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 welcome to zoo venues’ 2009 press and marketing gui de 
 
This guide aims to give our companies a brief overview of the bare essentials of Edinburgh 
Festival Fringe publicity.  
 
Please take the time to browse through it, and also consult the Fringe’s ‘How to Sell a 
Show...’ booklet – which can be downloaded from edfringe.com if you don’t already have a 
copy. 
 
Over the coming months you will also receive 
regular bulletins from our press and marketing 
department, containing details of offers and 
activities that you should be aware of, and 
additional helpful tips. 
 
Our programme includes companies with two 
decades of Fringe experience, and shows 
about to start their first Edinburgh mission, so 
some of you may find the contents of this guide 
rather familiar from previous Festivals.  But we 
try to cater for everyone and ensure that all our 
shows have an equal chance of thriving at the 
Fringe regardless of their background, budget, 
experience and profile. 
 
If you have any other questions, don’t hesitate to get in touch with Zoo Venues’ Press and 
Marketing Manager Matt Beer, on +44 (0) 1803 849347, +44 (0) 7714 763515 or via 
matt@zoovenues.co.uk.   
 
You can also contact the Fringe Office’s press team for advice – their details can be found 
on edfringe.com. 
 

what does zoo venues’ press and marketing departmen t do? 
 
As we have to share our time and attention between the 50 shows in our venues and the 
promotion of Zoo Venues as a company, we can only assist and advise you rather than 
taking sole charge of individual shows’ publicity campaigns. 
 
However, we still provide the following services... 
 

�  Advice and support up to 16 hours a day, seven days a week between now and the 
Festival, via 01803 849347, 07714 763515 or matt@zoovenues.co.uk, and at any 
time day or night during August.   

 
�  We put together our venue programme in online and print versions, and ensure that 

all our shows’ entries in the Fringe programme are complete and correct, and that the 
online versions feature an image. 
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�  We create a venue press pack featuring all our shows, and deliver it to the major 

publications in private meetings with journalists in June and July, as well as stocking 
all your press releases, images (both print and web resolution), and full cast and 
crew credits for your show on our password-protected media website. 
 

�  We produce a promoters’ pack that is distributed to a vast mailing list of promoters, 
tour bookers and leading theatres. 
 

�  We provide a bespoke flyer and poster distribution service for a flat-rate of £5 per 
distributor per hour. 

 
�  We co-ordinate journalists’ requests for information on our shows and encourage 

media outlets to use Zoo companies in features and previews. 
 

�  We monitor the papers, magazines and websites for reviews during the Festival, and 
alert our companies when they are published.  Good reviews are displayed 
prominently in our venues, and useable ‘pull-quotes’ are added to your sections of 
the venue display areas.  We also collate all your reviews into a press coverage file 
that you receive at the end of the Festival. 

 
�  We co-ordinate our shows’ involvement in promotions like the Fringe’s Half Price Hut, 

the Scotsman newspaper’s ticket deals and competitions page, and other offers. 
 

�  We constantly monitor your ticket sales and can give you up to date figures first thing 
every morning, or at another agreed point.  We also provide sales trend analysis 
during and after the Festival, and help you tailor your publicity strategies in light of 
your audience figures. 

 
�  We maintain the venues’ display areas and our website to ensure that all shows are 

publicised prominently and equally.  
 

�  We negotiate discounted advertising deals for our shows in prominent publications. 
 
zoo venues’ press and marketing managers  
 
Zoo Venues’ award-winning marketing team is led by Matt Beer and Emmy 
Sainsbury.  Matt has been the company’s press and marketing manager 
since 2003, having previously brought his own shows to the Fringe for two 
years. He also has 11 years’ experience as a freelance journalist and sub-

editor, plus English degrees at BA and MA level.  Emmy 
takes joint charge of the Zoo Venues press and marketing 
department this year, having joined the venue to run its hugely successful 
evening event programme in 2008.  She had previously achieved critical 
acclaim and sell-out audiences with her own theatre company, both at the 
Edinburgh Fringe and in Europe. 
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press  
 
what goes into a press release?  
 
Your press release will probably be just one of the 30 to 50 releases each editor gets every 
day in the Fringe build-up, so make it succinct – approximately one side of A4 or 300/400 
words – and attention-grabbing. 
 

We suggest that your opening paragraph captures 
what is unique about your show and why it is worth 
seeing, but without making grandiose claims.  Try and 
give the impression of quiet confidence in the quality 
of your show – this will go down better with your 
reviewers than brash declarations of your peerless 
talent. 
 
Your press release needs to both convince journalists 
to come and see the show, and answer some of the 

questions that they will have about it, so it’s worth including details about your company’s 
background. 
 
Don’t forget the important admin information too – when your show is on, and where, and 
who to contact for more details, or image/interview requests.  
 
If you want more inspiration for the press release style, content and format, we have a stock 
of example press releases from previous years that we can supply on request. 
 
where to send your press release 
 

�  To matt@zoovenues.co.uk for approval (a contractual 
requirement) and any advice required. 

 
�  Once approved, send it to the Fringe Press Office so 

that they can include you in their own dealings with 
journalists. It would be useful to do this as early as mid-
May. 

 
�  After the Fringe Media Contact List is released in early 

June, send it to all the publications or journalists on the 
list that you believe are appropriate, for example 
comedy shows should target comedy reviewers.   
 
Be aware that this list stipulates whether particular journalists want press releases by 
email, fax or post, and if they require pictures.  In many cases, images are dealt with 
by separate departments, so don’t fill the editor’s Inbox with massive image files if 
they are not responsible for design. 
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how to format your press release  
 
Try to put your press release in the main body of the email.  
If it’s hidden in an attachment, journalists may not bother to 
open and read it.  If you have formatting that you think 
might be spoilt in an email, attach a fully-illustrated version 
as a pdf but put the main press release in the email body in 
plain text. 
 
when should press releases be sent? 
 
The Fringe Press Office like to start receiving your press 
releases in mid-May, but you should not send them to 
newspapers as well at this stage – it’s both too early to 
have any practical effect, and it would break the Fringe 
publicity embargo that applies until the 2009 launch on 10th 
June. 
 
The ideal time to send your press releases to the review publications is between mid-June 
and early July.  Don’t leave it any later or the papers will have already decided their review 
schedules. 
 
how many press releases should you send? 
 
It is worth following up your initial press release with an update sometime in July.  Perhaps 
you will have had some successful preview shows by then, or your plans have changed in a 
newsworthy way.  Try and find a fresh angle for the second release.  It can act as a useful 
reminder for the press, but will be counter-productive if you have no new information to add. 
 
should you have a full press pack?  
 

It’s not essential to have a full-length pack as 
well as your press release, but many 
companies like to prepare something longer to 
send as a follow-up to the initial press release. 
 
Your press pack could include all the 
information that you could not fit in your initial 
press release – such as more details about 
cast members, your company’s history, past 
reviews, and future projects.  It could also 
feature a selection of images, perhaps some 

footage of previous shows, or extracts from this production on a CD/DVD.  Make sure that 
your original press release/s are also included. 
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We suggest that you send your press packs to the main offices of each review publication in 
advance (and the Fringe Press Office of course), but you will also need to keep a selection 
to give to your actual reviewers when they attend your show.   
 
will journalists respond to press releases? 

 
Because the Fringe is such a huge event, don’t expect journalists to get in touch unless they 
have specific questions.  If they are intrigued by your press release and want to review your 
show, they will simply book a review ticket – but be aware that although publications often 
decide their review schedules weeks in advance, many journalists make their actual ticket 
bookings at the very last moment. 
 
should you pressure journalists if you’re not getti ng reviews?  
 
Journalists work long hours under a great deal of pressure, and will not respond well to such 
persuasion.  If they decide not to review your performance, it is unlikely to be because they 
have ‘forgotten’.  Instead they will have decided after reading your initial press materials that 
your production does not interest them, and coercion will rarely change this opinion.  The 
best option is simply to impress them from the start with your initial press release.  Often a 
good review in one publication will encourage others to find space for it in their schedules. 
 
which publications review fringe shows? 
 
The Scotsman  – The premier source of 
Fringe reviews, with the most respected team 
of writers.  Only impressed by the very best – 
getting three or more stars in a Scotsman 
review is a praiseworthy achievement.  Tends 
to focus on original writing rather than well 
known productions, and does not review every 
show.  It also prints some reviews in its sister 
publications Scotland on Sunday and 
Edinburgh Evening News. 
 
The Herald  – Another respected Scottish 
national newspaper, perhaps a little more 
generous than The Scotsman on average, but 
does not review as many shows. 
 
The Stage  – Weekly newspaper for the entertainment industry that publishes extensive 
reviews online and in print.  Last year its policy was to only review professional shows on 
three-week run.  Bear in mind that The Stage does not use star ratings, but its reviews are 
often more constructive than its rivals’. 
 
UK national newspapers  – The London-based broadsheets do not run extensive Fringe 
coverage, but do review a selection of shows that interest them.  Be aware that they often 
send journalists to a large number of shows but only choose a few to actually write about. 
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Fest/Skinny  – Fest is twice-weekly free magazine with a relatively-small review section, but 
a large readership and plenty of features. Its parent publication Skinny is a highly respected 
free entertainment magazine published monthly in Scotland, which also carries an array of 
Edinburgh features both online and in print. 
 
The List  – Weekly entertainment listings and features magazine with a fairly extensive 
review section.   
 

Broadway Baby  – Respected 
review website and twice-weekly 
freesheet that has increased its 
profile dramatically in recent 
years. 
 
Metro  – Daily free tabloid with a 
Fringe review section that often 
leans towards comedy. 
 
Three Weeks  – Festival focused 
free newspaper that endeavours 
to review every show at the 

Fringe.  Uses less experienced reviewers than the broadsheets but its opinion is still valued 
by audiences and performers.   
 
Chortle.co.uk  – Online comedy guide that reviews most comedy productions on the Fringe. 
 
Edinburgh Festivals Magazine – This pre-Fringe glossy feature and preview magazine 
now has a review website off-shoot, although its coverage is limited.  
 
Fringe Review – A fairly recent addition to the Fringe media scene, the Fringe Review 
website uniquely avoids publishing poor reviews, instead sending its thoughts direct to the 
companies, and only highlights shows worth three stars or more.  Very thorough in its 
analysis. 
 
British Theatre Guide – Comprehensive review website that is largely supportive and 
constructive, and is unique in offering ‘half stars’.  
 
There are also a wide range of smaller review organisations such as Fringe Report, 
Edinburgh Guide, On Stage Scotland, Reviewsgate, Remote Goat and One4review, plus 
specialist media such as Critical Dance, Scotsgay, Ballet.co.uk, Total Theatre Magazine, 
Ballet-Dance, Night News, The Groggy Squirrel and Hairline. 
 
using reviews 
 
The sheer number of shows, reviews and publications at the Edinburgh Fringe makes it hard 
for audiences to pick out the critics’ favourites.  So when you get an outstanding review, 
don’t just assume that everyone in Edinburgh will see and remember it.  Make it an integral 
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part of your publicity campaign – add quotes and stars to your flyers, posters and banners, 
and tell everyone you meet about the review.  Conversely, if you get a bad review, it’s 
entirely possible that no-one will notice if you don’t mention it... 
 
should you hire a publicist or PR agency? 
 
A good publicist could make a superb contribution to your marketing campaign, especially in 
terms of pitching your show to newspapers, lifestyle magazines that run preview features, 
and promoters.  Make sure you’re clear about the extent and limits of their package though, 
because we’ve seen some companies being disappointed by their publicists’ efforts in recent 
years.  A list of PR agencies is available on the Fringe website, and we can provide advice 
on request.   
  
 

publicity 
 
how should you publicise your show?  
 
By far the most important 
part of your publicity efforts 
will be the design and 
distribution of your flyers 
(also known as postcards or 
leaflets), as the Fringe 
Office’s research continues 
to show that audience 
members refer to flyers and 
the Fringe programme 
entries more than anything 
else when choosing what to 
see.  Most companies also 
distribute posters and many 
will also take out advertising.  
We will contact you with 
details of advertising offers shortly. 
 
what should you put on your flyers? 
 
There will be some very high quality and very well designed flyers around the streets of 
Edinburgh during the Fringe, so yours will need to be just as professional and attention-
grabbing or they will be ignored.  
 
Keep the front of the flyer as clear as possible – save the listings, details and text for the 
back and focus on making sure you have an instantly memorable image for the front.  Don’t 
make your descriptions too enigmatic because Fringe audiences don’t take as many risks 
with their money as you might imagine. When they pick up a flyer they want to get a clear 
and specific indication of what the show involves. 
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Don’t forget that the Zoo or Zoo Southside logo MUST feature on your flyers. 
 
how big should your posters be? 
 
Posters need to be at least A3 paper size, 
preferably larger, if they are to get noticed. It’s an 
obvious point, but make sure your image is 
memorable and original, and as clear and 
uncluttered as possible. Don’t over-complicate it 
with excessive listings details – start time, dates 
and venue will suffice.  Remember that it will be 
sharing wall space with several hundred other 
pictures, so it must leap out and transfix the 
passer-by even when surrounded by myriad rival 
shows’ posters.  You also need to put the Zoo or 
Zoo Southside logo on the bottom right hand 
corner of your posters. 
 
do zoo venues display your posters? 

 
Yes.  We will allocate an equal amount of display space to all our shows, and let you know 
how many posters we require for it.  We construct our displays in time for the preview days, 
so even if your show does not begin until week three, we will need your posters by 4th 
August. 
 
can zoo venues recommend a printer?  
 
Big Byte Production is our favoured print supplier.  This Edinburgh-based company is used 
by the majority of leading venues, and both the Festival Fringe and the International Festival, 
for their own printing.   
 
In our experience, Big Byte is the most efficient, attentive and reliable print supplier in the 
Fringe field.  We will send you more details about their 2009 package shortly, but in the 
meantime you can visit their website at www.bigbyteproduction.com. 
 
how many flyers should you print, and how much dist ribution should you do? 
 
If you have a large team of distributors flyering on busy streets throughout the day’s peak 
hours, then your show will be advertised to an enormous potential audience, and a 
percentage of them will want to come and see it.  If a handful of people do some lacklustre 
flyering for a short period, your show will be advertised to far fewer people, and your 
audience will be much smaller. 
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It is hard to set a definite figure for how many flyers you should print, as it depends on the 
size of your company and the length of your run.  There is no point printing more flyers than 
you can possibly distribute. 
 
We suggest that you work out a minimum allocation on the basis of each member of your 
company handing out at least 100 flyers per day.  So a group with seven performers doing a 
three week run could distribute in excess of 15,000 flyers, and would be well advised to do 
so.  
 
zoo distribution 
 
We offer an exclusive, bespoke flyer and poster distribution service to our companies.  For a 
flat rate of £5 per distributor, per hour you can hire one or more of our experienced and 
ferociously enthusiastic publicity assistants to augment or look after your distribution.  They 
will work with you to devise the best street publicity strategy for your show, and can be hired 
either in advance or on the day.  More details to follow in future bulletins. 
 
where should you distribute your flyers? 
 

The Royal Mile (also known as the High 
Street) and the area around the Fringe 
Box Office is the central spot for handing 
out flyers. Plan your publicity distribution 
like a military operation, and make sure 
you have representatives on ‘The Mile’ 
whenever possible. 
 
While The Mile is the centre of publicity 
activity, any busy parts of the city will be 
worth visiting. Zoo’s venues are part of 
the growing Fringe hub in the vicinity of 
Bristo Square, so you would be well 
advised to spend time there.   
 
You must not distribute your publicity in 
non-Zoo venues (we rigorously enforce 

this to make sure shows from other venues don’t flyer in our spaces either), but it’s well 
worth flyering on roads near venues that have similar shows.  You can target audiences 
going to and from these shows without breaking Fringe etiquette by publicising inside a rival 
venue. 
 
can you do street performances?   
 
The Fringe Office offers free performance space on stages on The Royal Mile – these can 
be booked on the day if slots remain open but it’s worth making advance arrangements.  
Booking forms will be available on edfringe.com.  
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Make use of this but make sure you have enough spare group members on hand to give out 
flyers while you are performing. You don’t need to rely on the Fringe stages either, feel free 
to start an impromptu street performance wherever you like as long as you’re not causing an 
obstruction, disturbance or anything else that might earn police attention. 
 
can you offer ticket deals? 
 

If you feel your show needs an extra boost, 
offer 2 for 1 ticket deals or cut-price tickets 
with special flyers. Reducing ticket prices to 
tiny amounts (or giving away free tickets) 
does you few favours – audiences will 
immediately suspect poor quality. An 
interesting special offer is far more 
productive, and one of the most effective is 
the Fringe’s Half Price Hut last-minute 
bargain box office. This facility is not yet 
confirmed for 2009, but if it continues we will 
send you full details of how it works in July. 
 
We can accommodate absolutely any ticket 
deal that you wish to offer – provided that 
you discuss your needs with Mina 
Nakamura, our box office manager, at least 
five hours before your show so we can 
ensure that the discount or offer is in our 
system and our staff are fully briefed. 

 
zoo photography  
 
Zoo Venues’ in-house photographer Owain Shaw 
can be hired to apply his uniquely artistic 
photographic touch to your shows. 
 
Full details of Owain’s services will be sent to you in 
future bulletins, but he could be commissioned for a 
planned publicity photoshoot either for media use or 
for your own souvenirs, or to take photographs of 
your show during a performance.   
 
As he is based in the venue, he can plan your 
pictures in conjunction with you, and will provide one 
of the most value and most creative photography 
services available in Edinburgh. 
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the big zoo press deadline: 27 th may  
 
By this date, we will need the following: 
 
* For our programme:  Up to 50 words of text plus 
one 300dpi resolution image in a square shape, 
or that we can crop into a square shape for you. 
 
* For our website:  100-200 words of text (we can 
adapt your press release if you wish), between 1 
and 4 images of any shape, and an optional link 
to one YouTube video for us to embed on your 
page. 
 
* For our media guide : A press release of 
approximately 300-400 words or one side of A4 
(you might wish to have this ready sooner as the 
Fringe Office will request press releases in mid-
May in preparation for their launch).  As many 
pictures as you wish but at least one at 300dpi 
resolution.  A full list of your cast, crew and 
production credits for our press pack and media 
website. 
 
NOTE 1: All press releases must be approved by Zoo Venues before being submitted to the 
Fringe or the media.  We guarantee to reply within half an hour to any press release drafts 
sent to matt@zoovenues.co.uk between 6am and 11pm UK time, Monday to Sunday. 
 
NOTE 2: Any company that does not supply the required text or images in time will not be 
featured in our printed programme, or the launch version of the website. We are not willing to 
penalise those companies who have met the deadline by delaying publication to wait for 
others. We will be updating the website after the launch, but cannot guarantee how quickly 
we will make any changes requested after the deadline. 
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important final note: don’t underestimate the edinb urgh fringe 
 
Last year the Fringe featured 31,000 
performances of 2,050 shows across 250 
venues during its three-week duration.  2009 will 
be bigger still.  So at any time of day, you will be 
competing for audiences with several hundred 
other shows. 
 
Then throw in the parallel International and Book 
Festivals, an ever-expanding list of smaller 
festivals, plus Edinburgh’s other attractions (the 
tourist sites, the shops, the pubs that never 
close), and you’ll realise that anyone who comes 
to see your show will have chosen your 
performance over several thousand other things 
that they could be doing in Edinburgh in August. 
 
This is the world’s biggest arts festival, the competition is tough, and you’ll have to fight for 
every audience member. 
 
Every year some companies go home disappointed and vow never to return.  Others gain 
experience and come back stronger.  Many have a fantastic Festival, get big audiences, 
superb reviews, and return year after year.   
 

There is a lot of luck involved, and many 
shows start slowly then gather great 
momentum.  Some companies get slated by 
the critics, yet still sell-out.  Others win rave 
reviews yet struggle to connect with 
audiences.  This can be a very cruel – and 
very capricious – Festival. 
 
But with a strong and well-organised press 
and marketing campaign, some hard work 
and a bit of momentum, any of our shows 
are capable of having an outstanding 2009 
Edinburgh Fringe run, and we will do 
absolutely everything we can to help you 
achieve that aim.   
 

 


