press release caveats
As a licensed healthcare professional, if you hire a PR firm
to send releases on your behalf, make sure you read every
release that goes out with your name on it and insist on
approving the final content. You are responsible for your
reputation, so making claims that are exaggerated or
tooting your own for having ‘done the most’ or ‘were the
first’ need to be substantiated for validity.
If you are working with a PR firm that is not experienced
in the health and beauty sector, you may need to educate
your account team on who you are and what you do, and
feed them story ideas to use for media outreach. Unless
you are paying big bucks, your account may be relegated to
a junior person or Assistant Account Executive who is a
recent graduate with minimal experience.
To maintain your position as an expert and trusted
source, whenever possible, include statistics and data that
is on point, along with references and links to research and
articles that support your story. Linking your release to a
current news item or celebrity trend is also helpful. If the
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story has a national angle, and you are targeting local
your name on it very carefully. Poor grammar and
media, linking it to the national coverage offers
misspelled words form an indelible impression about your
confirmation that it is a timely feature.
brand and signals a lack of attention to detail and standards.
Guard against exaggerating, reciting hyperbole, and
making wild claims. These tactics may result in journalists
Contact the right journalist with the
not wanting to waste their time reading
right release
your pitches or releases. When developing
Journalists will only cover stories that are
But today, journalists get
relationships with media, it is vital to build
to their area of expertise and the
literally hundreds of press releases relevant
their trust. If you make statements that
outlets they write for. For example, if you want
require references, clarification, and every day. With this type of volume, to gain coverage for a new laser treatment you
substantiation, you are effectively just one has to wonder how effective
are offering, don’t send your pitch to fashion
making their job harder, which may result in
editors. Laser treatments are typically covered
press releases are at actually
you not getting coverage for your story.
mainly by health and beauty writers.
Spelling and grammar do count. generating media coverage?
If you or your marketing and PR team
Spellcheck is an important tool, but it is
routinely send out templates to everyone on
regrettably, not perfect. If your intention is to sell your
your media list even though the information being
expertise and services and elevate your profile, make sure
disseminated may be of no value to many of them, you risk
to read over every pitch or press release generated with
journalists opting out or ignoring your releases in the

prime-journal.com | November/December 2015

45

PRACTICE MANAGEMENT | PRESS RELEASES

THE ANATOMY OF
A PRESS RELEASE
 Logo: Optional
 Headline: This is the single most important element of a
release. It should serve to capture the reader’s attention
and summarize what you want to convey. Come up with a
snappy title and try to include one SEO keyword in your
title if possible to get noticed.
 Sub-Headline: Although this is not mandatory, it is an
opportunity to build on the headline by adding additional
detail to entice the reader to continue to the body of the
document.
 Dateline: Include the city of origin and the date of
release, example: New York, NY, November 1, 2015.
 Lead Paragraph: The opening paragraph should be
used to summarize your story succinctly and in such a
way as to generate interest. To craft an effective release, the
headline and lead paragraph are the most critical things to
get right. These are the Who and What.
 Body Paragraph/s: The next few paragraphs are the
opportunity to go deeper into the story details — these are
for explaining the When, Where, How, and Why. Make it
easy to skim your content by breaking it up into
paragraphs and sub-headings. Using bulleted lists and
charts are also a good tactic to summarize key points.
Providing expert tips and advice is often valuable.
 Quote/s: Quotes add another dimension to the release,
preferably from industry experts, researchers, and/or the
subject of the release itself. It is helpful to include 1 or 2
comments from individuals with credibility to validate the
story.
 Boilerplate: This section is for briefly defining your
organization and to add hyperlinks to your website and
social media pages. Beginning with ‘About XYZ Clinic,’ or
‘About John Doe, MD.’
 Contact Information: Be sure to include a contact name,
direct phone number and email for journalists to get in
touch with you or your representatives. If you are not
working with a PR firm, use a Practice Manager or
Marketing Manager as the contact, rather than the
practitioner. Always include your website URL and social
media links as well.
 Links: Link to some key relevant content on your
website, blog, or a resource that adds credibility. Include a
call to action at the bottom of your copy, for example: Call,
Email, Attend, or Register
 Subject Line: If you are sending a media pitch via email,
make sure to include an eye catching subject line that will
make the recipient want to open the email. Avoid using too
many words or making it confusing for the reader. Short
and sweet works best.
 Photos and Videos: Visuals have become an important
component of a successful press release, and make your
content more likely to be consumed by your target
audience. According to research cited by Hubspot, if you
can provide links to videos and embed pictures in the
press release, that increases engagement by about 18% for
photos and 55% for videos*.
*Source: http://tinyurl.com/ntxb5mf

In the era of social
media, the concept of the
press release is evolving.
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future. If you want to be considered as a topic to talk about, sending out a press
reputable source by the media, you can release on a local or national newswire can
keep up with what stories your target still generate media coverage, but it is not
audience of health and beauty journalists the only method available to you anymore.
are covering and reach out when Consider taking a more creative and varied
approach to boost your media outreach
appropriate.
One way to stand out is to personalize activities.
and customize each pitch or release to an
individual journalist. Take the time to get Follow-up
information on a particular journalist If you have customized a pitch to one or a
before reaching out. For example, comment handful of writers, it is reasonable to followon one of the articles they have written to up with them. In general, a publicist or
show that you are actually reading the marketing manager should be handling
writer’s stuff. It is that
the follow-up, not
kind of personal
the
practitioner
connection that can
directly. However,
go far to build
frequent calls and
long‑term
media
emails to inquire
Data to share with the media that they can
relationships.
about the press
use (surveys, statistics, clinical studies)
Never ever use
release are never a
Something new, fresh, or original to talk
openings like, 'Dear
good idea. When
about (a novel procedure, combination
Journalist,'
or therapy, interesting patient story)
you follow-up more
'Attention
Beauty
than once, you may
Hitting a milestone (big anniversary,
Bloggers.'
This
is
be labeled as a
opening a new office, number of
tantamount
to procedures done, national news coverage,
stalker and never
spamming.
Mass book in print)
receive a response
Receiving an award (best clinic, best doctor,
emails sent to random
from that journalist.
research paper, recognition for charitable
people rarely work
Furthermore,
the
work)
well and end up being
initial release can be
New launch (product, clinic, spa,
swept away by Gmail’s
detailed, but the
partnership)
spam filter. However,
follow up should be
writing a personal
rather brief, like ‘just
email that begins with ‘Dear Wendy’ in the checking in’.
body of the email is much more likely to
In summary, before you think, 'Let's send
elicit a response.
out a press release!' consider whether it
makes good sense and there is a valid
reason to do so. You may be able to
Are press releases on life
accomplish your goals through social
support
In my view, press releases as we once media platforms or a blog post instead. If
knew them are changing radically. We are a you flood the wires with what I call 'white
nation of overscheduled people with noise,' your releases will not elicit the
limited attention spans. We don’t read as desired response. In fact, this tactic can
much anymore and are inundated with actually backfire and the media will not
information on a minute-by-minute basis. take you seriously.
If you are keen to get media coverage as
With the advent of social media platforms,
you can get your news out via Twitter, a leading expert in your field and elevate
Facebook, Instagram, Pinterest, YouTube your clinic's profile, consider hiring a
and a host of streaming video sites and professional publicist who has strong
beauty media contacts to represent you.
communication apps.
If you like, follow or friend the journalists This can be a worthwhile investment if you
who are most likely to cover your stories, so get the right PR team onboard. But no
you can keep track of what they are writing publicist no matter how connected can
about. Many journalists today post queries work in a vacuum. They require input from
and ask for sources on social media, and the practice, case studies, and real patients
welcome a response from a qualified willing to talk about their experience in
expert, either directly or through a publicist. your practice.
If you can be ready, willing and able to help
out a journalist who needs something, they
will come back to you over and over again.
If you have an interesting and valuable
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Five REASONS TO
SEND OUT A press
RELEASE
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