PRESS RELEASE VS. MEDIA ADVISORY
VS. CLIENT ANNOUNCEMENT

The press release is shrouded in confusion, in no small part thanks to terms such as “media
release,” “news release,” “online news release,” and more. Because there isn’t much of a
consensus on what terminology will be used for what, we’ve made an executive decision on
terms we’ll use within our firm — and even created a term of our own.
Oh — and then there’s the media advisory.

CLIENT
ANNOUNCEMENT

PRESS RELEASE

MEDIA ADVISORY

Less commonly known
industry-wide as a “media
release” and, sometimes, a
“news release.”

Also known as a media alert.

Known more commonly
industry-wide as news release
or online news release.
(See the problem here?)

Audience:

Audience:

Audience: Anyone, often

Members of the media

What:

Members of the media
consumers
suitable to report on an event
during or after the fact.

Organized text that notifies
members of the media —
through the use of facts —
about a newsworthy event,
subject, company, idea, etc.

An invitation for media to
cover an event.

What:

What: Organized text that
announces events, subjects,
ideas, etc. important to the
client and, thus, its publics

In short:

In short:

In short: Informal, at the

How it is used:

How it is used:

How it is used: To inform

What qualifies?

What qualifies?

What qualifies?

Just the facts, ma’am.
Fit to print.

Barebones who/what/when/
where/why

To quickly catch the attention To invite media to cover an
of members of the media and event
entice them into covering a
newsworthy event, subject,
company, idea, etc.

client’s discretion*

an entity’s publics about an
event, subject, company,
idea, etc.

Anything an outlet’s audience An event an outlet’s audience Anything*
would find newsworthy.
would find newsworthy that
may or may not be open to
Five easy qualifiers taught
the public.
in journalism school
are: timing, significance,
proximity, prominence,
human interest.

PRESS RELEASE VS. MEDIA ADVISORY
VS. CLIENT ANNOUNCEMENT

PRESS RELEASE
Where it travels:

Often through email. It
can also reside online as a
resource for media, and links
can be tweeted or shared
with the media.

How it is written:

In inverted pyramid format,
with the most important
info (WHO, WHAT, WHEN,
WHERE, WHY) at the top,
followed by relevant facts
in descending order of
importance. Note: Members
of the media receive
hundreds of pitches a day
and need to cull their inboxes
quickly; they are looking for
reasons to delete pitches.
This is not the place for fluff.

MEDIA ADVISORY
Where it travels:
Through email.

How it is written:

CLIENT
ANNOUNCEMENT
Where it travels:

It is posted on a client’s
website and is often repurposed for an e-newsletter.

How it is written:

Organized in a WHO/
WHAT/WHEN/WHERE/
WHY fashion. Just the basics
are included. This is not
meant to read as an article.
It also includes day-of-event
contact info.

Client’s choice.* Those
reading information on an
organization’s website are
likely more engaged with the
organization and willing to
read a bit more; that being
said, their time should still
be respected, and content
should not drag on without
a good reason. This is also
a great place to incorporate
social media hashtags and
handles (see tips on how
here).

What writing guide
governs the text:

What writing guide
governs the text:

Type 1: General press
release – Covers more
straightforward topics, such
as events, new hires, new
products, award recipients,
etc.
Type 2: Feature press release
– Covers bigger picture ideas
such as ideas or trends.

What writing guide
governs the text: AP

(Associated Press) Style,
which is the style in which
American journalists write.
The media should be able to
cut and paste the entire news
release into the paper and
put their byline at the top, if
they want to. In accordance
with AP Style, the use of
adjectives and adverbs is
discouraged.

AP (Associated Press) Style.

Client’s choice.*

PRESS RELEASE VS. MEDIA ADVISORY
VS. CLIENT ANNOUNCEMENT

PRESS RELEASE
Length:

MEDIA ADVISORY

CLIENT
ANNOUNCEMENT

Length:

Length:

Are quotes OK?

Are quotes OK?

Are quotes OK?

Contact:

Contact:

Contact:

General press release: As
short and to the point as
possible. Goal: one typed
page.

One page.

Client’s choice.*
“Write until the story is
finished” is a good rule
of thumb.

Feature press release: A little
longer is OK. Goal: two typed
pages or less.
Yes, but they should be
used sparingly and should
add something to the
piece; providing additional
information, especially if that
info can’t be verified, is ideal.
“We’re excited” and similar
such empty words should be
avoided.
Imagine Media Relations
Department

No.

Imagine Media Relations
Department unless
circumstances dictate that
the client is the day-of-event
contact.

Definitely. This is a great
place to include quotes.

Client

*Imagine will still make writing and format recommendations.

SAMPLE GENERAL PRESS RELEASE

SAMPLE FEATURE RELEASE

SAMPLE FEATURE RELEASE, CONT.

SAMPLE MEDIA ADVISORY

SAMPLE CLIENT ANNOUNCEMENT

SAMPLE CLIENT ANNOUNCEMENT, CONT.

