
  

Press Releases 
 
One of the best ways to reach your target audience is through the websites, magazine, 
newspapers, TV and radio shows that they might read, watch or listen to. For your 
motorsport events, these will usually be motorsport and local media outlets. 
 
The motorsport press will be read by a captive audience of motorsport enthusiasts, while 
local and mainstream titles will allow you to reach new audiences, which is important if you 
want to grow your reach. 
 
A common mistake is to bombard media contacts with frequent press releases repeating the 
same old lines. Instead, make sure your press releases are planned as part of your wider 
marketing strategy, and only send a press release when you have news to announce. 
 

What is news? 
 
A commonly used definition is that ‘dog bites man’ is 
not news, whereas ‘man bites dog’ is. In other words, 
news is something that is out of the ordinary – this 
is your ‘news hook’. In the case of a motorsport 
event, this could be for instance; confirming a star 
driver, achieving a record entry, signing a new 
sponsor, attracting a record number of volunteers, or 
raising a significant amount of money for charity. 
 

How to write a news story 
 
Think of a story like an upside-down pyramid; as 
well as the news hook, you want to get as much 
important information in at the top as you can. 
 

 
 
Consider the five Ws: who; what; where; when; why. 
In the following example, we cover off four of the 
five Ws in a sentence: 
 

 
 
The Motor Club [who] has 
attracted a full entry [news hook] 
for its inaugural closed road race 
[what] in Bicester [where] this 
weekend [when]. 
 

Try not to overcomplicate the subject matter. Stick to 
the key points and always remember to keep it 
simple, including the language you use. You don’t 
want to confuse your reader with complicated 
terminology. 
 
The media will also want a quote from someone 
involved in your event. Make sure to include contact 
details for further information or to request an 
interview in your release. 
 

Sourcing images 
 
News outlets are more likely to publish your story if it 
is accompanied by a high-quality image. Ask your 
club photographer or club colleagues if they have any 
appropriate high-resolution shots that you could 
include. Always make sure to ask the photographer’s 
permission before using their photo in a release. 
 
When sending your release, make sure to add your 
images as attachments so that they are not 
compressed into the release itself and are easy to 
access. You want to make everything as easy for the 
journalist as possible! 



 

Building your media list 
 
Once you have written your news 
story, think about the audiences you 
want to reach and the news outlets 
they might consume. 
 

Local newspapers are often short of resource but 
desperate for stories. They should be on your media 
list and are a great way of reaching those local to 
your event or club. 
 
When researching contact information for your 
chosen publication, make the effort to search for the 
name of the editor of the website or publication, or 
the correspondent relevant to the subject of your 
release. Sending your release to specific journalists 
and editors will see it more likely to be published 
than if sent to a generic 
newsdesk@mylocalpaper.co.uk email address.  
 
Additionally, it is a good idea to find out when each 
publication has its deadline to know when is best to 
send them your story, and their preferred method of 
receiving information. This will come with time as 
you build and develop a relationship with the 
journalists you regularly work with. 
 

How to send a press release 
 
You should proof-read the release carefully to 
eliminate spelling, grammar, and punctuation 
mistakes. It’s also a really good idea to get someone 
else to read through it and get their perspective on 
what you have written. 
 
Rather than just write an email, we suggest you 
write the release in Word or similar, save as a PDF, 
and then attach the document to the email, with a 
few covering words in the body of the email. 
 
When sending the email, it is bad practice to put the 
recipient list in either the ‘To’ or ‘cc’ address bars, as 
this would mean that all recipients will be able to 
see each other’s email addresses when they receive 
it. Instead, put the recipients in the ‘Bcc’ (blind copy) 
address bar, and put your own email address in the 
‘To’ address bar. 
 
 

 
Remember to provide a contact for the press and 
media to get more information. You should include a 
phone number and email address and make sure 
that these points of contact are regularly monitored. 
 
For a more professional look, you could try an email 
marketing platform. There are plenty out there, so 
have a look around to find one that works for you. 
Mailchimp for example is very user-friendly and free 
to use, providing that you have a contacts list of no 
more than 2000 email addresses. 
 
Using a platform like Mailchimp also gives you 
access to analytical tools, so for instance you will be 
able to see who opened the email, when they 
opened it, and which links they clicked on. 
 

Local media and press contacts 
 
If you aren’t sure of which newspapers and news 
outlets to send your press releases to, research! In 
this situation, search engines can be your best friend 
as an array of different news outlets will be featured 
and displayed.  
 
 

 
 
 

For more information guides visit the 
Motorsport UK Club Toolkit. 
 
For guidance and suggestions of further 
guides, email the Motorsport UK Club & 
Community Development Team at 
club.development@motorsportuk.org  
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