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WELCOME

Dear Pinnacle Review Committee,

With pride, we present you with this 
Pinnacle Award entry for the 22nd 
annual Cherry Creek Arts Festival. Our 
continued success is due to the hard 
work and support of the dedicated staff, 
generous sponsors and donors, talented 
artists, tireless volunteers, and endless 
community spirit.

We invite you to “Be Part of Art” as 
you review the tremendous outcome 
of our efforts to provide access to art 
and education experiences at our 3-day 
festival and throughout the year.

As always, thank you for your support and 
inspiration as we aspire to continually 
grow, evolve and improve the festival and 
events experience.

Terry Adams
President & CEO
Cherry Creek Arts Festival
Denver, Colorado USA

Characters throughout book: © Chris Vance

#50) BEST MEDIA RELATIONS CAMPAIGN:
CHERRY CREEK ARTS FESTIVAL
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A. Introduction and Background of 
Campaign/Event
The Cherry Creek Arts Festival is Colorado’s signature cultural 
celebration of the visual, culinary and performing arts. This year’s 
event took place July 6, 7 and 8, featuring 245 exhibiting artists, 
including over 100 artists who were new to the Festival in 2012. 
In addition to visual artists, the Arts Festival offered visitors four 
stages featuring culinary demonstrations, performing artists and 
interactive demonstrations by artists and local DIY partners; 
Artivity Avenue, a street dedicated to inspiring children through 
hands-on art experiences; Culinary Avenue, featuring 19 culinary 
vendors offering a variety of unique and ethnic food options; and 
Art of Fitness, a program dedicated to the art of physical activity. 
This year, the Arts Festival introduced an all-new membership 
program, CherryArts365. The program provided members with 
an onsite Member Lounge, complete with an adjacent view 
of a performing artist stage, a buy-one-get-one-free drink and 
luxury, air-conditioned bathrooms. It also provided on-site 
discounts toward Festival merchandise and year-round discounts 
at participating Cherry Creek North merchants. The program 
allowed a platform for informing audiences, including the media, 
of the Arts Festival’s year-round 501(c)(3) mission of providing arts 
education programming to Denver and surrounding communities. 
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B.  Purpose/objective of the 
media relations campaign 
 
The media relations campaign was one piece of 
a larger communications campaign that strived to 
communicate strategic messages through social 
media outlets, sponsor relations, print collateral, 
the website, mobile applications and media 
relations. The following outlines the campaign’s 
overall objectives. 
1. Increase awareness about the story & continuity 
of Cherry Arts’ community engagement as a 
cultural institution providing non-traditional 
access to art 
2. Reinforce awareness of the Cherry Creek Arts 
Festival as a collection of diverse and renowned 
artists who contribute to both a premier event and 
a sustainable arts festival
3. Inform Festival attendees and potential 
attendees of onsite offerings and events
4. Increase engagement through social media 
(Facebook, Twitter, FourSquare, Pinterest & 
Bloggers)
5. Membership Program: Enroll 1,000 participants 
(at $10/each) in membership program 
  
A strong media relations campaign advanced all 
of these objectives. 

C.  Detailed outline of entire 
media relations campaign for 
event
The media relations campaign included the 
following elements.
• Developing strong, brand-focused messaging 
that centered on the usual high-quality offerings 
of the Arts Festival (245 artists who are selected 
from over 2,000 applicants in a blind jury process, 
year-round arts education programs, such as 
Janus Student Art Buying) and new 2012 features 
(CherryArts365, GreenUp CherryArts). All of the 
messages supported a broader message of the Arts 
Festival as a community-oriented and sustainable 

(year-round and long-standing) Denver cultural 
institution.
• Building a targeted master media list that 
included statewide print, broadcast and online 
publications. New this year, the media list also 
included bloggers. The communications firm also 
built sub-lists, specific to food, beverage, music, 
children (mommy bloggers) and fine arts/culture. 
• Coordinating inclusion in local online and print 
calendars. 
• Writing news releases to convey newsworthy 
information and fact sheets describing programs 
and offerings and distributing based on the 
appropriate media list. 2012 releases included the 
following. 
 o CCAF Announces 2012 Visual Artist Award 
 Winners
 o 2012 Festival Fast Facts 
 o Tower of Man Fact Sheet
 o GreenUp Fact Sheet 
 o Janus Student Art Buying Fact Sheet
 o Culinary News Release 
 o CCAF Announces 2012 What’s New
 o CCAF Announces 2012 What’s New 
 (Spanish Version)
 o CCAF Announces 2012 Festival Nights 
 and Performing Artists
 o Cherry Creek Arts Festival Announces 
 CherryArts365 Membership Program
 o Cherry Creek Arts Festival and Cherry 
 Creek North Announce Sculpture Unveiling
 o Cherry Creek Arts Festival Announces 
 2012 “Green Up Cherry Arts” Program
• Building an online media kit (http://www.
cherryarts.org/media/media) 
• Working with specific members of the media 
requiring more information. This often included 
answering emails with a long list of questions 
pertaining to the Arts Festival. 
• Maintaining partnerships with media sponsors 
and delivering information required for 
sponsorship fulfillment. 
o Entercom radio stations: information for 
newsletters, talking points for DJs
o KMGH, 7News: coordinating two weeks (10 

segments) worth of on-set interviews during the 
11 a.m. weekday newscast; coordinating all onsite 
interviews (15 interviews over 3 days). 
• Coordinating all on-site media and messaging 
• Serving as media spokesperson when severe 
storm came through the Festival on Saturday, July 
7

D.  Target audience / 
demographics for the media
Since the Arts Festival offers everything from the 
visual, performing and culinary arts to culinary 
demonstrations to hands-on opportunities to 
create art (Artivity Avenue for children and 
Janus Painting on the Plaza), the event attracts a 
variety of audiences. While being family focused 
through arts education and popular children’s 
activities, the Festival also features artistic cocktail 
experiences and sophisticated wine-tasting 
opportunities, drawing a trendy, young adult 
audience. 

A 2011 attendee survey of 5,831 participants 
reflected a profile of an attendee between the 
ages of 26 and 55 years old (with 14% being 
under the age of 24 and 5% being over the age 
of 55). The annual average household income is 
$150,000+, and a majority of Festival patrons are 
executives, professionals or business owners. 73% 
of the survey participants reported to have at least 
a Bachelor’s degree. About 59% of patrons are 
women and 41% are male, and there is an almost 
equal percentage of married and unmarried 
patrons.

By utilizing a broad, integrated and consistent 
communications plan with multiple tactics, and 
a media relations plan targeting a wide range of 
media types, the Arts Festival was able to promote 
to its demographics effectively. 

E.  Target location 



(communities / cities / states) 
for media: 
Coverage of the Cherry Creek Arts Festival primarily 
occurs in Denver, but media outlets throughout 
Colorado also cover the event. 

F.  Types of mediums used for 
media outreach: 
As can be gleaned from C (above), the Arts 
Festival relies on a combination of all mediums 
for outreach: television, radio, print, online, social 
media and mobile applications. Since the Festival 
attracts a diverse audience, this allows the message 
to have a wider reach to target multiple niches and 
demographics. 

G.  Measurable results
The Arts Festival was faced with some external 
challenges that had the potential to affect media 
outreach. In the week leading up to the Festival, 
Colorado was plagued with extreme wildfires that 
monopolized much of the airtime and print space. 
Then, on both the early evenings of Friday, July 
6 and Saturday, July 7, Denver received severe 
weather that threatened the Festival site and its 
visitors. Despite these circumstances, the Arts 
Festival received extensive coverage and had a 
high attendance rate (estimated to be 315,000 over 
three days), and artists benefited from strong sales. 
When the media visited the site during the storms, 
Arts Festival spokespeople stayed on message 
and generated positive coverage as a result (see 
supporting Denver Post story: Rain Doesn’t 
Dampen Artists’ Spirit at Cherry Creek). 

In all, nearly 20 distint print publications (both 
online and off), all major local network affiliates 
(ABC, CBS, NBC, Fox31), 6 radio stations and 
11 bloggers covered the Arts Festival. The stories 
focused on the unique artists, the wide variety of 
activities available, the arts education programs 
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• Printed materials (no more than 5 examples) 
o Press releases 
• Cherry Creek Arts Festival Announces 
CherryArts365 Membership Program
• Janus Student Art Buying Fact Sheet
• Cherry Creek Arts Festival Announces 2012 
“Green Up Cherry Arts” Program
o Clippings
• Denver Post article: 
• Cherry Creek Living Piece 
• CherryArts365
• Promotional materials (not applicable)
• Broadcast materials:
o Denver’s 7
• Janus Student Art-Buying Program: http://
s3.amazonaws.com/TVEyesMediaCenter/
UserContent/195592/1111425.7907/KMGH_06-
25-2012_11.46.29.mp4 

and the new CherryArts365 membership program, 
covering the majority of strategic messages. 
Coverage began as early as mid-June and lasted 
until July 10. 

Due to the timing of the Arts Festival and the 
submission deadline, we have not received a 
detailed report on broadcast clips; however, 
based on preliminary results, we anticipate 
2012 broadcast coverage will be comparable 
with 2011. Based on those preliminary results, 
the broadcast and print media values exceeded 
$100,000 and reached a viewership of nearly 
460,000 and a readership of almost 2.6 million, 
reaching over 3 million people in total. 

Social media and other communication outreach, 
although not a specific to media relations, also 
generated very strong results and served as a 
complement to media efforts. The following 
summarizes those results.
• eNewsletters: http://cherryarts.org/
newsletters/newsletters 5 issues annually: email, 
Facebook & website: 53,735 distributed
• Youtube: http://www.YouTube.com/
CherryCreekArtsFest 152 total videos, 102,705 
lifetime views, 56,004 views in last 365 days
• Facebook http://www.Facebook.com/
CherryArts 3,524 fans, 117,607 reach & 78,894 
viral (90 days), 1,205,734 friends of fans
• Twitter http://www.Twitter.com/CherryArts 
641 followers, 635 tweets generated
• Foursquare http://www.foursquare.com/ 511 
check-ins
• YELP! http://www.yelp.com/biz/cherry-
creek-arts-festival-denver 30 reviews, 2,820 user 
views, 403 user actions
• Guidebook app: http://www.guidebook.
com/g/cherryarts  1,165 downloads, 73.5% 
iPhone, 19.4% Droid, 7% mobile 
• Pinterest http://pinterest.com/cherryarts/ 18 
followers, 21 boards, 321 pins

H. Overall effectiveness of the 

campaign
Given the external challenges, the media relations 
campaign was highly effective. A wide range of 
media covered it, in terms of both type of media 
outlet and medium, and coverage was highly 
positive, despite storms that could have generated 
negative coverage. When reviewed as a whole, 
the media supported strategic messaging of the 
Cherry Creek Arts Festival as Colorado’s signature 
cultural celebration of the visual, culinary and 
performing arts, emphasizing the value of the Arts 
Festival as a Denver cultural institution. 

SUPPORTING QUESTION
What did you do to update/change this program 
from the year before? Were your updates/changes 
successful? Provide measurable results/examples. 

Last year, the Arts Festival relied primarily on a 
public relations intern, overseen by the Festival’s 
marketing and operations director. However, 
in 2012, the Arts Festival hired a strategic 
communication firm, Blake Communications to 
build the strategic messaging and implement the 
media relations and social media campaigns. 
The combination of the two, with a foundation of 
strong, consistent and brand-focused messaging, 
can be seen in responses to social media and 
in the messages that come through in media 
coverage. 

The known 2012 broadcast and print media 
values exceeded $100,000 and reached a 
viewership of nearly 460,000 and a readership of 
almost 2.6 million, reaching over 3 million people 
in total. This, combined with a hugely successful 
social media campaign, resulted in strong, 
effective and integrated communication outreach 
to key demographics. 

SUPPORTING MATERIALS
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