Informal Survey of Top Art Journalists about Press Releases from Galleries

The comments listed below are from top New York media, who were asked about their pet peeves and suggestions concerning press release from galleries.  Media surveyed included The New York Times, The Daily News, ARTnews, Art & Auction, Artforum, Forbes, The New Yorker, Time Out and New York Magazine.

Timing

Many editors expressed concern about their deadlines.

· “Press releases arrive too late for us to use them.

· “Timing is our biggest issues with press release from galleries.  Receiving a release two weeks before the show opens does us no good.”

· “It would be helpful if our magazine could have a list of upcoming exhibitions for the next six months.”
Suggestion:  This can helped by creating both short (3-4 weeks) and long (3-4 months) lead mailings.

Writing Style

By far, most editors voiced frustration about the quality of writing:

· “The writing lacks clarity.  Eliminate words that don’t mean anything and pretentious quotes.  Use straightforward language.”

· “Don’t tell us that the beautiful work is beautiful.  Give us substantial information, as concretely as possible.”

· “Describe what the work is like rather than what it’s trying to do.  Say that it is an installation of gray nag hide with posters of David Cassidy, rather than it is in the manner of so and so artist…”

· “Use the artist’s titles if they are descriptive.”

· “Don’t use phony praise, hype or dry academic language.”

· “I’m looking for real facts about the artist, such as the artist uses x, y and z materials, not editorial comments.”
Suggestion: Always ask yourself, could a publication pick up your press release word for word or at least find a paragraph that they could use?

Content

Check your release for the following:

· “Sometimes essential information such as the closing date of the exhibition is left out.”

· “I like to know the age of the artist, their exhibition history, schooling, degrees and specific information about their work.”

· “I’m always interested in an artist’s statement.”

· “If I’m going to review the work, I’ll need a bio and clips so I can see what’s been said in the past – basically, the material in a press kit.  Sometimes it’s helpful to have this in advance.”

· “It’s important to me for the opening and closing dates to be on the first page.  If there’s a catalog, it should be on the postcard announcement too.”

· “I need strong background information to pitch the idea of a story to my editor.  What collections is the artist in?  Have they been in some major exhibitions lately?”

· “Give us a general idea if they are six or sixty photographs in the exhibition.”

· “Is it the artist;s 1st or 15th exhibition at the gallery?”

· “Sometimes it’s hard to tell if it is one exhibition of works by three artists or if it is three separate exhibitions of work by three artists.”

· “It’s helpful to have the cross streets and the floor or suite number for our listings.”
Role of a Press Release

Journalists overwhelmingly mentioned that they prefer a straight news oriented release:

“Galleries confuse a press release with an announcement.”

“There’s a traditionally elitist function that some galleries have of using arcane art criticism to mystify what they are presenting.  They are shooting themselves in the foot.”
Suggestion: It could be helpful to clip news articles in the media that you like and use them as a guide.

Images

Editors feel strongly about making quick visual decisions:

· “Include a slide or black and white photograph so we can see the work.”

· “We can’t return slides, and I feel badly throwing them away.  Color Xeroxes are best.” (from an editor)
· “I like to show my editor an image right away.  It takes time to phone the gallery, request an image and then wait for it to arrive.” (from an editor)

· “Without an image, I can’t sell the idea of doing a story on a gallery exhibition to my editor.”

· “A card with a great image gets my attention.”
A Personal Touch

Editors appreciate your personal notes:

“Follow up with a faxed personal note or email.”

“Seven out of ten times, we’ll open an envelope that is hand addressed first, rather than put it in the to be opened later pile.”

“You tend to open envelopes that look nicer or unusual first.”


Make it Instantly Useable

“Make the gallery’s address and phone number easy to read.  It is difficult to read on the letterhead, particularly if it is faxed.”

“If you have a rare Picasso, announce it in the lead.”
