
EVERYTHING YOU EVER WANTED TO KNOW ABOUT  

PRESS RELEASES 

The following material has been culled from several locations on the web, 
modified by experience, and customized for you. Some of it may be too 
“product oriented” for your taste, but the basic principles of persuasive 
communication remain the same whether you are extolling the virtues of a 
hamburger or your artwork, even though the motivations may differ completely. If 
you are not yet familiar with the importance of a strong press release to bring 
people to the event you have worked so hard to create, or to build the kind of 
reputation that will pave the way to further grants and professional opportunities, 
then you should find this information useful. 

PREPARATION 

QUESTIONS TO CONSIDER BEFORE YOU GET STARTED 

What results do I hope to produce from my news release? Probably you hope to 
generate media interest in a new publication or the opening of an exhibit or 
space, or to promote an event that you have created. Perhaps you also want to 
build your reputation as an artistic director, artisan or maverick, or to promote 
your new website that accompanies the publication. Outlining your goals from 
the start will give you direction when it comes time to write the release. 

What audience will my news release speak to? Artists usually have their own 
viewers and their own agendas on their minds when considering the news 
release. However journalists will evaluate the news release with the interests of 
their audience in mind. To be effective, consider the question from the journalist's 
perspective: What about this will be interesting or entertaining to my readers/
listeners/viewers? 

Is there anything unusual or noteworthy about my release? Your news release 
will be more effective if it has a good angle. This means picking one aspect of 
your work, its creation, or its presentation that you think has the greatest potential 
to excite people and then structuring the press release to communicate that 
message first and foremost. If your angle relates to a topic of current interest, 
such as a trend in art, a major news story, a pressing or overlooked social issue, 
etc., so much the better. 



In a stack of dozens of news releases, is there something about my news release 
that would catch the attention of the media? Journalists must wade through 
dozens of news releases on a daily basis. You can help your release to stand 
out by ensuring that it is well written and presented. However you will also want 
to make sure that the content of your release is worth notice. 

How will I distribute the release (mail, email, etc.)? You will invest a lot of time 
into crafting a good news release, and it is important to make sure that you have 
the distribution network to support it. Consider using multiple platforms and 
tweaking your release for each format. Audio and video can accompany web 
releases. A visually compelling poster sent by mail might get pinned to a cubicle 
wall. A social media update might get you noticed by friends of friends whose 
professional affiliations could benefit you, either immediately or down the road. 
Don’t blindly repurpose copy for different formats. Rather, put thought into 
tailoring your message to use each format to its fullest. 

CONTENT 

The content that you include in your release, as well as the way it is written, will 
play an important role in the success of your news release. 

CONTENT HINTS: STYLE 

Answer the questions: who, what, where, when, and how. Who, where and 
when should be answered IMMEDIATELY. 

Ensure that your writing is clear, concise, and without jargon.  
 
Find the most interesting nugget/angle and use it in the lead paragraph. Yes, 
you need to be straightforward with the facts, but you also need to grab their 
attention (and news sense) with a strong bite right at the top.  
Write about yourself in the third person, using "he/she" rather than "I", but try to 
keep an active rather than a passive voice! 
 
News releases are meant to be informational, not flowery or written like 
advertisements. Stick to the facts. Avoid exaggeration. 



Always take advantage of the ability to add hyperlinks in your story, but not to 
the point of visual distraction. When adding links, be sure to select important 
keywords for optimal search engine optimization (SEO). 

When possible, use quotes from people involved in the story. Quoting a person 
by name helps readers understand and remember the information more clearly. It 
also allows characters to display lively personalities, even when the tone of the 
press release must be subdued. 

CONTENT HINTS: HEADLINE 

The headline should capture the reader's attention. This may be the one factor 
that gets the reader to read the rest of the release. The headline (sometimes 
called the title) of the press release is also the most important search engine 
optimization factor. Place the most important keywords toward the beginning. 
The title should not contain more than 75 characters. It should not be written in 
all-caps and you should not capitalize each word. (Refer to the Associated Press 
stylebook for more guides, and see the attached example.) Despite the effort to 
grab attention, be sure to only include facts. Unless the names of people 
involved in your project will be recognized, use phrases of interest in place of 
their names. 

CONTENT HINTS: DIRECTING YOUR NEWS RELEASE 

• Ensure you think about the reader or viewership of the media you send the 
release to. Write for that audience. A large news or TV outlet is unlikely to be 
interested unless there is something truly unique about your project. 

• Research the media before you send out your release. See what kind of stories 
they air or publish. 

• When you write your release approach your subject as though you are a 
news reporter, emphasizing the news aspect and the facts. 

• When you send your release to a television or radio outlet keep in mind that 
there are two factors to be considered: sight and sound. You should therefore 
consider writing a different slant into each news release to appeal to the 
different kinds of media. 

!



CONTENT HINTS: TIPS TO MAKE YOUR RELEASE MORE INTERESTING 

• If you can support the fact that your event is the largest or first, for example, 
you can use these superlatives in your news release. 

• Use quotes to bring personalities to life.  
 
• Look for ways to sell your story: a new angle or detail may help. Human 
interest aspects can sometimes be used to spark attention. 

FORMAT 

Layout, formatting, and attention to detail are all important components of your 
release. Journalists are accustomed to a standardized news release format, but 
you should still make it attractive and easy to read. 

FORMATTING HINTS: LAYOUT 

• Use a minimum of one-inch margins on each side of the page, with the body 
of the text of your release centered on the page. 

• Double-space your press release.  
 
• Use only one side of each sheet of paper. 

FORMATTING HINTS: LENGTH 

Make it short. Brevity is not only allowed, it is encouraged and rewarded. It 
shows you respect the time of busy editors & reporters. If they require more 
information, they will ask. When possible, fit the story on one page, with 
supporting information on separate sheets. 

FORMATTING HINTS: FORMAT 

• (Some of these are “old saws” and are not always adhered to these days...)  

• Do not use abbreviations or acronyms when you first refer to someone or 
something. Instead, spell out the full name – The Center for the Advancement 
of Transmodern Awareness - and then put C.A.T.A. after it in parentheses. The 
next time you refer to it you can say C.A.T.A. 



• When you use someone's name say: "Ms Jaimie Warren" the first time and 
then "Ms Warren" in further references. You can omit the title if you like – i.e. 
“Jaimie Warren” and “Warren” 

• Use the names of both the city and the state the first time you refer to a 
location. 

• When you mention a day use the date and year.  
 
• Type 'more' at the bottom of the page when there is more than one. 

• Type ### at the end of the news information and add your contact details. Be 
clear about the distinction between contact information for a follow-up interview 
and contact information that can be published or broadcast. You do not want 
your cell phone number printed in the newspaper. 

PRESENTATION 

You are sending your news release to busy journalists, where courtesy and 
presentation do make a difference. 

PRESENTATION TIPS: 

• Keep the release neat and attractive.  
• Use good quality paper.  
• Print the release on your own letterhead or special news release paper. 
• If you send multiple components (cd, press release, and glossy photo, for 
example), consider investing in a simple, colored folder. Looking at a pile of 
press releases, the journalist can easily locate yours at a moment’s notice. 
• Proofread the release not once, but several times. Reading the release out loud 
will often help you find the mistakes you've missed; having someone else read 
over your release is even better. 
!
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DISTRIBUTION 

BUILDING A MEDIA LIST 

Building a targeted media list is an invaluable tool for most artists. The best way 
to build your list is to carefully track media publications and shows, websites and 
blogs, and to identify reporters, bloggers and producers who would be 
interested in your story. Call the media outlets to get the phone numbers, email 
addresses and mailing address of the journalists you would like to send your 
release to, but only after scouring web sites for the information you seek. 

DISTRIBUTING YOUR NEWS RELEASE: MAIL OR EMAIL 

You can send the news release directly to the media yourself, and there is 
nothing wrong with doing so in more than one format. Most journalists pay more 
attention to their email, but receiving a second message is a good reminder of 
the story and keeps it on their radar. It is often recommended that you a few 
follow-up phone calls when you send a release. If, for instance, you know that a 
particular critic or writer has an interest in the topic of your release, it’s critical to 
make a personal pitch or call in advance to  give them the inside “scoop.” 

BUILDING A LIST OF MEDIA CONTACTS 

You can also build your own list of media contacts using any of a number of 
media databases. Most charge either a monthly, annual or per use subscription 
fee. Or, you can just do research locally and keep a mailing list in your email 
account address book. Remember to choose your media list carefully and 
identify editors & reporters who would be most interested in what you have to 
say. Included with this document you will find some starter names and emails for 
Miami media. Don’t forget to put Cannonball (splash@cannonballmiami.org) on 
your list! 

TIMING YOUR DISTRIBUTION 

It is best to send your news release early in the day and you will have a better 
chance of getting your story noticed if your release is not sent on a busy news 
day. For example, sending a news release on election day would not be good 
timing. Learn the deadline cycles of the journalists whose coverage you most 
desire. Start by determining whether a journalist’s stories typically run before 
events or after they’ve taken place. Then, find out how far in advance that 



journalist must submit stories. Then, back up at least a week from there to give 
the journalist time to pitch the story in a meeting and develop it. In general, 3-4 
weeks ahead of the event you are promoting is good timing. If you are unsure, 
call the media outlet for submission guidelines. 

WRITING YOUR PRESS RELEASE 

PREPARING A SIMPLE ANNOUNCEMENT FOR CANNONBALL’S “THE WEEKLY DIVE” AND 
SOCIAL MEDIA. 

Cannonball normally sends out two html mailings to its full list twice a week. 
(Thursdays: The Weekly Dive. Tuesdays: Reminders) If you would like to have 
your public event included in this mailing, we ask you to submit information to 
the program coordinator (ashley@cannonballmiami.org) at least 3 weeks ahead 
of your opening/performance etc. This will give us plenty of time to proof and 
format and get it into a mailing that will maximize publicity for you. For this 
purpose you will need the following: 

• Simple Headline 

• Dates 

• 1to 3 web-sized images 

• No more than 3 sentences of text 

• Links for more information – perhaps to your website, your press release, 
recent publicity or even upcoming events on the WaveMaker Grants blog. 

If you have a call for public participation and we have enough lead-time, we 
will publish a brief notice that directs people to that section of the WaveMaker 
Grants blog. 

PRESS RELEASE PREPARATORY WORKSHEET: 

Use the following worksheet to plan your News Release. 

• What is the most important fact you wish to get across? One technique is to 
imagine what headline you would like to see if the media picks up your story. 



• What is the: - Who? - What? - Where? - When? - How? - Why? of your 
story?  

• Is there a cost attached to your performance, production or event? 

• What special features are attached to your performance, production or event 

• Is it free? Is this something new for Miami? Will people discover something? 
Will they be able to take something away? It sounds crass written out like this, 
but each of you is doing something unique and so this is the place to find a 
way to feature that... 

• Are there any restrictions, activities, or hours? 

• Are there any other newsworthy aspects of your event, announcement, activity, 
production, or service? 

• Gather information about you or your artist team. The information could 
include references to how and why your collaborative team formed, what you 
do, and where you work, for example. 

• Gather any information you need about sponsoring organizations that need to 
be recognized because of funding or other help with your work. You will find 
brief paragraphs at the end of this document about WaveMaker, Cannonball, 
the Andy Warhol Foundation for the Visual Arts, and the Knight Foundation 
that you can use on programs and press releases. There are also logos in a 
separate attachment that you should use on your postcards and other printed 
materials. 

• Gather any images that would help to sell your story to the media and attract 
an audience to your event, website etc. Choose one that would reproduce 
well in the media you are pitching to – different images work well in the 
newspaper or online for example. Having a god image is often a big 
incentive to run a story, because the media outlet does not have to send out a 
photographer. Ask what size/quality they would like and what format they 
prefer. 
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PRESS RELEASE TEMPLATE: 

FOR IMMEDIATE RELEASE 

Headline 

City, State, Date (Example: Miami, FL March 2015), then begin your 
description. This is the introductory paragraph, and it should briefly summarize 
the entire press release. The paragraph should be approximately 3 to 5 
sentences. Be sure to mention what is happening or what happened, the date, 
time, where it happened, and the important people involved. The 1st paragraph 
will make or break the story. If it's not clear and concise, most people will not 
read the rest of the article. 

The middle paragraphs go into more detail. For example, explain the 
importance of the event and why it's taking place. This is a good place to 
provide details about the participants, interesting facts about the event, who 
stands to benefit, etc. In general, remember that most important information 
should be placed at the beginning of the article - information at the end is less 
likely to be read. Be sure to answer who, what, when, where, why, and how. 

Another section could discuss the history of the particular event, program, or 
news event. This is where you'll go in detail about how it got started and 
anything you have done in the past leading up to this event. You can also look 
to the future and discuss how your work is contributing to the arts community/
quality of life in Miami, or something that will evolve out of this at a later date. 
Once again, you should keep paragraphs at about 3 to 5 sentences in length. 

The very last paragraph is called the "boilerplate." It is usually no more than 3-4 
sentences. You could end up having more than one of these at the end of your 
news release for multiple sponsoring organizations as well as your own group. 

Please DON’T FORGET to mention that you are a recipient of a WaveMaker 
Grant! 

### 

Media Contact: Person Name Phone Number E-mail 

Website 



Summary 

PRESS RELEASE TIPS 

• Never sound as if you are trying to sell the reader something  
• Always sound as if you are trying to inform the reader of something  
• Keep the article written in a professional tone and state facts only  
• Submit an image or logo with your release 
• Avoid excessive use of bolding and uppercase text 
• Always spell-check your release before submitting  
• Once your release is live, make plenty of copies of a printer-friendly version 
and email around to local radio shows or television stations  
• Email the story to journalists in your local area (call first)  
• Include action-items for the readers of the release. For example, if you are 
describing the release of your new ‘zine, include the URL of a website where it 
can be purchased 
• Always place a hyperlink on your website to the press release for better 
search engine optimization and visibility 

!
BOILERPLATES 

The paragraphs for WaveMaker Grants, Cannonball, and Re-granting Program 
should not be edited. 

ABOUT WAVEMAKER GRANTS 

WaveMaker Grants, administered by Cannonball, is made possible by lead 
support from the Andy Warhol Foundation for the Visual Arts and is part of the 
Warhol Foundation's Regional Regranting Program. Part of a national network of 
Warhol-initiated re-granting programs, WaveMaker Grants is the first in the 
southeast. 

Major support for WaveMaker Grants is also provided by the John S. and James 
L. Knight Foundation and the Miami-Dade County Department of Cultural 
Affairs.  

WaveMaker Grants brings critical support to the growing number of innovative, 
artist-driven endeavors that make up Miami-Dade County’s burgeoning cultural 
landscape. WaveMaker Grants focuses on experimental, artist-centric projects 



and activities that operate without traditional funding sources and outside the 
demands of the marketplace. WaveMaker Grants provides monetary awards—
individual grants of up to $10,000—to foster the development of non-
commercial, non-institutional projects that are accessible to the public via 
process, presentation, production, or publication, and profoundly impact the 
critical, intellectual, and creative depth of Miami’s vibrant arts community.  

 www.wavemakergrants.org 

ABOUT CANNONBALL 

Cannonball is a non-profit, 501 (c) (3), arts organization dedicated to 
supporting artists, innovative forms of cultural production, and education to 
advance critical discourse and understanding of contemporary art practice. 
Based in downtown Miami, Florida, Cannonball’s artist-centric values are 
mirrored in its experimental programs, resources, and opportunities that respond 
to the needs of today’s artists and reflect our efforts to better understand the 
nuances and textures of South Florida.  

www.cannonballmiami.org  

!
ABOUT THE REGIONAL REGRANTING PROGRAM 

 The Regional Regranting Program of the Andy Warhol Foundation for the Visual 
Arts aims to support vibrant, under-the-radar artistic activity by partnering with 
leading cultural institutions in communities across the country. The program 
allows the Foundation to reach the sizeable population of informal, non-
incorporated artist collectives and to support their alternative gathering spaces, 
publications, websites, events and other projects. The Foundation plans to 
expand this program with partner organizations in areas where the level of on- 
the-ground, self-organized artistic activity is highest.  

www.warholfoundation.org 

!
!


