
Guide to Sending Press Releases for Exhibition Coverage  
(an ongoing work-in-progress) by Brian Goslow, managing editor, artscope magazine 
 
Artscope magazine, and other arts and entertainment publications and columnists, get dozens, if 
not hundreds of exhibition announcements and requests for coverage daily via email. Here are a 
few tips from managing editor Brian Goslow on how move yours towards the front of the line: 
 
SUBJECT LINE: 
 
While most feature stories are assigned weeks if not months in advance, almost all of our 
facebook, Capsule Previews, email blast!s & zine blog postings are selected a short time before 
you see them on your computer screen. The simpler and immediately clearer the introductory 
information is, the more apt you are to get coverage. 
 
If your gallery, museum or name isn’t obvious by your email address, put it in the subject line. 
 
If you’ve got an exhibition title, put it in the subject line. 
 
Most importantly –- put your exhibition dates in the subject line. When it comes to sketching out 
an issue by the months of publication, this is the best way to make sure you get full consideration 
for coverage. 
 
MESSAGE BOX: 
 
Everyone’s pressed for time; no doubt about it. But if your exhibition is worth covering, it’s worth 
taking the time to make sure you get the word out promptly and thoroughly. 
 
Regardless of how thorough any information you put in an attached file is, if you introduce it 
through a blank message, you’ve diminished the chances of someone downloading your file 
unless they’re already looking for or if they’re requested the information as they’ve been given no 
reason why they would want to download it. 
 
The same goes for just sending a blind link –- numerous computer experts have noted that one 
universal way to avoid getting a virus on your computer is to avoid clicking through to links you’re 
not entirely comfortable with, and I always use caution in clicking through to any link. 
 
Make sure your first paragraph contains all the essential information: show title and art medium, 
venue, venue address, exhibition dates and phone number. Your second paragraph should have 
a small description of the show. Almost all interest in covering your show will be generated by the 
information in those two paragraphs. 
 
If you’ve grabbed the reader’s attention, they’ll want to know more. That’s when a full press 
release (which should be included in the email message as well as an attached file, if you desire, 
and links to view the artist’s work can be helpful in determining whether or not to cover your 
show. 
 
One more thing: make sure you’ve re-read your press release before you send it out; if you send 
out subsequent emails correcting errors in previous emails, there’s no guarantee they’ll be 
caught. Similarly, if you resend a press release, make sure it contains all the information and 
attachments that came with the first because oftentimes seeing there’s an updated press release 
will lead to the immediate deletion of the first. 
 
ATTACHED FILES: 
 
Before you send a file -– imagine you’re the person receiving that file. Recognize their computer 



already has hundreds of files on it. Think about them going through dozens and hundreds of 
emails and downloading a large number of files that say “PR,” “Show info” and “details” and 
nothing more for a file. When the person going through the emails goes back to retrieve them –- 
what makes it stand out and tells them this is your announcement? Same for sending images with 
just numbers with no accompanying artist name -– what’s going to make it standout amongst 
hundreds of files? Make sure the artist name and work title is on each image file to avoid having 
them misidentified in print. 
 
If you’re sending images with the hope of getting them printed, make sure they’re high enough 
resolution to be printable. Almost all images that make their way into artscope are 300 dpi or 
greater (and printable at 4 x 5 or 5 x 8 at minimum) and 1 MB in size or larger (If you’re not sure, 
drop the person/publication a message asking what they prefer). This ensures the work looks as 
good in print as it does in person. Hold off sending extraordinarily high-resolution images (2 or 3 
MB or higher with your initial press release as these tend to overload the recipient’s mailbox and 
can cause them to crash; media outlets will let you know if they need higher resolution images 
from you). 
 
THE TRUTH OF THE MATTER 
 
While most feature stories are planned a month or two prior to publication, there are always a few 
areas of coverage decided close to deadline (in the case of artscope, this would be our Capsule 
Previews as well as our facebook, blog and email blast!s). This is why it’s essential that you 
always include even basic information as soon as possible even when you’re waiting for full 
details for an exhibition. The best-written press release in the world doesn’t mean a thing if it’s 
received after deadline or the publication you want coverage in has already gone to press. 
 
DEADLINES 
 
If you’re hoping for coverage in a publication, learn what their story planning and deadline 
schedule is. While some stories are booked in advance, the planning of our next issue begins in 
earnest the week after we’ve gone to press (we cover two months at a time beginning in January, 
March, May, July, September and November). We aim to cover shows that will be up through a 
significant part of the two-month period, with a minimum of two weekends that readers would 
have to go to show if they’re interested in the work we cover. We also try not to duplicate 
coverage of individual institutions and galleries in consecutive issues to insure we cover as many 
places as possible. 
 
Hopefully you’ll find this information useful, whether you’re preparing for your first ever show or 
having been sending out press releases for years. 
 
For consideration for coverage in artscope magazine, send your press releases to 
pr@artscopemagazine.com 
 


