
So you have spent months preparing and putting 
together your venue program. Congratulations! 
Now what about getting people to your venue?

Publicity activities can help increase the number of 
people who know about your venue - and that can 
translate to increased audience numbers.

Publicity is a free flowing medium. It’s not free 
advertising; you cannot buy it and you cannot 
control what the media says or writes about you. 
Publicity is driven by the news media. 

Therefore you need to take the time to properly plan 
and develop the key messages you deliver to the 
media. You need to identify what makes your story 
newsworthy and why media should be interested in 
you over the hundreds of other stories competing 
for the same media space.

There are a huge number of resources available 
online. For example check out pria.com.au.

MEDIA KITS
In order for the media to have enough information 
to publish a story, you need to have at the very least 
a basic Media Kit, which ideally should be ready to 
be send to your target media by early January. 

If you wait until the week before your Adelaide Fringe 
season, you may miss out on media coverage. It 
is also important to remember that some media 
outlets have long lead times.

Ensure your kits are packaged and ready to go in 
either electronic or print format. Some journalists 
cannot accept large files or attachments, so if in 
doubt post it – but make sure it is all on a CD so 
they can duplicate your information and images. 

WHAT MAKES NEWS?
Journalists will run a mile from stories they consider 
to be overtly promotional. They are looking for 
stories that are ‘newsworthy’. Don’t say you are 
fabulous – let someone else say it in the form of a 
quote.

GETTING PUBLICITY 
FOR FRINGE

THE HUMAN FACTOR
Consider the human factor. When planning or 
preparing any communication with the media 
(whether written or verbal) ask yourself the following 
questions:

•	 Does your story impact on other people? 

•	 Why should they be interested?

By keeping these questions in mind you will be able 
stay more focused on what you are trying to achieve. 
Remember, a journalist’s reason for writing a story 
is very different from your reasons for wanting a 
story written.

THE POWER OF A GREAT PHOTO
Inclusion and placement of a story is hugely 
influenced by the pictorial editor. A bright, energetic, 
strong, clear image is a powerful tool.

DEALING WITH JOURNALISTS
Some tips for dealing with journalists:

•	 Give	them	a	reason	- Why is your story more 
newsworthy than everyone elses?

•	 Don’t	ask	for	too	much	of	their	time	- Make 
it easy for them - have good information and 
images in formats they can use, ready to go.

•	 Be	available	- They will need the interview, 
information and images, yesterday. 

•	 Work	with	their	timelines	- Often you will 
need to set up photo opportunities in the 
morning to make the next day’s paper. 
Events after 6pm are not useful for anyone 
other than social pictures. 

•	 Don’t	complain	-	EVER!	- Most media are 
working within impossible timelines and 
with increasingly fewer resources. They 
may not print exactly what you wanted, and 
occasionally they get their facts wrong.


