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p r e s s  r e l e a s e

Press releases can help anyone, especially an artist/designer to bring attention to his/her work 
and generate traffic to his/her website and social media.  A press release is defined as “a 
prepared statement, of something that is deemed to be newsworthy, that will be distributed to 
the news media in order to gain attention to a newsworthy event.  
        
• A press release should be written in the third person as if someone else is writing about this 

event or news, other than the writer.
• Always send any supporting images or graphics that will be used or was a part of this event 

or news. An editor is more likely to not only look at the press release but will tend to use 
the press release if it contains interesting pictures.

• Study press releases of major companies or other artists who you would like to emulate 
(all of their websites usually have a press section) and see how they have structured and 
written their press releases. There is nothing wrong with this and by following the best, it 
will increase your chances of having more and better publicity, if the press release is in an 
acceptable form for the industry.

Create a Press Release for the 2019 Senior Graphic Design Show. For extra credit, 
highlight yourself as one of the designers exhibiting one’s work. 
Press releases are extremely important and many designers forget to (or don’t know how to) 
provide them to sources that will gladly provide major publicity. Also see sample provided here 
and online. 

BRANDED: 2019 Graphic Design Senior Show
Department of Art + Design, Arkansas State University
Wednesday, May 1st, 2019, 6-8pm
Fowler Center, 201 Olympic Dr, Jonesboro, AR 72401
www.BRANDEDshow.com

The following is a helpful template that is required for this course and suggested for use in the 
future. Remember this is NEWS. If you would like to make this more newsworthy, you are 
welcome to explain that this will showcase work from both Portfolio Capstone and Branding, 
which is new. 

FOR IMMEDIATE RELEASE 

1. Headline
Headlines are a line of text at the top of the press release that in a single line will describe and 
bring attention to the event or the news that is contained in the press release.

In the past (prior to the digital age) headlines were created to not only draw the 
attention of the reader but especially to draw the attention of newspaper editors, in 
the hope that they would use the release in their publication. Today, this is still true, 
but now the headline is also written and used for keywords and SEO (search engine 
optimization) as it relates to generating page views and traffic back to the source of 
the press release. (Keywords are used by search engines to locate information that 
viewers have requested).           see next page
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The headline should be descriptive and concise. If at all possible, try to limit the headline to no 
more than 120 characters. Each word should be formatted with the first letter being capitalized 
(NOT ALL CAPS). 

2. Summary
The summary is a single short paragraph and if it is too long the artist may lose the reader. 
Therefore, it is extremely important to write and rewrite this section in order to ensure that it 
gets the important points across why someone would want to read the full press release. Any 
sentences in this summary should be in sentence case, with the only first letter of a sentence 
being capitalized.

Besides the headline being very important for SEO purposes, the summary section 
also allows the artist to expand the use of secondary and additional keywords. The 
summary should also be very descriptive of the event and why someone should want 
to read the rest of the press release. It is a selling opportunity for the artist to sell 
themselves, their art or their art event.

The rest of the press release is considered the body of the release and it will contain the 
following components:

3. Dateline
The dateline contains the date of the press release and this is a very important component to the 
reader to see if the news is old, new, even newsworthy or still valid. This section also contains 
the city of origin of the release for location purposes.

4. Introduction
The introduction of the press release is the paragraph that should answer the following questions 
for the reader; of who, what, when, where and why?

5. Details or Body
The body (details) should be made up of at least two paragraphs. The paragraphs should contain 
5 to 10 lines of copy.  All body copy and event details should be provided for in a descending 
order (most important details of the press release nearest to the top, to least important details at 
the bottom or lower body paragraphs). 

The details or what is also known as the body of the press release will provide 
explanations for, provide background and detail the thoughts contained in the 
introduction section. This may consist of several “body” paragraphs until all pertinent 
thoughts are set forth.

6. About
The about section is a short paragraph which provides background information on the company 
or organization who is issuing the press release. This would be the Department of Art + Design 
at Arkansas State University.

7. Contact Information
The contact information section contains the name of the issuing individual, their telephone 
number, their email address, the company postal mailing address and the company website URL. 
The contact information section is also an invitation from the writer to the reader that they can 
provide additional information if requested.

r e q u i r e m e n t s
( c o n t . )



In an InDesign document using your brand’s visual guidelines, write this Press Release.  
SPELL and GRAMMAR CHECK. For the round to be discussed in class, keep the  
section title (Headline, Summary, etc.). Save this as YourLastName_PressRelease.PDF. 

Hopefully, you will just need to remove the section titles and revise any visual hierarchy for 
the final version. Save this over your first file (named the same). Also provide a print version, 
color preferred (see schedule).

Week of Apr 1: 
Begin Press Release. Discuss briefly in class. See links online. 

Week of Apr 8:
Review press release in group’s class time along with weekly assessment (if still required). D
Then do any revisions after review, as it is due on Friday.
 Sat, 11:59pm: Group A Press Release entitled YourLastName_PressRelease.PDF  
 DUE in shared folder 10_Week of Apr 8.
  Mon, 11:59pm: Group B Press Release entitled YourLastName_PressRelease.PDF  
 DUE in shared folder 10_Week of Apr 8.

Fri, Apr 12, 11:59pm:
Final Press Release DUE in 10_Week of Apr 8 folder. Check all spelling. Replace 
original file with revised.

 
Week of Apr 15:
Provide a printed version (color optional, no mounting, nice paper preferred) in class when 
you meet this week (A or B). 

Should be placed in Brand Book - to be discussed in class.

You will be graded on the following: 
• Directions were followed accurately with absolutely no errors. 
• Verbal skills displayed in order to explain intelligently.
• Typography shows awareness of space, including leading.
• Typography follows student’s brand visual guidelines.
• Website present on piece.
• No grammatical errors. 
• Misspellings = F
• Ambition - How much did you challenge yourself? Did you plan your time well? 
• Cleanliness and Presentation.
• Participation in critique.
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Much of this project’s explanations were paraphrased from: https://www.lightspacetime.art/how-to-write-a-press-release-for-art-events/



https://www.slideshare.net/johnrmath/open-2015-art-exhibition-press-release


