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Developing Your Audience














There are advantages to raffles or door prizes far beyond the immediate publicity they generate. This is an excellent way to capture names, addresses, and e-mail addresses to add to your list.





Other nonprofits may be willing to share their mailing lists with you. Is there another organization that reaches some of the same anticipated audience as your event? Can you partner with them?





Once you’ve compiled various lists, study them carefully. Do your audience members come from particular zip codes? Is your event targeted to an ethnic audience? Does it attract children? Their parents? Is it an adult only audience? Are you attracting an audience from outside your immediate area? Create a profile of your audience.





Once you’ve created the profile, use it to tailor your publicity to attract the largest possible audience. Target individuals who may not have attended your events but who fit your audience profile. It also helps you think about how to attract those that do not fit your profile.





A CASE IN POINT


To conclude, one quick, made-up example: Last month, you presented a chamber music ensemble. A local grocer donated a food basket that you used as a door prize. Audience members who attended your event registered for the door prize by filling out a brief card. You study the cards after the event and find that your audience is primarily middle-class, white, and single. You sold 100 tickets and have names and addresses of your attendees.





For your next event, you begin with a reception-mixer beforehand to let your singles mingle. Those who buy tickets (at a slightly reduced rate) a month in advance are invited to the reception. You compare your audience list with a similar chamber music ensemble in the next parish and do advanced mailing to 300 possible subscribers.





You do a series of informances with one or two of the musicians in the ensemble in the local schools in advance of the concert. If you are not tied to the performance space, why not ask a church or community center in the minority community if they would allow you to hold your concert in their parish hall?





You schedule the ensemble conductor on the local television talk show for the week before the concert. You’ve sent out your press releases a month in advance, as well as your community bulletin board notices and PSAs. Two weeks before the concert, the features editor of the paper calls and wants to do a profile of the ensemble members. You have photographs, bios, and interesting data on hand. Two days before the concert, you fax the copy of the press release that they’d received earlier to the local papers, television, and radio stations.





You have fliers in all local schools, grocery stores, church bulletin boards, and in the music supply store. You sent special mailings to everyone on the mailing list you’ve been developing, to all band teachers, church organists, and other musicians in your area. 





Now it’s time to relax and enjoy the concert. As soon as it’s over, you being planning the next one.
































Don’t forget to be inclusive. Most communities have minority publications, media outlets, and businesses. Include them in your plans. If your event is at a school or church, have you approached other schools or churches in the immediate community? 





Can you add components to your event that will help to promote it? Have you asked local businesses to donate goods and services for door prizes at your event?





If you are presenting, for example, a theatrical event, have you taken a few actors into the schools to perform scenes from the play?





The Arts Council of Greater Baton Rouge


Remember that each organization funded through our grant programs has a partner in the Arts Council—we want your projects to be as successful and benefit as many people as possible. We appreciate being kept abreast of your plans and are happy to advise you on your publicity.





Capturing an Audience


Unless your organization was formed for the specific purpose of presenting a single event and then going out of business, publicizing your event is only the first part of audience development. For organizations that want to continue presenting projects and grow, you also want to “grow” your audience.





This may be one of the most neglected areas of programming, but it is certainly one of the most important. It does neither your organization nor the community any good to present an outstanding project if no one sees it. The Arts Council does track how many local citizens are benefited by grant-funded projects. It will likely hurt your chances of securing funding for future projects if your attendance was very low. No one wants to underwrite a project, no matter how wonderful it may be artistically, if it is sparsely attended. This tells the funder that perhaps your project does not really meet the community’s needs and that the limited funds may be better spent elsewhere.





It also does your organization little good if you have to “reinvent” an audience each time you do a project. Each successive project should build on the successes of the previous project, including expansion of its audience.





Your plans for audience development should answer two basic questions: “How do I publicize my event to get a sizable audience?” and “How do I keep that audience and expand in it for my next project?” 





There are many tools available to identify your audience. You need to collect this data, analyze it carefully, and use it when you begin planning for future projects.





Start developing a mailing list and e-mail list from people who attended previous events. Have a guest sign-in book available as folks walk in. In addition, each ticket sold by check, money order, or credit card is someone you can contact about attending a like event a next time. 





Begin a newsletter (or add to your present one). Include a questionnaire that asks your readers what type of events they are interested in, and compile specific event lists.








to make, not yours, and the decision will be based on your press releases or advisories. This is another reason to be timely—the sooner the media outlet has the basic information, the sooner they can plan more complete coverage. Be prepared if a media outlet contacts you about a feature story. Have biographies of all the artists involved in your project. Have a supply of interesting anecdotes about your event or organization. Tell why this event is unique or special. 





Talk Shows


Most radio and television stations have talk shows and would welcome someone interesting to talk about their community events. If you contact stations about their talk shows, you must do it well in advance—several months. Make certain that your representative is informed about the event and can talk comfortably and interestingly. A dull speaker can do greater disservice to your event than good.





Photographs


Many media outlets will not accept color slides or photographs, however the industry standard is still the black and white glossy photograph. Digital photographs must be print quality, at least 300 dpi or above. If your event lends itself to a photograph, have them at hand. Use the photograph to show what your news releases or PSAs tell. Photographs should be interesting with identifiable subjects(s). If you include a photograph, write all your information  like name, address, phone, title of your release, caption identifying everyone in the photograph—left to right—and, if appropriate, identify the photographer. Type the information on a separate piece of paper and tape it to the back of the photograph—never write on a photograph.





Non-traditional Publicity


You know the standard, local media outlets and have blanketed them with information about your event. Now it’s time to “think outside the box.” How do you reinforce your message through other methods? How do you reach someone who may not read papers, listen to radio, or watch television (yes, there are such people)? This is your opportunity to be creative. Use it. Does the local school have a newsletter sent to parents? Is there a local business that would run information about your program in their newsletter? Does the local bank have one of those flashing signs that advertise local events? Does the local grocery store get banners from distributors (like Coca-Cola)? Will they request one with your event on it? Is there someone in the community who always buys an ad in the local paper (grocer, car dealer, etc.)? Will they add a “tag line” about your event in their ad, thus giving you access to a prohibitively expensive ad? Have you placed your event in local church bulletins (if appropriate)? 





Is there someplace where your likely audience gathers? For example, if you are doing a music performance, have you approached the local music store about putting flyers in their windows? 





Can you promote your event along with some other, larger event in the community? Is your event at the same time as a local festival? Find out the festival’s plans for advertising and participate in that.














Press Releases


Your newspaper, radio, or television station is your greatest friend—both the major metro outlets that serve your region and your individual community’s local media. The standard, initial approach is through a press release. There are very specific guidelines to writing a press release. For more detailed information, contact your local library. Some high points: Type your release on your organization’s letterhead and double-space it. A press release is never longer than a page and a half (usually, no longer than a single page). It must contain a contact name and phone number of someone at your organization who can answer questions about the event. This is your initial contact with the media and you should not write a feature story. Avoid adjectives or flowery language. Answer the basic questions: Who? What? When? Why? Where? How much? Then quit. If the paper or radio or television station is interested in more details or in doing a longer story, they will call you. If your release is longer than one page, conclude the first page with “ – more - ” centered at the bottom, and head the top of the next page “Add one.” Mark the end of your release with “end” so that a confused editor will not be looking around for non-existent pages of your release.





Press Advisory


Like a release, type an advisory on your organization’s letterhead and include a contact name and phone number. Use an advisory to notify media outlets in advance that an event will be taking place, but you do not wish to disclose your information (such as winners, honorees, etc.) just yet. Mention in the advisory that a press packet will be available (a press release with the details, photos, background info, etc.) at the event. You should list (not write out in paragraph form) the specifics of the event—Who? What? When? Why? Where? How?





Public Service Announcements (PSAs)


Some television and radio stations will accept PSAs. For the proper format (VHS, audio cassette, etc.) contact the specific outlet you are approaching. Your PSA is not a commercial—the station will run it when it wants to, usually at odd times when there is little commercial value. Don’t ask when or how often your PSA will be aired, as most stations place them randomly. Don’t record your PSA like a commercial—limit yourself to ten seconds, thirty at the most. Like a press release, say the essentials only. Label the cassette with your organization’s letterhead, a contact name and phone number, mark it “PSA” and the length of time, and include start and “kill” dates—it does neither your event nor the station any good to run a PSA two weeks after the event has concluded. Some stations will offer to record these PSAs for you, saving your organization the expense.





Community Bulletin Boards (CBBs)


Most television stations have spots that feature events in the community. Contact the station first for the proper format and contact. Usually, CBBs are types out on a postcard. Be brief! Viewers will likely only have a second or two to absorb the information flashed on their screens.





Feature Stories


These are the big leagues—the newspaper or magazine decides to do a longer story on your event, or the local television station plans to do a “remote” at your event. Remember, it is their decision





The Grants Department of the Arts Council of Greater Baton Rouge has funded hundreds of cultural projects in our community. Applicants who have participated in the process—for many, the first time in a competitive grants program—have developed administrative skills and become stronger organizations. Many of these organizations have discovered, however, that “if you build it, they will come,” is a line from a movie and does not necessarily apply in real life. The design of a successful arts project must include developing and keeping an audience.





PUBLICIZING YOUR EVENT


Your immediate concern is getting people to your concert, performance, exhibition, or event. Your goal is capacity—filling every seat, selling out of tickets, or attracting a record number of attendees. The size of your project will generally dictate the amount of work you must do to attract the largest possible audience. As in every other aspect of your project, the means to this goal will be in advanced planning.





First, assess your needs. How large is the facility where the project will be held? How many people can it accommodate? How many people can you reasonably attract? Who are the people interested in attending this event? Will your project appeal to them? If not, what can you do to make your project more attractive? Once you’ve identified the audience you need to attract, you’re ready to plan how to attract that audience.





You begin with an advantage: You are presenting an arts or cultural event. If your event truly responds to the community’s needs, there will be people interested in attending. You only have to get the word out of Who? When? Where? How much? and how exciting the project will be.





THE BASICS


Write a Timeline and Make Assignments


You begin with two points on your line—today’s date and the planned date of your event. Between those two points, plan the dates when tasks for publicity must be completed, and assign members of your committee, your organization’s board, or your volunteers to accomplish those tasks. You cannot wait until the day before your event and expect the local newspaper to stop the presses and rewrite the front page. You cannot run off 3000 flyers the day before and expect them to “appear” all across town overnight. Allow ample time before your event. For daily newspapers, plan on getting information to them at least a week prior to your event. For weekly, bi-weekly, or monthly publications, allow at least a month. For television or radio spots, allow at least a month.





Identify and Investigate Your Local Media


Call your local media outlets (television or radio stations, newspaper, etc.) and ask in what form they want the information and how far in advance. Most importantly, find out to whom to address the information. A press release mailed to a major newspaper (and not to a specific person or department at that paper which handles information such as yours) may wind up on the very busy desk of a reporter that covers the police beat. Your release will likely be thrown away, unused. Once you’ve made contacts, you may use them later to “plant” stories about your event or your organization generally.
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