2011 Philly Fringe – Press Tips
Introduction

As publicists for the Philadelphia Live Arts Festival & Philly Fringe, our job is to publicize the festival as a whole and to act as support for all artists in the festival.  As a Fringe artist, you must work to promote your own show in addition to the promotional efforts of the festival staff.  Please feel free to copy our office on press releases, new photos, or other important news you’re sending out to the press.  The more we know about your shows, the better equipped we’ll be to discuss your work with the press.

If you would like to discuss your show or ask specific questions regarding publicity, PLEASE email first so we can schedule a time to speak on the phone if needed.  Below are a few tips to help you in your press efforts.

Contacts: Canary Promotion + Design
Megan Wendell, Emaleigh Doley, Melissa Brice
Publicity, Philadelphia Live Arts Festival & Philly Fringe
Email info & inquiries to: Emaleigh Doley at emaleigh@canarypromo.com
· Identify your key press targets – A press list has been provided for your reference with some notes about each media outlet to help you identify those most suited to you and your show.  While you may want to send your press release to numerous contacts, it helps to focus in on a few writers or editors you think will be most interested in your work.  If you’re not familiar with a particular publication, pick up a paper or spend a few minutes on the website familiarizing yourself with their coverage. Nothing stops a pitch faster than not knowing your audience and pitching to the wrong person.


· Press releases – Keep your press releases concise and focus on the most interesting and exciting aspects of your show - what defines who you are, what you do, and why you’re doing it.   If you have already received some positive press for past work, include a quote or two. Don’t forget to include all the important details; dates, times, location, price, ticket purchasing info.  You should also include logos and the boiler plate paragraph about the festival which has been provided to you.
· Press Release Distribution – Most members of the press prefer to receive press releases and pitches via email.  Don’t send press releases or other unsolicited large files as attachments.  Copy and paste your content into the body of the email and use a clear and interesting subject line.  Include links whenever possible.  Send people to your website, social media pages, or to online photo or video galleries.  

· Social Media – Post your press release on your Facebook, Twitter and other online accounts to help spread the word.  A great tool for creating social media press releases is www.PitchEngine.com. There, you can post a press release including photos and videos for free for 30 days and then share that link with your contacts.  Many journalists are also on Twitter and Facebook.  Twitter can be a particularly good tool for connecting with writers, following what they’re talking and writing about and pitching stories. 
· Contacting the press – Be persistent but not rude and NEVER spam the press.  This means that you can send a press release to the appropriate contacts and then follow up with an email or phone call about once every week or two.  Remember that there can be up to 200 shows in the festival and members of the press are receiving a lot of information, so follow up efforts can make a big difference.  Invite them to a performance, so they’ll become better acquainted with your work and possibly write a review.
· Photos – Interesting, high quality photos are extremely helpful in securing press coverage.  Even if you don’t have full productions shots, you can stage a good photo in an interesting location, even outdoors.  Photo files should be available to the press as high-resolution jpegs, AT LEAST 300dpi and 4x6 inches.  If the files you provide are low-quality, they can not be used by the press. (See photo guidelines hand-out for more details.)
· Timeline – Ideally, you should start contacting the press A MINIMUM of 4 weeks before your first performance, but even earlier will give you more time to secure advance features.  Most print publications plan their coverage of the festival well in advance, so don’t wait until the last minute.
· Be creative – Brainstorm story ideas that you can pitch to the press.  If you have a particularly interesting angle, a unique site for your performance, a great story about you or one of your performers, suggest these ideas to reporters and editors.  If your show is particularly visually interesting or involves a lot of music, you may be a good fit for TV or radio coverage. Most reporters are always looking for new and inventive ways to cover the arts community.  Consider collaborating with other Fringe artists on a story idea. Do you know a few other artists or companies working with similar themes? Pool your resources and pitch a story that connects your shows together.
