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1.  OVERVIEW INFORMATION 
 
A.  Introduction & 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 4, 5 and 6, featuring over 250 exhibiting artists, including 81 
artists who were new to the Festival in 2014. In addition to visual artists, the Arts Festival offered visitors 
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; and 
Culinary Avenue, featuring over 20 culinary vendors offering a variety of unique and ethnic food options. The 
Cherry Creek Arts Festival partners with a local public relations firm, Blake Communications, to determine and 
implement the communications strategy and tactics.  
 
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 
and media relations. The 2014 campaign was titled “Art Lives Here” and encouraged engagement through use 
of the phrase “Share how art lives within you.” The following outlines the campaign’s overall objectives.  

1. Engage patrons, sponsors and partners through a call to action: share how art lives within you 
2. Increase exposure of artists by telling the stories of the ways in which art lives within them 
3. Increase coverage of arts education through promoting the Janus Student Art Buying Program, Mobile 

Art Gallery and Perspective  
4. Increase visibility of Cherry Creek Arts Festival’s sponsors by telling the story of corporate support of 

the arts  
 
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 (250 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 2014 highlights (Arrow 
Art Challenge, Bike Parade & Opening Day Ceremony with Mayor Michael B. Hancock, ART 
PARTY & Perspective: Cherry Arts Young Professionals, Art Denver). All of the messages 
supported a broader message of the Arts Festival as a place for unique expressions of self and 
engaging cultural and arts education experiences. 

 Building a targeted master media list that included statewide print, broadcast and online 
publications. Blake Communications also built sub-lists, specific to food, 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. 2014 releases included the following.  

 
o 07/04/14:  CCAF Announces 2014 Artist Award Winners 

https://www.cherryarts.org/media/Releases/2014-CCAF-Artist-Awards
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o 06/19/14:  Family Bike Parade & Opening Day Ceremony with Mayor 
o 06/13/14:  Performing Artists and Festival Nights Concert 
o 06/13/14:  Culinary Avenue and Culinary Demonstration Stage Schedule 
o 06/03/14:  Cherry Creek Arts Festival Highlights 
o 05/30/14:  Five Years Out Arrow Art Challenge Finalists 
o 05/22/14:  2014 Cherry Creek Arts Festival Fast Facts 
o 05/01/14:  2014 Commemorative Poster Revealed 

 

 Building an online media kit (http://www.cherryarts.org/media/media)  

 Working with specific members of the media requiring more information. This included answering 
emails or conducting phone interviews.  

 Maintaining partnerships with media sponsors and delivering information required for sponsorship 
fulfillment.  
o Entercom radio stations: information for two newsletters catered to 4 different stations; event 

listings for 4 radio stations websites; talking points for DJs for 4 stations. 
o 9NEWS: coordinating Terry Adams interview with Colorado & Company and providing written 

script; coordinating all onsite interviews (11 interviews over 2 days-Friday & Saturday).  

o Colorado Homes & Lifestyles (CH&L)  Mountain Living (ML): wrote three blog posts for CH&L 
and submitted social media posts to CH&L and ML to post leading up to the event  

 Coordinating all on-site media and messaging  
 
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 
cover the event.  
 
 
 

https://www.cherryarts.org/media/Releases/CCAF-Bike-Parade-and-Family-Activities
https://www.cherryarts.org/media/Releases/2014-CCAF-Performing-Artists
https://www.cherryarts.org/media/Releases/2014-CCAF-Culinary-Demos
https://www.cherryarts.org/media/Releases/2014-CCAF-Highlights
https://www.cherryarts.org/media/Releases/Arrow-Finalists-news-release-FINAL
https://www.cherryarts.org/media/Releases/2014-Cherry-Creek-Arts-Festival-Fast-Facts
https://www.cherryarts.org/media/Releases/2014-poster-reveal-news-release
http://www.cherryarts.org/media/media
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F.  Types of mediums used for media outreach:  
 
The Arts Festival relies on a combination of all media for outreach: television, radio, print, online, and social 
media. Since the Festival attracts a diverse audience, this allows the message to have a wider reach, targeting 
multiple niches and demographics.  
 
G.  Measurable results 
 
The Arts Festival was faced with some external challenges that had the potential to affect media coverage, 
primarily large amounts of construction throughout the Festival site, located in Cherry Creek North. A number 
of articles were published leading up to the Festival warning of the traffic issues related to construction. 
Despite these circumstances, the Arts Festival received extensive coverage and had a high attendance rate 
(estimated to be 325,000 over three days), and artists benefited from strong sales. When the media asked 
CEO and President Terry Adams questions about the construction, he remained on messaging, focusing on: 
ease of entering the site from the east side; use of alternative methods of transportation, including biking 
(which was complemented by the first-ever Bike Parade & Opening Day Ceremony); and the fact that the 
number of parking spaces in Cherry Creek North remains the same, despite construction.  
 
In all, 25 distinct print publications (both online and off), all major local network affiliates (ABC, CBS, NBC, 
Fox31), 6 radio stations and 23 bloggers (up from 11 bloggers when CCAF launched a blogger relations plan 
in 2012) covered the Arts Festival. The stories focused on the unique artists, the wide variety of activities 
available, the arts education programs, culinary demonstrations and the Bike Parade & Opening Day 
Ceremony, covering the majority of strategic messages. Specifically, three television stations covered the Bike 
Parade with Denver Mayor Michael B. Hancock, which is quite extensive, given that it was the first year of the 
event. Coverage began as early as mid-June and lasted until July 10.  
 
During the months of May, June and July, the Cherry Creek Arts Festival was mentioned in 90 broadcast 
spots, for a total of 1,741,906 impressions. The calculated media value of these spots is $279,672. In total, the 
Arts Festival was mentioned 79 times in online publications or blogs. These mentions are represented in 19 
online publications and 23 blogs from May through July. Online publications include the Denver Post, 
Westword, Dandizette, Crave and the Villager. Blogs include Colorado Homes & Lifestyles, Black Tie 
Colorado, Mile High Mamas and Mile High on the Cheap. The Arts Festival was featured in 6 distinct print 
publications, and in 19 different articles. The print publications include the Denver Post, Vail Daily, Colorado 
Expression, the Colorado Springs Gazette and the Westword. The clipping service estimated the total 
impressions for print to be 4,733,811 with a value of $605,027.  

 
Social media and other communication outreach, although not 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, 22,501 subscribers 

 Facebook (http://www.Facebook.com/CherryArts) 5,480 fans, 468,732 impressions (July 1-10), 3,889 
stories shared, 1,100 check ins   

 Twitter (http://www.Twitter.com/CherryArts) 1,186 followers, 190 mentions  

http://cherryarts.org/newsletters/newsletters
http://www.facebook.com/CherryArts
http://www.twitter.com/CherryArts
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 Pinterest http://pinterest.com/cherryarts/ 109 followers, 23 boards, 849 pins 

 
 
 
H. Overall effectiveness of the campaign 
The media relations campaign was highly effective, despite the potential messaging issues around 
construction. A wide range of media covered it, in terms of both type of outlet and medium, and coverage was 
highly positive, diverse and on message. 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 that provides a 
venue for sharing rich arts and culture experiences.  
 
2.  SUPPORTING QUESTION 
 
What did you do to update/change this program from the year before? Were your updates/changes 
successful? Provide measurable results/examples.  
 
Blake Communications came on board to handle the Arts Festival’s public relations outreach in 2012. Before 
that, CCAF relied primarily on a public relations intern, overseen by the Festival’s marketing and operations 
director. Every year since, Blake Communications has continued to build on the strategic messaging, media 
relations and social media campaigns. In 2013, long-time television media sponsor KMGH-TV ended its 
contract and was replaced by KUSA-TV. This resulted in less guaranteed coverage. Thus, Blake 
Communications worked in 2013 and 2014 to build a strong foundation for the relationship and pitch additional 
story ideas. In 2014 KUSA-TV provided 5 more spots than those guaranteed.  
 
Using the 2014 theme and tagline (Art Lives Here: Share how art lives within you, using the hashtag #ccaf), the 
PR team engaged media beyond traditional coverage, by leveraging television, radio and sponsor social media 
sites to share this message of engagement with arts and culture.  
 
Every year Blake Communications has increased outreach to bloggers and offered a more robust on-site social 
media street team (comprised of 4 heavily-vetted team members) to increase engagement onsite.  
 
 
3.  SUPPORTING MATERIALS 
 

 Printed materials (no more than 5 examples)  
o Press releases  

 Family Bike Parade & Opening Day Ceremony 
(https://www.cherryarts.org/media/Releases/CCAF-Bike-Parade-and-Family-Activities) 

 Performing Artists & Culinary Demo Schedule 
(https://www.cherryarts.org/media/Releases/2014-CCAF-Performing-Artists)  

 Arrow Five Years Out Art Challenge (https://www.cherryarts.org/media/Releases/Arrow-
Finalists-news-release-FINAL)   

o Clippings 

http://pinterest.com/cherryarts/
https://www.cherryarts.org/media/Releases/CCAF-Bike-Parade-and-Family-Activities
https://www.cherryarts.org/media/Releases/2014-CCAF-Performing-Artists
https://www.cherryarts.org/media/Releases/Arrow-Finalists-news-release-FINAL
https://www.cherryarts.org/media/Releases/Arrow-Finalists-news-release-FINAL
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 Denver Post: People Flock to Denver for CCAF’s Final Day 
(http://www.denverpost.com/news/ci_26100591/people-flock-denver-cherry-creek-art-
festivals-final)  

 The Mother List (blog): CCAF Opening Day Bike Parade 
(http://themotherlist.com/denver-cherry-creek-arts-festival-opening-day-bike-parade/)  

 The Westword: The Art & People of the CCAF 
(http://blogs.westword.com/showandtell/2014/07/cherry_creek_arts_festival_fourth_of_ju
ly_denver_cherry_creek_north.php)  

 Colorado Springs Gazette: Cherry Creek Arts Festival Puts the Bag in Your 4th of July 
(http://gazette.com/cherry-creek-art-festival-puts-the-bag-in-your-fourth-of-
july/article/1522410)  

 

 Promotional materials (not applicable) 

 Broadcast materials: 
 9NEWS coverage: http://www.9news.com/story/life/events/2014/07/02/cherry-creek-arts-

festival/12080095/ 
 KWGN Channel 2 Bike Parade coverage 7/4/14: 

http://broadcast.burrellesluce.com/default.aspx?AID=3690445 
 KOA Radio interview with Terry Adams 6/30/14: 

http://broadcast.burrellesluce.com/default.aspx?AID=3673675 
http://broadcast.burrellesluce.com/default.aspx?AID=3673674 

 

 Supporting photographs 
o (Attached)  

 
 
 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

http://www.denverpost.com/news/ci_26100591/people-flock-denver-cherry-creek-art-festivals-final
http://www.denverpost.com/news/ci_26100591/people-flock-denver-cherry-creek-art-festivals-final
http://themotherlist.com/denver-cherry-creek-arts-festival-opening-day-bike-parade/
http://blogs.westword.com/showandtell/2014/07/cherry_creek_arts_festival_fourth_of_july_denver_cherry_creek_north.php
http://blogs.westword.com/showandtell/2014/07/cherry_creek_arts_festival_fourth_of_july_denver_cherry_creek_north.php
http://gazette.com/cherry-creek-art-festival-puts-the-bag-in-your-fourth-of-july/article/1522410
http://gazette.com/cherry-creek-art-festival-puts-the-bag-in-your-fourth-of-july/article/1522410
http://www.9news.com/story/life/events/2014/07/02/cherry-creek-arts-festival/12080095/
http://www.9news.com/story/life/events/2014/07/02/cherry-creek-arts-festival/12080095/
http://broadcast.burrellesluce.com/default.aspx?AID=3690445
http://broadcast.burrellesluce.com/default.aspx?AID=3673675
http://broadcast.burrellesluce.com/default.aspx?AID=3673674
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