
News writing 
Course for  
Non-Journalists 

ORDER FROM GREENE 
COUNTY UNIVERSITY OF 
MISSOURI EXTENSION 

This book may be 
the best $10 you 
have ever spent! 

 
“Newswriting Short Course 
for Non-Jounalists is an 
easy-to-read and practical 
tool to help the layperson 
better communicate with 
newspapers and other media. 
With the fast pace required 
by the media in putting  
information together for  
public consumption, and with 
the competitiveness for time 
and space, this book should 
be a great help to both media 
and the sender of the infor-
mation. This book is long 
overdue. It will help all con-
cerned.” 
 

Review from the  
Missouri Press Association 

 

Map to location 
833 Boonville, 

Springfield, Mo. 65802 

Central 

Chestnut 

Je
ff

er
so

n 

C
am

pb
el

l 

Greene County 
Courthouse 

2nd floor 
833  
Boonville B

oo
nv

ill
e 

N 

S 

E W 

ORDER YOUR COPY 
TODAY FROM ... 

Greene County  
University of Missouri   

Extension Center 
833 Boonville 

Springfield, Mo. 65802 
Tel: (417) 862-9284 



Mail order and check to: 
Greene County University of Missouri 

Extension Center 
833 Boonville 

Springfield, Mo. 65802 
Tel: (417) 862-9284 

Name and title 

Address 

Phone 

Please make your check payable to: 
Greene County University Outreach & Extension  

Order form for book 

Media outlet represented 

PRINT VERSION 
Quantity ordered: 

$10  per book 

Total cost: 

Essential release elements 
 
There are seven elements every media release 
should have in terms of how it appears: 
 
FOR IMMEDIATE RELEASE: These words 
should appear in the upper left-hand margin, just 
under your letterhead. You should capitalize every 
letter. Some releases use “embargo” dates which ask 
that the information not be used until the listed date, 
but these are not very effective. 
 
Contact Information: Skip a line or two after re-
lease statement and list the name, title, telephone 
number and e-mail address of your spokesperson 
(the person with the most information). It is impor-
tant to also give your home number since reporters 
often work on deadlines and may not be available 
until after hours. 
 
Headline: Skip two lines after your contact informa-
tion and use a boldface type. 
 
Dateline: Technically, this should include the city 
your press release is issued from and the date you 
are mailing your release. 
 
Lead Paragraph: The first paragraph needs to grab 
the readers attention and should contain the relevant 
information to your message such as who, what, 
when, where, why. 
 
Text: This is the main body of your press release 
where your message should fully develop. Try to 
keep your release to one page, if at all possible. 
 
Recap: Close with a summary paragraph about your 
company or organization. This is also a good place 
to restate your products specifications as well as ad-
ditional contact information. 

Examples of text and topics from the book 
What is news? 
 
Here are some yardsticks by which to measure the 
value of news: 

 
• Timeliness. A story needs to be immediate or 
near the present. Without timeliness a news story is 
either history or prediction. 
 
• Proximity. Close, physically or psychologically 
to the audience and the point of the publication or 
broadcast. Editors prefer “local” stories. 
 
• Importance. How “big” and important is the 
idea, event, situation or person? 
 
• Conflict. This includes all kinds of struggles. 
Mankind versus the environment or some of man-
kind versus others, etc. 
 
• Progress. Improvements made by man show 
progress. Research development, better production 
methods, education, new equipment, improvements 
in living standards, human relations, etc. 

 
• Unusualness. Does the story provide rare, odd 
and sometimes unforeseen ideas, events or situa-
tions? 
 
• Human interest. Ideas, events or situations that 
touch human emotions provide human interest, 
which can arouse casual curiosity or incite anger, 
fear, joy or compassion. 


