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MEDIA RELATIONS, PRESS KITS & PRESS RELEASES 

 
Build a Relationship  
Ask for a short meeting or phone call with a local religion or community writer/reporter. Keep it 
short: introduce yourself, pitch a few timely story ideas and leave them with a press kit. Don’t forget 
to include television and radio reporters in your communications. Ask them what you can do to make 
their jobs easier when submitting press releases: inquire about their deadlines and preferred formats 
of submission.  
 
Create an Effective Press Kit  
Consider including the following items in your press kit. Revisit the kit every 6‐12 months to see if it 
needs updating. Package the kit simply but professionally – in a folder or binder – and make sure that 
it carries clear marks of your church’s graphic/visual identity. The kit should include:  

 Basic statistics about the church: membership figures, brief history, mission or key ministry 
priorities;  

 Bio of church leader(s) and headshot(s), if available;  

 Copies of recent newsletters or bulletins;  

 A calendar of events for the next 6‐12 months;  

 Contact information for potential interviews or spokespeople;  

 A short list of timely story ideas;  

 Any statement your clergy or vestry have released on topical issues of the day.  
 
Think Big – But Think Small, Too  
Yes, it would be ideal to be on a first‐name‐basis with the religion editor at The Washington Post. But 
don’t let that goal distract you from the next best thing. Reach out to community papers and weekly 
magazines. Let them know that you’re available for interviews and to pitch story ideas when they 
need to fill space or tell a church story.  
 
Be Timely and Topical  
Send press releases that are topical and timely. The press is much more likely to be interested in your 
ministry or outreach event if it relates to a topic or season that’s on people’s minds. Don’t waste 
time on press releases that would only appeal to a limited audience or are not truly newsworthy. 
Don’t forget that if your rector or vicar has a statement on a timely and topical issue, that statement 
can be sent to media as a stand‐alone press release.  
  
Be Professional  
Make sure your communications with the press adhere to the following guidelines:  

• Designate one or two people in your church to be official spokespersons.  
• Distribute press releases well in advance of an event, but not too far in advance. Consider 

each publication’s frequency and deadlines when making submissions.  

 Be clear and concise. Avoid flowery language and exclamation points. Proofread carefully for 
proper grammar, syntax and spelling.  

• Avoid acronyms and define any “insider” church language (ECW, UTO).  

 Use a style guide – the AP Style Book and the Chicago Manual of Style are the two most 
frequently used by media. Church communicators might find the Religion Writers Style Book 
helpful: http://religionstylebook.com/.  

 

http://religionstylebook.com/
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Tips and Content for Writing Press Releases 
 
General Tips 

 Don’t editorialize. Text that is an opinion should only be included as a quote from another 
person. Never say: “The Rev. James Jones is a smart, hard-working priest.” Do say, “Bishop 
Johnston said, ‘The Rev. James Jones is a smart, hard-working priest.’” It gives more 
credibility to you as a news source. 

 Write in third-person. 

 Eliminate “church speak” and spell out acronyms.  
 
New clergy 

 Make it personal. Stories about people tend to be more interesting. 

 Find an angle. Maybe it’s your first female/non-English-speaking/under-40 rector for the 
congregation. Maybe it’s that your new priest is extremely connected to social media. Maybe 
it’s that your new vicar is a church builder who founded a prison ministry at a former 
congregation. Pick an angle and play it up.  

 
Crisis communications 

 Be transparent within reason.  

 Avoid overly harsh or critical judgment unless absolutely necessary.  

 Focus on community, prayer, coming together and moving forward, as appropriate.  
 

Other Resources 
“Press Release Tips” from Episcopal Church Foundation Vital Practices 
http://www.ecfvp.org/yourturn/press-release-tips/ 
 
“Tips for Writing an Effective Press Release” from Church Marketing Sucks 
http://www.churchmarketingsucks.com/2006/10/tips-for-writing-an-effective-press-release/ 
 
“Two Tips to Improve your Church Press Release” from EvangelismCoach.org 
http://www.evangelismcoach.org/2008/2-tips-to-improve-your-church-press-release/ 
 
“How to Do a Church Press Release without Annoying the Press” from My Song is the Night 
http://mysonginthenight.com/2012/03/21/how-to-do-a-church-press-release-without-annoying-the-
press/ 
 
“Church Public Relations 101” from ChurchLeaders.com 
http://www.churchleaders.com/?news=138945/ 
 
Contact Tips for Approaching the Media  
Content provided courtesy the Diocese of Texas, used with permission.  

• Identify yourself by full name, organization, title and a quick explanation of why you’re 
calling.  

• Be courteous and attentive.  
• Have all your facts at hand. If you don’t know the answer to a question, tell them you fill find 

out and get back to them. Follow through.  
• Highlight the new and unusual.  

http://www.ecfvp.org/yourturn/press-release-tips/
http://www.churchmarketingsucks.com/2006/10/tips-for-writing-an-effective-press-release/
http://www.evangelismcoach.org/2008/2-tips-to-improve-your-church-press-release/
http://mysonginthenight.com/2012/03/21/how-to-do-a-church-press-release-without-annoying-the-press/
http://mysonginthenight.com/2012/03/21/how-to-do-a-church-press-release-without-annoying-the-press/
http://www.churchleaders.com/?news=138945/
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• Be brief.  
• Don’t talk “off the record,” and keep in mind that what you say may be interpreted as 

“official policy.”  
• Don’t thank a reporter for running your story; complement the presentation.  
• Never question why your story wasn’t run; there will be other opportunities.  
• Never bypass reporters by seeking coverage through their advertising department or other 

sections.  
• The best time for reporters at dailies or broadcast stations is at the start of their day, before 

deadline pressures begin to build. With weeklies, it is the day after publication. 
 
 


