
What is news? 
 new group or ministry begun  
 new staff person   local link to 
national issue, concern, actions    
 related church school event 
 social ministry initiative 
 rewrite a churchwide release with 
your own local comment, lead 
 regional or national figure coming 
to preach or present  major gift 
 ecumenical event   special study 
 worship events   confirmation 
 dedication of new building or 
significant item  
 delegates chosen for synodical or 
churchwide event 

[post on churchadm.com Additional Resources/Document Samples & Forms] 
 

Press Release Guidelines 
Communications primer: How to write a news release 
 
When a nd Wha t to Wri te: 
 
Pla n releases in adva nce; brai nstorm with others on what 
is news. Include the pastor.  
 
Keep in mi nd your congregation’s news profi le over time:  

Are the releases you have sent over a period of time 
col lectively giv i ng a balanced impression of your 
congregation’s mi nistry or are they skewed toward one 
dimension (e.g. a lways a fund raiser, craft fa ir, one 
social issue, etc.)? 

 
Use Tip sheets: A set of brief story ideas, often with  a 
sentence or two about issues, upcomi ng events, and 
i ndiv iduals in congregation who have a story (for 
reporters and feature writers to consider).  
 
Phone contact with reporter wil l always help. In working 
with televis ion or radio, it is usual l y essential.  
 
Wri ti ng a release t h a t wil l be 
pri n ted:  
To begin: Press releases must answer the 
questions: Who?, What?, When?, Where?, 
How? and perhaps Why?  
 
Write crisp sentences and employ active, 
strong verbs.  
 
Writers often describe a release as an 
i nverted pyra mid; large issues to smaller 
details.  
Important facts come first and early in the 
release. Details fol low. If the story is 
shortened or edited (rarely is this not the 
case), you want to emphasize the most 
i mportant information up front.  
 
Consider the angle of the story. Often, news 
writers identify a “peg” or a particular 
perspective that helps establ ish why the 
story is of interest or important. This should 
factor in the lead sentence. Exa mples: New 
twist to an old idea, major event, wel l known 
person involved, hu ma n interest angle, a 
key local event connected to larger national, 
social or rel igious issue, a unique progra m, 
etc.  
 
A void jargon, technical and other “insider 
la ng uage” in writing for the public. Even if 
writi ng for the church’s media, jargon is 
u ndesirable.  
 
(Just the facts, please) Never editorial ize:  
"Twelfth Lutheran Church really took a leap of faith last 

week as Pastor Deinst called for a vote on an exciting 
new building program  
Headli nes should be strong and clear. Avoid 
any double entendre.  
 
Photos are helpfu l, importa nt, or essential. 
Digital is O.K. if the qual ity is good.  
 
End the release with general information: 
Don't forget to include information in what's 
cal led the "cut-off" position at the very end--
extra info about the church, such as size, 
denominational affi l iation, location, unique 
identifiers, historical information, other 
tidbits--just on the chance that the paper is 
short of copy and can give you some space.  
 
No acronyms, except after spel l i ng out the 
reference [i.e. Evangel ical Luthera n Church 
i n A merica (ELCA) ] 
 

Lead Paragraph, starting with 
grabbing sentence 

Important Details 

Related Details 

(Quotes, Human 
Interest) 

 Details, helpful 
important data,  
    background 

-more- 
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T he Form a t:  
Double or 1.5 l ine spacing is standard in hard copy printed news releases. Never print on the back 
side of a news release. Always use a second sheet.  
 
Include dates and contact information in clearl y v is ible place.  
 
Is it clear when the release is for publication?   FOR IMMEDIATE RELEASE    or  

FOR RELEASE FEBRUAR Y 1, 2007 
 
Pri nt “–more-“ at the bottom of the first page so that a reporter or editor knows that there is more 
copy on another page. 
 
End of the story put either -30- or ### signa l i ng the end of the news release.  
 
If the release is folded, headli ne and top of release should be folded outward for vis ibil ity.  
 
Someone other than the writer should always proof read the release before it goes to print or 
electronic publication. 
 
EMAIL issues:  
Email press releases are usual l y shorter in length than their counterparts.  
 
Required:  

Compell i ng header in the subject li ne 
 Electronic  contact information, plus phone 
 A short paragraph at the end of the release contai ni ng background information on church 
 
Things are chang i ng: Some organizations are no longer accepting attach ments, but wish to 
receive the releases inside a regular email note. They wil l often accept attach ments of photos, 
however, but phone contact wil l verify the best practices for your local media outlet.  
 
Genera l Considera t ions: 
Create the News List:  Generate a list of names and addresses for newspapers, radio stations and TV 
stations you wish to target.  If a name is unavailable, address it to Religion Editor (newspapers), 
News Director (radio), or Assignment Editor (TV).  To real ly do it up right, call each to find out how 
they prefer submissions—fax, e-mail, postal mail, or hand delivery.  
 
Know the deadlines and publish i ng schedules of al l papers on your list. Send it a week ahead of 
ti me. Feature sections and radio events annou ncements often operate with longer lead times.  
 
Know to whom you are going to send the release. Find out who is covering your geographical area, 
rel ig ious orga nizational news, or the topic of the ki nd of news your are sending.  
 
When t he stor y appea rs 
 
Keep a cl ipping or copy of the story, and compare it with the origi nal release. This reveals the 
editorial style of the people you are working with and wil l help you the next time around.  
 
Chose your battles careful l y. Don’t ask for a correction/retraction unless is it a serious factual 
error.  
 
A lways thank a reporter or editor for their good work and coverage of your story. 
 
Questions:  
Wondering about tit les, modes of address, special word usage, gender and other references? Best 
source is the Associated Press Style Book and Libel Manual. The ELCA also has  Style Guidelines for 
the Evangelical Lutheran Church in America which is also avai lable onl i ne.  
 
Talk to your synodical commu nication staff member, or another member of the ELCA’s network of 
commu nicators. 
 



Guidelines dev eloped by the Rev. John Spangler, Executive Assistant to the President for 
Communication and Planning at the Lutheran Theological Seminary at Gettysburg.  


