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• With 8 years of experience in the writing and editing field, he has 
utilized his understanding to train clients on the art of impression 
through press releases in training seminars, blog posts, and 
counseling. 

• He has worked as an editor, writing coach, and writer in the 
non-fiction publishing industry in the U.S., as well as an English 
speaking, grammar, and writing teacher in the Czech Republic, 
Japan, and China.
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CSR User Media SEO

Help demonstrate 

the company’s value 

for society

Help communicate 

with your targeted 

audience

Help establish a 

relationship with the 

media

Help build SEO traffic 

and search visibility 

Why Press Releases Matters
During Times of Crisis or Concern
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What to Write
Know Your Audience

Cision’s “2020 State of the Media” Report
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What about these examples related to COVID-19?

Dentist Recommends Boiling Family 
Toothbrushes COVID-19/ Corona Virus 
Help.

Dentistry Recommends Homemade 
Power Shake to Lower Stress and Boost 
Your Immune System to Prevent Disease 
and Heal Today

Newsjacking Profiteering



Common Topics during COVID-19

• Corporate Social Responsibility (CSR) 

• Company response to the pandemic

• CEO letters/points of view

• Technical/medical support

• Surveys/research 

• Post-Pandemic Work Resumption

Plan Your Content

What to Write
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DISCUSSION: Is this a good topic?

A company wants to send out a release 

saying that they are offering free face masks 

to Chinese speakers in the US
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What to Write
Content Organization

Opening Paragraph – “Why”

Details

Quotes

Call to Action

Boilerplate

Eye-tracking by Nielsen Norman Group (2017)



What to Write
Opening Paragraphs

Opening Paragraph:

• Should be a condensed version of the release: If a reader stops here, they’ll know the full story

• 5W Questions: What is happening? Who is involved? Where is it happening? When is it happening? Why does it matter? 

• Readers should be able to see how this information is important to them (not the company) right away
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Case Study

BEIJING, May 7, 2020 /PRNewswire/ -- Phoenix 

Tree Holdings Limited ("Danke" or the "Company") 

(NYSE: DNK), one of the largest co-living platforms 

in China with the fastest growth, has launched a 

series of new measures this month to provide its 
tenants with safe rental apartments and services 

during the ongoing COVID-19 pandemic

JAKARTA, Indonesia, May 7, 2020 /PRNewswire/ --

Building on the commitment to reinforce the global 

frontline fight against the Covid-19 pandemic, Yili Group, 

the No.1 dairy company in Asia, worked with PT Green 

Asia Food Indonesia to send personal protective 
equipment (PPE) to Indonesia as part of the relief 

effort to support local communities. The medical 

supplies, including 100,000 surgical masks, 2,000 

protective suits and 2,000 pairs of goggles, were 

delivered to the Executive Office of the President of 
Republic of Indonesia during the ceremony held on May 

5.



What to Write
Body Paragraphs

Body Paragraphs:

• More specific details about the news in the 1st paragraph 

• Quote attribution with full name and title: Demonstrates professionalism/relevance
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What to Write
Example Body Paragraphs

As the coronavirus pandemic continues to disrupt the lives of millions in Asia Pacific, this has 

resulted in medical resources being stretched, and families being more susceptible to hunger 

and food insecurity. To help address some of these issues, Herbalife Nutrition's contribution will 

go into providing the necessary medical and nutrition supplies in partnership with local non-profit 

organisations in the region. These include:

• Provision of medical supplies such as protective gear and test kits to hospitals;

• Provision of nutrition products such as Herbalife Nutrition Formula 1 Shake and Protein Bar to 

healthcare workers who are working round the clock to care for the influx of COVID-19 

patients;

• Provision of personal hygiene products such as face masks, hand sanitizers, hand soap and 

mouthwash to needy children through Herbalife Nutrition Foundation's Casa Herbalife 

Program;

• Provision of cash funds to support relief efforts through local organisations such as the 

Vietnam Fatherland Front Central Committee.
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What to Write
Example Body Paragraphs with Quotes

Randy Tan, Founder and CEO, said "This is an exceptional time for the global 

economy. As the COVID-19 situation evolves, we want to stay nimble and support our 

clients through their challenges. I hope RDP's fee relief measures help our hotel 

clients in some way to sustain their businesses. Our account managers have been in 

touch with clients to find out how they can, perhaps, adapt their strategies to make 
use of other RDP solutions. Let's keep our chins up. With resilience and commitment, 

we look forward to better days ahead."

Quotes: 

• Need to be relevant to the news; don't use them to sneak in information about the 

company

• Needs to do double-work: Provide a voice for the company while also providing more 

details
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Call to Action / Boilerplate

Contact

Boilerplate

Call to Action
• Tells the reader how to follow up

• Lists past accomplishments
• Explains main areas of expertise

• Details geographic footprint
• Includes company website

• Name, title/position, contact 

points (email or phone) 

• Choose a contact who can speak 

English fluently on the phone
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How Important is the Call to Action/Boilerplate? 

"28% of respondents deemed interviews the most trustworthy nonbrand 

source and 19% said spokespeople were the most useful brand source. Use 

people in your organization as experts in your field. 

(Hint: depending on the topic at hand, this isn’t always going to be the CEO.)"

-- Cision’s “2020 State of the Media” Report
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Key Tool: Press Release Analyzer Tool

• Press Release Analyzer Tool allows you to 

input your release to determine its efficacy

• Input the release and get feedback on the 

content

https://comms.cision.com/press-release-analyzer-tool-ww?utm_source=ww_client&utm_medium=email&utm_campaign=us-ww-targets&utm_term=wire&utm_content=2019uspranalyzertool
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Release Analyzer Tool

• Heading and Body
Provides pointers on length 

• Contact
Explains the importance of giving readers 

the option to follow up

• Quotations and Images
Reminds you of how to further optimize 

your release for more coverage

• Keywords
Points out instances of over-use for 

terminology. Remember, variety is a good 

thing



‹#›

Where to Send Your (COVID-19) News
Avoiding Errors of International Miscommunication

Match content to distribution circuits

Be sure the reader knows why you’ve 

sent this news to their region

Provide accessible content

If possible, translate in the local 

language. Don’t rely on “English Only” 

distribution in regions where English is 

not the dominant language

Research the distribution region

Avoid touchy subjects, demeaning or 

patronizing wording, and over-

generalization of populations

Stay out of other people’s fights

Avoid taking sides in political issues or 
disputes between other companies. Your 
focus should only be on what you’re doing 
for the readers
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When to Send Your News
Timeliness of Content

Does the content reflect a larger 
conversation being had in the media in the 
current moment?

Does the news provide necessary 
information that will benefit readers in the 
current moment? 

Are there any other stories that might 
distract from your story? 
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How to Present Your News: 
Utilize Multimedia to Drive the 
Point Home
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How to Present Your News
Example Multimedia Assets
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What to Remember: 
Key Take-aways for International PR during Times of Crisis or Concern

Tone

Avoid calling yourself 

#1 Instead, focus on 

the qualities that set 

you apart from others

No Profiteering

Using COVID-19 to sell 

your products leaves a 

bad taste in the mouth 

of the readers

No Newsjacking

Take out anything 

unrelated to your news 

(Even if that means not 

connecting to COVID-19). 

No Bad-Mouthing

Do not say bad 
things about your 
competitors, other 

groups, or politicians
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More Resources



Q&A



Thank You!


