AMERICAN HORROR STORY TO OPEN ITS DOORS WITH ORPHANAGE
The next AHS installment series will make debut mid-September 2016

July 12, 2015- New York, NY- American Horror Story is back for a sixth
installment titled “Orphanage”, set to premiere September 14, 2016 at 10:00 p.m.
EST on FX. Set in 1962, this season will delve into the lives of a diverse group of
misfit children forced to tolerate the abysmal living conditions of Angel Guardian
Orphanage. With nuns and priests of less than holy intentions, there’s no telling
who’s coming to rescue the children, if anyone comes at all.
American Horror Story: Orphanage comes prepared with a mix of both new and
returning cast members starring Evan Peters, Jessica Lange, Kathy Bates, Sarah
Paulson, Denis O’Hare, Matt Bomer and many more.
“Being that we’ve had five seasons to see what gets viewers terrified, our content
is only getting more outrageous,” said Ryan Murphy, American Horror Story
producer. “Orphanage will likely surpass expectations. We’re very proud of what
we’ve created here.”
The new AHS set is the first of six seasons to utilize authenticity. Ninety percent
of the shooting took place at a neglected church orphanage in California that
opened its doors in 1931. “There’s a lot of historical flavor here. You can almost
hear the children laughing and crying. It’s really something else,” explained Kathy
Bates, head nun cast member.
American Horror Story is produced by Ryan Murphy in association with FX
Television.
“Like”
AHS:
Orphanage
on
Facebook
at
Facebook.com/AHSOrphanage
and
follow
the
series
on
Twitter
@AHSOrphanage. The new series is premiering September 14, 2016 at 10:00
PM EST on FX. For more information, contact Jordan Heiden at
jheiden@fxtv.com or call 1 (465) 897-5541

The State of New York’s Carbon-Free NYC
Sustainability Campaign Report
By Jordan Heiden
Introduction: The State of New York is launching Carbon-Free NYC, a three-year sustainability
campaign in response to the 2015 Paris Climate Change Agreement, which was ratified on October
5, 2016 with the signatures of 111 world leaders. The Paris Agreement sets the standard of the
implementation and utilization of sustainable practices to reduce carbon emissions and reverse
climate change damage. The State of New York fully supports this agreement decision and is taking
every step possible to ensure a quick and successful transition to a sustainable state. By 2020,
Carbon-Free NYC projects a 25% carbon impact reduction.
Situation Analysis: During this day and age, there is no disputing climate change. Facts and
statistics have proven carbon-related damage is occurring at an unprecedented rate and it is up to the
human race to learn and apply sustainable techniques and technologies in an effort to reduce
negative effects such as sea level rise, forced migration, resource deterioration, and illness. More
than 35% of United States citizens feel uninformed about climate change and are unsure where to
find adequate resources.
"Human‐induced climate change requires urgent action. Humanity is the major influence on the
global climate change observed over the past 50 years. Rapid societal responses can significantly
lessen negative outcomes." (Adopted 2003, revised and reaffirmed 2007, 2012, 2013) – American
Geophysical Union
The State of New York prides itself in being a leader and trendsetter in the United States and will
continue to set this standard with the transition to sustainable energy and living. Though this is a
localized campaign with a strict focus on New York residents, Carbon-Free NYC will likely
encourage other states to follow suit in the pursuit of a greener America. Additionally, the state’s
urgency in pursuing a sustainable life will set as yet another reminder to world tourists that New
York is an electrifying, innovative hub worth visiting and learning more about.
The transition to climate change and carbon awareness is not easy. This scientific issue is
complex and often dense and difficult to dissect. With limited time in an individual’s day, it can be
challenging to put energy toward learning the facts behind an issue of this magnitude. Additionally,
the climate change movement is relatively new and continuing to grow. However, the State of
New York has solutions to these weaknesses and plans to implement them in a variety of ways.
Carbon-Free NYC looks to providing an assortment of resources in a creative, efficient and engaging
way. This campaign will make it evident that climate change awareness and implementation is not a
hassle, but an opportunity to create a healthier environment for those who inhabit it as well as an
opportunity to do meaningful work. New York is full of diverse, hard-working individuals who love
their home state for its effective ability to act in times of need.
This campaign may risk the result of public disinterest or resistance to change, but the goal is not
to forcibly influence any one person’s lifestyle. Carbon-Free NYC serves as an opportunity to inform
and inspire the public about an important cause and direction that soon all states and countries will
be traveling.

Target Audiences: The State of New York recognizes numerous potential audience opportunities,
which include but are not limited to:






Local New York residents (primary)
News media (local, regional, national, traditional, online [primary])
Institutions of education (primary/secondary)
Climate change advocates and volunteers (secondary)
Tourists (secondary/tertiary)

Key Messages:






Residents: “Give your home the love it deserves by adopting sustainable practices in your
daily life.”
Media: “The State of New York is eagerly acting to transition into a newly sustainable era.”
Educational Institutions: “It’s never too early to start learning about the exciting and
sustainable ways to care for our earth.”
Activists: “Carbon-Free NYC offers a number of donation and volunteer opportunities to
create a state dependent on sustainability.”
Tourists: “New York City continues to be one of the most beautiful and exciting locations with
a new emphasis on sustainability to keep our city clean.”

Objectives:
1. To raise awareness to New York residents about climate change and carbon impact reduction
through the Carbon-Free NYC campaign
2. To inform and inspire New York residents and business owners to follow sustainable practices
Strategy #1: Create an informative, engaging campaign utilizing both traditional and digital media to
influence publics.
Tactic #1: Social media has become a primary destination for information, so the State of New York
will utilize all major social media platforms including Facebook, Twitter, Instagram, Snapchat, and
YouTube using the hashtags #CarbonFreeNYC and #CarbonFreeInThree. Each platform will convey
the same key messages, but by using methods appropriate for each individual platform. Logo designs
and graphics will be created to use as profile icons and banners for all social media sites. Please see
below for individual platform messaging:
Facebook: The State of New York will post a variety of Facebook Live interviews with key
sustainability and political influencers such as Mayor de Blasio, Governor Cuomo, Rachel Carson,
and so on. Each interview will allow for a Q&A segment where viewers can post questions in the
comments. The interviewer will read only appropriate questions. The Facebook page will also serve
as a hub for resources via infographics, links to other websites and calls to action. As it is essential to
achieve high viewership, the State of New York will randomly post opportunities to win small prizes or
to donate to the sustainable cause of the winner’s choice.
Twitter: As Twitter is built for fast, bite-sized pieces of consumable, sharable media, the State of New
York plans to rely heavily on “fast-facts,” infographics, and a variety of interesting graphics that align
with the core messaging. Each Tweet will provide a statistic, fact, question, or opportunity to get
involved as well as a call to action. The social media page will utilize gifs, photos and videos to
complement each post. The goal is to convey both informative and relatable, engaging content. Some

Tweets may pose a question, utilizing #ReplyTweet, while others may post a poll asking for the user’s
opinion.
Instagram: New York’s cleanest parks and city landscapes will be featured through a variety of
Instagram photos to display the importance and value of keeping the state clean and healthy. Each
photo will be aesthetically pleasing and each post will provide a call to action, along with a piece of
information about the area, a quote, or a statement that elicits deeper thinking about the issue at
hand. This platform will be utilized more for understanding, thinking, and questioning, while physically
viewing the beauties of New York.
Snapchat: The State of New York will purchase Geofilters on event days and sustainable holidays to
promote the Carbon-Free NYC initiative along with sustainable awareness. Carbon-Free NYC will
also create a Snapchat account to post behind-the-scenes photos of event preparation, daily office
life, and other exciting activities going on throughout each day.
YouTube: The Carbon-Free NYC YouTube channel will act as a hub for all future video content. For
example, video statements of Mayor de Blasio and Governor Cuomo discussing the program and its
importance will be added. The influencers will speak to climate change, the need to get involved and
what local citizens and business owners can do to make a positive impact. Additionally, short
segment interviews, sustainable D.I.Y. projects and other informative videos will be created and
published.
Tactic #2: In addition to a strong social media campaign, the State of New York will also create an
interactive Carbon-Free NYC website, blog and online newsroom. The website will house all social
media communications and resources. If a viewer is looking for a one-stop shop with every material
present, this is the place to go. The online newsroom will feature all essential press materials, which
includes releases, executive bios, backgrounders, infographics, fact sheets, news, photos, embedded
social media platforms, and links to other sites and resources. The web addresses are
carbonfreenyc.com and carbonfreenyc.com/press.
Tactic #3: While digital media can play a significant role in any campaign, it is also essential to utilize
traditional media and pitch to various media outlets in print, television, radio, and online. Pitching for
this campaign will be done on a local, national, and regional level. The initial pitch will be tailored and
sent to the appropriate media representatives to share the news of the campaign release. This pitch
will include the initial press release, background information about the State of New York and CarbonFree NYC, and any additional resources and links to accompany the email. This pitch will likely be of
interest to some and may encourage them to cover the release or write a story relating to
sustainability and New York. Other pitch emails and calls will be made to invite media representatives
to events, such as the Sustainability Progress Gala or Carbon-Free NYC pop-up events. Please see
below for a selection of potential pitch media outlets:
Print: (Newspapers) Newsday, USA Today, The New York Times, The Wall Street Journal, New York
Daily News, The Huffington Post, The New York Post, The Boston Globe, The Los Angeles Times,
(Magazines) National Geographic, Time Magazine, Prevention, AAA Living, Smithsonian, The New
Yorker, Travel & Leisure, Bloomberg Businessweek, Nature Conservancy, Sierra Club, etc.
TV: CNN, ABC, NBC, Good Morning America, Today Show, The View, Fox & Friends, Wild
Chronicles (PBS), 60 Minutes, Planet Green (ABC), etc.
Radio: NPR Environment, Sirius XM, CNN Radio, ABC News Radio, WCBS Health and News,
WYNC Health, News and Science, Sustainable World Radio, Green Radio Show, etc.

Online: CNN, ABC, NBC, The Huffington Post Green, Yahoo, BBC News, Nature Conservancy,
Mother Nature News, Wildlife Conservation Society, World Wildlife Fund, Friends of the Earth, The
Washington Post, Greenpeace, Sierra Club, Environmental News Network, Environmental Defense,
Earth Times, Village Voice, Time Out NY, NYC Go, etc.
Tactic #4: The Carbon-Free NYC campaign will kick off with a pop-up shop event from October 12 17 from 11am – 5pm. Each shop will remain in one location for two days before moving to the next.
The tentative shop locations include Times Square Plaza, Central Park Great Lawn and Union
Square Park. Each pop-up event will feature an interactive carbon footprint experience, sustainable
product prize wheel, Rachel Carson “Silent Spring” book signing, Environmental Sustainability
Network resource center, step and repeat, and an assortment of games, activities and music. Event
guests and attendees will include but are not limited to Rachel Carson, “Silent Spring” author; Zoe
Morrison, Eco Thrifty blogger; Environmental Sustainability Network representatives and volunteers;
and DJ Self, Power 105 radio host.
Strategy #2: Inform and inspire New York residents and business owners to act sustainably through
the implementation of resources and reward programs
Tactic #1: Carbon-Free NYC is a campaign that focuses on the New York City area, so it is important
to highlight sustainable practices occurring in our own backyard. It has been researched and found
that a number of local New York business owners have already taken the initiative to implement
green companies and organizations. One outstanding business owner will be featured per month with
in the State of New York’s Carbon-Free NYC monthly newsletter. The feature will include an interview
and opportunity for the business owner to share helpful tips and tricks to transitioning to a sustainable
lifestyle. This newsletter will also promote sustainable products and resources.
Tactic #2: At the end of each year, the State of New York will host a Sustainability Progress Gala
to highlight the progress made as well as a plan of action to continue. The event will be held at the
Bouley Botanical and will features appearances of many New York state officials. There will be a
portion of the gala that celebrates and rewards the spotlighted business owners as well as
outstanding environmental volunteers and advocates in the New York area. Each recipient will
receive a personalized award and $100 check in honor of outstanding effort to sustainability. This
event will also offer a variety of fundraising activities to help prepare for the next upcoming year.
Research (Primary & Secondary): Carbon emissions and climate change go hand in hand, but this
connection is not always made clear. While the science is complex and complicated, there have been
a number of scientific studies, findings and facts to absorb. The National Wildlife Federation has
constructed and compiled a number of resources to help explain the true severity of this issue. A
small portion of these findings can be found below:







Today, atmospheric carbon dioxide levels are higher than any time in the past 650,000 years.
There is a likely 2.7 degree Fahrenheit increase during this century. A 4 degree Fahrenheit
increase would be catastrophic to humankind.
The United States is the world’s second largest contributor to carbon emissions released into
the atmosphere.
The United States contributes only to 4.4% of the world’s population, but it would take more
than four earths to provide adequate resources if everyone lived by the means of U.S. citizens.
In 1910, Glacier National Park was home to more than 150 glaciers. Now it is home to less
than 30.
This current temperature rise puts 25 – 35% of animal and plant species at risk of extinction.
(We are currently in the midst of the Sixth Great Extinction.)

To simplify these findings, temperatures increase with the release of carbon because the potency
and excessiveness of these gasses breaks down important atmospheric shields. The weaker these
protective layers become, the more likely hazardous rays will penetrate through our earth. This
increase in heat results in human illness, glacier melt, increased sea levels, ocean acidification,
coastal infrastructure threat, migration threat, etc. President Barack Obama has referred to climate
change as a national security issue due to the threats of migration, resource degradation and overall
threat to humanity. While carbon dioxide is released naturally, it is being released in such excess
from people that the earth cannot control such levels. The Earth Institute at Columbia University
studied New York City carbon pollution in 2007. Studies found that particulate matter known as
2.5PM (particles measured in 2.5 microns or less) was found in more than 60 New York City
neighborhoods. Particulate matter forms through exhaust, fuel combustion, power plant pollution and
other forms of manmade pollution. These levels of particulate matter could attribute to up to 2,700
premature New Yorker deaths annually as particles travel deep into the respiratory tract and cause
coughing, lung irritation, chronic bronchitis, and cardiovascular weakness and damage. While this
study was conducted in 2007, the risk of particulate matter still exists. There has been a decrease in
neighborhood observance, but the issue of manmade pollution continues to exist.
In addition, The New York State Department of Conservation released its own findings from this
past year (2016) and found a number of important facts as well as solutions. Some beneficial
statistics can be found below:



The New York State average temperature has increased 2 degrees Fahrenheit in the last 30
years.
The sea level of New York Harbor has increased 15 inches since its inital measurement in
1850.

These findings and others predict increased rainfall and decreased snow cover; longer, hotter
summers and shorter, warmer winters; rising sea levels and increased risk of natural disasters;
pollution related asthmas and exhaustion; and the increase of invasive species under elevated
atmospheric carbon levels. However, in all of these scientific studies, there have been proven ways to
decrease pollution and improve the standing of our environment. If every individual made some small
sustainable lifestyle change, improvement would occur in the matter of a few short years. Individual
solutions include, but are not limited to:









Invest in/install solar, wind and other renewable energy technologies.
Purchase sustainable products in place of non-sustainable products. (bags, water bottles, etc.)
Drive hybrid/fuel efficient vehicles and walk/take advantage of public transit when possible.
Reduce meat consumption. (Beef produces methane in large volumes.)
Get involved in climate change action. (Join organizations, sign petitions, etc.)
Donate to environmental advocacy causes and organizations.
Learn more about personal carbon footprint impacts and utilize resources to understand
climate change issues.
Inform others of the importance of climate change issues.

Conclusion: To conclude, the State of New York is looking to raise awareness about the threats of
climate change and carbon emission impact in hopes of inspiring New York residents to live more
sustainable lives. Carbon-Free NYC is public relations based, requiring little expense, that is ready
with a variety of resources, strategies and tactics. The research is proven and clear and it is time to
make a change for the betterment of our state, country and planet.

“FINDING NEMO” SEQUAL IS SWIMMING TO THEATERS
Disney Pixar’s “Finding Dory” will be making waves on June 17, 2016

After years of swimming, Dory is coming back with a splash in the upcoming Disney
Pixar film, “Finding Dory” set to release on November 25, 2015. Following the 2003
Oscar-winning animated film “Finding Nemo”, this much-anticipated sequel directed by
Andrew Stanton is sure to put a new twist on an old favorite.
Ellen DeGeneres, the voice behind the bubbly, blue star shares a lot of excitement for
her upcoming role. "I have waited for this day for a long, long, long, long, long, long
time," said DeGeneres. "I'm not mad it took this long. I know the people at Pixar were
busy creating 'Toy Story 16.' But the time they took was worth it. The script is fantastic.
And it has everything I loved about the first one: It's got a lot of heart, it's really funny,
and the best part is—it's got a lot more Dory,” DeGeneres explained.
Joined by DeGeneres are Idris Elba, Diane Keaton, Albert Brooks, Ty Burrell, and
Eugene Levy among many other star-studded voice performers.
The sequel will introduce a variety of new characters from the California coastline, while
integrating some returning fish friend favorites including Nemo, Marlin, and the Tank
Gang. Dory and her colorful cast are sure to make many discoveries throughout this
journey, so long as they “just keep swimming.”
"Finding Nemo" won the 2003 Academy Award for Best Animated Feature; the
film was nominated for three additional Oscars (Best Writing, Original
Screenplay; Best Music, Original Score; Best Sound Editing). It was also
nominated for a Golden Globe Award for Best Motion Picture–Comedy or
Musical. Dory—with more than 24 million Facebook ‘Likes’—is the most ‘Liked’
individual character from a Disney or Disney Pixar film. For more information,
contact findingdorypress@disneypixar.com or call 1-757-4567.

###

THE WHITE STRIPES ANNOUNCE REUNION TOUR
Retired indie band to perform across the U.S. once more in early 2016

New York, NY – October 12, 2015- After an exclusive interview with Warner
Music Group, Jack White announced the former White Stripes duo would return
for a one time only U.S. reunion tour set for early 2016. The temporarily
reconvened duo will perform hits from all White Stripes albums, resulting in a
special edition live album and DVD box set.
The White Stripes Reunion Tour will hit 10 major cities, including Boston,
Massachusetts; New York City, New York; Philadelphia, Pennsylvania;
Washington D.C.; Orlando, Florida; Chicago, Illinois; Seattle, Washington; Los
Angeles, California; San Francisco, California; and Las Vegas, Nevada. The tour
will begin in the northeast region on January 1, 2016 and will carry through to the
southwest region by March 18, 2016. This will be the final jaunt for the indie
alternative band that made its first appearance in early 1999. Tickets will go on
sale November 25, 2016 at 10:00 a.m. EST.
“We want the band to go out with a bang,” explained Jack White, lead singer and
guitarist of the former band. “Before closing the vault on an integral piece of my
music history, I felt it was right to give the White Stripes a sufficient going away
party.”
In addition to the U.S. tour, Jack and Meghan White will be hosting a White
Stripes reunion tour party in celebration of upcoming and aspiring independent
alternative artists. The duo will give away valuable band pieces to loyal fans, as
well as release never before seen White Stripes content and memorabilia. The
event specifics have not yet been released.
With its broad roster of new stars and legendary artists, Warner Music Group is
home to a collection of the best-known record labels in the music industry
including Asylum, Atlantic, Cordless, East West, Elektra, Nonesuch, Reprise,
Rhino, Roadrunner, Sire, Warner Bros. and Word, as well as Warner/Chappell
Music, one of the world's leading music publishers, with a catalog of more than
one million copyrights worldwide. For more information, contact Amanda
Collins at 212-275-2213 or email Amanda.collins@wmg.com

