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Sherri Collins
Editor Pet Product News International

Sherri has more than 19 years of publishing 
experience, most recently as the managing 
editor of AUTO Aficionado, preceded by a two-
year stint on the PR side of life and 9 ½ years 
as executive editor of european car Magazine. 
Sherri joined the PPNI editorial team almost a 
year ago. 
Sherri’s weekly blog, Of Pets and Pen, can be 
found at http://www.petproductnews.com/ppn-
editorial-blog/of-pets-and-pen/default.aspx

http://www.petproductnews.com/ppn-editorial-blog/of-pets-and-pen/default.aspx
http://www.petproductnews.com/ppn-editorial-blog/of-pets-and-pen/default.aspx
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The importance of press releases and how a great one can benefit your business 
by generating buzz throughout the industry.

Introduction 

Why you need publicity? 

How to go about getting publicity

The benefits of publicity 

LET THE BIG DOGS DO THE WORK
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A new product, product line, service, etc. 

Company changes: new opening, closing, 
acquisition, selling, merger, facility 
expansions, website, phone number, 
address, etc.

Company news: partnerships, distribution 
agreements, financial reports, endorsements, 
sponsorships, seminars, contests, 
giveaways, donations, new certification, 
anniversary, survey/study results, etc. 

Personnel changes: hires, restructures, 
promotion, death, etc. 

Personal recognitions: awards, medals, 
honors, new license, speaker at a 
conference, etc. 

Topic 1: Reasons to Send Out a Press Release

LET THE BIG DOGS DO THE WORK
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Know your audience.

Focus on facts: who, what, when, where and why. Start 
the press release with bulleted points for Who, What, 
Where and When, and include a description of each in one 
line or less. This allows editors to direct the release to the 
appropriate party quickly.

Include the most important information first. 

Topic 2: Press Release Dos

LET THE BIG DOGS DO THE WORK
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Include full company name.

Include media contact information: name of contact, 
title with company or mention PR firm, phone number 
and email. 

Add an “About Company” at end of press release: full 
name of company, what it does/manufacturers/etc., 
company headquarters, list any subsidiaries and their 
function, short company history, website and contact 
info, number of stores, when founded.

List credentials of any doctor mentioned, such as 
DVM, Ph.D., MD, etc., as well as current position.

LET THE BIG DOGS DO THE WORK

Topic 2: Press Release Dos (CONTINUED)
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Write a clear headline. For example, write “ABC Company 
Partners with XYZ Foundation” or “New Partnership to 
Benefit Homeless Dogs,” not “Hot Deal Creates Happiness 
for All Involved.”

Add quotes, if appropriate, to add character, but make 
sure they are relevant and that they bring something to the 
news at hand. For example, the founders of ABC 
Company may comment on how they expect their new 
partnership to be better than last year by finding x-amount 

of more homes for abandoned dogs.

LET THE BIG DOGS DO THE WORK
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If mentioning other companies in the press 
release, include their headquarters and 
focus. 

Keep the press release concise. It doesn’t 
have to be terse and boring, but make each 
word count. 

Date the press release. 

Proofread for grammatical, spelling and  
typographical errors. 

Check the format. After several 
emails/attachments/etc., letters can turn into 
unreadable characters. For example, th$ dog 
#%st…

Topic 2: Press Release Dos (CONTINUED)

LET THE BIG DOGS DO THE WORK
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Send high resolution images with the release and 
include captions. This means photos should be at least 
3” x 5” at 300  dpi with no re-sampling done (i.e., just 
making an image bigger using the same file. It doesn’t 
help.). The best image is the one straight from the 
camera. The sharper the image, the clearer the focus, 
the less special effect, the better chance it has of 
getting into the magazine.

Be aware of lead time. Monthly publications will likely 
work several weeks to a few months ahead. For 
example, in May, B2B publications are already working 
on July and August issues. For consumer publications, 
the lead time is even longer. Make sure the press 
release is timely. 

Topic 2: Press Release Dos (CONTINUED)

LET THE BIG DOGS DO THE WORK
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Topic 2: Press Release Dos (CONTINUED)

If you mention a website in the release, make 
sure it’s current/active. Use complete link 
(http://www.PetProductNews.com ), it will help 
your search engine optimization efforts when it 
is picked up by an online source.

Post all your press releases on your own 
website.  

LET THE BIG DOGS DO THE WORK

http://www.petproductnews.com/
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Example of an Effective Press Release

LET THE BIG DOGS DO THE WORK

Strong headline
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Example of an Effective Press Release (CONTINUED)

LET THE BIG DOGS DO THE WORK

Details/Scope

Informative, yet not 
too long
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Topic 3: Press Release Don’ts

Avoid trite pet terminology/phrases. 
Examples include “a new leash on life,” “a 
breed apart,” “gone to the dogs,” “perrrrrfect
opportunity,” “flying off the shelves” and “who 
let the dogs out?”.

In correlation with the above, avoid subjective 
adjectives. Overly used adjectives include: 
“unique,” “special,” “state-of-the-art.”

Don’t write fluff. A press release is not an 
advertisement.

LET THE BIG DOGS DO THE WORK
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Topic 3: Press Release Don’ts (CONTINUED)

Don’t exaggerate. Tell it as it is. 

Avoid hype and exclamation points (!) 

Story telling is rarely necessary in a press release. Stick to the facts. 

Don’t send out a press release just to send out a press release. Make sure it 
is newsworthy. (See Reasons to Send Out a Press Release.)

LET THE BIG DOGS DO THE WORK
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Example of an Ineffective Press Release

LET THE BIG DOGS DO THE WORK

Hype

Errors

Better as two 
separate items
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Example of an Ineffective Press Release (CONTINUED)

LET THE BIG DOGS DO THE WORK

Most 
important 
last
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Topic 4: Additional Tips from Sponsor

LET THE BIG DOGS DO THE WORK
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Topic 5: Questions from Participants

LET THE BIG DOGS DO THE WORK
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Topic 6: Downloadable Files to Assist with Publicity Goals

LET THE BIG DOGS DO THE WORK

To download the press release template go to: 

http://www.petproductnews.com/PRtemplate

To download the image guide go to: 

http://www.petproductnews.com/ImageGuide

To download the press release check list  go to: 

http://www.petproductnews.com/PRCheckList

http://www.petproductnews.com/PRtemplate
http://www.petproductnews.com/ImageGuide
http://www.petproductnews.com/PRCheckList
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THANK YOU 
FOR ATTENDING

LET THE BIG DOGS DO THE WORK


