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[bookmark: _GoBack]MyTonsils Digital Toolkit: Press Release Template

Press Contact:
{Company}
{Contact person and his/her info}

{Doctor} Announces {COBLATION◊ technology at Practice}
FOR IMMEDIATE RELEASE

{City, State, Date} - {Doctor}, {value statement about Doctor’s practice}, {COBLATION◊ technology}, for {purpose of new product}. It is available now in {his/her} practice.
{COBLATION◊ technology} is {detailed description of procedure, including why it will be different from any other of its kind already out there.}
{Quote from a patient or patient parent.} 
{Value statement details about COBLATION◊ technology, including what benefits it will provide for the patient depending on the type of practice Doctor has.}
{Quote from Doctor using COBLATION◊ technology.}
{Boilerplate about Practice and any prominent individuals associated with Practice.}

###

[bookmark: _pvx7u9bvuos]How to Use the Press Release
A press release is an official announcement issued to the news media. The heading should contain action verbs, the first paragraph should answer the who, what, why and where. The press release should contain simple language and a quote.

Whether we call it a "press release," a "press statement," a "news release," or a "media release," it’s all the same thing.

Press releases are succinct and should be approximately one page long. 
[bookmark: _miw0b7ck56bu]Rule 1: Make Your Headline Interesting 
Set up your press release for success by starting with your headline. Use action verbs, clear, understandable language, and keep your headline simple and short.

Most importantly, make it interesting. Keep in mind that reporters get dozens (if not hundreds) of releases each day, so invest the time to write a compelling headline. It's worth the effort on your part. (However, please be sure the headline is factual and is not misleading) 
[bookmark: _wcz61h2axxf9]Rule 2: Don't Play Hard to Get
For reporters, analysts, influencers, or followers to be inclined to share your announcement, you have to tell them upfront why they should care.

The first paragraph of your release should cover the who, what, why, where, and how of your new launch, update, or development. Reporters don't have a ton of time to sift through details and fluffy background information. They just need the facts that will help them tell your story to someone else from a position of authority. 

There shouldn't be any new, crucial information covered after this section that the reader could potentially miss. 
[bookmark: _mj9ax86e8l3w]Rule 3: Offer a Repeatable Quote 
Once you've set the scene, it's time to bring your details to life with a quote that reporters can use for context around your announcement and help paint a picture of how your news affects the given industry, customer base, and landscape. Use a quote from yourself, a researcher that is well-known, or patients (or patient parents). When using a direct quote, ensure you secure approval from any other party involved. 
[bookmark: _lpuvwyjzgeys]Rule 4: Provide Valuable Background Information
In this last paragraph, keep in mind that the reader already has all of the vital details and information they need to file a story or spread the word. However, a press release needs to be helpful and concise.

Offer details here that strengthen your narrative, like creative or noteworthy ways your practice decided to use COBLATION technology. Or, when applicable, comment on future implications of your announcement. 
[bookmark: _f7r7fhs4w47q]Rule 5: Make the "Who" and "What" Obvious 
Describe what your company does in clear, plain English, include a link to your practice's homepage early on, and make your boilerplate succinct and straightforward. If you cite data, include a reference link for the data source, and make sure every name in the release has an associated title and company as well.

To keep yourself honest on this front, ask a friend or colleague to read the release without context and ask if they can easily and readily explain why the announcement matters, what your company does, and why the executives included are quoted. If the answer to any of those questions is no, get back to the drawing board. 
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