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Communication Plan

	Our Communication Plan


	Communication channel options

	1. Website

2. Portfolio listing site like GoSeeDo.org

3. Facebook

4. Twitter

5. YouTube

6. Blog

7. LinkedIn
8. Regular newsletter

9. Targeted emails

10. Letters

11. Phone calls

12. Playbills and programs
13. Flyers and posters

14. e-cards

15. Online advertising

16. Advertising and coverage (newspaper, magazine, radio, community newsletter)
17. Columnist for other blogs and papers

18. Networking events
19. [image: image1.jpg]Online Approaches
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Free or low-cost teaser events

20. Trade fairs


Remember: People usually need to see a message several times before they are ready to act!
1. Spreading the word and engagement on an ongoing basis 
What are relevant characteristics of our target recipients?
What do we want to say to whom and in which way? 
What are our targets for defining success?

a. Existing fans and customers (patrons, presenters, agencies, etc.): 
Which channels do we want to use for which messages? 
What will be our schedule for these communication activities?

b. New followers and customers (patrons, presenters, agencies, etc.): 
Which networks can we tap into to reach these people? 
Which channels do we want to use for which messages?
What will be our schedule for these communication activities?
c. Board and advisory board members: 
Which channels do we want to use for which messages? 
What will be our schedule for these communication activities?
2. Specific events and programs, fundraising 
What are relevant characteristics of our target recipients?
What do we want to say to whom and in which way? 
What are our targets for defining success?


a. Existing fans and customers (patrons, presenters, agencies, etc.): 
Which channels do we want to use for which messages? 
What will be our schedule for these communication activities?
b. New followers and customers (patrons, presenters, agencies, etc.): 
Which networks can we tap into to reach these people? 
Which channels do we want to use for which messages?
What will be our schedule for these communication activities?

c. Board and advisory board members: 
Which channels do we want to use for which messages? 
What will be our schedule for these communication activities?
3. What do we need to put together in terms of marketing collateral (playbills, flyers, web pages, template emails, photos, videos, overall press kit, etc.)? What other resource requirements do we have?
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