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Many journalists pipe up about how they want to receive news releases. As found in 
the survey, most prefer email… 
 
• Email is always the easiest way to receive and transmit information, however, it would be 

even easier to share releases or discern releases if they were written using Associated 
Press style, which most journalists either use or are keenly aware of. I spend too much 
time trying to clean up press releases before sharing them with the public online. 
 

• E-mail still works best, but I might be old-fashioned. 
 
• E-mail is useful, but one thing that would make my life easier: The inclusion of high 

resolution art with appropiate credit information and complete desciptions for the times 
when a cutline is needed. 

 
• Use correct standard HTML codes for special characters in headlines 

 
• Email is best. Even better is if PR firm knows what I do -- and don't -- cover. 
 
• email is fine 

 
• We use internal tools to amalgamate our incoming news feeds. So, RSS is the best/easiest, 

but we can also integrate email, twitter, and other social media elements. And, of course, 
the personal relationship always the most effective. However, some of the most important 
factors in picking up press releases for coverage is clear and concise content - and the 
direct access to the source(s) and data-points so that we can quickly turn into a news-
brief. Even including quotes, data points, and call-outs helps with our coverage and 
increases the likelihood of pick-up. Providing direct access and contact information for 
relevant parties is also immensely important. Adding eye-candy like video and pictures are 
great too but don’t necessarily influence the likelihood of coverage. 

 
• As a retireee doing limited freelance work (a weekly column on antiques and auctions) I 

rely on news releases in print or via e-mail, or phone calls 
 
• We prefer that attachments be in Word, not pdf format, and that the body of the release 

text be copied into the body of the email for instant access. 
 

• I am deluged with email, so I prefer to receive them in response to a request for a 
particular project in most cases. However, I am launching a new magazine now and am 
open to receiving unsolicited material that will help build my network in this field. 

 
• Press Releases are fine via email, but I prefer to get an actual hard copy of musical 

releases. 
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• Don't waste my time with dead-tree releases. Never use my fax without permission. Don't 

bother me with releases that have zero relevance to my areas of interest. Do your 
homework, and act like a professional 

 
• Mail was best, but e-mail is fine -- and much better if all the info is in the body of the e-

mail, not in a PDF. And, please, god ... no more Constant Contact press releases. We have 
to forward the press releases we get a lot ... and Constant Contact e-mails dissolve into a 
puddle of html when you forward them. NO MORE!! 

 
• If they were workable with Word that would make things easier, for calendar and news 

brief pieces 
 

 
In addition, they shared information on what they want to receive with releases… 
 
• I prefer a link to high-res images as we use those as image headers to the posts we create 

on our site and all assets be available via FTP or download  
 
• It is usually better to offer stuff to supplement the press release, but don't make it 

necessary 
 
• Images are KEY!! Thanks for asking. I am 100% more likely to carry a story if it has a 

strong image. Of course it has to fit within our paper's demographic too (diaspora South 
Asians) 

 
• For our local issue programming we need to be able to do things easily and efficiently. 

Satellite interviews are horrible and Skype is generally just as bad. Prerecorded interview 
answers are very helpful as are stories involving local individuals. We manage a Class A 
and a Low Power station. 

 
• I still prefer CDs for music, since liner notes, songwriting, production and performance 

credits, and other useful information is not usually included in electronic press kits. 
 

• The best press releases I receive are emailed to me directly, all of their information and 
spelling is correct, they include not more than 2 high res photos, they arrive about 3 weeks 
in advance of the event being promoted, they do not include an opening paragraph about 
why my paper should give coverage, they do not require me to go to another source for 
basic information. I only accept actual books for possible review. Swag doesn't hurt. 

 
• My favorite press releases include good writing which can be used with little editing for 

possible use. Also, if it is for an entertainer - they should always include a nice .zip folder 
with everything from high-res images, bio, and music tracks if possible. A proper working 
link to all those elements also works. 
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• I work for several outlets so what I need to know is if movies will be available on Demand 

and for some outlets where the person lived/lives (regional paper). 
 
• Try to make news releases more like news and make sure you send to the appropriate 

news organizations. Although I cover restaurants, I cover them nationally. A one-store 
restaurant opening in Wichita, Kan., does not interest me in the slightest, but the Biz 
journal in Wichita might like to know. 

 
• Biggest problems I encounter with press releases are a) too much information and b) not 

enough information. The shorter and more bullet-pointed a press release is, the better. But 
when pieces of information are missing like names, locations, phone numbers, what time 
an event starts, the date of an event, etc., I toss it. 
 

• I'm an editor, not a reporter, so most of the questions above about "working on a story" 
are not relevant. If a press release is useful to me, it's because of the information it 
contains (the story pitch) and, occasionally, because it includes photos we can use. 

 
• Short and to the point Make it one page, and keep info as concise as possible. 
 
• The more actual facts in a press release, the more likely I am to run it.  
• Having the information all at the top, rather than digging for it. My role is less for stories 

and more for events and community achievements, therefore, I need accurate information 
that is easily accessible and not overloaded with fluff. 

 
• Please send newsworthy stories not promotional press releases txs! 
 
 
They also told us what they don’t want to get with emails (namely, PDFs and unasked 
for attachments usually)… 
 
• Do not send as PDF. They look nice, but require extra work to manipulate copy. Best way is 

to send email in the body of the text. Make it easy for us. 
 
• Don't wow me with PRspeak; I'll just gloss over it. 
 
• Prefer email attachments as text files, not as PDFs 

 
• We prefer separate word docs and jpg images to pdfs where they are bundled together. It 

takes more time to separate all that out. 
 

• I hate giant fonts 
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Some mention that they would like more lead time… 
 
• I'd like as long a lead time as possible. I write for magazines and it usually takes AT LEAST 

three months to get into print. 
 
• Greater advanced notice is of importance to us as we publish on a monthly basis. 
 
And others referenced follow up and access to resources… 
 
• Please never follow up or present by phone unless it's an invitation. 
 
• Many times, media rooms can be difficult to locate on a website, but they are very helpful 

in my work. 
 

• Please include phone numbers and email addresses for contacts for follow-up 
communication, it seems obvious but it's shocking how many press releases omit this 
necessary information. Also please include a date, many times recycled new releases are 
intentionally put out without a date. It misleads and wastes a reporter's time and will not 
do anything to gain coverage. 

 
• I think too many people are jumping on the "social media" bandwagon and blogs without 

concern for the quality of such things or the time readers'/writers' would need to devote to 
such endeavors. 

 
Good writing also gets a few mentions, with journalists asking for better and more 
consistent writing and info… 
 
• One of the questions above referred to "verbiage from press releases," which is a big issue. 

Too many press releases are loaded with verbiage while burying vital information, which 
wastes my time and energies I could be putting to better uses. Best press releases involve 
getting the crucial details — 5Ws and H -- high in the release, while relegating less useful 
(or absolutely useless) stuff like flowery quotes and lengthy biographies to lower 
paragraphs. 

 
• Far too many press releases are amateurish in nature. They are written using a first person 

plural pronoun, which makes them fairly unusable without work first, but since there is no 
mention of who wrote the press release (which would tell me who to quote), they often just 
disappear into the delete file. 
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Some journalists mentioned they wished releases were more highly targeted…  
 

• Do better research on the kinds of topics we cover -- there are a lot of irrelevant press kits 
clogging my inbox. 
 

• Please read my blogs first. I get way too many releases that have nothing to do with my 
subjects. It's a pain in the tush. 
 

• The message in an email should open with my name. Establish a relationship. The first 
sentence should clearly (and without any cutesy shit…I’m looking at you, emoticon users…) 
why what you’re seeking publicity for is awesome, and why my readers will care about it. 
Do not use the jargon common to "spin" and other doublespeak tactics frequently 
employed by folks who write releases. Do not use ALL CAPS. Not once, not ever. It looks 
juvenile and unprofessional. 

 
• Would prefer to receive releases more targeted to my field, i.e., jazz- and blues-related 

content. 
 
• Take the time to learn about my needs and send relevant information. 

 
• Would sure like for those who don't do them regularly to pick up a tutorial on how to put 

one together. 
 
• I wish PR people with DOTs and hotels would ALWAYS respond! 

 
• I must, must, MUST be able to opt out of a mailing list -- especially one for which I never 

signed up. 
 
 
 


