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First Aid for Your Press Kit

Your artist has killer songs and keeps audiences spellbound.
You want to generate a media buzz. How can you keep
your press kit from landing in a journalistis circular yle?

Bio: Fast, Factual and Full of Flavor

What is an artist bio?

Although bio is short for fibiography,o youbre not tell-

ing your actbs entire life story. Its primary purpose is to
interest readers in the artistis music and spin his story for
public consumption. Itis a branding tool. But it should
also serve as an introduction that answers certain basic
guestions: Who is this band? What do they sound like?
Where do they come from? What have they ac-
complished so far? Why the hell should I care

about them? =

An artist bio should read like an informative,
entertaining feature. If it succeeds, journalists
will use it as a template for their articles. Thatbs
why the bio should tell them what they need to
know without requiring further research. Itis
hard to believe, but some bios omit such vital statistics
as album titles, release dates and who plays what. Donit
raise more questions than you answer.

Hype: not your friend
Donit come on like a huckster. Indulging in hype will
fatally impugn your credibility and get your press kit
tossed immediately. fiArtist X is the most
exciting rapper on the scene today and

is causing a huge buzz throughout the
industryo T this kind of claim will get you
nowhere. News pash: Music journalists
know who is and is not causing a buzz.

You may quote me

Memorable soundbites from your artist
are often the best way to present both the person and his
music (after all, itis what the artist T not the bio writer

T has to say thatis important). You donit have to quote
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Who is this band?
What do they sound
like? Why the hell
should | care about
them?

him verbatim. In fact, you should clean him up, edit him

down and otherwise reyne him, which you can do without
losing his essential voice. It ainit journalism; itis PR. Art-
ists usually appreciate a little help in the quote department.

Sound off on your sound

Although your artist may hate to describe his music, it
must be done. Party-rocking hip-hop? Amp-melting
death metal? Intimate acoustic songs blending Leonard
Cohen and Verdi? You need a descriptive hook. Think
of it as an advertising tag line, another branding tool.
Thereis nothing wrong with citing inpuences.

The story so far

Include details about local airplay and press;
tours, festival appearances and opening spots for
established bands; ylm, TV and/or game place-
ment; and other quantiyable achievements. If
the story of how the band members met is a good
one, tell it. If not, ynd another angle. What sto-
ries do you ynd yourself telling most often about
the artist?

The yne line between clever and stupid
Donit be cute. Nobody wants to read long paragraphs of
experimental prose or know what the bio writer wore to
the show. Let chronology be your guide. Focus on who,
what, when, where and why.

How long should it be?

One page is usually ideal for a new art-
ist; try not to go much longer than two.
Always remember that journalists are
on deadline and want their info in quick,
easily digestible bites.

The proof is the pudding

Do we really need to remind you to
proofread the bio (and all other materials) carefully before
you make copies and stuff envelopes? Typos, usage errors
and other mistakes will not endear you to journalists.

Editorial Emergency, LLC, isanew company formed by Julia Rubiner, erstwhile publicity editor for Geffen Records and DreamWorks
Records, and Simon Glickman, former senior editor for music-industry trade publication HITS. Together, they have nearly 30 yearsi
experience generating and utilizing PR materials. Theyive developed these guidelines to help you get your artist some ink.







