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Tips for Announcing News through Press Releases 
 
One of the best and easiest methods of communicating your message to the news media is the 
press release. Building support requires ongoing communication and the press release is one of 
many PR tactics that can accomplish your goals while taking little time and expense. (See the 
press release template on the following page.) 
 
The vast majority of reporters prefer to receive press releases by email. Always put the release in 
the body of the message and never send attachments. When sending the release to more than one 
paper, send a separate email to each reporter and do not use the words “press release” in the 
subject line since they get hundreds of these a day. Use an attention grabber in the subject line 
that identifies your Writing Project site.  

The first line of the e-mail message should read, For Immediate Release: [DATE]. This lets the 
reporter know the news is authorized for publication on the date they receive it. 

After a paragraph return, provide contact information along the right margin: name, phone, and 
email address. Also include your website address. 

Skip two lines and write a headline in bold, followed by a subhead. Keep your headline to ten 
words or less. Do not write the headline in capital letters because it is harder to read by e-mail.  

Skip another line and begin your first paragraph with a dateline: the city, and sometimes the 
state, where your release is issued, and the date of the release followed by a dash. The lead 
paragraph should be brief but explain all important points. Try to lead with a provocative, strong 
first sentence. This paragraph should be from 3 to 5 sentences.  
 
The second paragraph should cover more detail. In general, remember that the most important 
information should be at the beginning––information at the end is less likely to be read.  
 
The third paragraph is a good place to use a quote. Quotes should be from someone directly 
involved in the Writing Project. Quotes add a human element and are easy for reporters to 
incorporate into a story. 
 
The last paragraph is called the “boilerplate.” It is usually no more than two to three sentences, 
explaining the organization responsible for sending the release. Following is boilerplate text used 
by NWP:  
 
The National Writing Project (NWP) is a nationwide network of educators working together to improve the 
teaching of writing in the nation’s schools and in other settings. NWP provides high-quality professional 
development programs to teachers in a variety of disciplines and at all levels, from early childhood 
through university. Through its network of more than 200 university-based sites located in all 50 states, 
the District of Columbia, Puerto Rico, and the U.S. Virgin Islands, the National Writing Project develops 
the leadership, programs, and research needed for teachers to help students become successful writers 
and learners. For more information, visit www.nwp.org.    
 
Finally, close the document with “-30-“ or “###,” which are style conventions that signal the end 
of the press release.  

http://www.nwp.org/�
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It is best to follow up with a telephone call to make sure the reporter has received the release, 
that it is on her radar screen, and to ask if the newspaper will make use of it.  
 
 
 
 

 
 
 
 
 
 
News Clips: Worth Their Weight in Gold 
  
News clips are valuable. They can be shared locally with friends, colleagues, and supporters of 
your site. NWP uses news clips to demonstrate the importance and effectiveness of the writing 
project to various members of Congress. Additionally, local sites should provide lawmakers and 
their education and district staff with news clips and press releases to maintain relationships and 
ensure that lawmakers are aware of NWP activities in their home state. 
 
 

 
 
Press Kits 
 
A press kit is a reference guide that your site can prepare to educate the media or policymakers 
about your site. You will be identified and distinguished by the information and documents you 
provide in a press kit.  
 
Following are items commonly included in press kits:  

• Identity brochure to introduce your site to the media  
• Business card listing spokesperson(s) as sources for reporters  
• Fact sheet with a few pertinent points about your site  
• Favorable news clips about your site  
• Bios of site leaders  
• Brief Q&A of commonly asked questions addressing your site  
• Case studies that highlight your site’s "success stories"  
• Quotes/testimonials of teachers, parents, community leaders, former students, etc.  

 
Whenever you get news coverage, whether by interview, press release, or 

letter to the editor, please inform the NWP office in Berkeley by sending it to 
publicaffairs@nwp.org. 



 

 

Tips for Writing Op-eds 

Op-eds, or opinion pieces, are a great way to gain visibility for the work that your local site and 
the National Writing Project do. By illustrating the importance of teaching writing, you can 
influence an audience of opinion makers who regularly read your target publication. 

In an op-ed you start with your strongest point, then spend the rest of the piece making your case. 
Done right, it’s persuasive writing at its best.  

Here’s a checklist to keep your op-ed on track: 

 Focus tightly on one issue or idea with a clear editorial viewpoint—in the first 
paragraph. 

 Link your op-ed to a current news story, but keep the focus local. 
 Don’t ramble or let your argument unfold slowly, as in an essay. 
 Express your opinion, based on researched or firsthand information. 
 Be controversial but not outrageous. Be the voice of reason. 
 Be personal and conversational; it can help you make your point. 
 Near the end, clearly restate your position and issue a call to action.  
 Appeal to the average reader.  

Op-ed Examples from Writing Project Teachers 

Congress, Can You Spare a Dime? A Teacher Makes the Case for the National Writing 
Project  
Judy Jester, a teacher-consultant with the Pennsylvania Writing and Literature Project, makes the 
case for the value of the National Writing Project in this article for Edutopia. 
http://www.edutopia.org/blog/national-writing-project-reading-writing-education-judy-jester 
 
Paul Epstein: Writing Project Cut Hurts 
Paul Epstein, co-director of the Central West Virginia Writing Project, describes what the 
Writing Project has meant to him and his colleagues in the teaching profession. 
http://wvgazette.com/Opinion/OpEdCommentaries/201104151402  
  
Writing Equals Advocacy for West Texas Writing Project 
Jonna Perrillo’s summer institute op-ed project brought teachers’ classrooms and educational 
opinions into the community’s homes. 
http://www.nwp.org/cs/public/print/resource/2819  
 



 

Submitting Op-eds 

Most daily and weekly newspapers accept outside submissions for publication on their opinion 
pages. Longer than letters to the editor, op-eds generally run between 500 and 700 words. 

Many major newspapers accept op-eds by email. Check the paper’s website first to verify its 
policy.  

While it may be tempting to fire off your op-ed to the New York Times, remember the New York 
Times receives more op-eds daily than any other paper in the United States, so competition is 
fierce. Do not underestimate the power of your local or state newspaper. Many local 
representatives and their staff read these publications daily. You can make a real difference with 
an op-ed in a local paper. Submit one today. You’ll be surprised how easy it is and how receptive 
local media can be. Best of luck! 
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