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Tips for News Releases that Get Results



One of the best ways to promote your business is through a story in a newspaper or
magazine, or coverage on television or radio news programs. Unfortunately, many
potential self-publicizers do not know how to write a news release that catches and
keeps an editor’s attention. Follow these tips to create a news release that gets read
instead of tossed.

1. Identify yourself. If you’re mailing or faxing your news release (as opposed to
emailing it), print it on company letterhead to clearly identify your company. Be sure to
prominently display the words “News Release” on the release.

2. Start it off right. In the upper left-hand corner, put “For Immediate Release,” or
if the release has time value, “Hold Until date/month/year” or “For Release during the
Christmas Season.” This tells the editor when to use the release. You should keep these to
a minimum because most media hate embargos.

3. Tell them who to call. On the next line, tell the editors who they can contact for
further information by writing: “For Further Information Contact: spokesperson name,
phone, fax and email address.” Use the name of a person — not just a company name or
job title — and make sure to give the person’s direct number. Be sure that the person is
available.

4. Grab them with the headline. The headline is your first and sometimes only
chance to grab the editor’s attention and make them keep reading. Make it short, clear
and interesting. Editors get stacks of news releases everyday. Do not use colored paper,
fancy inserts, etc. Such attention-getting gimmicks are the brand of an amateur and many
editors will often throw your release away.

5. Use the five W’s (and one H). Put most of the critical information in the first
paragraph, including the five W’s and one H: who, what, when, where, why and how.
Make sure the first 10 words of the release are effective, as they are important.

6. Invert your pyramid. The body of the press release should take the format of an
inverted pyramid: critical information goes in the first paragraph, information of next
highest importance in the second paragraph, and so on. Sometimes an editor will print a
news release as is, and the inverted pyramid format allows him or her to slice off the last
paragraph, if necessary, without sacrificing important information.

7. Cut the hype. One reason that most information from the news releases never
gets news coverage is that they are basically advertisements disguised as news. Make
sure the information is newsworthy. What’s considered news?

. An event

. A new marketing campaign

. Community service

. A contest

. Changes in staff

. An award

. A move to a new location or the opening of a new branch

. A new product or service — but ONLY if it’s truly new and unique

Start with a brief description of the news and then distinguish who announced it, not the
other way around.



8. Pay attention to the little things. These are the small details that indicate
professionalism to an editor.

. Use an easy-to-read typeface such as Times, preferably 12 points.

. Study newspapers to see how their stories are constructed, and construct yours in
the same way — including starting with the city of origin and date.

. Send the news release to a specific person whenever possible. Otherwise, address
it to a specific editor, such as “Business Editor” or “Food Editor.”

. You don’t need to include a cover letter with your news release. The editor
already knows what it is and what to do with it.

. If you’re sending photos with the release, keep in mind that you won’t get them

back unless you mark to return the items and include a self-addressed stamped envelope.
Newsworthy or Not?

There are six criteria to follow in evaluating if your company’s news is of value to the
media or other organizations.

. Impact — includes the number of people it affects, the seriousness of
consequences, directness of cause and effect, and the immediacy of the effect.
. Proximity — the distance between the audience and the problem or issue of

concern. This criterion simply suggests that local connections or news angles increase
value.

. Timeliness — how perishable the information is. Monthly and weekly print media
may be more interested in “why” and “how” than “when”, although daily newspapers
remain concerned with the timeliness of information.

. Prominence — the extent to which the problem or issue is recognizable and well
known

. Novelty — unusual, bizarre, deviant and offbeat information attracts people’s
interest.

. Conflict — strikes, fights, disputes, wars, crime, politics and sports. Conflict is a
major ingredient in news due to its appeal.

Who to Send Information To:
Compile a media list including the name of the publication, station or show, the
name of the editor, reporter or news director, the mailing address, phone number, fax

number and email address. Attached is a list of some local media contacts. This, and
other lists, should be updated every three to four month

When to Release Information:

It is essential to establish a mutually beneficial relationship with local
reporters. You have information they want and they have the access that you want to



release your information. It is important to realize reporters and their publications
live by deadlines. Most commonly, afternoon daily papers have a deadline of
approximately 9:30 a.m. and morning daily papers have a deadline of about 4:30
p.m.

Weekend publications are usually put together during the middle of the week, so
information received on Friday often does not make the cut. Information should not be
released on Fridays because more than likely it will not be covered in the weekend
editions of daily publications. It sometimes appears that a company is trying to hide
something when it makes a major announcement on a Friday because standard Saturday
readership numbers are very low compared to weekdays and Sundays. Busy news days
vary depending on the size of the community and the number of news venues in the
area.

How to Send Information:

The methods of sending press releases to media contacts have changed in the
last few years. Technology has aided in speeding up the process of releasing
information. Traditionally, press releases were typed, copied and mailed. Today,
many media contacts prefer to receive information electronically, by fax or e-mail,
because the information gets into the reporters’ hands faster.

When faxing a release to the media there is no need to use a cover page because
the release has all the information on it; if it is intended for a specific person, type their
name on the top of the release. When e-mailing a news release be sure to include
individual addressing — media organization, name, editor or reporter name and title. It is
useful to include links to your e-mail and Web site so that more information can be
obtained if needed.

Format of a News Release:

News releases should be double-spaced and printed on company letterhead that
includes the business’ name and address. If a news release is more than one page, the
bottom line of the first page should have the word “MORE” centered on the last line.
The first line of the second page should have an abbreviated headline and the page
number. At the end of a release, the symbols ‘30” or “###’ should be placed in the center
of the last line of text to signify that there are no more pages or information. Attached is
an example of a news release that can be used as a reference for the format of a release.

Only one side of an 8 %2” X 11” piece of paper should be used. It should be
double-spaced and have a minimum of one-inch margins on each side of the page. The
word “more” between two dashes ( - more - ) should be centered at the bottom of the
page to let reporters know that another page follows. Use three number symbols (###)
immediately following the last paragraph to indicate the end of a press release.

There are seven basic elements every press release should have in terms of



content and 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. Contact Information: Skip a line or two after release statement and list the
name, title, telephone and fax numbers of your company spokesperson (the person with
the information).

Headline: Skip two lines after your contact information and use a boldface type to center
the title. Capitalize the first letters of all words in the headline (with the exception of: “a”,
“an”, “the” or prepositions such as “of”, “to” or “from”). The combination of upper and
lower case makes it easier to read.

Dateline: This should be the city and state abbreviation that your news release is issued
from in all capital letters and the date you are mailing your release. Two dashes
separate the city and date from each other, and dateline from the text.

Lead Paragraph: The first paragraph needs to grasp the readers’ attention and should
contain the relevant information to your message such as the five W’s (who, what,
when, where, why).

Text: The main body of your press release is where your message should fully develop.

Effective Leads:

Leads are the first sentence or paragraph in an article or news release. They serve
as a hook to make your audience want to know more.

The first couple of paragraphs of a news release answer six basic questions:
Who? What? When? Where? Why? How? In the opening sentence, emphasis is placed
on what comes first. Rarely are the When and Where important enough to emphasize in
the first sentence. Leads usually begin with what happened and/or to whom it
happened.

Keep leads fresh by emphasizing the most recent news in the story. Help
readers recognize local stories or stories with local tie-ins by playing up the local angle
in the lead. Ask yourself how people will be able to relate to this information.

Use the technique of “delayed identification” in the opening paragraph unless the
name of the person written about is well known by all readers. In a delayed-
identification opening sentence, the person’s name should not be given; rather, the
person should be described in a way that helps the reader see the person’s relationship to
the story. Explain before you name.

Opening paragraphs should be short — usually 30 words or less. Normally,
the opening paragraph is a single sentence. You should streamline your leads by
saving “clutter” for later — unfamiliar names, long titles and background.

A well-written lead shows the reader the main ideas in the story in the order of
presentation. Thus, a good lead previews the main story and gives the reader a map that
lets her see the story from beginning to end.



Text of a Release:

News releases should develop topics in the inverted pyramid sequence. The first
paragraph or two summarizes the most important information in the story. The end or
outcome of the story is told immediately at the beginning. No major ideas are held back.

After the lead is written, supporting detail is added in decreasing order of
importance. If the story must be cut for length from the bottom, this assures that the
most essential information will be retained.

All paragraphs should be no more than two or three sentences long. They should
be written in third person, avoiding the use of “you”. All paragraphs should be indented
% or have an extra line space in between them. The last paragraph should be a summary
sentence or two about the organization.

If technical language is necessary, make sure it is explained. Using jargon and
technical terminology confuses readers and makes it hard for them to understand the
information. Make sure your news release contains all critical information, including
dates and times. Let editors know if photos, audio or video are available and how they
can be obtained.

Releases Containing Photos:

When sending a photograph, illustration or video with a release, make sure to
label the item. Photographs should have the person’s name written on the back of the
picture. If these items need to be returned, make sure to send a self-addressed stamped
envelope with your release.

If you want a certain caption to go with your photo or illustration you should
write it as a separate piece of information. The first sentence of the caption should
describe what the photo shows, in present tense, and state where and when the photo was
taken. The second sentence should give background on the news event or describe why
the photo is significant. Whenever possible, try to keep captions to no more than two
concise sentences, while including the relevant information. Try to anticipate what
information a newspaper editor or reader will need to better understand the photo.

Photos can be prints or electronic images. Prints can be black and white or color
and generally of any size. They will be scanned into a black-and-white format.
Electronic images should be in JPEG format, at least 200 dpi and e-mailed to the editor.

Editing Tips:

1. Cut meaningless words such as: so, just, oh, however, well, then and but.

2. Avoid beginning sentences with ‘and’” and “but’.

3. Avoid weak modifiers (“helping words’ that have lost their power from overuse)
such as: now, seemed, really, even, started, some, always, right, very, all, certainly,
definitely, exactly, anyway, this and that.

4. Avoid hedging or waffy words that dilute or tone down a statement, such as: sort



of, kind of, a little, perhaps, somewhat, began to/started to (use these only when showing
interrupting action), usually, probably, maybe, rather, fairly, perhaps, quite, look,
looking, ish and seeming.

5. Be aware that what is happening in a scene is usually more important than when it
is happening. Avoid clogging sentences with “time” words, such as: first, next, then,
finally, suddenly, after that, for a while, in a minute, etc.

6. Avoid passive voice. Whenever possible, change ‘was’ or ‘were’ to a more active
verb. This will spark action and make the sentence move quicker.
7. Avoid adverbs; they are signs of an amateur. Actions speak louder than adverbs.

Example: Change “‘I hate you!” Krista said angrily” to “‘I hate you! Krista shouted.” The
latter sentence shows her anger, rather than telling it.

8. Delete unnecessary adjectives. They make the information seem less newsworthy
and more like an advertisement.
9. Read the release aloud to catch word echoes, awkward phrasing, false-sounding

dialogue, run-on sentences, slow paragraphs, etc.
10. Make sure that every word, phrase, detail, sentence and paragraph advances and
tightens your story.

Responding to Requests for Information:

First of all, you should familiarize yourself with your own organization or
company. You should also be aware of the organization’s mission statement, the history
of the organization, and basic biographical information on chief executives.

You should be accessible for others to contact you for more information
especially after you send out a news release. Make sure the receptionist knows to direct
all media inquiries to you, the company spokesperson. Check your messages often and
respond quickly to any requests from media for more information.

Following Up:

It is always a good idea to follow up the release of information with a phone call.
Give faxed and e-mailed releases one day for a follow up. Mailed releases usually require
a three-day period before a follow up call is done. When you call, identify yourself, your
organization, and the information the release pertained to. Keep in mind that most editors
don’t welcome calls simply checking to see if they received or remember a release.

On follow up calls, be helpful and ready to provide an interview or other solid
information. Have some quotes ready in case they are wanted and back-up information
ready and available. Leave your name and phone number and remind them not to
hesitate to contact you for further information.



Resources and References:

The Associated Press (AP) Stylebook and Libel Manual is a good reference for
writing information. Elements of Style, by William Strunk and E.B. White, is another
great resource for writing tips. It is always a good idea to utilize a thesaurus and
dictionary while writing professional releases. Writing handbooks and manuals are
also useful for information on grammatical issues.

Various Web pages contain informational writing tips, grammatical resources
and sample releases. Some to check out are:
www.columbia.edu/acis/bartleby/strunk, www.twowriters.net,
www.inkspot.com, www.junketstudies.com, and www.press-release-writing.com/

Guidelines for Good Media Relations:

. Shoot Squarely. A professional’s most important asset in dealing with the media
is credibility. This means never lying. If you can’t speak the truth, then say nothing. If
you don’t want a statement quoted, don’t make it. If a reporter asks you a question
containing offensive information, don’t repeat it, even to deny it.

. Give Service. The quickest way to gain the cooperation of journalists is to
provide them newsworthy, interesting and timely stories and pictures that they want,
when they want them, in a form they can readily use. If you don’t know the answer to a
question, you should follow through by providing the name of someone who would know
the information or by getting back to them as soon as possible with an answer.

. Ask for Corrections. When a mistake has been made, the best way to get a
correction is to handle the situation in a professional manner. Make personal contact with
the editor/producer and ask for a correction statement to be published.

. Do Not Beg. Nothing irritates the media more than businesses that beg to have
stories used or complain about story treatment. Journalists know if information is not
newsworthy and no amount of begging can change the quality of the information.

. Do Not Ask for Kills. Businesses have no right to ask the press to suppress or kill
a story. It is unprofessional and only brings ill will. The only way to keep unfavorable
stories out of the press is to prevent situations that produce such stories.

. Do Not Flood the Media. Stick to what journalists will consider news and keep
mailing lists current.



Get free media coverage in different sections

Public announcement is a way for your company to get media coverage without
any charges. On Sundays, the Kalamazoo Gazette’s Business section publishes
announcements free of charge that are considered of interest to the general public.

There are four categories of announcements:

. People on the Move. These items announce the new title or working role of
people moving from one paid position to another — lateral moves, promotions, people
joining a company or taking on new work assignments. Items should include the proper
name of the person, his or her new title and, if the title is not readily understandable, a
reader-friendly description of the new work assignment. The item also should mention
the position or job the person most recently held.

For positions of trust (doctors, lawyers and money managers), include where the
person received his or her law degree, medical degree or financial certification.

Also, People on the Move items are the only announcements in the Business
section that use photos (head-and-shoulders shots) of the people involved. Photos can be
prints or electronic images. Electronic images should be in JPEG format, at least 200 dpi
and emailed to photodrop@kalamazoogazette.com.

. Business meetings. Meetings that would expand people’s knowledge of a subject
or allow them to glean information that they can use for business. The meetings should be
open to the general public. Announcements should be submitted at least two weeks
before the event.

. New businesses. This listing announces any new business in the Gazette’s
readership area; that generally runs from Allegan County in the north, to the Indiana
border in the south, from the Lake Michigan shoreline in the west to just the other side of
the Calhoun County border in the east.

. Business Bulletin. This is the widest category of announcements, offering items
of general interest to business readers and others. It includes everything from trade-
industry awards and staff re-certifications to location changes and notices of election to a
local, regional, state or national business organization.

There are several sections in the Enterprise, the Chamber’s monthly
business publication, available for Chamber members to announce any new
business movements of their companies or organizations.

. Who’s New. This includes announcements about a person — receiving an award,
promotion, recognition, etc. A photo can be included.

. What’s New. This includes announcements about a company, firm, organization,
function, event, etc.

. New Members. New members have the benefit of inserting a paragraph to
describe the business of their organizations or companies.

. Long Standing Members. Chamber members who have joined for more than

five years are selected randomly to receive recognition.



Press Release Sample (Put company logo at the top of the page)

(Date) Month Day, 2009

Contact: Chris Smith, public relations manager
Phone: (269) 123-4567, ext. 246

Fax: (269) 123-4555

E-mail: chris.smith@kalamazooprint.com

FOR IMMEDIATE RELEASE
Headline
KALAMAZOO, Mich. — Lead Paragraph — What is the main focus? Who, What, When,
Where, Why?
Body text - What do you want the media to know next? (Include quotes)
Additional information (ticket prices, Web site, etc.)
e

A brief background of the company

Photo attached



MEDIA LIST

This list is updated quarterly on the Chamber’s Web site.

RADIO

John, News Editor

Midwest Communications
WSAT/ WQWN / WQLR / WKZO
4200 W. Main St.

Kalamazoo, MI 49006

Dave Benson, Production Director (WKMI)
Bill Anthony, News Director

Cumulus Broadcasting

WKFR / WKMI / WRKR

4154 Jennings Drive, P.O. Box 911
Kalamazoo, MI 49005

John McNeill, News Director
Midwest Radio Group
WNWN / WFAT

6021 S. Westnedge Ave.
Portage, MI 49002

Ryan Shields, News Director
WIDR FM 89.1

Faunce Student Services Building
Kalamazoo, MI 49005

Bill Kuiper, Director, Owner
WKPR AM 1420 (Religious)
P.O. Box 50867

Kalamazoo, MI 49005

Andy Robins, News Director

Klay Woodworth, Program Director
Mr. Floyd Pientka, Manager
WMUK

Western Michigan University
Friedman Hall

Kalamazoo, MI 49008

Ph: (269) 345-7121

Fax: (269) 345-1436
www.wqlr.com

E-mail: john@wkzo.com
E-mail: news@wkzo.com

Ph: (269) 344-0111

Fax: (269) 344-4223
http://radio@wkmi.com
E-mail: benson@wkmi.com
E-mail: news@cumulus.com

Ph: (269) 345-7121
Fax: (269) 345-1436
E-mail: news@wfat.com

Ph: (269) 387-6301
Fax: (269) 387-2839

www.widr.org
E-mail: widr-news@qgroupwise.wmich.edu

Ph: (269) 381-1420
Fax: (269) 381-1421

Ph: (269) 387-5715

Fax: (269) 387-4630

www.wmuk.org

E-mail: Andrew.Robins@wmich.edu
E-mail: klayton.woodworth@wmich.edu




Jim McKinney, News Director
WQXC /WzUU
706 E. Allegan St.
Otsego, MI 49078

Vincent Duffy, News Director
Michigan Radio — Ann Arbor

TELEVISION

Katie Reid, Coordinator

Hap Haasch, Executive Director
Public Media Network (Formerly
Community Access Center)

359 S. Kalamazoo Mall, Suite 300
Kalamazoo, MI 49007

Michael Walenta, General Manager
WGVU / WGVK-TV

301 W. Fulton

Grand Rapids, M1 49504

Richard Hawkins, General Manager
WLLA /Ch. 64

7048 E. N. Ave.

Kalamazoo, MI 49001

Tim Malone, News Director
Marnie McDonald

WOTYV Ch. 41

5200 W. Dickman Road
Battle Creek, MI 49015

Steve Kelso, News Director
WOOD TV 8

120 College Ave. S.E.
Grand Rapids, MI 49503

Ph: (269) 692-6851

Fax: (269) 692-6861
WWW.WQXC.COm

E-mail: news@wgxc.com

Ph: (734) 764-9210
newsroom@michiganradio.org

Ph: (269) 343-2211

Fax: (269) 343-3710
WWW.cactv.org

E-mail: executive@cactv.org

Ph: (616) 331-6666

Fax: (616) 331-6625
WWW.WQVU.0rg

E-mail: genmanager@wgvu.org

Ph: (269) 345-4141
Fax: (269) 345-5665
E-mail: richardh@csbroadcast.net

Ph: (616) 771-9633

Fax: (269) 966-6837
WWW.Wotv.com

E-mail: news@woodtv.com

Ph: (616) 771-9633

Fax: (616) 456-9169
www.woodtv.com

E-mail: news@woodtv.com




Melissa (Missy) Broderick,
News Assignment Editor
Elizabeth Erwin, Assignment Editor

Mr. Jim Lutton, General Manager/V.P.

WWMT Ch. 3
590 W. Maple St.
Kalamazoo, MI 49008

Smita Kalokhe, Assignment Reporter
WXMI FOX 17

3117 Plaza Drive, N.E.

Grand Rapids, MI 49525

News Director

WZZM TV 13

645 3 Mile Road N.W.
Grand Rapids, MI 49051

Ph: (269) 388-3333

Fax: (269) 388-8322
wWww.wwmt.com

E-mail: desk@wwmt.com
E-mail: eerwin@wwmt.com

Ph: (616) 364-1717

Direct (Smita): (616) 447-5112
Fax: (616) 364-8506
WWW.WXMmi.com

E-mail: skalokhe@wxmi.com

Ph: (616) 785-1313

Fax: (616) 784-8367
www.wzzm1l3.com

E-mail: news@wzzm13.com




PRINT Daily Publications

Alex Nixon, Reporter
Al Jones, Bus. Editor
Kalamazoo Gazette
401 S. Burdick St.
Kalamazoo, Ml 49007

Dale Betwee, Regional Editor
Kalamazoo Gazette

401 S. Burdick St.
Kalamazoo, MI 49007

Margaret DeRitter, Features Editor
Kalamazoo Gazette

Jane Parikh, Business Writer
Kalamazoo Gazette

Michael McCullough, Executive Editor
Battle Creek Enquirer

155 W. Van Buren St.

Battle Creek, MI 49016

Bob Warner, Metro Editor
Battle Creek Enquirer

Dave Brown, Managing Editor
Herald Palladium
St. Joseph, M1 49085

Elena Hines, Editor
Three Rivers News
Three Rivers, M| 49093

Ph: (269) 345-3511

Direct (Alex): (269) 388-2783

Fax: (269) 388-8447

www.mlive.com

E-mail: anixon@kalamazoogazette.com
E-mail: ajones@kalamazoogazette.com
General contact e-mail:
news@kalamazoogazette.com

Ph: (269) 388-8426

Fax: (269) 388-8447
www.mlive.com
dbetwee@kalamazoogazette.com

Ph: (269) 388-8543

Fax: (269) 345-0583

E-mail:
mderitter@kalamazoogazette.com

Ph: (269) 388-8558
Fax: (269) 388-8447
E-mail: jparikh@kalamazoogazette.com

Ph: (269) 966-0670

Fax: (269) 964-8242
www.battlecreekenquirer.com

E-mail: mmccullo@battlecr.gannett.com

Ph: (269) 966-0674
rwarner@battlecr.gannett.com

Ph: (269) 429-2400
Fax: (269) 429-4398
dbrown@heraldpalladium.com

Ph: (269) 279-7488
Fax: (269) 279-6007
E-mail: news@threeriversnews.com




Weekly Publications

Cheryl Kaechele, Publisher
Allegan County News & Gazette
221 Trowbridge St.

Allegan, MI 49034

Michael Castronova, Editor
Business Direct

423 Burdick St.
Kalamazoo, MI 49007

Bruce Rolfe, News Editor
Climax Crescent

150 N. Main St.

Climax, Ml 49034

Suzanne Little, News Editor
The Commercial — Express
109 S. Main St.

Vicksburg, MI 49097

Robin Racette-Griffin, Editor

The Courier Leader

32280 Red Arrow Hwy, P.O. Box 129
Paw Paw MI, 49079

William Lowry, Editor

Joe Boomgaard, Associate Editor
MiBiz Network

151 S. Rose St., Suite 617
Kalamazoo, MI 49007

William Lowry, Editor, Publisher
MiBiz Southwest
Muskegon, M1 49441

Ph: (269) 673-5534

Fax: (269) 673-5535
www.allegannews.com

E-mail: editor@allegannews.com

Ph: (269) 373-7100
Fax: (269) 373-7173
E-mail: BDW@BDWAbusiness.com

Ph: (269) 746-4331
www.climaxcrescent.com
E-mail: scribe@voyager.net

Ph: (269) 649-2333

Fax: (269) 649-2335 (Prefer e-mail, no
faxes)

E-mail:
suzanne@commercialexpressnews.com

Ph: (269) 657-3072

Fax: (269) 657-5723
WWw.zwire.com/site/news.asp?brd=218
8

E-mail: vineyardpress@verizon.net

Ph: (269) 544-0560

Direct (Joe): (616) 726-6909

Fax: (269) 544-0563

www.mibiz.com

E-mail: editor@mibiz.com

E-mail: people@mibiz.com (new hires)
E-mail: jpoomgaard@mibiz.com(best
way to reach Joe — contact for news
releases and events)

Ph: (231) 798-4669

Fax: (231) 798-8335
www.mibiz.com

E-mail: wlowry@mibiz.com




David Moormann, News Editor
Decatur Republican

121 S. Phelps St.

Decatur, M1 49045

Tracy Parsons, Editor
Kalamazoo Flashes
3769 Sky King Drive
Kalamazoo, MI 49009

Beth Ericksen, Editor

Tom Haroldson, Correspondent
Portage Gazette

South County Commercial — Express
Hometown Gazette South (covers St.
Joseph County)

Brandon Henderson, Editor in Chief
The Western Herald

Heather Jeffrey, Managing Editor
Register Tribune
Coldwater, MI 49036

Ph: (269) 423-2411
Fax: (269) 423-2411

Ph: (269) 372-6170
Fax: (269) 372-6150

Ph: (269) 324-3836

Fax: (269) 324-9332

E-mail:
bericksen@kalamazoogazette.com
E-mail: haroldso@charter.net

Ph: (269) 387-2097

Fax: (269) 387-2267
www.westernherald.com

E-mail:
brandon.s.henderson@wmich.edu

Ph: (517) 369-5085
Fax: (517) 278-6041
E-mail: editor@thedailyreporter.com




Monthly Publications

Thea Laptham, Editor
Business Insight
8807 Gull Road
Kalamazoo, MI 49083

Marty Dodge, Managing Editor
Enterprise (Chamber)

346 W. Michigan Ave.
Kalamazoo, MI 49007

Penny Briscoe, Editor
Encore Magazine

350 S. Kalamazoo Mall
Kalamazoo, MI 49009

Ph: (269) 629-3131
Fax: (269) 629-0803
E-mail: editor.bizinsight.com

Ph: (269) 381-4000
Fax: (269) 343-0430
E-mail: mdodge@kazoochamber.com

Ph: (269) 383-4433
Fax: (269) 383-9767
E-mail: editor@encorekalamazoo.com




Others

Daleen Granger, Associate
Editor

Barrien County Record
Buchanan, M1 49107

Michael Frazier, Editor
Guide Magazine

P.O. Box 504
Kalamazoo, M1 49005

Shelly Fulser, Editor
Marshall Chronicle
Marshall, Ml

Janice Griffey, Editor
Leader Publications
Niles, MI 49120

Kathy Pullan, Editor, Publisher
Berrien Springs Journal
Berrien Springs, M1 49103-0098

Rick Vangrouw, Editor
Holland Sentinel

Nancy Crawley, Bus. Editor
Sue Schroder, Features Editor
Andrea Tomboer, Travel Editor
Grand Rapids Press

Grand Rapids, MI 49503

Tim Gorsema, Managing Editor
Evelyn Disko, Editorial Clerk
Grand Rapids Press Journal

Ph: (269) 695-3878

Fax: (269) 695-3880
www.bcrnews.com

E-mail: bcrnews@bcrnews.net

Ph: (269) 226-5534
Fax: (269) 673-5535
E-mail: editor@greaterquide.com

Ph: (269) 781-5444
Fax: (269) 781-4012
E-mail: chronicle@jasnetworks.net

Ph: (269) 683-2100

Fax: (269) 683-2175
www.leaderpub.com

E-mail: jan.griffey@Ileaderpub.com

Ph: (269) 473-5421

Ph: (616) 392-3020

Fax: (616) 393-6710

E-mail:
rick.vangrouw@hollandsentinel.com

Ph: (616) 222-5483

Fax: (616) 222-5269
www.grandrapidspress.com
E-mail: ncrawley@agrpress.com
E-mail: sschroder@grpress.com
E-mail: atamboer@grpress.com

Ph: (616) 459-4545

Fax: (616) 459-2004

E-mail: tgortsema@geminipub.com
E-mail: edisko@geminipub.com




Stephanie Angel
Lansing State Journal

Susan Carney, Bus. Editor
Detroit News

615 W. Lafayette Blvd.
Detroit, M1 48226

Mike Sante, Bus. Editor
Detroit Free Press

Booth Newspapers
State Capital Bureau

Julia Prod, Detroit Bureau
Associated Press Ml

Great Lakes Media Group
Michigan News Network Radio

USA Today
Business Section

Wall Street Journal
Midwest Edition

Candace Beeke, Editor
Business Review — Western Michigan

Ph: (517) 377-1017
Fax: (517) 377-1298

www.lsj.com
E-mail: sangel@]Isj.com

Ph: (313) 222-2300

Direct (Susan): (313) 222-2287
Fax: (313) 496-5400
www.detnews.com

E-mail: scarney@detnews.com

Ph: (313) 222-6600
Fax: (313) 222-5992

Fax: (517) 487-1226

Ph: (313) 259-0650
Fax: (313) 259-4966

Fax: (517) 371-1502

Ph: (800) USA-0001
Fax: (703) 558-3955

Ph: (312) 750-4000
Fax: (312) 750-4153

Ph: (269) 373-7100

Direct (Candace): (269) 388-7770
Fax: (269) 388-7770

E-mail:
candaceb@mbusinessreview.com




