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JOHN BARILLA

Promoting Your Studio: Part 2

® In Part 1 of Promoting Your Stu-
dio (see the January/February 1991
issue of db Magazine), I discussed
ina general way the two kinds of pro-
motional avenues—advertising and
public relations—and why both are
necessary for promoting a service-
oriented business such as a record-
ing studio or production company.
The article then turned its focus to
just one of those avenues—advertis-
ing—and I developed some guide-
lines for using print ads (space ads,
classified ads and direct mail) to
help promote a studio business. That
leaves us with one remaining avenue
to examine: public relations.

As pointed out in the previous in-
stallment, while advertising has an
inherent and definite cost, public re-
lations (PR) is in the realm of things
you can get, relatively speaking, for
free. That factor alone should make
this field worthy of some methodical
study, especially for those studios
running on a tight margin. Whoever
has access to a word processor or
typewriter, and has the budget for a
sheet of paper, envelope and stamp
can begin reaping the benefits of a
public relations campaign. Of
course, PR is not always so devoid of
cost. Some techniques involve the
staging of special events which can
sometimes involve considerable out
of pocket expenses, and unlike ad-
vertising (whose benefits often can
be felt immediately), public relations
may require a period of time before
benefits begin to accrue. Hence, PR
has to be seen as a long-term promo-
tional policy.

THE TOOLS OF PUBLIC
RELATIONS

Like any other discipline, public re-
lations has its arsenal of tools, and
these tools were created to achieve

the espoused goals of the discipline.
The goals of public relations are to
mold the opinions and attitudes of a
particular “public” relative to a par-
ticular person, business or organiza-
tion so that a positive image might be
attained and maintained over time.
In plain English, this meansyou,asa
studio business person , must edu-
cate your pool of potential clients to
the quality and value of the services
you provide. People form opinions
based on available information
which comes to them either through
word of mouth or the media.

Good PR has the aura of genuine
news. Unlike advertising with its ob-
vious self-serving purposes, PR must
at least have the appearance of pro-
viding information in the public in-
terest. Quite often it is only a veneer
which differentiates PR from adver-
tising, but the point to remember is
that PR must be received by the au-
dience as news, rather than unmiti-
gated hype. People must feel that
they made their own decision about
your service, based solely on the
available information—without any
coercion whatsoever. To attain this
goal, public relations practitioners
have developed several very effec-
tive tools, three of which will be ex-
amined in the course of this article:
the news release, the publicity pack-
age and the promotional event.

THE NEWS RELEASE

As previously mentioned, PR must
beregarded as newsin order tobe ef-
fective. From the vast amount of
events that occur during a period of
time, only a few are selected for cov-
erage by the press. Editors of news-
papers, magazines and other publi-
cations are always on the lookout for
relevant stories geared towards their
readership. Many stories are pur-
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sued solely on the basis of a news re-
lease that was sent to them from an
outside source. A news release then,
can be defined as a document de-
signed to influence the media to
write favorably about a particular
subject—in this case, your recording
studio.

There are many ways a news re-
lease can find its way into print. The
simplest and most consistently
available publicity can be had in the
local music and entertainment jour-
nals—in the columns that are called
something like “Studio Notes” or
“What’s Happening,” and so on.
Every city or region has a newspaper
or magazine of this kind with a sim-
ilar section reserved for studio hype.
The publication usually won’t give
you more than one paragraph per
issue, but most successful and also
wanna-be successful studios are con-
sistently represented in these col-
umns. The purpose is to tell in a
news-like manner who is recording
at your studio. You needn’t worry if
it’sjust alocal act; it will probably get
printed anyway. The bottom line
here is simply getting your name in
print—irrespective of your client-
ele’s importance.

The most desirable outcome of a
news release is, of course, to have
some sort of story written about your
studio—ideally, a feature story re-
plete with interview and photo essay.
Obviously, your news release would
have to be geared a little differently
toattain thisend. It might have tobe
almost a complete story in itself—or
at least the outline of a story with a
strong “hook” that would be inter-
esting to both the editor and reader-
ship. To really make an impression,
it should probably also contain a very
attractive photograph. A story is
often given preference because it
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contains a great photo, so don’t
skimp on the film.

It is difficult to say what the con-
tent of a news release should be,
since this might vary from journal to
journal. What’s best is simply to
study the particular publication you
are intending to pitch to and write
down the essentials of a story appro-
priate to the editorial slant of that
magazine. In other words, scope out
the magazine; read back issues and
find out what issues the magazine
deals with and use this as a guideline
for the content of your news release.

The form of a news release is much
easier to specify; it follows a format
that never changes—regardless of
content. Figure 1 shows the basic el-
ements of a news release. At the top
in large type is a banner stating
boldly that the piece of paperis an of-
ficial news release — not to be con-
fused with any other papers on the
editor’s desk. Directly below, tight to
the left margin, is the name and ad-
dress of the company sending the re-
lease, and below that, the all-impor-
tant name of the contact person at
that company. Next follows the re-
lease date, which is usually stated as
being For Immediate Release since
you want to get across a sense of
timeliness (or even urgency) in es-
tablishing a need to print the infor-
mation. The actual story itself must
start with a hook-laden headline: it
must draw you into the text by
arousing your interest. Next (since
this is “news”), the city of origin
must be identified.

Finally, we reach the body of the
story itself. The first line is very im-
portant. In true journalistic fashion,
it should give a summary statement
of the entire article, — the story at a
glance. Then, in the subsequent
paragraphs, the story should be
fleshed out in greater detail, being
certain to answer the usual journal-
istic questions: who, what, where,
when and how. Another important
axiom to keep in mind is that “news
makes news.” This means that if a
particular issue is currently in the
public eye and you have something
being recorded at your studio that
will relate to it, there is a much
greater chance it will be published.

A classic case might be if a peace
activist were recording anti-war
songs during the current Middle
Eastern conflict; but the example
does not always have to be that dra-
matic. Perhaps someoneis recording

keyboard tracks usinga hot new syn-
thesizer or the artist was formerly
lead vocalist for a popular band or
the bald-headed keyboard player is
really a brain surgeon by day; if you
dig hard enough, you can find a
newsworthy item about many of
your clients, so start digging!

THE PUBLICITY PACK-
AGE

While the news release is a more or
less expendable tool of public rela-
tions (since it refers to a one-time

news event), we also have need of a
relatively permanent tool—some-
thing we can use over and over to
provide information and affect pub-
lic opinion. Here is where a publicity
package (also called a press kit)
comes in handy. The elements found
in a publicity package can be almost
anything, but there are some impor-
tant items that should be included.
First of all, the term “publicity
package” implies that there is some
sort of container to hold multiple
pieces in place; — that’s the essence
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Figure 1. The news release.

of a package or a kit. When someone
wants tosee the profile of your studio
at a glance, he can reach for this
package and skip to whatever docu-
ments he’s interested in. Some stu-
dios photocopy or print whatever
they feel is relevant on standard 8.5
in. by 11 in. paper and put all the
sheets into a clear plastic binder.
Thislooks very neat and assures that
none of the sheets will get lost. Oth-
ers prefer to use a pocket binder or
portfolio because they are available
inattractive colors and you can store
lots of odd sized materials within.
One of the major items in a public-
ity package is usually a single page
statement of purpose for your studio
business detailing the kinds of ser-
vices you provide. Also commonly in-
cluded might be a short biographical
sketch of the owner(s)/operator(s) of
the studio telling of their education,
previous experience and achieve-
ments. (If you’ve only been in busi-
ness a short time, the above two
items could be written as a single
document.) Another good item to in-
clude is a list of client references.
(Don’t feel insecure if your list does
not contain someone famous; even a
list of unknown local clients will es-
tablish that you have a legitimate
business). Additionally, you might
consider including copies of any tes-
timonial letters from satisfied cli-
ents, a good photograph of your facil-
ity and reprints of any previous press
coverage you may have. A rate card

(detailing a range of prices for vari-
ous services) is also a very desirable
item to include. One other option
might be to include a sample tape
featuring short excerpts from your
best projects.

By now you may be thinking that
this could be a fairly expensive prop-
osition on a large scale. When all is
said and done, it might cost you a
couple of bucks a package (or more if
you include a tape). Obviously, don’t
use a publicity package as a tool for
mass mailing; instead, reserve it for
contacts who are potentially serious
clients or for those highly visible
media people (such as magazine edi-
tors) who might be able to give you
some publicity. If you make even one
such contact, the time, effort and
money spent in putting together
these packages will seem rather in-
significant.

THE PROMOTIONAL
EVENT

One of the most effective ways to
gain publicity isby staging or becom-
ing involved in a promotional event.
A classic example of this is the pro-
duction company that offers its ser-
vices to a regional charity. Theideais
that an original theme song will be
written and produced by the com-
pany and released to radio stations
as part of a campaign to increase
support for the charitable organiza-
tion. These special events are diffi-
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cult, but not impossible to pull to-
gether; today it may be easier than
ever to get involved in such special
events, since all charitable and com-
munity organizations are suffering
from a decline in funding. The offer
of free audio production can seem
very attractive to an organization
seeking to shave budgetary corners,
and the publicity a studio can glean
from such an association can pay off
big time.

An event that requires working
with an outside organization also re-
quires much planning and coordina-
tion. However, there is one event you
can run without anybody’s help: an
open house. An open houseisreally a
fun way to introduce your services to
a new group of people and at the
same time, show appreciation to
your old clients for their patronage.
It’s simply a party you throw at your
studio. Just provide an urbane selec-
tion of wines and cheeses, some
mood lighting and, of course, a pre-
programmed tape of all your best
productions.

This can really help people get
turned on to your studio. It’s a great
opportunity to schmooze with old
friends and network out tosome new
clients. The open house is really a
powerful public relations tool: your
audience is handpicked and the mere
fact that you are a gracious host
makes them more receptive to using
your services in the future db


www.americanradiohistory.com



