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NEW WAVE SINGERS 
OVERVIEW AND ORGANIZATIONAL ASSESSMENT 

 
 

Summary 
For nearly two decades, the New Wave Singers have played a role in the region’s cultural community. 
Like so many other small community-based groups which seek to grow, the organization finds itself 
struggling with issues related to that growth. These issues include: 

• Identity 
• Program Development 
• Audience Growth and Retention 
• Development of Earned and Contributed Revenue Streams 
• Stabilization and Strategic Planning 

 
For the very small arts organization, the last entry in the list above generally consists of trying to find a 
way to pay for the next event. However, New Wave should be applauded for seeking assistance in 
strategic planning and audience development, an essential foundation for continued growth and stability. 
 
For many participants in the arts, who began working with or volunteering for nascent organizations as 
a “labor of love,” it is often very difficult to reconcile their “parental” feelings with the realization that 
in order for the organization to continue to grow, more and more standard business practices must be 
adopted. 
 
Kotler and Scheff in their excellent treatise Standing Room Only outline five phases of organizational 
growth and note that, “The critical tasks for the management and board are to be aware of these stages, 
to recognize when time for change has come, and to welcome the tense periods of transition that provide 
the pressure, ideas, and heightened sensitivity to the need for new practices. Management must be 
willing to dismantle current structures before the transitional stage becomes too turbulent.” 
 
Change, however, is virtually always “turbulent.” And change should not be undertaken without careful 
planning. It is very important to realize that implementing any new strategic plan will come with a price 
and that price is generally a feeling of disenfranchisement from some long term members and 
supporters. The best way to offset these negative feelings – especially since strategic planning should be 
seen as a positive step forward – is to incorporate Board, staff, supporter, and member education into the 
planning process and ultimately into plan implementation. 
 

“There are three types of organizations: those that make things happen, those that watch things 
happen, those that wonder what happened.” (Anon.) 

 
“Central to effective management and marketing is careful and thorough planning. Yet many 
artists and administrators think, ‘Why plan at all?’ The managerial environment and the 
marketplace are increasingly complex and changing. It is difficult to make predictions about 
funding levels, audience development, and even programming opportunities. ... Whereas profit-
making firms can pursue a well-defined goal of profit 
maximization, nonprofit organizations pursue a more complex 
set of goals and must use different measures of success. ... To 
many arts administrators, business language is alien, if not 
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offensive. This situation creates a gap in communication and can obscure common purpose, 
diluting the organization’s efforts to attract corporate sponsors and business board members. 
Paradoxically, such conditions warrant even stronger strategic planning.” (Kotler and Scheff, 
1997) 

 
“Planning, as such, also forces the organization to refine its vision. Having a vision means not 
just surviving. It defines what is not yet and what is about to become. In the arts, we can easily 
fall into a state of constant survival, which at best weakens the strongest links in a staff network. 
Planning affords the chance to break out of this vicious cycle – it is not a luxury.” (Michalann 
Hobson, 1999) 

 
The organization must, however, do more than simply pay lip service to the planning process. It should 
now be an integrated part of the overall oversight of the organization. A “living plan document” – one 
which can be altered easily as time goes on – should be written and distributed to all members. This plan 
should detail goals and objectives for the current year and contain outline or draft goals and objectives 
for the next two to three years.  Additionally, in continuing to revisit the organization’s Mission and 
Vision Statements, the organization should lay out a long term set of definable goals which outlines 
major milestones that the organization wishes to accomplish over the next three to ten years. 
Formulating these milestones today forces the organization to continually revisit these hopes, dreams, 
and aspirations in the future and provides an important end goal to strive to achieve. 
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AUDIENCE DEVELOPMENT AND MARKETING PLANNING – Scope of Document 
 
Due to budget constraints, the original proposal for this Audience Development and Marketing Plan has 
been divided into two phases. This document, encompassing an overview of audience development 
techniques and recommendations for marketing work for the December 2005 concert completes Phase I 
of the project.  Phase II, which will give the organization a plan in greater detail for six to eighteen 
months and encompass specific elements for upcoming activities, will begin when funding is secured. 
  
Key Findings, Recommendations, Comments 
Each of the following are areas where this consultant sees an immediate need for change or room for 
improvement in present practice. Some can be addressed over time; some need immediate planning for 
change. While some of the more immediate needs may not be able to be addressed in as timely a manner 
as one would hope – generally because of budgetary constraints – it is important that the organization 
keep these issues on the front burner so that they cease to become topics in planning conversations. 
  
Audience Development 
All audience development and fund development are inexorably tied together. Increased ticket sales and 
other earned revenue broaden the pools to which individual and corporate donors can be cultivated. It is 
seen as essential that both marketing and development grow strategically together and do not take 
divergent tracks. Again from Hobson, “As institutions grow, individuals become departments which 
will continue to work in isolation if integrated planning is not part of the process. Marketing and 
Development (i.e. sales and fund raising), encompass the income streams of the institution, and as such 
include overlapping targets for that income. Effective cultivation, solicitation and communication with 
those targets require coordination between the two departments.” 
   
A commitment to audience development means a commitment for the long term. Audience development 
is a long, never-ending, and often slow process. Long-term audiences build gradually and the techniques 
for building this type of base greatly differ from the promotion of single events. It is more labor 
intensive and requires more communication between audience and institution than other types of 
marketing.  
 
Audience development also encompasses pieces of fund development, community presence and 
institutional image. The committed audience developer must look to place more resources in in-house 
publications (newsletters, websites, etc), building an ambassadorial audience, and keeping previous and 
potential audience members abreast of the organization’s plans. The “inside-the-Beltway” term for this 
is “controlling the spin,” thus allowing the organization to rely more on its own resources and less on 
costly outside sources (such as advertising), inconsistent sales generators (such as reviews), and 
ineffectual triage tactics during a run (slap-dash postcards or flyers, curtain speeches, etc.) 
 
Developing the advance single ticket market should be at the top of any arts organization’s “To 
Do” list. Increasing advance sales through a series of methods is essential. It is strongly recommended 
that the organization begin an in-house newsletter on, at minimum, a bi-annual basis. This piece should 
be seen as a sales generating tool – as well as an information piece for the organization – and its issues 
should be geared toward the Chorus’s productions. 
 
In addition to its use as an earned income generator, the importance of the newsletter as a vehicle for 
fund raising should not be underestimated. Portions of each issue must be devoted to fund development. 
 
In today’s “information-based” society, a well-thought out, intuitive, and easy to navigate website has 
become an essential tool for audience developers and relationship marketers. The website must reflect 
the organization’s institutional image, provide more information on events, engage the potential 
audience member, and most importantly, provide venues for immediate sales and donations online. It 
also provides a portal for taking an action (i.e. buying a ticket or learning more about a venue) after a 
potential audience member has been exposed to the Chorus through word-of-mouth. 
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Follow-up with single ticket buyers after a production is also essential in developing an audience. 
Thanking an audience member and reminding them of the other offerings of the organization is even 
more important than the initial sale.   
 
Institutional Image 
Part and parcel of many of the points within this report is the overarching need for a cohesive 
institutional image. The image – or brand – of the organization in certain ways defines the organization 
in the minds of the public. All segments of the organization – performance, outreach, fund raising, 
marketing – should all have a singular tone and style. Similarly, all publications, websites, letters, 
notices, etc, should also have a uniform style and tone. 
 
One of the easiest and most-effective means of ascertaining how your organization is branded is by 
performing a “tabletop test.” Simply lay out a copy of every organizational publication on a large table. 
If they all look and feel exactly the same, everything is fine. If they don’t, realize that your audience is 
easily confused. If all materials the audience gets from you don’t look the same, they may overlook your 
piece. 
 
The caliber of the publications should also have a direct correlation to the caliber of the performance.  
 
The organization’s website should reflect the image of printed publications. The Chorus’s website 
currently provides very basic information about the organization. Ideally, it should continue to evolve to 
include more easy-to-find information about programs, volunteer and giving opportunities. The Chorus 
should also continue the collection of email addresses of interested patrons. A regular email update can 
offset the amount of money the organization spends on printing. As an added benefit, email can easily 
be forwarded from recipient to friends and neighbors, thus creating a no-cost “viral marketing” 
campaign with virtually no expenditure on the part of the organization. 
 
Many of the organization’s recent sales pieces do not reflect a cohesive view of the organization. In 
general, the design is not terribly eye-catching. The organization is strongly cautioned that just because 
color is available, doesn’t mean that it must be used. Often a single “spot color” or duotone colors can 
have a greater impact on the look and feel of a piece. 
 
Additionally, there is a need to look at all tools that the Chorus is currently using and to rethink their 
usefulness. There are “message generating” pieces and “sales generating” pieces. And then there are 
those pieces which do neither. As part of the strategic audience development plan, emphasis should 
generally be placed on sales first and message second. 
 
Pieces which, due to their “Return on Investment” (ROI) yield poor results must be abandoned; no 
matter how ingrained they may be in the psyche of traditional arts marketing. 
 
See Appendix for additional specifics. 



Blackmon, New Wave Singers, Overview and Organizational Assessment, March 2005,  page 5 of 14 

Box Office and Ticketing Issues 
The Marketing Committee and executive leadership of the organization should have access to weekly 
sales trend data as well as the ability to plot this data over time to recognize key buying patterns when a 
concert is up for sale. (It will also show which methods are NOT working.) 
 
The ability of the organization to effectively collect and analyze point-of-purchase sales trend data is 
seen as a key issue that must be implemented with all expediency. This data is the single most important 
indicator of ROI. It’s the best way for the organization to understand the impact of its marketing and 
audience development efforts. 
 
In order for management to undertake this change, it must begin a campaign to educate its membership 
as to the importance of data gathering when tickets are sold. If, for example, Chorus member John sells 
tickets to his friends Rick and Steve, but only turns in the money for their tickets without Rick and 
Steve’s contact information, the Chorus has no way of building a relationship with Rick and Steve 
independent of John. This is a very important point as the Chorus now has no way of contacting Rick 
and Steve. Simply hoping that Rick and Steve see an ad for an upcoming performance or hoping that 
John remembers to contact them the next time he’s performing with the Chorus is simply an ineffectual 
way for the Chorus to grow its base. 
 
And, by extension, the Chorus does not have a way to contact Rick and Steve in its fund raising efforts. 
In the not-for-profit arts world, it’s never enough to sell ONE ticket. Arts organizations need to be able 
to sell multiple tickets over time and have the ability to ask patrons for contributions to support the 
organization. 
 
P.S. With the Chorus now in control of Rick and Steve’s contact information, it becomes incumbent on 
John to extend his reach and bring NEW prospects to the Chorus. 
 
A simple, well-thought-out 2-part form which captures important data which is distributed to all 
members who sell tickets may prove to be a very cost-effective way of gathering this information. 
Alternately, drive ALL sales to the website to allow for data collection. 
 
Word-of-Mouth Sales 
One of the best methods of achieving sales goals is by sparking word-of-mouth. Consistently this is the 
one of the top two self-reported answers to the question “How did you hear about the show?” In fact, 
building a “buzz” is one of the most productive ways that an organization can develop its audience over 
time. This “long-term buzz” is generally created by those organizations who consistently sell (A) the 
institution, (B) the season offerings, and (C) the performance at hand as part of one package. 
 
Word-of-mouth is spread in two primary ways: through institutional publications (such as newsletters 
and letterpacks) and by members/previous ticket buyers/supporters directly to their friends, colleagues, 
and family members. 
 
Often with word-of-mouth, the results of this type of promotion are not adequately used by the 
organization to develop the audience over the long-term, thus it becomes essential that the organization 
have the necessary information at hand to effectively prompt sales in the future. 
 
In the case of New Wave, it seems obvious from surveys and anecdotal evidence specific to this 
organization as well as from general information gathered from other choruses, that members generate a 
significant amount of ticket sales on a show-by-show basis. However, if not harnessed, this effort does 
not help the organization grow its audience over the long term. By not capturing essential information at 
the point-of-purchase, a “reinvention of the wheel” happens with each show instead of a progressive 
build. The organization should be able to easily download point-of-purchase information from their 
online ticketing vendor (Mission Tix). 
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With a devoted core of members, word-of-mouth should be very easy to build and with minimal 
education – or reeducation – of members regarding the organization’s efforts to grow its audience 
should significantly increase the earned income stability of the Chorus. 
 
Malcolm Gladwell in The Tipping Point – which should be essential reading for anyone undertaking an 
audience development project – boils down word-of-mouth to finding three distinct groups of people 
who he refers to as connectors, mavens, and salespeople. 
 
Integral to the success of word-of-mouth are the mavens, those who have a serious, deep, and extremely 
passionate feeling for the product at hand. Sometimes finding mavens is extremely difficult, but in the 
case of the Chorus, many mavens may already be close at hand. The key, then, becomes to harness the 
power of this type of person. 
 
Community Presence 
The Chorus performs significant community outreach in addition to its performance programs. 
However, little is made of these programs in the organization’s literature. Working to establish channels 
whereby audience members for performances are made better aware of these projects will probably not 
net greater ticket sales, but it should provide a better climate for organizational fund raising. Providing 
the audience causal links to affirmation and education and the Chorus’s performances should serve to 
strengthen the audience’s bond with the organization. 
 
The organization needs to take seriously the idea of imparting more information about the organization 
and its mission to its potential audience. 
 
 
Building A Plan 
The purpose of this section is to outline key propositions which may be used by the Chorus in building 
audiences for this and subsequent years. In the “Tools” section, we will outline specific items which are 
effective in developing our audience. Here, however, we will outline various underlying principles of 
audience development as well as outline key questions that should be addressed each time planning for a 
new event occurs. 
 
 
Audience Development - General Rubrics and Questions 
Audience development means that we are developing a relationship with a consumer. All of us have 
developed personal and professional relationships and we know that building a solid relationship takes 
time. There are no quick fixes in audience development. 
 
Tight Targets 
Audience development is about one-on-one relationships. We should get away from thinking about 
“mass.” Mass anything. Mass mailings, mass media, mass market saturation. Mass is the carbohydrate 
of the marketing world. We’re not looking to get everyone in the Baltimore metro area hooked on our 
organization; we’re just looking to fill a room. We want – and need – individuals. 
 
This need for individuals is one of the reasons for strongly cautioning small organizations to think more 
seriously about cutting back on or completely abandoning costly display advertisements in favor of 
direct mail, personal contact, and placement of feature stories. 
 
Find The Most Profitable Group 
This sounds simple enough, but not enough arts marketers are thinking about this. With resources 
scarce, why should we send 5000 pieces when 500 will get the same response? Look at culling lists 
significantly, even as the organization grows. 
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We should then ask “Who cares?” By asking “who cares?” we further define our audience. Remember, 
people who buy the most beer are people who like to drink beer. Also, ask yourself why you are sending 
this particular piece or placing this particular advertisement. Who is your friend? Do they want this 
information? Do they care? Why are we buying a list of thousands of unknowns to mail to? Do they 
care about us? Probably not. 
 
Dealing With Technology 
E-mail and web-based information is ever-changing. Anything written on this topic this morning is 
probably out-of-date by this afternoon. We should be ever-vigilant in monitoring the Information 
Technology field, however, as the next two-to-five years will more than likely see a seismic shift in the 
ways that people acquire information about entertainment events. 
 
For now, e-mail should remain a priority in terms of informing your predisposed population of 
upcoming events. Many experts believe that you should have e-mail addresses for at minimum 20% of 
your present base of attenders. 
 
It is also important that current customers are asked to “opt in” to your e-mailings; otherwise your 
mailing can be considered spam. As e-mail spam explodes, we need to take every precaution to ensure 
that our mailings are considered essential reading and are not lumped into the category of “annoyance e-
mails.” 
 
Standing Out 
“The best the timid can hope for is to be unnoticed. ...In a crowded marketplace, fitting in is failing. In a 
busy marketplace, not standing out is the same as being invisible,” notes marketing guru Seth Godin in 
The Purple Cow. Often, if there is a limit, we should test it. Question authority. Godin, again: “Almost 
everything you DON’T do is the result of fear or inertia or a historical lack of someone asking, ‘Why 
not?’.” 
 
Knowledge Is Power 
Trite, but true. You have to know things in order to sell things. You have to know the ins and outs, the 
whys and wherefores of your business. One of the most important things we can do as audience 
developers and marketers in the arts is to talk to our artistic leaders and ask WHY a certain musical 
piece was chosen, why a season was put together in this specific way; why the pieces are important; 
why they are noteworthy. 
 
This should be an ongoing dialogue. It is incumbent upon us to come to those meetings prepared, 
homework done, and questions at the ready. Part of our job in marketing is that of a translator. We take 
the information given to us, repackage it, and use it to sell our product to our targets. 
 
Building The Total Impression 
See Appendix for Total Impression matrix. 
 
A complete Total Impression need not be done for each and every event, as a completed matrix may 
change from event to event, so it’s important to have this information at hand each time new strategies 
are planned. Our “most important piece” (see below) may also change from event to event. 
 
Defining The Most Important Piece 
After you’ve created the Total Impression matrix, then decide what is the most important piece of 
information – the best selling point that is unique to you or your event – and make that piece stand out 
as the central focus of your marketing efforts. 
 
Tom Peters’ book, The Pursuit of WOW!, is an important resource for this endeavor. Peters believes that 
people should come away from your organization and something should make them say “Wow!”  
“Wow!” doesn’t have to cost a dime. Often the very best examples of “Wow!” are innovations that 
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don’t cost you anything but a little advance planning and brain power. “Wow!,” however, is not a one 
shot deal; it’s forever. Once you have your audience saying “Wow!,” you have to make them say it 
every time they think about you. 
 
Getting The Message Out 
There are practically unlimited ways to get your message out. Part of our focus here is simply to focus. 
We want to use cost-effective tools that reach our tightly targeted prospects. While conventional 
“wisdom” says bigger and more are better, we’re taking the opposite approach. And we’re doing it for 
the simple reason that we will never have the resources to do it big AND correctly. 
 
See Appendix for Fresh Eggs & Flying Lessons 
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Building Your Plans 
Note that in this title, there is a plural. Plans not plan. You should have many plans. Your planning 
matrix may look something like this: 
 

 OVERARCHING PLAN  

Subscription Plan Single Ticket Plan Group Sales Plan 

Subscription Renewal Plan Targets for Each Show Targets for Each Show 

New Subscriber Plan Follow-up for Each Show  

 “Triage” Plan  
 
 
Define Your Heavy Users 
Who are they? What do they like? Where do they live? To help define your current audience base, use 
this cheap trick: buy a big map and stick pushpins in it. See if anything clusters up. If a large cluster 
develops, get a census tract – the U.S. Census Bureau is accessible to all at www.census.gov – and see 
what it tells you about that area. Even better, just get in the car and drive around the neighborhood. It’s 
down and dirty “guerilla” demographic research, but in the long run it will save you thousands of dollars 
– and scandalize market research firms who may think they know better than you who your audience is. 
 
Pitch Correctly 
Make sure that you are pitching correctly to your pre-defined heavy users. Make sure that your message 
is always the same! Make sure that it is clear and concise. Stay on message once you’ve defined it. 
Tangents are death. 
 
Marketing takes place over an extended period of time. Hammer your clear and consistent message 
home over and over again. A general rule of thumb: just about the time that you are completely and 
utterly sick of this message, that’s about the time that it begins to stick in the minds of the consumer. 
Stay the course. 
 
Also, marketing is a battle of perceptions. It’s all about the mind of the end consumer. It’s not about 
having the best product. It’s not about “best” at all. Mostly, it’s about “Wow!” 
 
Growth Goals 
Set realistic goals for growth. Look at your resources, look at where you want to be and set out to get 
there. Begin mapping out strategies. Goals and objectives are just pipe dreams. Strategies are the way 
you make those dreams become reality. Consider your venue, length of run, size of budget, and size of 
staff. 
 
Depending on economy, venue, artistic product, etc, there may be times when you will not grow. There 
are plateaus in a growth plan. Learn the warning signs of plateaus and then factor them into your 
planning process. Make sure that your plans match the income budget for the organization. 
 
Tools 
The purpose of this section is to provide the Chorus with a simple, easy-to-use reference guide to a 
variety of tools for each specific area of activity. Each of these tool charts can – and should – be 
calendarized at the beginning of each season and manipulated, if need be, during the year. It is essential 
that the entire plan and calendar be laid out and budgeted prior to the beginning of the organization’s 
fiscal year to assure maximum impact. 
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SHOW-BY-SHOW CAMPAIGNS 
A campaign for each show should be thought through and a plan and calendar solidified at the top of the 
season. Each campaign should be aware that it is a “stand alone” campaign only in the sense that it is 
designed to primarily promote a single show. However, when the campaign is developed, it is essential 
to understand that the single show being promoted is also a part of a larger season, and part of an 
institution – and that ALL components should be wrapped together. 
 
This concept is sometimes difficult to understand on its face. The “Russian Doll” example probably 
defines this concept the best. The SHOW is the smallest doll, which is inside the SEASON doll, which 
is wrapped in the INSTITUTION doll. 
 
In general, the components of a show-by-show campaign may include 

• Newsletter 
• Website 
• Media Placement 
• Press Release 
• Advertising 
• Member Sales 
• Data Collection 
• Follow-up 

 
A general note about Press Releases: These documents provide an essential service in a standard format 
and should be sent out approximately one month prior to an event. Some calendar listings require longer 
lead times and a matrix of local media and their deadlines should be kept up-to-date by the Marketing 
Manager. 
 
Press Releases have their name for a reason – they are to inform the PRESS. All too often, organizations 
send Press Releases to enormously long lists. This seldom, if ever, results in greater coverage. Lists for 
Press Releases should be significantly culled and only sent when there is a legitimate need to inform the 
Press of an event. Make sure that the event is newsworthy prior to sending a release – and send releases 
only to those media outlets where there is a potential for coverage. 
 
In spite of the exceptionally lengthy Press lists that most organizations maintain, a tightly targeted list of 
Press in the Baltimore metro area should number approximately 40-50. As many media outlets are 
encouraging Press Release submission via e-mail or other electronic means (such as web uploads), it 
will be advantageous for the Chorus to send releases electronically whenever possible. A few telephone 
calls or a stamped reply postcard enclosed in an upcoming release should give the organization a better 
picture of the current climate for beginning a conversion to electronic releases. 
 
 
ROUGH SAMPLE PLAN FOR DECEMBER CONCERT 
 
Article Possibilities for Newsletter: 
• Front page article outlining the show, performance dates and times, venue, etc. (This can be 

lifted from the show’s press release, generally.) 
• Artistic Director (or other) talks about this production’s “clever twist,” and why it’s relevant to 

the audience. 
• Bullet list of key benchmarks in previous 20 years 
• Profile of a Chorus member, outlining why New Wave is important to him/her 
• Detail of a recent or upcoming outreach activity 
• A fund-raising appeal 
• A map and address for the Venue – include parking info 
• How to order tickets + ticket prices 
• Consider enclosing a donation envelope for year-end appeal 
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Newsletter should be written, designed, proofed, printed, and sent to mailhouse and should hit at least 
FOUR WEEKS PRIOR to show opening. Additional copies of newsletter should be dropped off at 
strategic drop points throughout region and given to Chorus members to distribute as well. 
 
NOTE: Should budget constraints preclude the addition of a newsletter to the marketing matrix, 
consider using your website to function as an interesting news and information site. Drive potential 
patrons to the website from printed flyers, etc, with taglines and prompts. 
 
Media: 
• Talks with Artistic Director early in planning process should prompt good hooks to pitch to 

media. 
• Make sure to have available high-quality digital images to accompany advance press materials 

for show. 
• Speak with arts editors at local gay papers + Sun regarding advance feature stories in mid-to-

late November issues. Pitch story in mid-October at latest. City Paper and Sun music writers 
should also be pitched. Make sure to get event included in holiday listings in such publications 
as Baltimore magazine. 

 
Email/Direct Sales: 
• Write short email about show and include hyperlink to New Wave website and ask members to 

distribute it to their personal lists. Also, consider partnering with organizations who send emails 
regarding arts/entertainment events in the community to their employees. 

• Provide Chorus members with small, business card-sized “mini-postcards” to distribute along 
with newsletters. 

 
Advertising 
• Work a two-for-one (or better) deal for media sponsorship. If sponsorship cannot be worked 

out, consider abandoning display advertising altogether. 
 
Promotions 
• Consider approaching radio stations, such as local NPR outlets, and giving them tickets to use 

in station giveaways in return for exposure on the air. 
• Participate in “Baltimore Fun Guide” service of Greater Baltimore Cultural Alliance 
• Develop a network of drop sites for organizational information. Consider gay-friendly 

businesses, theatres, cinemas, bookstores and coffeehouses, college unions, other music or 
choral groups, etc. 

 
Tracking 
• Track sales by DATE. 
• ASK EVERY TICKET BUYER how they heard about the show and track data at point of sale. 
• Tracking should be done by NUMBER OF TICKETS and not NUMBER OF SALES 
 
Follow-up 
• In January, send special mailing to anniversary concert single ticket buyers and offer them an 

incentive to see the spring concert. (Generally, this type of follow up is done within two weeks 
of a show’s closing, but due to holiday schedules, it will be more expedient if done after the first 
of the year.) 
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Provided here (without comment) are responses from a “SWOT Analysis” performed during a planning 
meeting for this project.  
 
STRENGTHS 

• Volunteer involvement; ¾ members serve on committees; not just singing 
• Enthusiasm about organization 
• Artistic Director/Direction of Organization 
• Musical diversity 
• “wonderful niche” 
• large musical library 
• Pride booth : good visibility 
• Sense of community 
• Functional Board 
• Music/Make-up/Mission : unique in Baltimore 
• Broad base/gay 
• Fundraising 
• Long term members vs. short term 

 
WEAKNESSES 

• Definition: gay=put in a box 
• Name “NEW WAVE” = weakness 
• Name recognition (lack of) 
• Marketing and audience building 
• Cannot figure out how to get new audience 
• Grow more from inside; need committee leadership; may be spread too thin 
• Members may not have enough time 
• Not enough leadership on large projects 
• Fundraising 
• Long term vs. short term members 

 
OPPORTUNITIES 

• Radio/tv/”This I Believe” 
• Ready-made audience in gay/creative/activist communities (inclusive populations) 
• Partnerships with other arts groups 
• Partnerships with media (features/mentions/etc) 
• GALA affiliations (chorus reciprocity) 
• Original workshop/performance with several local choruses in the Mid Atlantic? 
• Baltimore : Biggest Small Town in the US 
• Participation in more mainstream events outside of audience base 
• Dance company/partner/Creative Alliance 
• Contacts within membership of Chorus (Who knows who?) 

 
THREATS 

• Overt backlash/potentially politically divisive 
• Other groups may perceive NW as competition 
• Not associated with because of “gay” label? (potential members) 
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As always with this type of exercise, some essential points relevant to the topic at hand rise to the 
surface. Highlighted below are several key items that this consultant sees as very vital to growth in 
marketing and audience development.  
 
STRENGTHS 

• Volunteer involvement; ¾ members serve on committees; not just singing 
• Enthusiasm about organization 
• Artistic Director/Direction of Organization 
• Musical diversity 
• “wonderful niche” 
• large musical library 
• Pride booth : good visibility 
• Sense of community 
• Functional Board 
• Music/Make-up/Mission : unique in Baltimore 
• Broad base/gay 
• Fundraising 
• Long term members vs. short term 

 
WEAKNESSES 

• Definition: gay=put in a box 
• Name “NEW WAVE” = weakness 
• Name recognition (lack of) 
• Marketing and audience building 
• Cannot figure out how to get new audience 
• Grow more from inside; need committee leadership; may be spread too thin 
• Members may not have enough time 
• Not enough leadership on large projects 
• Fundraising 
• Long term vs. short term members 

 
OPPORTUNITIES 

• Radio/tv/”This I Believe” 
• Ready-made audience in gay/creative/activist communities (inclusive populations) 
• Partnerships with other arts groups 
• Partnerships with media (features/mentions/etc) 
• GALA affiliations (chorus reciprocity) 
• Original workshop/performance with several local choruses in the Mid Atlantic? 
• Baltimore : Biggest Small Town in the US 
• Participation in more mainstream events outside of audience base 
• Dance company/partner/Creative Alliance 
• Contacts within membership of Chorus (Who knows who?) 

 
THREATS 

• Overt backlash/potentially politically divisive 
• Other groups may perceive NW as competition 
• Not associated with because of “gay” label? (potential members) 
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KEY NEXT STEPS 
 

1. Revisit Committee structure and define roles and responsibilities for members regarding 
marketing and fundraising related to the anniversary concert. 

2. Work to ensure that key oversight member has time, resources, and energy to devote to making 
sure that everyone stays on task. 

3. Assess marketing/advertising budget and, if necessary, reapportion funds. 
4. Assess contributed revenue needs and develop fundraising plan for event; assign committee 

leaders to write and submit grant proposals. 
5. Develop patron database. 
6. Develop a calendar to insure key pieces are developed and distributed on time. 
7. Develop a marketing piece to inform previous customers about the upcoming concert. (This can 

be a letter or postcard.) 
8. Define specific elements of anniversary concert and work with Artistic Director to define “the 

most important piece.” 
a. Develop newsletter or information segment for website 
b. Make sure content prompts sales 
c. Make sure all information is timely, website updated, and all pieces of the marketing 

matrix are developed well in advance of the concert date. Ideally, this should occur 4-6 
weeks prior to concert. 

d. Develop pitch to news media.  
1. Define scope of event for marketing purposes ... repertoire, anniversary, 

reasons that anniversary is important, any special songs included because of 
anniversary, importance of organization, etc 

2. Venue selection and event dates 
3. Ticket prices 
4. Ticket sales goals 
5. Select member in charge of marketing for event 
6. Select committee members to assist leader 

a. Publication/flyer design/printing/distribution 
b. Website development and execution 
c. Ticket sales 
d. Media relations, press releases, pitches 

7. Develop calendar for deadlines for each piece above and assign committee 
members. 

8. Poll membership to determine “who knows who.” 
9. Educate membership regarding event, ticket sales goals, etc. 
10. Supply membership with materials to assist with ticket sales 

 
 
 
In developing materials, make sure that each piece includes the following information: 
 

1. Organization Name 
2. Event Title 
3. Short Descriptor of Organization 
4. Short Descriptor of Event 
5. Date 
6. Venue 
7. Ticket Prices 
8. How to Purchase Tickets 
9. Website 
10. Telephone Number 

 


