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Concept Schools Chicago Math & Science Academy and Michigan Math &
Science Academy Earn Top Honors as Best High Schools In Nation

Des Plaines, Nlinois: U.S. News and Warld Report. & leading provider of service news and information that
improves the guality of fife of its readers by focusing on education, recently refeased its anoual rankings of
the Best High Scheols across the nation.

Two public charter high schooks that are managed by Concept Schools have eamed Silver Medai rankings
for 2018: Michigan Math and Science Acadamy (MMSA) and Chicago Math and Science Academy (CMSA).
The schoois were recognized for their high student achievements and callage readiness.

“We are delightad and proud that two of our Concept High Schools have received such 2 tremendous
rating,” said Sedat Duman, CED of Concept Schools. Both schools serve students in urban communities and
are composed primardy of minority and economically disadvantaged students. Student gradustion rates
and participation in rigorous Advanced Placement (AP) cowrses weighed heavily in the ranking procass

“Over 88 percent of MMSA students participated in AP courses.” stated Principal Oguzhan Yildiz, “and we
are excited cantinue to challenge our students in and around the Detroitmetro area.”

Like all Concept Schools, CMSA 1akes a datadriven approach 1o supporting students in safe keaming
environments that effectively prepare studunts for collega. “Not enly are we proud of our students for their
continued social and academic growth,” Principal Ali Kuran said, “we have a dedicated stalf and community
that always put the needs of cur students first ™ U.S. News and Warld Report also identified CMSA as the
top rated charter school in Chicago for coflege readiness.
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It we're thinking about public' relations strategy for
our business, we'll certainly be considering press
releases. Although many know what they are, few.
know how and when to use them.



Issuing a press release
doesn't mean the media will
automatically run with it.
Media outlets will ask the
same questions they always
do: Does it interest their
readers? Does it benefit the
community in some way?

We shouldialsorconsider otheroutietsithat mignt
pIcK Up OUr. press release. I we re lucky, bloggers,
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tweeters, and others on socialimedia may find'it
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Timing is Important




li'we're publicizing an upcoming event, or product, for example; We probably Want to encourage as
much timely coVerage as possible:

Other press releases may have time limits to when media can begin reporting or
may allow only certain media sources to report them immediately

Iihey may be offered tolother nEWs Services, WeRsItes, or blogiowners tor publication at a latertime.
If we're sharing something that needs to remain secret until the right time, we
might specify a date coverage can begin.




Rl

Ihe'main purposerofiall pressireleasesis to promote’something significant:andispecific, and toidoisoiclearly. Beyond that;a

press releaselis'a document that adheres to a strict format and'serves three marketing and promotional purposes:
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they willispreadithe word:




lhere s a debate about Whnether that/last approach really fits a pres
release, or it “news release: ]:; the'more appropriate term.
In any case, social media presents a more direct line to our
customers than traditional media outlets.
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Tips for Writing a Press Release



Attention-Grabbing
Headline

Always write in. the third
PEerson; sharing fiveting
hformation from anoutsider:
perspective  (in  the other
Words, as the mediawould).

Add Something
Interest

“something"

We™ can't
mention that an"A-list celebrity.
Willsshow: up" when we know

Of course, that
hasi to happen.

full” well® they: won;it. Linking

OUr press releaserto a current

trend or, timely occurrence

reader in the first sen
: . i

Avoid Dry,
Rigid Wording

We donit want to lose our

s boring, our press
release may be yawn-wWorthy.
0, Why wouldiany media

Should Not be Mere
Recitation of Facts

OF al representative from: the
g fromi the




A press release is not a guaranteed marketing tool

that mainstream media will
Up, either.
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IMP ON every. press release you write. But
jump Y
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Successful publicity depends on sustained effort

And press releases are a key part of: our PR strategy. Continue Iooking for
Ways to make our press releases stand out, :JmJ waira ound to get some

Coverage:




PRESS RELEASE

orem ipsum dolor sit amet, consectetur adipiscing el

iris sed ullamcorper erat. Nulla sed odio semper, m¢ il

velit in, elementum quam,

Press releases can be a great way to earn some
free publicity for our business or nonprofit, but
we have to know how to use them.

Viedial and Nnews organizations usually’ publish press releases

! AR 5 A :l_- = ; L ACC PR [
exactly’ as submitted. Eor that reason, creating ai press release
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INVolves presenting information injajjournalistic style that t d
publish with little’ additional effort. [he release should fit the

SPECIfic needs of:our event as well.




Overall, we should
keep a press release
to one page (usually

about 500 words)

When we're done writing,

have someone check it for
ng:, and'other errors. Also be
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sure to double-check allllinks; facts, statistics, data, and

r
contactinformation k .'Jaf, e we ruiuﬁ;h our release.
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Our goal is toimake the journalist's work
possiblel Thellessithey haveto doito rewrite

eSS
information or follow'up, the better.



Headﬁne
Text

Body
Content




company 1080 or related

ldibe prominent at the to




Rele se Inforr aion

he wwdﬁ Qr Immediate Release: should appear at the top of our press release,

taliletters. Sometimes we'may want to share a gra 5S I eJaﬂzJia Withimedia outlets

Drothers ,JIJF’,LJ pfiitsiintended publication, but we don't want them to distribute the information

publicly’berore a certain dateal ISWouldibean embargoed press reiease, andwe would use
Iniplace of “For Immediate Release :

J [ J
Embargoed for' Release Until'Sunday, Octeber 7, 2018, at 2 p:m., EDI
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thefoliowing format



Our headline should'be iniinitial'caps. Be creative and compelling but succinct, and don‘t use all
uppercase letters or punctuation—especially’not exclamation marks.

\We can use;a sub-headline next, although it's not necessary. If:we use one, it should be catchy and
iInformative, explain or quote something, and be written as a briefisentence. A sub-headline should'not
repeat information that's already in the headline.

Use the following format to identify the location and the date of the release:
CITY, State, Month, Day, Year



Press release
paragraph(s), and a closing paragraph that restates or summarizes our main points.

sishouldibe at least three paragraphslong, including the opening paragraph; supporting

DUr opening sentence should: be: clear andi strong. The first paragraph should contain th

Important information and: entice: readers: tor continue reading the story. However, th

paragraph should also contain’ enou 'J information that it col JLJ S‘E.EJJ‘JSJ on its own. Typically, the

DPENING Paragrapn offersiniormat

Th:—: Second and subseguent paragraphs make up the bo J/ Ot t pre*ﬂ release andishould contain
nore ¢ J:—:s llediinformation. Ilhe body often contains fomet ient Ot
J BXperts) tosupport ourmessage
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The Boilerplate ("About" Paragraph)

Just belowitherast paragraph ofithe release; include a'short, positive statement about

uj

company: Thistis ar promotionalisoundbite that often: contains arwebsite address; th

I"
dnd scopelofithelbusiness;itsitagline; and otherrelevantinformation:
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