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1. OVERVIEW INFORMATION 
 
A. Introduction & background of campaign/event 
 
The Cherry Creek Arts Festival is Colorado’s signature celebration of the visual, culinary 
and performing arts and enjoys an attendance of 350,000 visitors over the course of the 
three-day event. This year’s Festival took place on July 2, 3 and 4 on the vibrant streets 
of Cherry Creek North. It featured 250 visual artists in 13 different media categories, 
including 75 first-time Cherry Creek Arts Festival (CCAF) exhibitors. In addition to visual 
artists, the Festival offers stages with live music and performing artists; Culinary 
Avenue, featuring nearly 20 food vendors with a variety of international cuisine; Artivity 
Avenue, an entire block dedicated to family-friendly activities and hands-on art 
experiences for children; as well as mobile performances presented by Festival 
sponsor, Arrow Electronics. The Cherry Creek Arts Festival partners with a local public 
relations firm, Blake Communications, to plan 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 strategy that 
strived to communicate strategic messages through social media outlets, sponsor 
relations, print collateral, pre-Festival broadcast segments, press releases and the 
website. The 2016 campaign was titled “Alive with Art” and encouraged engagement 
with use of the phrase. The following outlines the campaign’s overall objectives. 

-‐ Engage patrons, sponsors and partners through the call to action: Alive With Art 
-‐ Increase exposure of artists by telling the stories of the ways in which they are 

alive with art 
-‐ Increase coverage of arts education through promoting the Janus Student Art 

Buying Program, Mobile Art Gallery and Perspective  
-‐ Increase visibility of Cherry Creek Arts Festival’s sponsors by telling the story of 

corporate support of the arts  
-‐ Advance the following, which bring revenue to the Festival 

o Artist Sales 
o Poster sales 
o Festival VIP Club 
o CPK Fundraiser 
o Official CCAF merchandise 
o Art Auction  
o www.cherryartshop.org  
o Beverages  

 
A strong media campaign advanced all of these objectives. 
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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 2016 highlights (Arrow Five Years Out Art 
Challenge, Artist Preview, Festival Nights, Perspective Elevated event, the 
commemorative poster, Handsome Little Devils performance presented by Arrow 
Electronics, Jen Lewin sculpture presented by Janus) All of the messages 
supported a broader message of the Arts Festival as a unique and special 
festival experience, as well as being a place for unique expression of self and 
engaging cultural and arts education experiences. 

• Building a targeted master media list that included statewide print, radio, 
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 and media alerts to convey newsworthy information 

describing offerings and distributing based on the appropriate media list. 2015 
releases included the following. 

o 05/10/2016 26th Annual Cherry Creek Arts Festival Honors First Lady of 
Denver, Mary Louise Lee as Distinguished Patron During Opening Gala, 
July 1 

o 05/17/2016 The Cherry Creek Arts Festival and Arrow Electronics 
Announce the Five Years Out Arrow Art Challenge Finalists 

o 05/31/2016 Calling All Volunteers to the 2016 Cherry Creek Arts Festival 
o 06/03/2016 Come Alive with Art at the 2016 Cherry Creek Arts Festival 

(Fun Facts, Highlights, Fast Facts) 
o 06/14/2016 The Cherry Creek Arts Festival Offers and Art-Full 4th of July 

Weekend with an Abundance of Family-Friendly Activities 
o 06/17/2016 Performers Take the Stage at the 2016 Cherry Creek Arts 

Festival 
o 06/23/2016 The Cherry Creek Arts Festival and Arrow Electronics 

announce the 2016 Five Years Out Arrow Art Challenge Winner 
o 06/28/2016 Bid Online at Cherry Creek Arts Festival Art Auction Beginning 

Monday, June 27 
o 07/03/2016 The Cherry Creek Arts Festival Announces 2016 Artist Awards 

Winners 
• Building an online media kit (http://cherryarts.org/media/) 
• Working with specific members of the media requiring more information by 

answering emails or conducting phone interviews. 
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• Maintaining partnerships with media sponsors and delivering information required 
for sponsor fulfillment. 
o Entercom radio stations: information for a newsletter catered to 5 different 

stations: event listings radio stations websites, talking points for DJs. 
o 9NEWS: coordinating interviews for Colorado & Company segments and 

coordinating all onsite interviews. 
o Colorado Homes & Lifestyles (CH&L) | Mountain Living (ML): wrote “High 

Country Happenings” and “Local Happenings” editorial and submitted social 
media posts for CH&L and ML to post leading up to the Festival. 

• Coordinating all onsite media and messaging 
 
D. Target audience/demographic for the media 
 
Because the Festival offers visual, culinary and performing arts, artist discussion 
panels, interactive art experiences (Artivity Avenue and Janus’s Chandelier Harp), the 
event attracts a variety of audiences. While the event is family focused, it also offers 
artistic cocktail experiences and sophisticated wine tasting opportunities, drawing a 
trendy, young adult audience. 
 
A 2016 attendee survey conducted by BGV marketing of 3,109 respondents reflected a 
profile attendees that were 62% women and 38% men, 44% married, 43% single, 13% 
co-habitating or other, 22% have incomes $125,000 or more, 48% have incomes 
between $50,000 and $125,000, and 31% incomes less than $50,000 and 58% own 
homes. 
 
By utilizing a broad, integrated and consistent communications plan with multiple 
tactics, and a media relations plan targeting a wide range of media types (print, radio, 
broadcast, web and social media), 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 occurs primarily in Denver, but media 
outlets throughout Colorado cover the event.  
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 
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The Arts Festival received extensive coverage and had high attendance rates, as well 
as a strong social media presence. 
 
The Festival was covered by more than 20 distinct publications (both web and print), all 
major local network affiliates (ABC, CBS, NBC, Fox31), six radio stations, and at least 
seven blogs that the clipping service caught. The Festival also received bilingual 
coverage by La Voz Colorado. The coverage focused on Festival highlights such as the 
Janus Student Art Buying Program and the mobile performances by Handsome Little 
Devils, presented by Arrow Electronics, as well as unique artists, family-friendly 
activities, performing artists and things not to miss at the Festival.  
 
The clipping service monitored coverage from June and July. During these three 
months, CCAF was mentioned in 67 broadcast spots, for a total Nielsen Audience of 
2,711,578. The calculated ad value of these spots is $49,805 and the total calculated 
publicity value is $149.415. Content of the spots included key messages with coverage 
of visual artists, Janus Student Art Buying & Mobile Art Gallery, culinary arts, Artivity 
Avenue, and Arrow onsite activations. All major television networks carried a story 
about or mention of the Arts Festival, including KUSA, KCNC, KTVD, KMGH and 
KWGN. (Please note, even with a clipping service, some clips may have been missed.) 
 
In total, the Arts Festival was mentioned 48 times in online and print publications or 
blogs. Online publications include the Denver Post, La Voz Colorado, CBS Local, 
9News, Denver Eater, Westword, 5280 Magazine, 303 Magazine Colorado Expression, 
Grey Area News and Denver Business Journal. Print publications include Laramie 
Boomerang, Westword, Denver Post, Colorado Springs Gazette, 5280 Magazine, 
Cherry Creek now, Denverite, La Voz, Life on Capitol Hill and Washington Park Profile. 
Blogs include The Denver Ear, Couture Colorado, In Good Taste Denver, Macaroni 
Kids and Go Play Denver. Coverage included general information about the Arts 
Festival (number of visual artists, dates, times, location, parking), Artivity Avenue, photo 
slideshows, culinary and performing artists and poster artist Lynn Whipple.   
  
The clipping service (which did not capture all the print and online clips) estimated the 
unique visitors for print and web to be 16,326,282 (only calculated for 24 of the 48 
clips). The calculated ad value of these spots is $15,143 and the total calculated 
publicity value is $45,429 (only calculated for 24 of the 48 clips). 
 
Social media, while not specific to media relations, generated very strong engagement 
and served as a complement to media efforts. The #CherryArts hashtag was monitored 
from May 1 to July 4. In those dates, it was used in 240 tweets from 81 contributors and 
427 Instagram posts from 137 contributors. The following summarizes the social media 
results. 
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• eNewsletters (http://cherrycreekartsfestival.org/newsletters/): five issues annually, 
average open rate of 21% 

• Facebook (https://www.facebook.com/CherryArts): 10,439 followers and 10,358  
engagements 

• Twitter (https://twitter.com/CherryArts): 1,803 followers and 459 engagements 
• Instagram (https://instagram.com/cherryarts/): 686 followers and 1,608 

engagements 
 
H. Overall effectiveness of the campaign 
 
The media relations campaign was highly effective before, during and after the Festival. 
The coverage was both diverse and positive, coming from a variety of media outlets and 
covering different elements of the Festival. When reviewed as a whole, the media 
supported strategic messaging of the Cherry Creek Arts Festival as a world-class event 
with high-quality visual, culinary and performing artists. Messaging also stressed 
sponsor activations and contributions and the arts education mission of the 
organization, both critical to conveying the Arts Festival brand effectively. It was covered 
as a unique venue for artistic expression and an important part of Colorado’s art 
community, emphasizing its value as a cultural institution in Denver. 
 
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. 
 
Every year since Blake Communications came on board, the team 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. 
In 2015, KUSA-TV provided three (instead of one) segments on Colorado & Company 
and more onsite coverage than in years past. In 2016, 9NEWS sponsored the 
Perspective Elevated event providing extra coverage of the CherryArts young 
professionals group. 
 
In 2016, the PR team continued to grow brand awareness through social media. The 
hashtag #CherryArts grew awareness and gained momentum from both artists and 
patrons. A three-person social media street team worked the three days of the Festival 
and increased onsite engagement. Facebook Live and a customized Snapchat filter was 
also used to build awareness through new platforms. 
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Using the 2016 tagline “Alive with Art,” the PR team leveraged print, radio, web and 
broadcast media to spread this message and increase awareness of the Festival and its 
art education program. 
 
3. SUPPORTING MATERIALS 
 
Printed materials (no more than five examples) 

• News releases 
o Distinguished Patron 

 http://cherryarts.org/wp-content/uploads/sites/3/2016/06/Gala-
Distinguished-Patron-Release.pdf 

o Five Years Out Arrow Finalists 
 http://cherryarts.org/wp-content/uploads/sites/3/2016/06/Arrow-

Finalists-News-Release.pdf 
o Volunteers 

 http://cherryarts.org/wp-content/uploads/sites/3/2016/06/Volunteer-
media-alert-1.pdf 

o Festival Highlights/Fast Facts 
 http://cherryarts.org/wp-content/uploads/sites/3/2016/06/2016-

CCAF-Highlights.pdf 
 http://cherryarts.org/wp-content/uploads/sites/3/2016/06/2016-

Cherry-Creek-Arts-Festival-Fast-Facts.pdf 
o Family-Friendly Activities 

 http://cherryarts.org/wp-content/uploads/sites/3/2016/06/Family-
News-Release.pdf 

o Performing Arts 
 http://cherryarts.org/wp-

content/uploads/sites/3/2016/04/Performance-News-Release.pdf  
o Five Years Out Arrow Winner 

 http://cherryarts.org/wp-content/uploads/sites/3/2016/04/Arrow-
Winner-Release.pdf 

o Art Auction Bid Opening 
 http://cherryarts.org/wp-content/uploads/sites/3/2016/04/Art-

Auction-Media-Alert.pdf  
o Artist Award Winners 

 http://cherryarts.org/wp-content/uploads/sites/3/2016/04/2016-
CCAF-Artist-Awards.pdf  

 
• Clippings 

o La Voz: Emerging Artists at the Cherry Creek Arts Festival 
o http://bit.ly/29Dokqz  
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o Denver Post: Music, Food and of Course Art Await you at the Cherry Creek 
Arts Festival 
o http://www.denverpost.com/2016/07/01/cherry-‐creek-‐arts-‐festival/ 

o Denver Westword: Art Lovers Kick Back at the 2016 Cherry Creek Arts 
Festival (slideshow) 
o http://www.westword.com/slideshow/art-lovers-kick-back-at-the-2016-

cherry-creek-arts-festival-8069106  
o Denver Westword: The Ten Best Summer Arts Festivals in Colorado 

o http://www.westword.com/arts/the-ten-best-summer-arts-festivals-in-
colorado-7959295  

o Colorado Homes & Lifestyles Magazine: Perspective Elevated: In Honor of 
Art 
o http://www.coloradohomesmag.com/Events/Perspective-Elevated-In-

Honor-of-Art/  
 

• Broadcast materials 
o Colorado & Company: https://youtu.be/y6zP6UxqPTU 
o 9NEWS: http://www.9news.com/life/events/teaching-‐kids-‐how-‐to-‐appreciate-‐

art/260665614	   
o 9NEWS: http://www.9news.com/features/2016-‐cherry-‐creek-‐arts-‐festival-‐

next-‐weekend-‐/255786049	   
• Supporting Photos (see attached) 
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