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STAND aims to provide opportunities for those who make 
their livelihoods within the dance and theatre sector 
to continue to practise their craft and earn an income. 
The idea is to serve all within the various linked dance 
and theatre ecosystems, such as education, creation, 
production, distribution, consumption, and archiving. 
This includes creative practitioners (actors, dancers, 
directors, writers, choreographers, designers, etc.), as well 
as administrators, educators, technical crew, publicists, 
archivists, researchers, and the like. It was launched on 
1 September 2020 in response to the appalling toll that 
Covid-19 took on the creative sector.

STAND is driven by a Steering Committee, comprising 
Gregory Maqoma (Chairperson), Yvette Hardie (Deputy 
Chairperson), Musa Hlatshwayo, Saartjie Botha, Ismail 
Mahomed, Mike van Graan, Jean Meiring, Lakin Morgan-
Baaitjies, Mxolisi Masilela and Lesego van Niekerk. Tammy 
Ballantyne is the Coordinator for STAND and Uvile Ximba, 
the Social Media Officer. Unathi Malunga, Ricardo Peach, 
Debbie Turner, Sbonakaliso Ndaba and Nasiphi Mkiva all 
contributed in the early stages of STAND.

Some of STAND’s projects have included choreographic 
mentorships, writing and acting opportunities, developing 
a vision for dance and theatre for advocacy purposes, 
providing opportunities for upskilling, financial and mental 
wellness projects, nurturing female stand-up comics and 
supporting leadership training, peer-to-peer learning and 
mentorship of a younger generation of leadership.

STAND hosted the Take-a-STAND Dialogues in 
partnership with Toyota US Woordfees. It has held webinars 
on a range of issues including the debacles over NAC 
funding, and the role of arts festivals, and has focused 
on such areas as leadership, governance, cultural policy, 
critical thinking, and fundraising. It hosted the STAND 
Together Summit in September 2021 which brought 
together role players from across the country to discuss 
the way forward in terms of theatre and dance. It has given 
birth to three representative bodies, the Theatre and Dance 

Alliance (TADA), the South African Dance Alliance (SADA) 
and the Community Arts Centres Network of the Western 
Cape. It helped to launch the South African Charter for 
the Rights of Artists (link to the charter here), and it has 
contributed to the Breathing New Vision into Theatre and 
Dance: A National Theatre and Dance Policy.

Click here to view the Breathing New Vision  
into Theatre and Dance: A National Theatre  

and Dance Policy 

STAND’s initial funds came from individual patrons, Board 
members and supporters within the sector who pledged 
R10 000; this has been supplemented by funding from 
entities such as Business and Arts South Africa (BASA), 
as well as funding from international agencies such as 
the Royal Netherlands Embassy. In addition, subscribers 
pledge small amounts on an ongoing basis to support 
STAND’s sustainability. 

STAND has been contracted by the Department of Sport, 
Arts and Culture (DSAC) to implement the Western Cape 
Community Arts Centre Strategy 2021-2025, as developed 
with and agreed to by the Western Cape Department of 
Cultural Affairs and Sport (DCAS).

The four-year plan for the community centres in  
the province includes the following elements:
»  Infrastructure
»  Capacity building
»  Festivals
»  Events and tours
»  Advocacy and networking
»  Information sharing
»  Beautification of community areas
»  Socially engaged plays to tour the province 
»  Community-based cultural entrepreneurs 
»  Support for community arts projects. 

About STAND 
Foundation
The Sustaining Theatre and Dance (STAND) Foundation is an independent, 
non-profit and public benefit entity, created by individuals within the sector to 
nurture, promote and celebrate contemporary South African dance and theatre.

https://www.standfoundation.org.za/wp-content/uploads/2021/07/CHARTER-OF-RIGHTS-FOR-SOUTH-AFRICAN-ARTISTS.pdf
https://www.gov.za/sites/default/files/gcis_document/202207/draft-theatre-and-dance-policy-written-submissions.pdf
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These toolkits form part of the capacity-building and 
information-sharing elements of this plan. The toolkits 
have been developed with the input and expertise of the 
community arts centres and organisations themselves, 
as well as with engagement from a range of long-
standing experts within the field. They will also serve 
as supplementary course materials for the University of 
Stellenbosch Business School, which is running a course in 
leadership for community arts centre managers, on behalf 
of STAND.

Note: The toolkits are housed online, on 
the STAND Foundation’s website (www.

standfoundation.org.za) and on the website of ASSITEJ 
South Africa’s Theatre4Youth programme which provides 
resources for artists (www.theatre4youth.co.za/resources) 
and which coordinated the production of the toolkits as 
commissioned by STAND.

Here you will find the six toolkits, being:
»  Definitions, Environment and Roles
»  Governance, Management and Staffing
»  Financial Management
»  Fundraising and Income Generation
»  Marketing and Publicity
»  Programme and Project Management

In addition, supplementary tools, resources and examples 
relevant to the subject matter of these toolkits can also be 
downloaded and viewed for use. 

STAND Foundation regards these toolkits as living 
documents that can continually be updated and improved. 
Feel free to send your case studies, ideas, proposals for 
amendments and additions to info@standfoundation.org.za. 

STAND trusts that these toolkits will be useful to the 
community arts sector as a whole, and beyond.

ABOUT STAND FOUNDATION

http://www.standfoundation.org.za/community-arts-centre-toolkits/
http://www.standfoundation.org.za/community-arts-centre-toolkits/
https://theatre4youth.co.za/resources/
mailto:info%40standfoundation.org.za?subject=
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The Department of Sport, Arts and Culture’s mandate 
is driven through 10 focus areas wherein key strategic 
programmes are delivered. One of the focus areas is 
to accelerate social cohesion. Community arts and 
culture centres provide access to arts programmes and 
participation with the potential to promote interactions 
critical to facilitate social cohesion.

It was envisaged that a National Training Support 
Programme would be set up to assist in ensuring that 
facilities constructed are effectively managed and effectively 
utilised, especially by the target groups of youth and 
children. This has not yet taken place, but several initiatives 
regarding addressing issues of capacity challenges have 
taken place since 2006. However, we currently do not have 
a well-coordinated national training programme for Centre 
Managers and management teams. We are fully aware that 
effective management and programming are critical success 
factors for the sustainability of Community Arts Centres. 

There are currently training initiatives in the country to 
support the capacity building of Community Arts Centres. In 
2006, the department, in partnership with the SA-Flemish 
Bilateral Project, rolled out Arts Centres Management. We 
have a handful of accredited Community Arts Centres that 
provide arts management and administration qualifications 
to other centres and arts organisations. The department 
has supported these initiatives in the past. However, these 
training programmes are not coordinated, and it is difficult 
to measure their impact. The department participated in the 
development of the Arts Centre Manager qualification by 
CATHSSETA in 2022, and our ongoing involvement will be 
formalised after the qualification is ready for implementation. 

The following challenges will be addressed through  
this qualification:
»  Governance
»  Strategic planning
»  Proposal writing
»  Advocacy
»  Marketing and publicity
»  Administrative systems
»  Programming
»  Project management
»  Facility management and policies
»  Human resources management and policies.

The department has since 2019 adopted a new strategic 
model and lobbied provinces around one common vision 
for the development of Community Arts Centres, which is 
for a community responsive, that is municipally valued and 
sectorally informed, professionally managed, imaginatively 
programmed, digitally connected, securely funded, 
internationally recognised and provincially organised 
Community Arts Centres.

Provincial Community Arts Development Programmes 
is a programme that supports provinces to develop 
and implement their own community arts development 
programmes that position and organise the community arts 
sector to support the overarching government objectives of 
access and participation in the arts by all South Africans.

Community arts centre programmes provide 
communities, art organisations and individuals with 
opportunities to participate in artistic, craft and cultural 
activities and receive training for the purpose of education, 
recreation, cultural development and enrichment, and 
income generation.

Capacity building and training is one of the five key 
deliverables of the new strategic focus (intended to 
develop skills of artists, management of centres, and 
ensure that the programmes and centres are  
professionally managed).

The department is proud of the outcomes of the 
Western Cape Community Arts Development Programme’s 
Capacity Building programme, which has resulted in the 
development of six toolkits for Community Arts Centres 
and Arts organisations. We acknowledge the work that 
was done in collaboration with STAND Foundation. We are 
happy that we are already producing training documents 
and guides to assist in building centres that will be run and 
managed professionally. We will continue to support the 
rollout of the programme as part of the provincial plans and 
assess its impact on the functioning of CACs. It is a work 
in progress, and we hope to maintain the momentum of 
training centre managers, developing arts organisations 
and building the capacity of the sector.

Dr Cynthia Stella Khumalo
DEPUTY DIRECTOR GENERAL:  
ARTS AND CULTURE DEVELOPMENT  
AND PROMOTION

Foreword
DSAC’s Vision for Community Arts Centres
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FOREWORD

Participation in recreation, arts, culture, and sports must  
be part of who we are and must be for all of us, and not  
only for those that have chosen to take this up as a career. 
It is a fundamental part of creating a healthy nation, 
community cohesion, opening opportunities and creating 
alternate futures. 

The work that we do with our ecosystem of partners does 
not exist in a vacuum. It takes place in our communities in 
places such as Community Arts Centres, with participants 
of all ages and demographics representing many 
intersecting stories, some good  
and some tragic.

Community Arts Centres continue to be places 
for primary access to arts participation, training, and 
celebration for communities. This fundamental role of 
Community Arts Centres has become more important 
over the years, given the high levels of violence in our 
society resulting in the prevalence of post-traumatic stress 
disorder, depression, substance abuse and other mental 
health challenges, particularly in young people. Through 
Community Arts Centres, we can focus on providing youth 
with meaningful platforms to find and unlock their passions, 
which is key to reducing risk-taking behaviour.

In order to harness the diversity of views and 
interventions and to bring much-needed efficiencies and 
collaboration in the sector, DCAS has adopted a ‘managed 
network’ institutional model, which consists of partner 
organisations, institutions and bodies with whom DCAS 
has (or should have) formal agreements that contribute 
towards delivering on DCAS’s mandate. The managed 
network relationships are focused on outputs (not 
organisations) – including strategic plans and joint agenda 
setting – involving direction and leadership from DCAS and 
formalised by way of agreements. 

The managed network includes broader knowledge 
networks and communities of practice in which DCAS leads 
and/or in which DCAS plays a highly influential role and 
contributes directly to the delivery of DCAS’s mandate. 
The purpose of the managed network is to allow DCAS 
to achieve its strategic goals and objectives, not through 
undertaking all the necessary functions in-house, but rather 
through developing a set of structured relationships with  
a range of strategic partners in the public, private and  
NGO sectors. 

The Community Arts Centres form a key component 
of this network whose aim is to encourage greater 
efficiency in mobilising the creative economy using 
scarce fiscal resources, to improve sharing of information 
and knowledge, and to harness South Africa’s cultural 
diversity capacity towards the objectives of the National 
Development Plan, the Medium-term Strategic Framework, 
the Provincial Strategic Plan and the Recovery Plan.

These toolkits, which form part of the WCG Community 
Arts Centres Plan, place governance, marketing, 
production, and programming skills in the hands of centre 
managers and arts organisations and, by so doing, play a 
central role in building capacity and ensuring much-needed 
sustainability in the community arts ecosystem. These are 
skills that will not only enable them to maintain the arts 
centres and organisations but also maintain sustainable 
livelihoods. 

DCAS is committed to supporting this sector to innovate, 
collaborate and evolve to sustain the excellence of their 
work and to make a wider contribution to the nation’s 
wellbeing and prosperity.

DCAS is grateful to the Department of Sport, Arts 
and Culture and the STAND Foundation for their role in 
facilitating this important work.

Guy Redman
HEAD OF DEPARTMENT:
CULTURAL AFFAIRS  
AND SPORT

Community Arts Centres Toolkit for Community Arts Managers
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INTRODUCTION TO MARKETING, COMMUNICATIONS AND PUBLICITY 1

1.1 What is marketing?
Marketing is a concept that is understood differently in 
various disciplines and therefore there is no one definition 
of marketing. Over the years there have been many 
definitions given for marketing and they continue to evolve. 

Philip Kotler describes marketing as 

“ the set of human activities  
directed at facilitating and 
consummating exchanges. ” 

In an arts context, this means an exchange between the 
artists and arts organisations on the one side and the 
audience, participants, beneficiaries, partners and funders 
of the artistic activity on the other side. To market, means to 
plan and carry out activities that guide how effectively this 
exchange will take place. There are a number of different 
strategies that can be used to make this happen.

“ Marketing is telling a story about 
your value that resonates enough with 
people that they are willing to give you 
money or engage with your projects. ”
In this definition we see how storytelling adds value and 
creates a resonance that people will respond to. It speaks 
to how in marketing we are hoping to engage with people’s 
emotions and desires.

When people describe who they are, or speak to their 
value, they are also describing their ‘brand’. This term, 
borrowed from advertising, describes the characteristics 
that set you apart from the competition.

Marketing is then about building visibility for the story (or 
brand) so as to continue to attract people and resources to 
the products or programmes created. 

For most organisations and Community Arts Centres 
(CACs), a key purpose of marketing is to get the attention of 
potential funders and supporters, and to retain the interest 
of those they have already attracted. This is because their 
goal is usually to benefit their communities and provide a 
positive impact, and it is important that their programmes 

receive funding in order to achieve these goals. Marketing 
then becomes a tool for attracting those institutions 
and individuals who will invest resources into these 
programmes.

However, equally, marketing is used to reach out and 
build the community of an organisation itself. Through 
marketing you are able to inform the community about your 
diverse programming and build awareness of how your 
various programmes can benefit them. 

Marketing can also mean strategically placing your centre 
on the radar of the broader public in order to inspire those 
who align with your vision to take action. The action is not 
limited to funding and awareness of programming alone. 
Sometimes, marketing allows you to attract volunteers and 
to create a community of advocates. 

When your marketing is successful, even people 
who don’t directly benefit from your existence become 
interested in starting conversations in their own spaces 
about the work that you do. Marketing can help your 
Community Arts Centre to sensitise the public towards 
certain socio-political issues. It can also be a great way to 
monitor and evaluate the impact of your centre. 

1.2 Marketing and 
Communications
Often we speak of marketing and communications 
interchangeably. Because marketing and communication 
exist in related fields, they depend on each other to 
succeed, but it is good to know how these two differ, so you 
can leverage the true power of each. 

Communication refers to the process of exchanging 
or imparting information. Communication focuses on 
conveying a specific message, but unlike marketing, the 
message does not necessarily have the goal of selling a 
product or service. (When we start urging the public to 
donate to us, this is marketing, not communications.) 

Communicators are storytellers who write compelling 
copy within a marketing plan to strategically develop 
a particular message that will resonate with a target 
audience.

1. Introduction to Marketing, 
Communications and Publicity 



MARKETING AND PUBLICIT Y |  09

INTRODUCTION TO MARKETING, COMMUNICATIONS AND PUBLICITY 1

Definition: 
Copy: Content or written text that can be 

communicated through textual, visual, or audio materials.

Some characteristics of  
good marketing copy are: 
»  it should be simple;
»  it should hold the reader’s attention; 
»  it should be suggestive; 
»  it should be convincing;
»  it should educate the people; 
»  it should be easy to remember; and 
»  it should be true!

» Focus on brand awareness: Communication 
works to tell the story of a brand, while 
marketing does the work of advertising it. 

They share the responsibility of protecting and bringing 
awareness to a brand.

» Optimising performance: When a marketing 
strategy isn’t working, marketers change 
or rework their activities and campaigns to 

enhance the performance. For example: If you are selling 
tickets to a theatre show at your centre and you are 
experiencing a decline in the number of tickets being sold 
over a certain period of time, then the marketing activities 
will have to shift to entice the audience to buy. For example, 
you may start introducing competitions and giveaways.

When a post about what you do as a community centre 
isn’t engaging readers, communicators may rewrite the 
content to enhance its performance. Both marketing and 

Similarities between marketing and communications

communications analyse their work and make changes as 
needed to ensure their respective efforts are generating 
leads, making conversions, and engaging customers.

» They have a shared goal of engaging 
customers: Marketers and communicators 
both aim to engage with a target audience. 

Whether they’re working to connect with new people or to 
retain existing ones, marketers and communicators centre 
their efforts around the public perception of the Community 
Arts Centre.

» Use similar tools: Social media as well as 
traditional media such as radio, television and 
print can be used to get the message across.

Download the Marketing and Communications 
Strategy document here 

https://www.standfoundation.org.za/wp-content/uploads/2023/02/Toolkit-003_Marketing-and-Communications-Strategy.docx
https://www.standfoundation.org.za/wp-content/uploads/2023/02/Toolkit-003_Marketing-and-Communications-Strategy.docx
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» Marketing strongly relies on data: 
Marketing bases its success on the numbers 
and the analysis of data. At the end of all your 

marketing activities, you have to measure the success by 
providing a report that uses numerical data.

» Marketing interrogates the behaviour of 
people: Who is clicking on your website? Who 
is engaging with the post? Who has requested 

information from us? Marketers are interested in this 
information because it informs them about who they should 
be targeting their activities and strategies towards.

» Communication strongly relies on 
words: Storytelling is a major aspect of 
communications because it is believed 

that you need to take people on an emotional journey. 
Communications is mostly about how you want to make 
people feel when you send out a particular story.

» Communications focuses on the attitudes 
of people: Are the people who interact with us 
engaged and responsive? Are they satisfied 

with the service? Communicators concern themselves with 
measuring the credibility of your identity in the spaces that 
you exist in.

INTRODUCTION TO MARKETING, COMMUNICATIONS AND PUBLICITY 1

Differences between Marketing and Communications

Definitions:
Generating leads: This is an activity the marketer 
does in order to generate interest. It is a process 

as the potential audience begins to engage. They may ask 
questions about a training programme or a theatre show. 
They only become a lead if they give you their information, 
or in some other way confirm their engagement. Once 
they are a lead, and you have their contact details and 
other relevant information, you are able to contact them 
directly.

Making conversions: This is when the person 
who was a lead has now finally bought the ticket 

or has enrolled for the training programme. They could 
also sign up for your organisation’s newsletter or become 
a member of your organisation. The conversion can be a 
sale or some other uptake of a product.

Customer engagement: This describes the 
interaction between your organisation and the 

audiences or customers and the channels you use to 
involve your potential and existing customer base.

1.3 What is publicity?
Publicity creates public visibility and awareness of 
yourself, your organisation, or your brand, products, or 
services through media coverage and other forms of 
communication. It is often created through a marketing 
campaign. Publicists help to manage publicity for 
individuals and organisations with a goal of increasing 
positive publicity and minimising or responding to negative 
coverage. Publicity is not fully under the control of the 
organisation, since different players and circumstances can 
create publicity for the organisation.

Publicity is much broader than the promotion of a 
particular production or service. As with anything in the 
public domain, there will be people who do not agree with 
your messaging or do not believe in your programming 
or your institution. Sometimes you may have to deal with 
threats to your reputation, which can create negative 
publicity; for example, if one of your employees was 
involved in a case of human rights violation. When this 
happens, your organisation, in addition to having the right 
policies in place, requires strategies that will assist them 
in communicating the processes your organisation will 
engage in to ensure a just outcome is achieved for all the 
parties involved. 

The publicity person is most often tasked with  
promoting specific productions, events or services  
of the organisation, and normally serves as the contact 
person for all media inquiries.
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1.4 What is public relations?
Public relations seeks to gain awareness and maintain 
a positive image for an organisation and its offerings. In 
most cases you will not need money to make this happen. 
Visibility for the arts organisation through its public 
relations activities needs to be just as strategic as the 
other plans of the organisation. Building public awareness 
of the impact of the arts organisation helps connect it to 
its community and to the community of arts organisations. 
Publicity (which is specifically the organisation’s or 
individual’s presence in the media) can be used as a means 
of maintaining a positive image for your brand.

Public relations includes:
»  Strategic communications
»  Media relations
»  Community relations
»  Internal communications
»  Crisis communications
»  Public affairs
»  Online and social media communications

»  Media relations and communications
Media relations work includes writing and 
distributing news/media releases and 

responding to questions relating to your brand from the 
media and the public. Corporate communicators oversee 
all planning for news conferences, including selecting 
the site for an event, arranging for banners and other 
graphics to be displayed at the event, preparing packets 
of information to distribute to the media or the public. They 
can also take on the role of preparing the organisation’s 
CEO or Director for interviews. Some directors are not the 
founding members of the centre and might need a little bit 
of guidance on what to say about the centre in public.

Media relations can involve arranging for individuals 
of interest to appear on local television and radio 
programmes. This could be a cast member of a production 
or a CEO, depending on why the individual is appearing 
in the media... for example, to publicise a production or to 
speak about a fundraising campaign.

Communicators, who are also known as ‘Publicists’, 
monitor newspapers, television news broadcasts and 
other outlets to see what the media is saying about 
the organisation and devise strategies to address any 
misinformation that may exist.

There are various media monitoring tools like ‘Ponelelo’ 
in South Africa; they track who is talking about you 

nationally and internationally within the media space. Using 
Ponelelo, you can track who mentions you on social media. 
This is a great way for a community centre to gauge their 
impact and what conversations they can help contribute 
more towards.

See https://www.ponelelo.co.za/ for more 
information 

»  Customer and public relations
PR managers help to build ongoing 
relationships with the public. Responding to 

inquiries from the public falls under the public relations 
function of corporate communications. Those responsible 
for PR need to be well-equipped when it comes to human 
attitudes and how to deal with them.

Publicists have similar roles, but may act as a client 
liaison; a publicist may respond directly to calls and emails 
from citizens and customers with questions about a 
company’s plans or activities. They arrange for speakers 
from the organisation to make presentations to local 
community groups and may facilitate group tours of a 
company’s operations.

In certain theatres, publicists also handle the websites and 
sign off on Social Media Strategies because their function 
includes monitoring what customers and clients are saying 
about the organisation on social networking websites and 
responding to inaccurate posts or requests for information. 

Other areas that these professionals may be  
involved in include:

»  Advising in crisis communication
Many arts organisations have had to deal 
with unexpected and prolonged closures 

due to the pandemic. In response, they may have switched 
to virtual events, but even those can have unexpected 
glitches. It is clear that there is ongoing need for crisis 
planning in all organisations working in the cultural space. 

A crisis plan will outline what happens when a programme 
is suspended, rescheduled, cancelled or interrupted. For 
example, whether trainees will be reimbursed or credited 
for the money they spent and whether artists or exhibitors 
are paid if events are cancelled at short notice. Who will be 
notified and when? Using which platforms?

It is always better to share your story on your own terms 
instead of being forced to respond to a narrative that is first 
published by the media.

INTRODUCTION TO MARKETING, COMMUNICATIONS AND PUBLICITY 1

https://www.ponelelo.co.za/
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When something happens that threatens public safety 
or an organisation’s reputation, PR Managers or Publicists 
function as advisers to CEOs and senior leaders in managing 
the predicament. Special training in the issues unique to 
crisis communication can help corporate communicators 
prepare for events such as show cancellations, rebranding, 
disputes over tickets, natural disasters and sometimes the 
unfortunate event of a passing of an employee or beneficiary.

»  Internal employee communications
The role of publicity within an organisation 
includes the design of printed publications 

and writing emails to announce company news, benefits 
information, training opportunities and internal blogs. 
This may not be necessary in a smallish organisation 
where everyone is on the same page, but if your centre 
is expanding and has a large membership, you may need 
to consider how to best reach all those who are directly 
involved in your programmes.
 

1.5 Roles in Marketing, 
Publicity and 
Communications
Corporate communications departments play a key role in 
how funders, employees and the general public perceive 
an organisation. The roles are often delegated in this way:

Communications 
Manager 

Senior Publicist 

Digital 
Communications/ 

Campaigns 
Manager

Audience 
Development 

Social Media 
Manager 

The Senior Publicist will report to the Communications 
Manager directly and serves as an adviser in managing the 
organisational reputation. They help leaders prepare for 
media interviews, develop messages to deliver to funders 
and employees, and suggest new initiatives with the help of 
Digital Communications and Social Media Managers. 

Some organisations will have a Campaigns Manager 
dedicated to the handling of new and existing initiatives. 
However, the Publicist has to be able to keep the organisation 
on the cutting edge of communication with their stakeholders. 

Audience Development Officers are people who work 
specifically on reaching out to audiences, for example, 
securing group bookings for corporates, schools, senior 
citizens and other groupings. They may also be looking at 
creating additional value for these groups in order to attract 
them to the offering – backstage tours, workshops, talk-
backs, ‘meet the director’ functions etc. 

Social Media Managers are people who are focusing 
solely on how the organisation is represented on social 
media; they have to develop strategies to increase followers, 
create and oversee social campaigns, produce content, 
review the analytics and communicate results to the team.

1.6 Communications for 
Community Arts Centres
Each Community Arts Centre should have someone 
dedicated to publicity, whose job is to heighten public 
awareness of individual productions and programmes. A 
larger organisation may have a PR or promotions person 
who works closely with the Marketing Manager. 

Most community arts centres don’t have the budget 
to have an entire team of people working on their 
communications. Often Marketing and PR are handled by 
the same person to ensure that information about individual 
productions or programmes is not only consistent, but 
meshes with the overall image the organisation wishes to 
project. Other responsibilities may be divided between 
members of their team. 

For example, the Director may be in charge of internal 
communication and communication with members. There 
may be a social media officer who deals with that area 
specifically, or perhaps a volunteer who does this work. These 
two work together when there is a need for other forms of 
communication related to specific programmes or activities.

However, knowing the different roles that can exist 
may give you direction as to the type of work you should 
consider doing.

INTRODUCTION TO MARKETING, COMMUNICATIONS AND PUBLICITY 1

The Communications Manager acts as a lead, 
communicating all incoming projects and developing 
Standard Operating Procedures, analysing the marketing 
for potential collaborations and partnerships, and writing 
the formal copy for the organisation. They may also be 
known as a Public Relations Manager. They usually report 
directly to the Director or CEO.
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» What is the core product: What are you 
offering to the people? What is your art centre 
mainly known for? What basic needs does it 

meet? This is connected to the vision and the mission of 
your organisation. This also describes the bare minimum 
you need to have in order to function.

» The expected product: What does the 
public expect from you regarding the product 
that you are providing? For example, all 

productions should be of a certain quality to hold the 
audience’s attention; or all theatre shows should have a 
printed programme with the bios of the creative team, 
which is given to the audience on arrival. 

» The augmented product: How do you go 
beyond the expectation of the people? For 
example, you could have popcorn and slush 

puppy machines for each night that the show is on at your 
centre. You could also hire a digital photo booth where 
audiences can take pictures every night, or just on opening 
night. You could have your programme in digital form, 
downloaded to their phones when people scan a QR code. 

» The potential product: This is what the 
product may become in the future. It is linked 
to your vision for your organisation. Where 

do you want to be in a year’s time? Five year’s time? 
Sometimes you are able to convince people to support you 
on the basis of this potential product.

THE MARKETING MIX 2

2. The Marketing Mix 
ADAPTED FROM PAGES 10-11 OF ARTERIAL NETWORK’S ARTS MARKETING TOOLKIT

Marketing typically works within a framework called the 
Marketing Mix. The Mix is usually described in the form of 
the 6 Ps and can be used as a guideline for your marketing. 
It is a useful tool to think through all the elements that 
impact on marketing, and to shape your strategy.

The most effective marketing mix depends on a clear 
understanding of why the programme/event/product is on 
the schedule and then communicating its value from the 
perspective of your audience. 

Audience

Positioning Place

Product

PromotionPrice

People

2.1 Product
This refers to the actual work of art created, 
or to the services or experiences that 

you provide as a Community Arts Centre. It could be a 
training programme, a theatre production, or a festival. 
Your Community Centre could itself be referred to as the 
product, especially when marketing to raise funds. It  
could also include specialised products within the 
organisation such as a children’s holiday theatre club, 
a senior citizens group or a programme for people with 
disabilities, as well as especially created marketing events 
such as watching rehearsals, seminars with curators, or 
walkabouts with artists. 

When considering your products, think about this ‘Total 
Product Concept’ by Philip Kotler. He describes different 
levels of product, each of which has a different impact.

Download the Marketing Mix 
document here 

https://www.standfoundation.org.za/wp-content/uploads/2023/02/Toolkit-003_Marketing-Mix.docx
https://www.standfoundation.org.za/wp-content/uploads/2023/02/Toolkit-003_Marketing-Mix.docx
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Some ideas to consider when making decisions about product

»  Artistic value and integrity.
»  Programming – what are the short-, medium- and long-

term plans for your programmes? See the Programming 
and Project Management Toolkit.

»  The season in which the work is being done. For example, 
programmes for school children during the holidays.

»  Themes – can the product be linked to any local themes, 
important to your community? For example, cultural high 
days, religious holidays, national holidays.

»  What are the add-ons? For example, will there be 
refreshment facilities at the venue? Will there be 
complementary merchandise? Will there be educational 
materials for teachers to use?

»  Is there enough variety of products being offered to 
ensure repeat business?

»  What other event/s can be organised to complement the 
product? A walkabout by the curator or artist? A script-
reading? A dance rehearsal? A talk-back by the artists?

»  Is a programme or catalogue or other written material 
about the product needed?

2.2 Place
Where can the audience get the product or 
programme? 

Community Arts Centres will often have a very strong 
sense of place, since the centre has been created or 
designated to service a particular community in a particular 
locality. Whether the event or programme is reaching 
beyond this community or going more deeply within it, will 
influence the kind of marketing that takes place.

When thinking about place it is important to note that it 
is not just the venue in the case of an event, but it is much 
broader. Place may include the ticketing outlet, the parking 
area and the other spaces that the organisation works in 
(schools or related spaces within the community). It may 
include the general environment that someone needs to 
move through in order to reach your venue. It also includes 
the website or other social media of the organisation, which 
is a place that the potential audience visits, depending on 
your marketing goals. 

What are the various locations of the product you want 
to market so that the customer/audience comes into 
contact with it?

Adapted from The Arterial Network Arts Marketing 
Toolkit, page 35

Here is a checklist you can use when making a decision 
about the place:

The Site
»  In what kind of area will you be presenting or selling 

your art product?
»  Do the aesthetics of the area match the product  

you are presenting?
»  Are the ticket outlets accessible to the market? Are  

they online as well as physical? Which works better  
for your audience?

»  Does your market use public transport and if so,  
is the venue accessible to them?

»  Does your market use their own transport? If so, is there 
adequate parking and are the costs in line with the rest  
of your offering?

»  How secure is the venue? 

Venue
»  Do the aesthetics of the building and venue match your 

product?
»  Is it clean and well maintained?
»  What condition is the building or outdoor venue in, and 

does it suit your offering?
»  Are the facilities suitable to present your art? For 

example, is the stage big enough for your musical? Are 
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the walls high enough for your art? Is the stadium big 
enough for your music concert?

»  Are the facilities suitable for the audience? (Are  
there sufficient restrooms, refreshment stations, seats  
or stands for performances or space in the gallery to 
exhibit the work?)

»  Is there access for the disabled? If not, what plans have 
you put in place to make the venue more accessible?

Administration  
(in the case of a rental venue)
»  Does the owner or management of the rented venue have 

similar views about your work and how to promote it?
»  What support will they provide for the marketing of your 

product?
»  Are their team adequately trained to support your work?
»  Are there opportunities to ensure that the administrative 

team are briefed about the product?
»  Are the management trustworthy and reliable?
»  What are the payment policies of the venue for hire, if 

they receive your sales?
»  Will you be able to track sales and have access to sales 

information such as databases from your exhibition, show, 
concert or festival from the venue management and/or 
the ticketing agent?

»  What online booking tools have you explored?

2.3 People 
Who is involved? This refers to everyone who 
is involved in a programme, production or in 

the process of rendering a service. 
For example, if you have a training programme, who 

are the trainers? Who are the volunteers? Who is doing 
the recruiting of those who will be trained? If you have 
a production, who are the artists and who are the team 
supporting the production? 

When thinking about people, we need to think about how 
we begin, develop and maintain relationships with those 
we are reaching out to, to ensure continued engagement 
and loyalty. Employees are your first ambassadors. 
It is important to offer them training, good working 
environments and to safeguard their contentment and 
wellbeing as much as possible.

As people, we gauge a satisfactory experience by how 
we were treated by the people in the space. The way your 
team treats people will either make or break the positioning 

of your brand in the view of the public.
It is essential for your team to receive adequate training 

in how to deal with the people they are likely to encounter. 
Some organisations set a standard for their employees to 
meet. They either provide uniforms or offer a dress code 
for their team. When you are wearing the uniform, you may 
not be allowed to conduct yourself in any way you like, but 
rather you need to adhere to stringent rules that will help 
the organisation maintain a high standard. 

Experience is everything. If you can make your team 
passionate about an event, programme or service offering, 
then that puts you in a position where it does not matter 
who an audience member encounters in your space. That 
person is still more than equipped to provide the necessary 
information. It is frustrating to get to a festival and find 
that none of the front of house staff know about the day’s 
proceedings. 

Tips 
for creating enthusiastic 
people
»  Make sure your team is part of the 

decision-making process;
»  Do not tell them about events a week 

before they happen; include them in the 
conception and development stage;

»  Have a clear indication of what you 
think each team member (or in bigger 
organisations, departments) can 
contribute;

»  Make sure that they get a chance to 
experience the product in advance  
(at dress rehearsals, for example, or  
as a walkabout before the exhibition 
opening); 

»  Give out free tickets and benefits to your 
team (for example, each team member 
gets six complimentary tickets for all 
productions).
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2.4 Price
What will it cost for the audience to access 
your artwork or service? How much do your 

training programmes cost? Not every programme will have 
a cost attached to it, but this is important information  
for your beneficiaries, potential customers and audiences 
to know. 

Pricing is influenced by, for example, the size of the work, 
the popularity of the artist, the abundance (or lack thereof) 
of seats, the time of the year (in holiday season or out of 
season) or the costs involved in creating and showing 
the product. Sometimes your marketing activity could be 
selling coffee at your community centre each night for 
the rest of winter. In this case, it is important for patrons 
to know how much they are paying for a small, medium or 
large cup, and for you to make sure that you are covering 
the costs of the service while contributing to income.

The way an arts organisation or centre prices their 
products is sometimes a representation of their positioning 
and their priorities – if you are a premium art centre, your 
prices are going to be on the higher side. On the other 
hand, accessibility may be very important, in which case, 
the centre may set their prices to be affordable to their 
immediate audiences. 

If you are a Community Arts Centre that is bringing in a 
well-known artist, don’t bank on door takings to pay for the 
exorbitant cost of the artist, but ensure that you have other 
modes of funding to pay for the talent. Community centres 
are not typically commercial theatres, although they may 
function as producing houses. The ticket price should 
always have the consumer in mind. 

However, equally, many people make the point that it is 
important for audiences to value the arts, and even within 
very impoverished communities, expecting a payment for a 
ticket is an important way of ascribing value to the product. 

There are a few ways to establish a price for your art:
»  Cost-plus pricing is based on the costs of creating 

the artwork, a percentage of overhead costs and a 
percentage of profit (say 10-20%). 

»  Demand pricing is based on the level of demand made 
by the customers rather than by the costs (of course, 
costs would need to be covered by the price asked). 
The customer highly values the art and is prepared to 
pay for it. The product here is priced for its perceived 
value. Commercial musicals or operas are likely to have 
higher prices than regular theatre productions, since they 

are more costly to produce and are considered more 
desirable products.

»  Competitive pricing is based on the pricing of 
competitors. This is used when there is an established 
market price for the art product. If, for example, there 
are many similar products available, prices will be 
comparable. But, if the product is unique, prices will not 
be decided on competition. Be sure if you are pricing 
higher than your competitors that you offer something 
superior to their offerings. Competitive pricing can be 
very important within the context of a festival, where 
there are many offerings available. Not pricing yourself 
too far above or below others is important as it may 
undermine your sales.

2.5 Promotion
How will you communicate your service or 
programme to the general public? Essentially, 

this refers to the methods or tools used to communicate to 
the customer or audience. Promotion could include some 
or all of the following: advertising, publicity, public relations, 
direct selling, word-of-mouth or publicity stunts. This is 
what people often incorrectly refer to as ‘marketing’, but is 
in fact the final step in the whole process.

Your promotion campaign can include all or some 
of the following, which is often referred to as the 
Communications Mix:
»  Advertising (TV, radio, press, social media)
»  Public relations
»  Publicity
»  Direct marketing
»  Digital marketing
»  Sales promotion

We will look at the communications mix in more 
detail in Sections 4 and 5.

When creating your promotion or communications 
campaign comprised of this mix, you will need to decide 
what you want to say and to whom; that is, what segment  
of the market you are aiming at.
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These would be:
»  Customers (the people you have identified in your 

research). These may be on a database and easily 
accessed according to their demographics. You may 
simply have a list that describes potential customers such 
as women with young children, men and women between 
20 and 30 years, or elderly men over 70.

»  Special interest groups. For example, if you were staging 
a show about gender issues, you may want to identify 
women’s groups as a potential market. Perhaps you 
are curating an exhibition of ceramics by people with 
varied physical challenges, then you may want to target 
organisations that have networks with similar people.

Promotion normally includes paid methods of 
communication, which are called advertisements.

2.6 Positioning
What value does your programme/community 
centre add in the world? This is about the 

image or brand of the community arts organisation. What 
do people know about your community centre that makes 
you unique? 

This is the ‘promise’ that you make to your community, 
your partners, your audience and your beneficiaries. It also 
refers to the kind of perception you want to encourage 
in the eyes of the public that interacts with you on your 
various promotional channels. How do you want people to 
feel about you and your work? 

Deciding these elements is not the business of the 
marketer alone. They will be working with all the members 
of the team to make the best decisions in each case.

Artists and arts organisations may develop their 
identities fairly quickly. This identity is called the ‘brand’. 
There are some brands with which we like to associate 
ourselves, and others we don’t. There are certain images 
that come to mind and promises that are made when we 
think of a particular brand. Corporate marketers spend 
billions a year branding and rebranding their products to 
ensure that their unique value is emphasised.

As an artist or arts organisation, you need to be clear on 
how you want to position yourself and how you want to be 
perceived. Most community centres have values embedded 
within their About page on their website. It is important to 
ensure that your brand continues to deliver on its promises.

Here are some things to consider:
»  Brand attributes: What is your offering and what are  

the benefits to the customer? For example: “We offer 
finely crafted traditional indigenous woven goods,  
made from high-quality reeds, by members of a  
women’s empowerment collective. These goods are 
highly collectible because of the scarcity of traditional 
weaving skills.”

»  Consumer expectations: What are your customers’ 
expectations? For example: “Customers expect quality 
craft, which is rarely seen these days. They want to be 
able to meet and interact with the weavers and have 
personal dealings with them.”

»  Competitor attributes: What features and benefits  
do other brands offer consumers? For example:  
“Our competitors don’t work as collectives from one 
studio, woven goods are sourced from villages with no 
quality control. They are able to produce more variety 
than we do.”

»  Price: How do your prices compare to your competitors’ 
prices? For example: “Our prices are higher as we use 
better and more difficult-to-source materials, and we 
have overheads for the studio, however the price offers 
customers an assurance of quality.”

»  Consumer perceptions: How do the consumers perceive 
the quality and value of your brand? For example: 
“Customers consider their purchases as investments in 
artwork, and value the personal relationships developed 
with crafters.”



18 | MARKETING AND PUBLICITY

Case Study
An Example of the Marketing Mix
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The Windybrow Arts Centre in Hillbrow, Johannesburg has a year-long 
Afterschool programmme for children and youth.

People
The programme is run by respected arts 
practitioners under the helm of Gerard Bester, 

a well-known theatre practitioner and director, who ran 
Hillbrow Theatre Project for many years, thus having built 
up considerable connections within the local community.

Positioning
The Windybrow Arts Centre is the fourth 
of the Market Theatre Foundation’s Arts 

divisions, framing itself as a space for Thought leadership, 
Literacy and Pan-African Expression. 

Product
The Windybrow Arts Centre Afterschool 
Programme is a multidisciplinary programme 

that caters to youths between the ages of 10 and 14 years. 
The programme runs every weekday from 3-5pm. As part 
of the programme, the participants take part in singing, 
drumming, arts and crafts, dance, and drama lessons. 
In addition to the programme, a drama programme for 
participants between the ages of 15 and 18 years is given  
at the Windybrow Arts Centre. 

Place
The Windybrow Arts Centre is a multi-
storeyed heritage building, with indoor and 

outdoor spaces. It also offers two Pan-African reading 
rooms. The Exclusive Books Pan-African Reading Room 
caters to Pan-African literature for people from the age of 
18 and above. The children’s reading room has literature 
for youths in all 11 South African languages. The venue is 
open for bookings for rehearsals and is an ideal location for 
corporate team-building and strategy sessions.

Price
The Afterschool programme charges a 
commitment fee of R200 per annum. This is to 

assist in keeping participants committed, but also to assist 
with funding towards the programme.

Promotion 
An annual announcement is made on 
social media platforms and a programme 

flyer is distributed to properties surrounding the area. 
The programme can only cater to a limited number of 
participants, therefore promotion has to be limited to avoid 
an influx of registrations.
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3. The Marketing Planning Process
The diagram below shows the process that you need to follow in order to come 
up with a marketing strategy.

1. Analysis  
and Research
»  Vision & mission 

statement and objectives
»  Marketing assessment, 

situation analysis and 
SWOT analysis

»  Market research and 
defining the market

2. Planning
»  Strategic 

Marketing plan 
using the 6 Ps of 
marketing

»  Budgeting

3. Action
»  Implementing the 

plan using the 
communications mix

»  Monitoring and 
evaluating

3.1 Analysis and Research
3.1.1 Understanding  
Who You Are
When seeking to understand who an arts organisation is, 
the first place to look to is the Vision and Mission of the 
organisation. 

In the Toolkit on Governance we look at  
how to construct these for our organisation,  

click here to view 

https://www.standfoundation.org.za/wp-content/uploads/2023/02/Toolkit-002_Governance.pdf
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WHAT WE DO
We train and mentor a movement of Community Art 
Facilitators (CAFs) to provide psycho-social support 
through art therapeutic classes to children in under-
resourced South African communities. CAF’s therapeutic 
art classes help children to stabilise through developing 
healthy coping mechanisms for processing stress and 
healing from trauma.

WHY?
Art is a medium that enables healing and promotes creative 
skills that can be utilised lifelong. This is important in a 
country where trauma exists, especially in under-resourced 
communities. South African schools are in a state of multi-
level crisis, exacerbated by the diminishing budgets for arts 
in primary schools, resulting in most not having art in their 
curriculums. Creative development is an essential part of 
child development.

IMAGE FROM HTTPS://WWW.BUTTERFLYARTPROJECT.ORG/

https://www.butterflyartproject.org/
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Task

This is the beginning of your marketing planning process. 
By understanding your vision and mission, you are also 
understanding and developing the basis of your ‘brand’.

Take time to scrutinise the vision and mission statement, 
to dissect it so that you can come up with a clear and 

»  Based on the information we have now been given, 
can you tell a short story about the value Butterfly Art 
Project adds to the community? Who would be the 
target of your story? How would you show and tell your 
target your value?

ABOVE: These are the services offered by BAP, https://www.butterflyartproject.org/programmes.

The services are a road map to help you get started with marketing. The role of marketing is to facilitate a relationship 
with the broader public and their interaction with the organisation and its services/programmes.

concise picture of the dreams of the organisation and 
where it wants to go. 

Once this is done, you will see traces of a story beginning 
to emerge from it, because embedded within the mission 
statement are the objectives of the community centre/ 
organisation and sometimes this also gives a hint of the 
activities it will undertake to get to where it wants to go. 

The vision, on the other hand, speaks of a desired future, 
but not how you will achieve it. Merging the two is a great 
place to start when planning your marketing. 

To flesh out the rest of your story, you need to shift your 
focus into the various pillars of your community centre and 
the services it provides. These would link back to the Mission 
of the organisation: in other words, the actions you take and 
the programmes you deliver in order to reach your vision.

The Butterfly Art Project trains, mentors and supports adults working with children in marginalised 
communities, bringing psycho-social support through art. These  direct beneficiaries are Community Art 
Facilitators (CAFs). CAFs establish art groups, in which their learned psycho-social skills are utilised with 
their child beneficiaries. At present we have 249 CAFs working in 112 communities serving a total of 10 219 
children (as at May 2022).

Training: offering skills 
development webinars, 
workshops and courses to 
adults to implement healing art 
classes with children in their 
communities

Heart for Art: Heart for Art 
offers safe learning spaces and 
opportunities for children to 
explore, experience and develop 
creativity, to acknowledge and 
find appropriate ways of dealing 
with emotional hurt and pain, 
and to heal through our classes.

Mentoring: enabling 
participants to effectively 
implement lessons learnt  
and overcome challenges

Project Cocoon: BAP 
partners with CAFs to 
incubate and develop 
them as they establish 
their community-based 
organisations/initiatives and 
implement healing art classes 
in sustainable ways. 
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3.1.2 The Marketing 
Assessment

Adapted from Arterial Network,  
Arts Marketing toolkit, p19-23

To begin your marketing process, you have to look at the 
environment in which your organisation exists and how it 
directly or indirectly affects the way you run your art centre. 

What elements will influence your work and what 
features will hinder it?
This is the stage where you take an inventory of what you 
have as an organisation. It could take the form of a SWOT 
analysis, which is an assessment of where your strengths 
and weaknesses lie, what opportunities you can leverage 
and what threats you need to watch out for.

Go to Fundraising and Income Generation Toolkit 
for how to do a SWOT analysis 

The Internal Audit
How ready is your organisation to implement a marketing 
plan? Inside your organisation, you have the most control. 
When conducting an internal assessment, you have  
to consider the following:

»  Marketing resources – what you have available to market 
the artwork/organisation.

»  Marketing activities – actions you have taken to market 
the artwork/organisation.

»  Marketing achievements – what you have been able to 
achieve through these actions.

Questions you can ask for an internal assessment:
»  What members of your team are involved with marketing 

and what are their particular skills, as well as their 
responsibilities? Is this adequate or suitable for your 
needs?

»  Where are you located geographically and how does this 
affect programming and marketing? For example, if your 
organisation is located in the most dangerous part of 
town, getting foot traffic is going to be a challenge. 

»  What marketing objectives have been achieved? For 
example, how many paintings, tickets or programmes 
have been sold? How many new people have you been 
able to get to follow you on Instagram? How many more 

friends have signed up on Facebook? How much foot 
traffic do you receive?

»  What is your financial situation? How much do you have 
available for marketing purposes?

»  What basic equipment do you have in order to market 
successfully? For example, computers, smartphones, 
printers, stationery etc. can all be used to effect.

»  What has been your customers’ or audience’s reaction 
to the work presented or exhibited? What feedback have 
you received?

»  How do your funders and partners view your work? What 
do they respond to in the work you do?

»  What state is your organisation in? Do you have any 
current challenges? Is there a sense of direction?

By asking these questions, your internal strengths and 
weaknesses will be revealed.

The External Audit
There are factors that are outside of you, but indirectly 
or directly affect the operations of your centre. You have 
no control over them – however it is important for you to 
assess these aspects of the external environment in order 
to troubleshoot. 

These are known as PESTLE, and refer to the Political, 
Economical, Social, Technological, Legal and Environmental 
factors that may impact on you.

Political Factors
Think about the local community, regional, 
national and global issues or events that are 

happening, or are about to happen, that may impact on your 
work. These could include: the way in which funding is done, 
arts and culture policies, human rights and international 
relations. For example, the White Paper on Arts and Culture 
for the first time has a chapter focusing on Community Arts. 
This could be seen as an opportunity and may be further 
reflected in funding opportunities down the line. 

Economic Factors
Here consider again the local community, 
regional, national and global issues or events 

that are happening, or are about to happen that may have 
an impact. These could include the access to funding or 
capital, the world’s economic situation, taxation, interest 
and exchange rates, and consumer spending. For example, 
should SARS approve tax relief for donations made to the 

https://www.standfoundation.org.za/wp-content/uploads/2023/02/Toolkit-004_Sustainability.pdf
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arts, you may find that there are many more companies 
willing to consider donating to the arts. This would be an 
opportunity.

Socio-cultural Factors
In the context of the arts, these include factors 
that influence or make up the cultural trends 

at the time, such as age, gender, location, religious and 
cultural practices, social patterns, attitudes to arts and 
culture. For example, if there was a global wave of design 
interest in graffiti art, inspiring trends in architecture, 
clothing or home décor, and you maintained, ran or were 
part of a graffiti artists network, you would look at this as a 
big opportunity to market your members’ work.

Technological Factors
These factors take into consideration social 
media (Facebook, Twitter, LinkedIn, for 

example), mobile phone technology (the range of apps 
now available for working directly on your device), new 
developments in technologies and consumer behaviour in 
relation to these technologies. Smart devices, for example, 
enable more people to access the internet, bank online, 
check their emails, and obtain entertainment of various 
kinds (games, videos and music). This could be seen as a 
threat in that it diverts a target market’s potential spending 
away from the arts. However it could also be perceived as 
an opportunity in that the arts marketer can now deploy a 
variety of relatively inexpensive communication channels. 
Consider for example how Facebook allows you to market 
your production and other products directly to your 
community and potentially reach beyond them to those 
with whom they are connected.

Legal Factors
These include legislation and potential 
and actual changes that may affect you. 

For example, trade policies may affect how your craft 
is exported, or how your raw materials are imported. 
There may be legislation affecting the way in which you 
are able to sell to your consumer through contracts, or 
subscriptions. International policy may also play a role, 
for example, the Nairobi Plan of Action, the Belgrade 
Declaration on the Status of the Artist and the UNESCO 
Convention on Cultural Diversity are examples of 
international instruments that can be called upon to 
support your work.

Environmental Factors
Environmental and ecological factors such 
as legislation, recycling and climate change 

may also impact on the way in which you market your 
art. Consider the relationship of the art or organisation 
to issues around the environment and how it could 
create opportunities such as developing programmes 
to support particular advocacy issues. For example, a 
pottery collective using a locally produced non-toxic 
environmentally friendly glaze, may want to lobby against 
legislation which favours bulk, toxic imports. Having an 
artwork that has integrity from an environmental point 
of view, may be perceived as an opportunity. You and 
your arts organisation will, in time, be assessed by how 
you approach these environmental factors from an arts 
perspective.

3.1.3 Market Research and 
Defining Your Audience
Market research is fundamental to effective marketing. 
You need to develop a clear picture of who your actual 
audience is and also who your target market is. You also 
need to think about what barriers there may be that prevent 
them from participating in your work. The more you know 
about your market, the better the strategies you will 
develop. This will support your organisation to reach its 
goals socially, economically and artistically.

DEFINING YOUR MARKETS 
A major part of the research is defining your target market 
– these are the people you have a desire in marketing to. If 
we refer to the definition of marketing as telling a story, to 
whom would you want to tell the story of your organisation?

This decision is essential because it helps you narrow 
your messaging down to the person you envisage 
communicating to, rather than marketing to everyone. It 
is not wrong to market to everyone, however this is not a 
smart way to work because you won’t be able to measure 
whether or not you are achieving your goal. The market 
is made up of individuals, organisations, groups, funders 
etc. We call the process of defining your market, market 
segmentation.
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Task
Divide the people you want to target into three groups:
»  Primary – The audience that is the direct target for your 

programme or event; they will definitely be interested in 
your product;

»  Secondary – These are people who you may not 
necessarily be targeting, but will have an influence on your 
target market, based on varying factors that we will discuss 
later in this section; they are possibly interested;

»  Tertiary – These could be people with the least amount 
of interest in your organisation but it would still be 
beneficial for you if your story reached them. 

Now that you have the three markets, divide them 
further by introducing these four factors: Geographic, 
Demographic, Psychographic and Behavioural.

Geographic Factors
Divide your market into locations. For 
example, if your primary target is your local 

community, how far are people likely to travel to come 
to your centre? Is it possible that you could also attract 
outsiders or tourists? If so, perhaps you need to pay 
attention to people from each of these two groupings, since 
they will be attracted to your offering in different ways.

Demographic Factors
Divide your market into characteristics 
that affect their decision-making like 

age, gender, occupation, marital status, income levels, 
cultural influences, religious inclinations and educational 
background. Search for patterns that emerge in terms of 
this. If you are targeting children, you may have to reach 
them through their parents or the schools they go to. This 
means that while your primary audience is the child, the 
secondary audience is in fact the adults with power over 
their decision-making. 

Psychographic Factors
Definition: psychographic refers to market 
research or statistics classifying population 

groups according to psychological variables (such as 
interests, attitudes, values, or fears). 

The interests and daily activities of people vary greatly 

based on the way they think about and perceive the world 
around them. For example, university students would 
appreciate an art centre that provides free WiFi, as it  
would also help them with job-hunting and research  
for their study projects. 

Behavioural Factors
This refers to behaviour relating to the product 
itself or to the marketing strategies you may 

use to draw them to the product.
What does the market know about a particular artform? 

What do they think about it? How do they engage with it? 
For example, is there a stigma around teenagers enrolling 
for drama training? How will this affect your next intake?

How does your target market engage with marketing 
strategies? Do they mostly use Facebook on their phones, 
or do they spend time on computers? Is marketing 
physically in spaces they frequent going to be most 
effective? Are they interested in influencers, and if so, who 
are the people they follow? What trends are they most 
interested in? What other artistic interests do they have? Do 
they have time to watch a theatre production on weekends, 
evenings or during the day?

3.1.4 Doing Market Research
Market research is one of the ways you can gather crucial 
information about your target market/s. This can take 
the form of desktop research, audience surveys, online 
or in-person questionnaires, in-depth interviews and 
other methods of collecting quantitative and qualitative 
information.
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ASSITEJ SA has been supporting members of the 
organisation to market their work at the National Arts 
Festival over a number of years. As part of what they offer 
to members, they do market research (or monitoring and 
evaluation) at the shows that are part of the ASSITEJ SA 
platform. A standard questionnaire has been developed 

that is quick to use and fill out. Since the work of ASSITEJ 
SA targets children, there have also been times when the 
questions are asked in interactive, fun ways, and children do 
activities rather than write responses (for example, putting 
a marble in a particular jar depending on their answer), or 
drawing a response rather than giving a verbal review…

Tool
ASSITEJ SA Questionnaire for National Arts Festival Family Fare Platform
Here are some of the questions that have been asked, with an example of the findings:

Note: This question is important in order to understand who is attending the theatres and how to 
reach them. While the work is aimed at audiences of children and young people, they are generally 

brought by adults, so this is important for any marketing strategy.

How old are you?

Younger than 5
5 to 10
11 to 15

16 to 20
21 to 30
31 to 50
51 to 70

71 and older

9
43

29
3

14
23

5
1
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Note: This question is very useful for telling us which of the marketing efforts is bearing fruit. What do 
the results tell you about where ASSITEJ SA should be putting its money?

Note: This is important feedback for the artists,  
as well as for ASSITEJ SA.

Note: This indicates how often they see theatre, and can give 
an idea about marketing patterns more generally.

Note: This gives ASSITEJ SA an idea of whether the idea of a ‘family fare’ platform is in fact working. 
It would seem from the response, that it is.

How did you hear about this show?

How did you enjoy the show you saw today?  

How often do you see plays?

Did you come with other people from your family?  

44

0

7

94

51

6

35

32

10

25

58

3

93

24

12
3

8
1
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Word of mouth
Poster or booklet

Radio
Newspaper

Website/email
Online parents’ network

Cue
Sundown concert

It was boring
It was OK

It was good
I love it!

At least once a week
At least once a month

At least once a year
Hmm I am not sure…

Yes
No
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Note: This gives more interesting Psychographic information about what people’s 
interests in theatre are.

Note: This question allowed ASSITEJ SA to investigate what other productions the audience had seen 
that were part of the same platform. It gave an indication of whether people were going to more than 

one production and which productions were most popular.

How do you feel about theatre?

Have you seen any of these shows?  

71

18

42

30

37

10

37

26

1

22

1

8

1

43
10

12
34

THE MARKETING PLANNING PROCESS 3

I like watching other people perform and tell stories
I want to be part of a play and perform too

Plays can teach me interesting things about the world and other people
It would be fun to have more plays at school
Other: It teaches me to look after our world

Other: I am in plays quite often because I love theatre
Other: I feel there aren’t enough teen-friendly plays

Once Upon a Puppy
Betti and the Yeti

Falling Moon
River of Life

Kitchen Fables in a Cookie Jar
See-Far-I

A Tale of Horribleness
About the Space Behind the Couch

Lenny and the Wasteland
Get Kraken!

On the next page is an example of how this kind 
of information was then reflected back in a report 

to the National Arts Festival; you can see how the 
information was collated in such a way as to then make 
recommendations for shifts in strategy and for different 
marketing approaches in the future.
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Tool
Defining your Market 

Once you have researched your market, you can then start to define it more specifically.

In order to accurately represent the primary, secondary and 
tertiary targets, you can create several characters that are 
fictional representations of who you want to reach, based 
on the information that you know about your audience/
beneficiary community. 

Base your characters on the four factors and then use 
educated speculation to identify what their motivations, 
concerns and personal histories are. Generally, you should 
develop three to five personality types that represent 
your most important audiences. This will help focus your 
messaging.

Before creating each character, you can ask as many 
questions as you possibly can. Be inquisitive about this 
character.

Questions to ask when creating your character:
»  What is their name?
»  How old are they?
»  What gender were they assigned at birth?
»  What gender do they identify with?
»  Where did they attend school?
»  Do they have both parents?
»  Are the parents still alive?
»  Do they have a profession?
»  How long have they been working?
»  What problems do they have?
»  Do they have solutions to those problems?
»  What are they searching for on Google?
»  What are they currently watching on TV?
»  Where do they spend their weekends?
»  Do they go straight home after work?
»  What trends are they currently entertaining?
»  What do they value?
»  What do they spend money on?
»  What makes them tick?
»  What stereotypical behaviour would best describe them?

The people you are targeting can be found in everyday 
life and exist doing everyday activities – in order for you 
to familiarise yourself with who they are and how to tap 
into their emotions, create the character from scratch. This 
character would be a strong representation of who your 
primary, secondary and tertiary audiences are and would 
give you clues as to how you can reach them. Give them a 
name and determine what a day in their lives would look 
like. What do they spend most of their money on? 
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Task
You are starting an afterschool programme that aims to 
create a safe and dynamic space for inner-city school-going 
children and youth (Grade 6 to Grade 12) to enrich their 
lives by developing emotional resilience and inspiring life 
journeys.

Begin the process of defining your audience by following 
the steps provided for you above. 

Once you have answered the questions, use the table 
below to create the character you want as your target. Do 
this for each market type (primary, secondary and tertiary).

Tip
You do not always need all three market segments; you can work with only one or two. However, it is 
advisable to have as many market segments as possible because this will help you broaden your reach.

CHARACTER NAME: 

BACKGROUND: History, family, education, job or career

DEMOGRAPHIC: Male or female, income, location

IDENTIFIERS: How do they prefer to receive their information? Communication preferences? 
What do they watch on TV? What type of activities interest them? 
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Tool
Example of Characters from FunDza’s 10-year Report

FunDza is a literacy-based NGO that serves to get young people reading. 

Here is what they know about a particular demographic and 
the character they created to reflect this demographic. 

You can see more at 
http://www.fundza.co.za/about-fundza/our-

annual-reports/10-years-of-impact-report/ 

http://www.fundza.co.za/about-fundza/our-annual-reports/10-years-of-impact-report/
http://www.fundza.co.za/about-fundza/our-annual-reports/10-years-of-impact-report/
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3.2 Defining  
Marketing Goals
In marketing, goals are important because before you 
can come up with a strategy, you should be guided by the 
reasons why you are marketing in the first place. Sometimes 
this step comes before and other times it comes after the 
character has been created. Whichever way you choose to 
do it, you have to set a goal. What do you want to do with 
them and what do you want them to do for you? This is the 
reason why these particular characters are of interest to you.

Here is a list of marketing goals that are typically used:

Establish Thought Leadership
You want to be seen as an authority in your 
field. Here you are not worried about selling 

anything, except for establishing your organisation in the 
market as experts. If you work with children, your goal may 
be to position yourself as an expert when it comes to issues 
pertaining to children.

Build Brand Awareness
This would be to make your targets aware of 
who you are and the value you will add to their 

lives. People won’t start out looking for you, but you need 
to find them where they are and let them know how you 
can solve their problems. That is why the step of creating a 
character is important – in order to make someone aware 
of your brand you need to know what it is they can benefit 
from you as a brand.

Broaden Reach
You have now secured your immediate 
neighbourhood, everyone knows that you 

exist, however you want to reach more people and widen 
your net. This goal helps you to put strategies in place that 
are designed to reach through the ends of the earth.

Increase Sales
For art centres that depend on paid 
workshops and the selling of art products. 

This goal is apt because it will help you create strategies 
that will assist you to not only reach people but reach 
people who will buy the ticket or at least know someone 
who will. This is why you need three market types so that 
if your primary audience does not help you reach a certain 
goal, your secondary audience may be able to do so.

Increase (value)
You can set this as a goal if you want to  
create an even better experience for the 

people who walk into your space or engage with your 
programmes. Whatever value you want to increase, this 
goal will help you shape your marketing activities towards 
reaching it. For example, you may decide to add elements 
to the experience that will make it more attractive to your 
target market.

Maintain Brand Image  
and Sustainability
This is the hardest thing to do, especially if 

you are an organisation that services people. It is hard for 
people to have the same views about you once they know 
a lot about you, as they did when they did not know you at 
all. Sometimes offerings can become tired or predictable. 
Community Arts Centres who are concerned about a 
weakening reputation need to think about activities that 
will help them keep the people they have in their database 
happy and excited to engage further. The character you 
create may be an entry point to satisfying these types of 
people, because it helps you identify what the potential 
problems are. It will also keep you as an organisation 
sensitive to the broader public.

Tip
Brand awareness and reach can be set as goals at the same time, however be careful that you do not bite 
off more than you can chew. Starting with one goal at a time allows you to narrow your focus and to keep 
an inventory of what works well and what doesn’t.
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3.3 Determining Marketing Strategies

Tool
The Ansoff Matrix

In the above report from ASSITEJ SA, you saw an example 
of an Ansoff Matrix. This is a way of looking at how to grow 
your organisation’s reach. 

From the diagram, you can see that the four strategies  
for growth are:

Market Penetration Strategy – where the 
organisation tries to grow the market share of its 

existing products. This is the safest route.
Market Development Strategy – where the 
organisation tries to grow by taking its current 

products to new markets. 
Product Development Strategy – where the 
organisation tries to grow by taking new products 

to its existing market.
Diversification Strategy – where the organisation 
tries to grow by creating new products and taking 

them to new markets.

With the Ansoff Matrix, the bottom left of the diagram is 
where you are currently positioned. The more newness you 
introduce to your strategy, the greater the risk of failure. So 
the lowest risk strategy will be to sell more of your existing 
products to your current markets because this involves 
moving the least distance from your starting position. 
If you decide to create a new product or sell to a new 
market, the risk increases as you are moving away from 
your starting position either horizontally or vertically. 

Of course it can be equally risky to stay in your current 
position, if this is not working for you. So when choosing 
the right strategy, you need to think about what you want 
and how to manage and mitigate the risks as you roll out 
your strategy.

1
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Diversification
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GOALS 
»  Setting goals allows you to narrow down your audience and to identify who your primary people to reach are. 
»  Your chosen goal impacts on your target audience. (If you want to make a change then your audience 

should be people with power or if you are trying to raise awareness, you will target individuals  
or groups who are affected directly or indirectly by the issue you are raising.)

»   Goals should be SMART: Specific, Measurable, Achievable, Relevant, Time-bound. 

You can read more about SMART goals in the Toolkit on Programming and Project Management,  
click here to read more 

https://www.standfoundation.org.za/wp-content/uploads/2023/02/Toolkit-006_Programming.pdf
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Let’s look at the options:

1. Market Penetration
With this strategy, you grow your organisation 
by selling more of your existing products and 

services to your current markets. Another way to say this 
is that you are trying to increase your market share within 
your existing markets. You could do this by encouraging 
those who you are reaching to become more frequent 
users of your products, or to use more of your products. 
You could look at discounts for your current offerings (two 
for the price of one, etc.). You could also look for similar 
markets who are already interested but have not yet bought 
into your offering.

2. Market Development
This strategy looks at how to market what you 
are currently offering to new markets. New 

markets could be found by entering new geographical 
locations, by finding new ways of selling (distribution 
channels) or by targeting the same product at different 
market segments (for example, different genders, age 
groups etc.). Perhaps you introduce the capacity for people 
to book online for your venue, or you market specifically to 
neighbouring communities, moving beyond your immediate 
community. Perhaps you start a partnership with a bus 
company to ensure that there is transport to your offerings 
for people living further away.

3. Product Development
With this strategy, you attempt to  
grow by creating new products for  

your existing markets. 
You may want to invest in research and development 

in this case, by finding out from your market what they 
would like to see or experience more of. You may also 
want to look at your current products and services and 
see if you can make them more appealing. If you change 
the time of the afterschool programme, would it attract 
more children? If you bring in a well-known artist to give 
a once-off workshop, will that draw people back to the 
offering? If you have been creating family-oriented shows 
or experiences, perhaps you want to consider creating a 
show for a particular age-group – for babies, for toddlers, 
for adolescents? 

4. Diversification
Here you are looking at creating new products 
for new market segments. This is the highest 

risk strategy, but it is also potentially very rewarding. 

There are two broad types of diversification:
»  Related Diversification: where new markets you enter or 

products you create share some similarity with existing 
products or markets. Here for example, you may create 
a production specifically for touring to another country 
(perhaps your work has always been very verbal, but now 
you consider doing non-verbal work, in order to make it 
more easily relatable to the places where you will be going).

»  Unrelated Diversification: when completely new 
products are introduced to entirely new markets. (Perhaps 
you provide an educational offering by writing up your 
workshops and sell these teaching packs to teachers as a 
stand-alone product.)

How do you measure your goals?
Depending on what your goals are, you would identify  
a key performance indicator for each to help you measure 
your impact. 

For example, if your goal is to ‘create awareness’,  
then you can use the following metrics:
»  Newsletter signups: How many people have signed  

up for your newsletter in the last 40 days?
»  How many people have followed you on social media  

in the last 40 days?
»  How many impressions do your posts have over the last 

40 days?
»  How much foot traffic are you generating? How many 

people walk to your premises to make enquiries?

All your marketing goals should be measurable; we do 
not use likes and comments to measure any marketing 
objective, because these are vanity metrics, they do not 
measure or prove anything. A post can get one like, but 
reach one million people. While comments cannot be used 
for quantitative measuring of goals, they can be useful for 
qualitative reporting to funders and/or your community.

Setting goals is important because it will determine 
what activities to craft and which processes to follow when 
making your marketing strategy. 
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3.4 Developing a 
Marketing Strategy
A marketing strategy is a comprehensive plan of how you 
will achieve your marketing objectives. It is a blueprint that 
will help you track the journey you need to undertake in 
order to achieve your marketing goals. A marketing and 
communication strategy uses all the research acquired 
when analysing your market to develop a plan that will 
reach certain identified objectives. It is also an outline of 
the activities the team will undertake to ensure that the 
programme runs smoothly. It defines the tactics and tools 
you will use and spend time and money on. 

THE MARKETING PLANNING PROCESS3

The strategy can include various activities, including:
»  Email marketing
»  Campaigns
»  Events
»  Social media 
»  Publicity

To decide which tools you will use and which activities you 
will engage with, you need to be very much aware of your 
marketing mix. The mix becomes a formula through which 
you can input the details you already know about what it is 
you want to market and then make choices about the how. 

Tool
Marketing Mix 
Fill out this tool to define the marketing mix for your product or service:

Product 

Features
Quality
Branding
Service
Extras

Price

Actual price
Discounts
Perceived value
Flexibility

People

Who… delivers?
Communicates?
Engages with audience?
Behind the scenes?

Place

Location
Venue
Transportation
Access 

Positioning

Perceived value
Expectations
Perceptions
Brand
Messaging

Promotion

PR
Marketing
Advertising 
Publicity
Timeframes?
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Under promotion you will be defining the strategy and 
listing the tactics and tools you will use for this particular 
marketing mix. There are various tools that are available to 
you, as mentioned above. Whether you want to advertise or 
go the publicity route, you are not limited as to how many 
strategies you can use. You will find more ideas for tools in 
the sections that follow.

You are encouraged to ‘go wild’ when thinking about 
your strategies – be as inventive as you can. This may mean 
coming up with tools and tactics that no one is using yet. 
The market is always saturated and looking for something 
fresh, so use your creativity. No matter who your target 
market is, learning from other organisations and even other 
industries, while looking out for strategies that align with 
your brand, is advisable. For example, many organisations 
send out newsletters. If you go this route, what will make 
your newsletters stand apart? Who are they targeting? How 
can you make your newsletter something that people will 
look forward to reading?

Standing out in terms of your strategy will help you 
strengthen the brand of your organisation. Some strategies 
are built on pushing boundaries; so, for example, if you 
want to move outside of the norm and look at what else 
is there, you may find the newsletter too traditional an 
approach. What else can you do to communicate your 
programmes? What is going to help you get to the result 
you want? When your strategies are adventurous and 
broad, this allows you and your team to be excited about 
taking on the challenge of making things happen. 

3.4.1 Brainstorming the Plan
Brainstorming ideas can reveal what is possible, even 
when many of these ideas may not make the final cut of 
the tactics and tools you will use. Developing a marketing 
strategy should be the most fun and least stressful part of 
the marketing plan because you have already gathered all 
the research you need. 

When developing a strategy, invite the team to play 
games that will help them come up with the most innovative 
ideas, because it is through play that people unleash their 
genius. There is no pressure to be right. 

Here are a few activities and exercises that may help you 
come up with ground-breaking strategies. 

»  Magic ‘if’ 
Harness the power of your own imagination 
and that of your team. It is amazing what ideas 

can transpire when people are given prompts that let their 
imagination run wild. 

Give your team a list of content types, e.g. podcast, 
campaign, live video, webinar, blog, press release headline, 
advert, etc.

 Each participant should represent either a service you 
provide or an event you want to market – ask them to 
choose from the existing list of content types and follow 
the prompt “If I were to use …. (a podcast, for example) to 
market this, how would I do it?” 

Ask them about who the targets of their campaign will 
be and how they will reach them. In the case of a podcast, 
do they have hypothetical topics they believe the podcast 
should cover?

Ask the participants to present their ideas and after 
each presentation, ask brand alignment questions and 
interrogate their thought process. This will avoid mental 
blocks that can come with the process of developing a 
marketing strategy.

Regardless of what your product is, this game will 
help you to come up with great promotional tactics while 
mapping out ways to do these. It is a great way to bring the 
team together and to make them feel like they are all part of 
the decision-making process.

»  “I saw a pink elephant”
There is power in looking elsewhere for 
inspiration. We have all seen in one way or 

another a piece of content that made us stop and stare in 
awe or a campaign that is so well crafted that it screams 
for your attention. The pink elephant game asks your team 
to look at campaigns that are outside of your industry and 
media style. The idea is that inspiration can sometimes 
come from the most unlikely of places. 

Ask your team to identify a campaign (for anything) 
that appealed to them. They must then unpack why the 
campaign is unique and most importantly, why it works. 
How does it add value to the market and the organisation?

The next step would be identifying the campaigns that 
they would consider a failure and ask them why they 
believe the campaign does not work. How would they 
revamp the campaign?
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3.4.2 Budgeting the Plan
It is important of course for you to consider what resources 
you have at your disposal when working on your plan. Once 
you have determined what objectives you are wanting to 
reach, then look at each of the tactics and tools you have 
decided to use to meet these objectives. What will each of 
them cost? Consider costs in terms of time and energy as 
well as money and other resources. Sometimes you can 
embark on a plan that includes elements that are free, but 
it will take up a considerable amount of time and energy, 
and you need to decide whether this is where you want 
to spend your time. Consider that time and energy have 
in-built costs as well. They take you away from other things 
you could be doing. If you are on salary, your time can 
be costed out. How many hours are you able or willing to 
spend on doing each of the activities in the plan?

See Tool, Marketing  
Budget, on the next page.

3.4.3 Refining the Plan
A great marketing plan only works when you take action 
and when you measure the results. If you aim to build 
brand awareness by starting a Facebook page, you have 
to set targets of how many people you want to reach 
and the period of time by which you want to reach those 
numbers. The results are important, but you need to pay 
close attention as to how you will get to the result. In order 
to do this, you need to monitor the activity and its impact 
as you go. Your strategy should be flexible, because things 
can change. You must be willing to update the strategy 
according to those changes or according to the results 
that you are seeing. If one way of attracting buy-in is not 
working, be ready to change it and try something else. 
Ways of measuring include looking at ticket sales, sign-ups 
for programmes, foot traffic, website traffic, click-throughs 
on newsletters, feedback from audiences etc.

It is essential for the organisation to understand which 
tools will work best for them; look back at your internal 
strengths before deciding on which strategy to use. For 
example, you cannot select a strategy that will require 
a website if your centre does not have one or if there is 
nobody to update the site on a regular basis.

If the marketing strategies are aimed at receiving income 
through the sale of tickets or of other services such as 
hiring out venues or resources, then your tactic may be to 

increase awareness and increase sales of the community 
centre’s facilities through the development of strong 
publicity. Refer to the section on publicity to understand 
how to develop angles for interviews and press releases.

See Tool, Marketing and Communications Strategy, 
on the next page.

 
Marketing is a process-based concept. It is essential to 
note that it may take you some time to build an audience 
and that marketing strategies and activities do not bring 
instant results. It is a lengthy process that requires you to 
be flexible, to shift and change according to the demands 
of the platforms you choose to utilise as an organisation.

Flexibility is the ability to evolve and change direction as 
a result of responsiveness to the changing environment, and 
it makes your marketing daring and fresh. For example, we 
have seen the need for greater flexibility over the period of 
the pandemic. Most Community Arts Centres were affected 
severely by Covid-19, and had to stop or change many of their 
usual programmes. However, some organisations thrived 
because they had the means to move towards a more digital 
approach in their marketing activities and this broadened the 
appeal of their work and grew new audiences. 

Tip
Use the process of defining your market 
to help you create strategies that will align 
with the needs of your market.
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Tools
Marketing Budget

Marketing and Communications Strategy

Activity Cost Time/Energy Other resources
Door-to-door campaign 
inviting people to festival 0 10 volunteers x 40 hours 

each

Printed flyers R2 x 2 500 copies 
(R5 000)

2 volunteers to hand out 
at local shopping centre x 
2 x 3 hours

Township carnival walk-
about

R2 500 for XY Drummers 
to lead walk-about

R500 for hired 
loudspeaker system

15 volunteers x 10 hours 
(8 prep, 2 walk-about)

Children from drama club 
(120 children x 4 hours, 2 
hours prep, 2 walk-about)

Banner – to be painted 
on cloth with existing 
resources

Homemade musical 
instruments to be used 
by children

Social media campaign 0 1 person: 2 hours x 14 
days

TOTALS R8 000
+25 volunteers

1 social media officer

Cloth

Fabric paints

Found materials: toilet 
rolls, yoghurt containers, 
seeds, etc.

Organisation:
Vision:
Mission:

Who are you 
communicating 

to?
What are you 

communicating?
Why are you 

communicating 
this?

How will you do 
this? (Mention all 
promotional and 
communication 

methods you will use)

Where will you 
do this?

When will you 
do this?

What is the overall objective of the strategy?
What are the specific goals?
How will you achieve these goals?
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Case Study
Mpumelelo Youth Movement, Galeshewe, Northern Cape

Since inception as an organisation, we have always been 
innovative, out-of-the-box-thinking individuals who can 
formulate strategies and come up with concepts that 
benefit not only the beneficiaries of the programme, but 
have a positive impact on the broader community. With 
the full understanding of the community we are based in, 
we were able to come up with a relevant programme and 
concept that has yielded positive results for all to see. 

First and foremost, growing up in this area, there was 
never any arts-based programme in Bloemanda. We 
ourselves had to travel miles to learn and hone our skills 
and knowledge of the arts. In order to resurrect and 
resuscitate the arts, especially post the Covid pandemic, 
we saw the need to pass on our knowledge and experience 
to a new breed of artist, to take the arts forward in 
Kimberley. 

From the start, we were able to recruit a dynamic team of 
like-minded, young, energetic, passionate and innovative 

professionals and individuals to serve on our board and 
our staff. We made sure not to recruit individuals just for 
the sake of filling positions, but rather to find people that 
would add value to the idea we wanted to implement. We 
also had to take cognisance of the fact that we are based in 
a poverty-stricken community that is riddled with substance 
abuse, unemployment and poverty. This would inform our 
direction. This also meant that we had to be realistic in our 
programmes and that it would be difficult to expect any 
form of fees to be paid by the parents of the beneficiaries. 

In the same breath, we concluded that in these difficult 
and trying financial times we had to ask for a minimal 
amount just to keep the organisation and its programmes 
energised. With everything considered we decided to ask 
for R50 monthly fee from our members of the afterschool 
and homework class. It is the responsibility of every parent 
to invest time, energy, love and money into the future 
of their children. It was therefore only fair to request the 
R50 fee that would go directly to purchasing food for the 
beneficiaries. 

We realised that the meals we cooked were a major 
attraction, as most parents were domestic workers who 
came home late in the afternoon or evenings and probably 
were too tired to cook and that for many of the beneficiaries 
it was their only meal of the day. We started off by 
accepting only kids from Bloemanda or close by, but many 
came asking for our services from far-away places such as 
Phutanang. For safety reasons we only accepted someone 
from outside the area if the parent would agree to organise 
transportation for their child. However, it was clear that the 
programme was growing in popularity. 

“ Working hand in hand with  
the community and the leaders  
has been a crucial factor in our 
 success as an organisation. ” 

We have regular parent meetings to ensure the parents are 
up to date with what is happening at the centre; when there is 
a new development, we call a community meeting and share 
the news with them. This ensures a solid relationship with 
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the community and it makes them feel like part owners of the 
programme. This has made the surrounding community feel 
part of the programme and they have thus become hands-on 
in assisting the programme and its growth. 

Whether through purchasing and selling fundraising 
tickets, helping when there is a fire or when the yard has 
become too dirty and unsafe for the kids, the community 
has shown us tremendous support.

“ Introducing the holiday programme  
was also a master stroke, as the  
parents and community members  
keep alluding to the fact that it is  
very effective in keeping the kids  
off the streets, and it has gone  
a long way in instilling a culture  
of learning in them. ” 

When we have to market and sell an upcoming event,  
we visit the people and go and speak to them directly.  
Just like in politics, we have found that door-to-door 
marketing is a very effective tool. This puts a personal 
touch on the relationship between the community  
members and our programme. 

Once we are satisfied with the door-to-door we then 
move to the usual marketing with posters and flyers at 
taxi ranks, shopping centres and malls. We then visit the 
local radio stations with whom we have forged a good 
relationship through our community dialogues. This method 
of marketing and understanding the ins and outs of our 
community has proven to be very successful for us. 

THE MARKETING PLANNING PROCESS 3
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Case Study
Example of Marketing Shifts during the Pandemic 
– Sibikwa Arts Centre
HTTPS://WWW.SIBIKWA.CO.ZA/

The impact of Covid-19 exposed the severity of inequality 
in South Africa. Sibikwa saw its role in communities during 
these challenging times as more vital than ever. And 
through the turbulence of shifting economic landscapes, 
rising social tensions, and the plethora of challenges that 
arose in relation to education, live events and the economy, 
many exciting new things emerged. We witnessed family 
relationships strengthen through participation in learning 
activities delivered online, exciting innovations result from 
a real exploration into digital spaces, and broader audience 
engagement afforded by global connectivity and access to 
their work.

Not losing sight of the fact that most Sibikwa Arts 
Academy learners come from disadvantaged backgrounds 
where access to technology is limited and unaffordable, 
Sibikwa made use of resources and devices that learners, 

their families and neighbours had available, such as 
smartphones and WhatsApp, to ensure that learning and 
engagement in the arts was not disrupted by the pandemic. 

Bolstered by the success of the Sibikwa Arts Academy’s 
digital strategy, we ventured into online Drama and Arts 
Administration courses for youth in rural areas, participating 
in the Rand Merchant Bank-funded Qinis’Ulwazi National 
Capacity Building Project and the Department of Sport, 
Arts and Culture-funded Community Arts Development 
Project. 

The projects culminated in performances recorded and 
posted as a collection on their YouTube channel:
»  Short clips of the performances were shared  

on other platforms to redirect audiences to the main 
YouTube page. 

»  The cast reveals were done online. 

Marketing activities will vary according to what is being 
marketed and to whom you are marketing it. The story of 
your organisation is important for brand awareness and for 
pulling funders. 

When marketing a project like Sibikwa’s Qinis’Ulwazi 
(mentioned above), you would have to understand that the 
demographic is youthful and that your activities will shift 
from telling the story of who you are to what the project is. 

Here are some proposed activities for the above 
marketing campaign: A series of short vlogs documenting 
the entire process weekly, and using the backdrop of the 
pandemic to rubberstamp the importance of teaching and 
learning during this time. Phase 2 of the campaign might 
highlight the themes of the final products and what inspired 
the team to take that conceptual approach to making their 
work. This would appeal to the primary target audience. 

BELOW: Sibikwa Arts Academy’s 
YouTube channel.

https://www.sibikwa.co.za/
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4. Communications Mix
We have noted that the Communications Mix describes the 
different forms of promotion that we may rely on when we 
start to roll out our strategy. We need to select a range of 
tools and activities from the areas below:
»  Advertising (TV, radio, press, social media);
»  Public relations;
»  Publicity;
»  Direct marketing;
»  Digital marketing;
»  Sales promotion.

4.1 Advertising
Advertising is a marketing tactic involving paying for space to 
promote a product, service, or cause. The actual promotional 
messages are called advertisements, or ads for short. The 
goal of advertising is to reach people who will take some kind 
of action in response to what they see or experience.

Types of Advertising:
»  Print media (newspapers, magazines, arts publications, 

programmes or catalogues);
»  Broadcast media (television, radio);
»  Display media (billboards, posters, flyers, pamphlets, 

brochures);
»  Digital/online media (mobile, email, websites, internet, 

Google ads, etc.).

Because advertising has become a highly expensive 
endeavour, most organisations avoid it altogether, or use  
it sparingly. For example, while paid advertising on 
broadcast media is very expensive, it may be possible to 
still feature your product on broadcast media through using 
publicity cleverly. The advantage of advertising is that you 
are fully in control of the message and can generally decide 
who will get to see or hear it. 

If you do decide to pay for an advert, these are the things 
you need to consider:

» Be concise. Use key words, and do not write 
an article – you should be able to read the 
words of the advert in less than 30 seconds – 

if your advert message exceeds this reading time, you may 
have to reconsider.

» Be eye-catching. The design and print 
layout should be in line with your goals and 
look professional, so working with a graphic 

designer is advisable. Their expertise can help you come 
up with a stronger visual language that will set you apart 
from the others. (However, if you can’t afford a graphic 
designer, then you may need to look at some of the online 
tools described later.)

» Be cost-efficient. Ensure that the entity you 
are advertising with has advisors who can 
help you use your budget wisely. They know 

what slots are the most popular, and what platforms are 
likely to meet the target audience. Their opinions should 
count for something. 

» Select media carefully. Select the media 
type according to their alignment to what you 
want to achieve. Check listener or viewership 

numbers – what demographics are they catering for? While 
it may work to approach Y-FM (a youth station) if you are 
targeting older people because the chances of young 
people passing the message through word of mouth is 
high, your primary stations would still have to be those that 
already reach your target market.

» Ensure frequency and repetition. For your 
broadcasting advertising to be successful, 
it will need to be on air a certain number of 

times. The more people hear it, the more they are likely to 
be persuaded. Similarly for print media, people should see 
your ad more than once for the message to get across. This 
can increase the budget, so take this into consideration 
when planning.

Tip
Thinking beyond and taking a risk to achieve 
your goals can earn you great results!
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Tip
Sometimes you can use your own team  
to create an advert. 

The Market Theatre, for their festive 
productions in 2021, created a YouTube 
advert. To avoid paying advertisers, they 
spent a small amount of money on Google 
advertising, ensuring that the ad reached 
their target market and as a result, the 
productions of Nine Lives and Blood Knot 
had sold-out houses.

To access the advert click here: 
https://youtu.be/bCWqHMxunjY 

4.1.1 Posters
Posters are information-giving, one-page designs 
that are led by visuals and important event details. 
They are traditionally printed out and placed in public 
spaces informing the market of an event. However, it is 
also common for posters to be used online to market 
productions and sometimes there are very few physical 
copies created. Artists and arts organisations can use 
posters effectively to communicate with their market. 

Elements that are required:
»  Posters should have strong visuals and short copy, 

containing key information;
»  Make sure that your poster is readable in the  

medium (large copy for physical posters, good size  
for reading online);

»  Include what the event is, where it is, when it is, how 
to book and if possible a contact number for more 
information. It may also include information about who  
is involved in the creation, production and/or funding  
of the piece.

After the pandemic, there was a surge of posters making 
the rounds on social media and other digital spaces. This 
meant that designers paid more attention to the visual 
details, ensuring that people are drawn to the poster before 
even clicking on it to see more information.

Distribution of posters:
»  Ensure that there is a distribution plan that includes who 

will be involved, where the posters will be placed, when 
they will be placed there and when removed, what costs 
may be incurred related to distribution and how these will 
be covered.

»  Check the local regulations to ensure where you are 
allowed to put up posters and what they need to contain. 
Some local municipalities have very strict rules and you 
can be fined if you break these. 

»  Consider where the best places will be to reach your 
audience/target market.

»  Build relationships with venues (hairdressers, schools, 
shopping centres, community organisations, other 
theatres) that might be able to display a poster. You may 
be able to cross-promote their activities or thank them 
in your programme, or provide them with some other 
benefit.

BELOW: Here are some examples of posters, courtesy 
of Zip Zap Circus’ Moya at Montecasino and Artscape’s 
Calling Us Home, The Musical.

https://www.youtube.com/watch?v=bCWqHMxunjY
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4.2 Public Relations
Public relations is the management of perceptions and 
relationships between an organisation and its internal and 
external stakeholders. 
»  Internal stakeholders include: staff, board, volunteers, 

and participants in a project.
»  External stakeholders include: media, customers, 

audience, partners, funders, sponsors, donors, suppliers, 
local, provincial or national government departments, 
similar or related organisations.

Activities that may be included in public relations are:

Internal:
»  Meetings, emails and printed newsletters;
»  Online or physical noticeboard;
»  Blog or forum;
»  Previews of performances open to internal stakeholders;
»  Project visits open to internal stakeholders;
»  Job-shadowing;
»  Awards programmes or special deals for staff.

External:
»  Publicity;
»  Newsletters;
»  Website forums;
»  Opening nights, press events, special functions  

for invited guests;
»  Membership clubs with special benefits;
»  Public events like festivals, conferences,  

masterclasses etc.
» I nvolvement in networking and lobbying activities  

which builds the profile of the organisation.

4.3 Publicity
Publicity is a media strategy to get information into the 
public arena and is usually ‘free’. It has a wide reach and 
can be well-targeted. Generally it involves some media 
liaison work. This means reaching out to the different forms 
of media according to your publicity plan. You can do this in 
a number of different ways.

4.3.1 Networking
Developing contacts within the media to 
increase coverage of your organisation is 

essential. You can do this through networking, introducing 
yourself and your organisation and getting in touch with 
journalists and other partners who may be able to assist. 
Remember when you are networking that whoever you 
are reaching out to is a person first and you need to create 
space in which trust can grow. This can result in people 
opening their networks to you as well. 

4.3.2 Volunteer
Get involved in charity drives, local events, or 
industry milestones. These types of events 

provide visibility for your organisation, which may be 
mentioned in press coverage, but importantly also build 
relationships and trust for your brand.

4.3.3 Self-promotion
Propose your organisation’s director or CEO as 
an expert source for news stories. Journalists 

are often looking for people to contribute their knowledge 
for news articles. Keep in mind that you can’t directly 
promote your product or service when acting as a source. 
Instead, you’re promoting your expertise, which helps 
potential customers see you as an authority in your field.
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For example, a community arts centre’s Publicist 
might position its Director as an expert source 

for news relating to the youth. The Mail and Guardian 
is looking for individuals to write opinion pieces on 
how young people from Cape Town are using cancel 
culture and social media to influence the justice system. 
Because you work with this demographic and know and 
understand their various contexts, you are able to  
be a reference point for the media. 

4.3.4 Traditional Media
 Don’t forget about traditional media 
(newspaper, radio, television) – approach 

anyone and everyone you can think of; it is possible that 
you can negotiate to trade ad space there without paying. 
You can organise features, editorials, interviews and 
listings on magazines and newspapers, as well as features, 
mentions, discussions and interviews on broadcast media. 

Publicity can take other forms like:
»  Front page pictures;
»  News stories, see this example for Prince Albert 

Community Trust (PACT) who had an article written by the 
Daily Maverick;

»  Articles that feature on the opinion page of the 
newspaper;

»  Letters to the editor;
»  Photo essays;
»  Interviews on feature pages;
»  Reviews by arts reporters;
»  Live or pre-recorded interviews on radio;
»  Guest appearances on a television show;
»  Live speaking events, delivering papers at conferences; 
»  Online blog or LinkedIn profile with features;
»  Include a link to a media guest appearance, news article.

Word of mouth is also a very important form of publicity.

4.3.5 Online and Social  
Media Communications
Social media has become a department on 

its own as we see that various social channels become a 
lot more advanced in the tools they offer businesses and 
organisations. Social media can be used to drive PR, but it 
is not in itself PR. 

Build a media database
A media database is a list of journalists, reporters, and other 
influencers, like bloggers and social media personalities. 
However, it should also provide the means to reach out, 
i.e. up-to-date contact details. A media database helps you 
connect with people who will advocate for your organisation.

Your database will typically start with local media, but it 
can grow to include media sources from all nine provinces, 
since you never know when you may need national media 
coverage. Always include people’s social media links so 
you can get hold of them should they change their contact 
details or no longer work for a certain publication.

4.3.6 Employ Influencers
Since we live in the age of influencers, it 
is essential to note that while journalists 

can be influencers, not all influencers are journalists. At 
a time when the internet did not exist, journalists were 
the most important source of information. They had the 
reliability of their outlet and the confidence of their readers. 
Nowadays, with the way the internet and social media 
have democratised the capacity of people to reach a wide 
audience, influencers can be any person who has, “the 
power to affect the decisions of others because of his or 
her authority, knowledge, position, or relationship with his 
or her audience”. Quoted in Influencer Marketing Hub.

4.3.7 Social Media 
Influencers
When people talk about influencers now, 

more often than not they mean the people on Instagram, 
TikTok, and YouTube who have the hearts and minds of 
the individuals who follow them. Just like journalists, social 
media influencers belong to varying levels according to 
their industry authority and reach. Ethically, it is important 
for those who are being paid to be an influencer to make 
this clear when they post about the product. 

A journalist would have more credibility than a 
social media influencer, given that they generally have 
been trained in communications and have a perceived 
objectivity; however, social media influencers are backed 
by numbers, meaning they already come with a wide reach.

Having the right influencer spread the good word about 
your organisation or product can make all the difference. 
This doesn’t always need to be an outsider. If you are a 
community arts centre and you have artists who have stolen 
the hearts of the people in their respective communities, 
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https://www.dailymaverick.co.za/article/2022-10-17-small-town-big-ambitions-hope-for-prince-alberts-lost-generation/
https://influencermarketinghub.com/what-is-an-influencer/
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why not have them be an ambassador for your campaigns? 
You could ask them to create content relevant to your 
campaign goals and engage their end users. 

People connect to other people, so use the talent in your 
space as influencers. For example, if you have produced 
a show, you may have 20 people who are related to the 
show with influence in various spheres. If you ask all of 
them to use their platforms to spread the word about the 
production with one post every day for a month, that could 
get you conservatively 20x20 tickets.

If you aren’t sure what type of influencer is right for you 
– ask yourself where your audience’s attention is. Is it with 
traditional journalists or with the digital authorities? Once 
you answer this, simply align your efforts with the channels 
your audience pays attention to.
 

4.3.8 Create  
Press Releases  
and Media Packs

These are communication tools specially designed for the 
media to use. Media packs will generally include a press 
release, as well as other materials such as photographs 
with captions, background information about the 
organisation, biographical information about the artists, a 
short trailer video etc. Media packs can be given to media 
in hard copy (as printed materials or on a flash drive for 
ease of use). They can also be placed on a website so that 
people are able to access them online.

The press release is a brief written summary or update 
used to alert the media to newsworthy events, activities or 
changes regarding your organisation. Judge the moment 
and determine when a press release is necessary. Timing 
with press releases is everything. 

Why do you need a press release?
Your press release will help your organisation or project in 
a number of ways. It can:
»  Announce an event, schedule, study, campaign, 

workshop, or election of new leaders;
»  Tell people why you think this development is news;
»  Show your perspective on the development;
»  Increase the visibility of your leaders (if quoted  

in the release);
»  Remind people of what your organisation does and how 

active in the community you are;
»  Allow you to highlight or summarise a report or describe 

the impact of the work that you do.

COMMUNICATIONS MIX 4

Tips
How to write a press release

Press releases are an effective way 
to communicate information about 
upcoming events or important news. Press 
releases allow you or your organisation to 
communicate directly with the community, 
show your perspective on events or recent 
developments, and gain publicity for your 
cause. Press releases are similar to news 
articles in that they inform the public about 
something, but they’re usually prepared 
by people who are working in specialised 
fields, like publicists, rather than by 
journalists. A press release allows you to 
reach out and tell the broader community 
what it is that you are intending to do. 

Like a news story, press releases are:
»  Created either to preview an upcoming 

event or to inform the public about 
something that has already occurred;

»  Written in a clear, concise manner that 
easily and quickly conveys its message to 
the reader;

»  Written with the most current and 
pertinent information in the first two 
paragraphs;

»  Subject to editing for content and space 
or time requirements, depending on the 
media.

Unlike a news story, press releases are not:
»  Always a high priority for media 

producers to cover;
»  Written by professional journalists.

A press release should be part of your media 
campaign and should NOT be your only strategy. 
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When should you prepare a press release?
Your organisation should consider press releases  
only when you have news that you want the public to 
share, for example:
»  News of upcoming public events
»  Reports of recent public events
»  Reports of organisational changes that may be of interest 

to the general public (i.e. a merger of two organisations; 
launching of a new project)

»  Reports of awards, prizes, grants or publications 
connected with your cause

»  Reports of hiring or promotions of staff members
»  Announcements of recruiting drives for volunteers
»  Announcement of the start-up of your next season of 

classes, training sessions, services, etc.

If you have no hard news, you and your group could create 
some. For example, if a national organisation announces 
facts that are relevant to your cause, you could make a 
good story by asking local experts for their reactions.

How do you prepare a press release?
If you are writing a press release, it means you have 
something meaningful you want to tell people. So what do 
you need to write your press release?
»  A device, preferably a computer to type your story;
»  A media database to send out your release to;
»  Almost all newspapers, as well as TV and radio stations 

– even the smallest ones – prefer to receive material 
electronically. That makes it easy for them to edit, and to 
transfer to the print medium or to be read on the air. (If 
you’re submitting to a website like Artslink, you have to 
do it electronically.) 
 

Go to https://www.newslink.co.za/ 
submit-media/ 

Make sure your release reads like a news article. News 
articles will have the five Ws and the H in their beginning 
paragraph. This is called the lead. 

The basic elements are:
»  What happened
»  Who did it
»  Why it happened
»  Where it happened
»  When it happened
»  How it happened

Know and emphasise what makes your release important. 
Lead with this information. What in your release is going to 
grab the readers’ attention? For example:
»  If the mayor is going to speak at your event, it would be a 

good idea to emphasise the ‘who’;
»  If your event is the first charity fundraiser at the new arts 

centre, the ‘where’ would be important to highlight;
»  If your new production is ground-breaking in terms of 

some aspect, the ‘what’ may be what you lead with.

Download the Marketing Report 
document here 

https://www.newslink.co.za/submit-media/
https://www.newslink.co.za/submit-media/
https://www.standfoundation.org.za/wp-content/uploads/2023/02/Toolkit-003_Marketing-Report.docx
https://www.standfoundation.org.za/wp-content/uploads/2023/02/Toolkit-003_Marketing-Report.docx
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ADAPTED FROM THE ARTERIAL NETWORK ARTS MARKETING TOOLKIT, PG 43

There are a number of possible formats, but these are 
some of the more widely accepted.

Your release should be relatively short – one page 
max. You are aiming for maximum readability. 

Subheads are also useful to grab the reader’s attention.

While brief doesn’t always improve readability, 
 it may improve your chances of getting your 

release published, depending on the space needs of the 
paper in question. Many papers have limitations on the 
number of pages they can print, and therefore anything 
they publish has to be short enough to fit into their format. 
Others try to fill as much space as possible, and thus 
will be happy to publish longer pieces. It helps to know 
the constraints of the media outlets you’re approaching. 
(The same restrictions – or lack of them – might apply to 
broadcast media.)

Attachments – you may want to include a summary 
of the key points that can help the reporter write 

an article; this may be more appropriate than a press 
release for the story you have to tell.

Use several quotes, but only by relevant people. 
Try to make the quotes sound like they were 

spoken, not written. For example, “The Festival has 
continuously managed to attract emerging young writers 
and young artists who incorporate and embrace different 
art forms in their work. This was again evident in this 
year’s top four”, said Zama Buthelezi, the Market Theatre 
Foundation’s Brand & Communications Manager. 

Avoid using jargon or acronyms. Instead, spell out 
the names of any organisations that normally go 

by acronyms, for example, ‘SAST’ is the South African State 
Theatre. You can certainly refer to them by the acronym 
later on in the story, but the first reference should always 
be by name.

Use active verbs rather than passive verbs to keep 
the reader interested in your story – Active verbs 

are words that show that someone or something takes an 
action, such as, “Eqhudeni joins a long list of productions 
that have come from the Festival to have a successful 
season at the Market Theatre and beyond.”

In this sentence, ‘joins’ is an active verb showing 
elevation or inclusion. Passive verbs show that someone or 
something is being acted upon.

If you have to include numbers or statistics in your 
article, spell out numbers and percentages less 

than ten. Numbers or percentages above ten can be written 
as numerals.

Edit and re-edit your press release before you 
send it out to reporters.

Read your press release aloud, so you can ensure 
that it is readable and makes sense.

It’s a good idea to follow up any distribution of a 
press release with a phone call to your contact to 

ensure your release hasn’t been lost or forgotten.

A good place to read a range of press releases 
is Artslink which provides a range of resources 

about what is happening in the arts on an ongoing basis. 
You can also upload your own press releases here for a 
fee: https://www.artslink.co.za/ 
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https://www.artslink.co.za/
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4.3.9 Press Launch
This is an event that is used to launch a 
large event such as a festival or conference. 

Generally a presentation will be given at a press launch, 
media packs will be given out and there may be catering 
of some kind. There could also be a taste of the event 
to come – through extracts from performances, a video 
presentation, or some other means of sampling what will be 
offered. There should also be time for interviews and/or a 
general question-and-answer session.

Press launches need to be carefully planned since they 
will cost something to you. It is important that you ensure 
that you have something attractive to offer in order to 
secure the engagement of the media. Collect contact 
details so that you can follow up after the event. Thank 
people for attending, and send them the materials via email 
so that they also have electronic copy available to them.

4.3.10 Interviews
Make sure that you select the right platform 
for an interview and that the timing works 

with your event. Both the interviewer and the interviewee 
should know what to expect from the interview: date, time, 
place, type of interview and what will be covered. You may 
need to provide both interviewer and interviewee with the 
correct information so that they are aware of all the facets 
of the organisation or event. A press release, fact sheet or 
background information sheet is useful to be shared before 
the interview takes place. Accompanying the interviewee 
to the interview is a good way to build relationships and to 
make sure that everything happens according to plan.

4.3.11 Photography
Photography is a visual tool that can help your 
organisation establish a strong brand image, 

assisting you to stand out. Publicists hire photographers to 
take professional images designed to advance the goals 
of the campaign or marketing strategy. Photography can 
also be used by organisations to establish a coherent brand 
image on your website; you may get photographers to take 
images of your staff and volunteers (wearing the same 
colours) so that on the ‘meet the team’ section, everything 
looks pleasing and visually coordinated. 

Photography helps establish a strong social media 
presence because research has shown that in the last three 
years, people are more likely to engage with a high-resolution 
image than a blurry image or an image that was taken 

from the wrong angle. (We have included Photography tips 
below.) If your organisation does not have a budget to hire a 
photographer, you can collaborate with a university that offers 
photography as a course. Often students need experience 
and are willing to volunteer time for your organisation. 

Purchasing a good-quality camera will help the 
communications team create compelling visuals for your 
different communication channels. Otherwise, certain 
mobile device brands like Apple, Huawei and Samsung 
are great for taking images – so consider investing in a 
mobile device that can help your comms team better the 
experience of those who interact with your brand.

See photography tips on  
the next page.

4.3.12 Publicity Stunts
A ‘publicity stunt’ or ‘PR stunt’ is a carefully 
planned event with the aim of drawing public 

attention to the organisers of the stunt or to another goal 
of the organisation. A well-planned promotional stunt has 
great potential for capturing the attention of media outlets. 
Apart from the media themselves, the general public also 
contributes to spreading publicity about stunts. We call this 
‘viral marketing’. 

Artists are known to be kings of publicity stunts, 
which include a range of devices, from flash mobs 

to fake protests. You can find a host of ideas here: https://
fitsmallbusiness.com/crazy-publicity-stunts/ 

A flash mob usually takes the form of performers doing 
something unusual in a public space. For example, a group 
of choral singers may be dressed as construction workers, 
and will seemingly be ‘working’ on the street; suddenly in 
a planned, orchestrated and choreographed moment, they 
start to perform, and draw in other ‘construction workers’ in 
the vicinity who down tools and join them. At the end of the 
performance, the organisation gets to promote its brand or 
event by handing out flyers or making an announcement.

Check out the Jerusalema dance challenge 
as an example of a flash-mob idea from which 

your organisation can take creative inspiration. Joining 
trending challenges on social media can be used 
strategically as a stunt by an organisation,  
https://youtu.be/-jd5-ei1HY4 

COMMUNICATIONS MIX4

https://fitsmallbusiness.com/crazy-publicity-stunts/
https://fitsmallbusiness.com/crazy-publicity-stunts/
https://www.youtube.com/watch?v=-jd5-ei1HY4
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Photography tips
(Adapted from Arterial Network’s Art 
Marketing toolkit, pg 47, and digital photo 

mentor https://www.digitalphotomentor.com/top-
14-people-photography-mistakes-to-avoid/)

»  Take clear tight shots, focusing on the 
person and people in the shot rather than the 
background.

»  Be creative with angles – take the photograph 
from above or below or from the front or the 
side, not always straight on. Don’t always centre 
the subject matter.

»  Be aware of the use of colour in the photograph, 
and its impact – single bright colours often make 
a striking impact, but be careful not to have too 
much of the same colour in a photo.

»  Be adventurous with depth – don’t have people 
standing in a line, get some standing in the front 
close to the camera and others further back. 
(Many bands do this with great success.)

»  Play with long lenses – with blurred backgrounds 
or wide-angle lenses if you can.

»  Encourage the subject to ‘play’, have fun and  
be relaxed on the shoot. No one likes to look  
at a grumpy face in a photo.

»  For visual art and craft, don’t simply  
photograph the work, take some photos  
with the artist if possible.

»  While it is always a good idea that musicians 
have their instruments in a photograph or for 
them to be photographed in action, you may 
want to consider doing a more stylised set-up  
in an interesting location.

»  Dancers don’t always need to be photographed 
on stage – try photographing them in other 
spaces such as an abandoned building, on the 
beach, in a garden or on a roof top.

»  Avoid blur from camera shake. Make sure you 
use a shutter speed that is fast enough to freeze 
the image and not get camera shake if you 
are hand-holding the camera. (Shutter speed 
is normally found on settings on both mobile 
and camera.) Ideally, use a tripod if you can. 
Otherwise, this is the general rule of thumb 
– keep your shutter speed faster to prevent 
blurring.

»  Ensure that there is light from several sources if 
possible (not the flash).

»  Clean your lens to ensure that there is no 
distracting dirt on the picture.

»  Shoot with grids, so that you can use the grid 
lines to divide your frame into thirds. Make 
sure that the main subject of the photograph is 
located in at least four out of nine blocks.

»  Keep backgrounds simple and neutral.

4.4 Direct Marketing
Direct marketing is where you present information  
about your organisation, product or service directly  
to the target customer, beneficiary or partner, without  
the use of a middleman. 

Direct marketing can take many forms: emails, online 
adverts, websites, flyers, marketing through newsletters, 
phone text messaging or direct calling, postcards, door-
to-door sales, distribution of catalogues – all of these are 
considered direct marketing strategies. Direct marketing 
is very targeted and specific, and it can be personalised, 
since you are marketing to people with whom you have a 

relationship, or with whom you are in direct communication. 
As a result, it can be quite cost-effective, provided you have 
gauged who you need to market to, correctly. It can also 
be easily monitored, since you know exactly who you are 
marketing to and can check what their reactions may be.

Generally speaking, when you are engaged in direct 
marketing, you will be attempting to persuade the recipient 
to take action. If you send a message to the person either 
by direct email or telephone or in person, you are hoping 
that they will act as a result of your actions. 

Some of the issues with direct marketing are that there 
has been increasing resistance to unsolicited phone calls 

COMMUNICATIONS MIX 4
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and SMSes, which may even create push-back against  
your organisation or product. Some people find direct 
marketing very intrusive. Telemarketing can also be quite 
expensive, while marketing that involves physical elements 
like flyers or catalogues may be both expensive and 
environmentally impactful. Additionally you need to be 
careful that you are operating within the legal frameworks 
since there are laws relating to privacy and data protection 
that need to be adhered to. Make sure that you are familiar 
with the POPI Act.

4.4.1 Door-to-door 
Marketing
Many community arts centres use door-to-

door marketing for their organisation. This is because 
they are living in close proximity to their potential 
beneficiaries and partners, and it makes sense to build 
personal relationships with people. This may be particularly 
important when you are marketing a progamme involving 
children, for example, where parents and caregivers may 
feel that they want to know who will be dealing with their 
children on a personal level. Door-to-door marketing can be 
powerful in terms of building trust and relationships, as well 
as engaging the community with the work you are doing. 

Traditionally, door-to-door marketing involves the 
following stages:
»  Prospecting – searching for the people you want to visit
»  Selecting the people who are most important for you to 

reach out to
»  Pitching – explaining why you are there and making 

some kind of offer
»  Closing – getting the person to buy into whatever it is 

that you are offering
»  Follow-up – keeping contact with the person once they 

have committed to action to check that they are still 
onboard and are satisfied with whatever you have given 
them

4.4.2 Build and  
Maintain a Database
In order to do direct marketing online, you 

will need to build a database of the people that you need 
to reach. While you can do this on an Excel spreadsheet, 
or even within your email provider, the best way is to use a 
CRM. CRM stands for ‘customer relationship management’. 

Customer relationship management software is a 

powerful online tool used to organise and manage 
relationships with a group of people on a central and 
easy-to-use platform. CRMs can track leads and build a 
growing database of people, as well as track histories of 
engagement with those in the database. This can give your 
organisation a clear idea about what people may want from 
your organisation. Generally you can segment CRMs, and 
often you can do this in multiple ways. For example, you 
may have people on your database who are the artists you 
work with, the volunteers who help out or the people you 
want to sell your product to. Sometimes a person may be 
in all three of these groups, sometimes they may be in just 
one. By using a CRM, you can be sure that everyone gets 
the information from you that is most relevant to them.

Note: Indirect marketing is marketing that first 
tries to build trust with your potential customer 

or client base. It may take different forms, for example, 
content marketing, search engine optimisation, social 
media, social responsibility initiatives that bring you 
attention, etc. It aims to build familiarity with your brand 
rather than sell something directly. It may also involve 
bringing in intermediaries to market on your behalf 
(advertising companies for example, or in some business 
models, franchisees or resellers).

4.4.3 Newsletters
These are a specific form of regular 
communication where you reach out to 

your potential and actual support base. It is important 
that people opt in to newsletters and that they also have 
the option to opt out. (Generally this is done through an 
Unsubscribe button, placed at the bottom of your email.) 

A newsletter can be a powerful way to keep funders, 
partners, volunteers, beneficiaries and potential donors 
informed about what you are doing. Despite many people 
believing that newsletters are ‘old-school’, it has been 
shown that newsletters are the most effective way for 
non-profits to build awareness of their work, and retain and 
build relationships. Newsletters are also very cost-effective 
compared with other forms of communication. They are 
easy to send (and there are a number of free tools that can 
be used to make them attractive and well-designed) and 
they are effective for fundraising and gathering support.
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Newsletter tools you may want to consider:
»  Mailchimp 
»  Mailjet 
»  Constant Contact 
»  Send in Blue 
»  Agile CRM 

There are a number of options. It is important that you 
test the options and spend time comparing what they 
have to offer and what you might have to pay if your 
database grows substantially. Investing in the right CRM 
and newsletter tool can be of tremendous help to your 
organisation.

»  Be consistent – if you have a monthly or 
quarterly newsletter, stick to your schedule. Put 
reminders in your calendar and ensure that you 
prepare well in advance.

»  Make sure that you have something relevant to 
share. Don’t press ‘send’ just for the sake of it.

»  Ensure that your email database is relevant and 
healthy. Try to avoid hard bounces (this is where 
the email is invalid or doesn’t exist). If you get 
soft bounces, retain the name on your email list, 
but monitor the issue to see if it rectifies. 

»  Do not spam people. Give them the option to 
Unsubscribe and respect their wishes in this 
regard.

»  Ensure that your newsletter is well-designed 
and easy to read. There are a number of tools to 
help you create a good-looking newsletter. Many 
of these tools have free options for small NGOs 
with a modest number of emails sent a month. 

»  Some design tips: Choose easy-to-read fonts and 
keep fonts consistent through the newsletter. 
Use colours carefully – perhaps they link to your 
logo or they are chosen for the particular feel 
you want to create. Make sure that the colours 
work together and limit the number of colours 
you use. Make sure that the newsletter can also 

work on a mobile phone (again, most newsletter 
tools do this naturally, but check!).

»  Think about your subject line; make it clear and 
concise, and catchy if possible. 

»  Personalise your newsletter by using the 
person’s first name in the subject line.

»  Make your content useful and appropriate to  
the reader. Try to include things that will be 
directly helpful to them.

»  Make your content concise. Use headlines 
and bullet points where you can. Write short 
sentences and paragraphs, and try to keep the 
language active and compelling. 

»  Complement your newsletter with your social 
media and vice versa. Social media can take the 
newsletter and turn it into bite-sized chunks. 
Promote a blog in your newsletter, but have 
readers click through from the newsletter to 
the blog in order to keep the email shorter, and 
to promote the blog and grow visitors to your 
website.

»  Give your reader the option to share your 
content themselves on social media.

»  Include your social media links on your 
newsletter so that people can follow and 
contribute to conversations easily.

Some tips for newsletter sending

4.5 Digital Marketing
4.5.1 Emails
We have already spoken about emailed 
newsletters, but you may also find that you 

would like to have more targeted information sent to 
smaller groups of people. This can help with making people 
feel special and building relationships. For example, send a 
group of people who recently attended a workshop some 
information on where they can take their new-found skills 
further, or send an email to audiences, inviting feedback on 
the play they have seen. This kind of exchange can grow 
buy-in to your organisation.

https://mailchimp.com/
https://www.mailjet.com/
https://www.constantcontact.com/landing1/global-home
https://www.sendinblue.com/
https://www.agilecrm.com/
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4.5.2 Websites
Ensure that your website is well-designed 
and up to date. Funders invariably look at the 

website to check out what an organisation is doing and to 
see what it’s public profile is. It is therefore very important 
that your website is attractive and informative. 

Here is some key information your website should have:
»  About us – A link to your vision, mission and goals; as 

well as information about your not-for-profit status. Brief 
information about your programmes and what they 
achieve. Include information on what your impact has 
been – how many people have you reached over the 
years? What are your success stories? Do you have some 
quotable quotes from beneficiaries? You can always link 
to multiple pages from your About Us to keep the content 
on this page relatively short and to the point.

»  Also include who the team is – People like to see people 
on a website. 

»  Contact us – Make sure that it is easy for people to 
contact you and include links to your social media pages. 
Also ensure that your email address, contact telephone 
and physical address are shared.

»  If possible embed some social media content on your 
website so that the activity on your social media can be 
reflected on your website, which tends to be a bit more 
static.

»  Donate – Websites can increase your donations 
significantly if they have easy mechanisms for online 
payment. You may want to include a donation button, or 
a place for people to buy tickets or other merchandise 
electronically. 

»  Sign ups – You may also want to give people the option 
to sign up for your database, your newsletter or to 
volunteer. Having links to sign-up forms on your website 
can be a good way to collect information about your 
audience/market.

»  Use text as well as video – Not everyone can download 
and watch video, which can take a lot of time and 
bandwidth, so if you use video, make sure that there is 
some explanatory text as well.

»  Double check all your information and all your links 
– Make sure that your spelling and grammar is correct. 
Also make sure that your website looks good on a phone, 
since so many people access websites through their 
phones. Keep your colours and fonts consistent. Make 
sure that if you have a logo this is featured on your page, 

and perhaps use it as a source for selecting the colours 
you will use on your website, so that people associate a 
certain look and feel with your organisation.

4.5.3 Wikis
A wiki is an online publication that is 
collaboratively edited and managed by its 

audience. It generally uses a lot of hypertext (i.e. text that is 
linked to other text). A typical wiki contains multiple pages 
for the subjects or scope of the project, and could be either 
open to the public or limited to use within an organisation. 
Wikipedia is an online encyclopedia and the most popular 
wiki-based website. It is a space where people can share 
information and content. Having your organisation and 
your people on Wikipedia can be a good way of sharing 
information about what you are doing. ESAT is the wiki-
based Encyclopaedia of South African Theatre, Film, Media 
and Performance, and is an open-access, online tool that 
creates a reference library about these areas. 

YOU CAN CONTACT ESAT HERE
POSTAL ADDRESS: The Editor: ESAT, Department 
of Drama, University of Stellenbosch, Private Bag X1, 

Matieland 7602, South Africa.
EMAIL ADDRESS: satj@sun.ac.za
FAX NUMBER: (+ 27) 21 882 9141
WEBSITE: https://esat.sun.ac.za/index.php/Main_Page 

4.5.4 Blogs and Vlogs
A blog is a website or part of a website that is 
interactive and where an individual is able to 

write on a particular subject that they are passionate about. 
Blogs can be very personal ways of sharing stories about 
what you are doing. They allow you to build your online 
identity and grow trust with your audience. They also allow 
you to connect with new people, and to start conversations. 
Blogs can be used to keep your content current and your 
visibility in search results higher. If you use specific key 
words in your blog, you can use this to attract your target 
audience, and this can lead to growing that audience 
further. Bloggers who write 3 000+ word articles report 
strong results, so in the case of blogging, longer can be 
better. Blogs can be shared easily on social media, so often 
they are combined with Facebook or Twitter or Instagram, 
which again can expand your audience and help drive 
actions such as fundraising, ticket sales or membership 
signups. In 2022, there were more than 572-million blogs 

https://esat.sun.ac.za/index.php/Main_Page
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worldwide. The most popular blogsites are WordPress, 
Tumblr, Blogger, Wix and Squarespace.

Vlogging on the other hand is where the content is 
shared via video. Given the amount of material available, 
vlog content should be shot with good-quality cameras, 
and microphones, and edited before posting. Vlogging 
can also be livestreaming events. The content of vlogging 
ranges widely from educational, to direct sales, to 
entertainment and more. 

Vlogs are supported by platforms like Vimeo, Facebook, 
YouTube and Dailymotion. It is said that 55% of marketers 
use YouTube and that it has more than two-billion monthly 
users. YouTube’s AI increases the amount of time people 
spend online by tracking what users watch, what they like 
and share and comment on, and then recommending other 
videos they might enjoy. TikTok could be described as a 
short-form vlog since it only allows for 15 second to one 
minute videos. It also appeals to a younger demographic 
and is seen as being creative and entertaining.

4.5.5 Podcasts
Podcasts are generally pre-recorded digital 
audio content, made available online for 

download or streaming. They often are conceived of as a 
series, with new instalments being received by subscribers 
automatically. They are usually hosted on podcast hosting 
services which can automate the generation of RSS feeds 
(Real Simple Syndication). These feeds can list all of the 
podcaster’s episodes. Apple iPhones come with a pre-
installed podcast directory. Podcasts can be monetised 
through audiences subscribing to the service, through 
purchased ad time or through crowdsourcing platforms. 
Some examples of podcast services are: Buzzsprout, 
Podbean, Spreaker, and Simplecast. Spotify is also a well-
known service for sharing of music and podcasts, as well as 
other audio content, such as audio books. Other spaces for 
sharing podcasts are Patreon, SoundCloud and YouTube. 
You may need to invest in some basic equipment in order to 
create a podcast. You will need a good-quality microphone, 
a good recording app and software to edit the recording. A 
popular free software is called Audacity, which allows you 
to edit the podcast, add music or other elements, before 
exporting the audio file and then uploading it to a sharing 
platform. Usually podcasts are published and shared on 
social media.

4.5.6 Mobile  
Phone Apps
WhatsApp is a free, multiplatform messaging 

app that allows you to make video and voice calls, send 
text messages and create groups for sharing content. It has 
become a very popular means of spreading information 
(and disinformation) and has end-to-end encryption, making 
it more secure than other messaging services. The only 
requirement is an internet connection or data. WhatsApp is 
not only used for marketing and communications. There are 
cases of it also being used for the development of creative 
content. Faye Kabali-Kagwa created The Shopping Dead 
as a WhatsApp theatre piece, and #DearUs as a WhatsApp 
exhibition and podcast, and there are others who have 
experimented with the form.

4.6 Sales Promotions
These are promotional tools used to drive sales or to 
ensure that there are early sign-ups for services. Sales 
promotions should grab the attention and give us 
information about the product, which will encourage 
people to try it. There should be some kind of incentive that 
assists the target market to make the decision to engage. 
There should be an invitation to engage immediately.

Some examples of promotional tools for community arts 
centres are:
»  Early-booking discounts for workshops or performances;
»  Two-for-the-price-of-one tickets;
»  Discount coupons;
»  Family tickets (children come free or reduced rates);
»  Free merchandise with a sale;
»  Special experiences for those who book early, e.g. a 

backstage tour, a chance to meet the artists;
»  Special giveaways for donations (with different levels 

of donation connected to different kinds of special 
deals: signed programme; autographed tshirts, special 
opportunities, mention in the programme or on the 
website etc.).
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Task
COMMUNICATIONS MIX4

» Read the following information from the Amoyo 
Performing Arts Foundation, then brainstorm the 
questions that follow. (Or, take your own organisation’s 
information about its core purpose and reason for being, 
and answer the questions in relation to that.)

The Amoyo Performing Arts Foundation has curated 
a training programme for the youth. Our classes are a 
platform to engage with our young people to show them we 
care about them, about the choices they are making, and 
that we are there to support and help them develop into 
successful, employable adults. 

The Amoyo journey aligns skill development with  
self-respect, respect for others, integrity, emotional 
intelligence and communication skills needed to survive 
in the fast-paced professional world outside of their 
immediate environment of poverty, neglect, and criminal 
and gang activity.

Vision: Our VISION is that each Amoyo child 
will continue into tertiary education after 
school, equipped with performing arts skills 

and also with life skills, self-esteem, self-confidence, and 
self-discipline to conquer life successfully.

Mission: Our MISSION is 
to uplift the communities of 
Imizamo Yethu and Hangberg, 

one child at a time, through an after-school 
and holiday programme offering high-
quality dance, drama and performance 
classes. For each beneficiary to transition 
from Amoyo as success-driven, integral 
and foremost employable young people 
who have acquired core values, life and 
communication skills in a genuinely caring 
and nurturing environment.

Our PHILOSOPHY is one of gratitude.  
Amoyo means ‘spirit of appreciation’ 
(appreciating everything and everyone) and 

our unique approach to upskilling and empowering the 
children of Hout Bay is already having a huge impact, not 
only on the children but on their families and the broader 
community, too.

Amoyo is so much more than just a performing  
arts training programme. 

TASK
As a person responsible for PR: 
»  Describe the brand that is Amoyo and describe  

who you think their ‘public’ is.
»  What are the conversations that you believe this 

programme can start?
»  Which publications would you want to communicate  

with about this programme?
»  Other than television and radio, which independent 

producers and podcasters can you approach and what 
would your angle be?

»  What other approaches would you use for finding 
publicity for this brand?

RIGHT: Amoyo’s website, 
https://amoyo.org/

https://amoyo.org/
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5. Social Media
While social media is a part of digital media, we have 
given it its own section because of its relative and growing 
importance. In 2022, the number of active social media 
users in South Africa grew to more than 30 million  
(50% of the population), and this number is expected to 
continue to grow in the years ahead. South Africa currently 
ranks fourth in the world in terms of the amount of time 
spent on social media.

2022 figures for South Africans on social media:

It is clear therefore that through the use of social media, 
Community Arts Centres can grow their online communities 
and audiences, connect with potential funders, enhance 
their brand recognition, and share stories about their 
significant work and impacts. 

We cannot speak about social media and not talk about 
content marketing, because the two are inter-related. Social 
media is a content-driven tool; that is why we have so many 
content creators today. 

5.1 What is content 
marketing?
Content marketing is a form of marketing that focuses on 
creating, publishing and distributing content for a targeted 
audience online. Content marketing functions as an entry 
point for social media platforms; rather than starting with 
the platform, you work with the available content first. 

Documenting what your community centre does using 
long-form content like videos, audio, blogs and social media 
posts that are designed to attract and retain audiences 
provides you with the content. You can then explore how to 
repurpose this content into several pieces of micro content, 
right for the social media platform you are using.

The purpose of content marketing is:
»  To create initial interest in your organisation, programmes 

or products;
»  To build loyalty amongst the people who already know 

you and follow you. 

Content marketing is:
»  Quality over quantity;
»  Value driven;
»  Consistent. 

How do you know when your content is right? These 
three questions can help you decide. Does the content:
»  Provide education?
»  Establish credibility?
»  Is it cutting edge and creative?

The content model structure is a basic formula for  
creating content, especially in circumstances where  
there aren’t a lot of resources for video production, 
photography and weekly content creation budgets. The 
content model structure helps to break down what you 
already have and repurpose it. It is social media’s very own 
recycling method. 

Content model structure:

Document long-form pillar content  
(at least 30 minutes or more)

Repurpose into micro content (smaller 
pieces of content from the long-form 

content e.g. quotes, memes and stories)

Distribute content to social media 
platforms and allow the platform 

requirements to guide you 

Facebook
YouTube
LinkedIn

WhatsApp
Instagram

TikTok
Twitter

30 million 
25,3 million

10,2 million
9,9 million

6,8 million
6,4 million

2,85 million
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Tip
Your long-form content could be your 
annual report, if you do not have any long-
form videos or existing long content. Get 
resourceful. If you do not have long-form 
content, then collaborate with podcasters 
who align with your vision and ask them to 
give you an interview. Go back to a keynote 
speech that your organisation’s director 
gave at some point. Go back over project 
reports to funders and see whether the 
content can be repurposed for promotional 
purposes.

The goal of content marketing is to always drive value, so 
your content may have a strong focus on the people you 
are helping in your community, making your social media 
a space where audiences can encounter in real time the 
stories of your beneficiaries. 

Content marketing is also effective when it comes to 
campaigns, for example, celebrating an anniversary, where 
you want to remind people about the reasons why you have 
managed to stand the test of time. 

Content marketing is rarely used to get donations, but it 
can indeed do this, if used cleverly. This may depend on the 
type of content you use and the call to action on specific 
posts. 

5.1.1 The Content Model

See Task, Create Content for Sibikwa Arts Centre,  
on the next page.

The content model is a great tool for community arts 
centres to work with whatever content is available to them. 

5.1.2 Mood Boards
A mood board can be a good way to develop ideas 
for content marketing, and to develop the marketing 
strategy for a production, product or programme. Here 
is an example of a tool that you could use. Begin with 
brainstorming the production or programme itself. This 
may mean working closely with the creative team to make 
sure that your content is appropriate to the vision of the 
production, as they are developing it. Once you fully 
understand the production or programme, then brainstorm 
different ways of packaging and creating content for it. 
Present these ideas back to the team and make decisions 
about which tactics you will engage with. Translate these 
into a formal strategy, with timeframes and deliverables.

See Tool, Mood Board for Blood Knot at Market 
Theatre, on pages 62 to 65.

IMAGE BY STORYSET ON FREEPIK
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Tip
Adding captions to your video helps it 
to be more accessible, and people can 
watch it with or without the sound. You 
can also use video effects depending 
on the demographic you are trying to 
reach. Visually appealing videos are more 
attractive and will retain viewership.

Task
Create Content for Sibikwa Arts Centre 

»  The Sibikwa Arts Centre in Benoni is turning 30 years old.
It has become the home to artists of different ages from different communities and it has played a crucial role in 
transforming and advancing the arts. The Arts Centre is one of the oldest community arts centres in the country. 

The Centre wants to put out a campaign that is reflective of the anniversary, but they do not have a budget. 
The directors of the centre have gone on SABC Morning Live to speak about the milestone. This is all the 
content you currently have to work with.

Actual video footage:  
https://youtu.be/Uw79Ic7DKoM 

Work with this video using the content model and 
following these steps as a guide:

Step 1
SCAN THROUGH THE VIDEO: Watch the video more than 
once, listening for impactful moments and quotes that are 
short and punchy. Mark all the moments and transport the 
video into a video-editing app. 

Step 2
Cut out all the marked content and start turning each 
section into a 20-30-second clip. 

Step 3
Gauge how much content you now have. The amount 
of micro content is going to be determined by your own 
resourcefulness and creativity, because each 30-second 
clip could also be converted into an audio clip that can be 
shared as a different piece of content with a text overlay 
or audio design. Instead of one interview, you now have 
maybe five to 10 pieces of conversational content that you 
can repurpose.

Step 4
Think about the different social media platforms – each 
platform was designed specifically to suit a particular group 
of people. LinkedIn is not really video friendly and is more 
of a professional platform than Instagram. So you may want 
to repurpose video content on platforms that allow you 
to play with different video features, such as Instagram or 
TikTok. It is important to also look at the statistics; what 
demographics are you targeting and which platforms do 
they use? 

https://www.youtube.com/watch?v=Uw79Ic7DKoM
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Case Study

Themes
»  Race, white supremacy, brotherhood, family ties, self 

identity and the power associated with it;
»  Dominance, Morris over Zachariah;
»  Power comes with being sure of yourself, not external 

qualities;
»  Looking at skin, not for racial purposes, but how it is a hub 

of memory. That no matter how much we transcend race, 
the colour of our skins will always be there to remind us of 
our differences; 

»  What happens when our bodies are called to embrace an 
optimism we have not earned? What friction is created?

BLACK SKIN WHITE MASKS
»  SELF-CONSCIOUSNESS: we can only be self-conscious 

by recognising the other.
»  The black character knows nothing other than to 

duplicate the white character. 
»  “You are the other man, bound in his fate, tied to his life”. 

– Athol Fugard
»  Morris: Try for white, can read and write. He can create 

images of beauty through language.
»  Zachariah: Dark-skinned, has no interest in education. 

Cannot read and does not worry about it. He is angry 
about racial injustice, is explosive and impulsive.

»  The segregation and separation of the characters in 
privilege and lifestyle.

»  Separated by hope. Morris dreams of a utopian 
partnership, while Zachariah dreams of a trouble-free 

existence and both are impossible.
»  The plight of black men in South Africa: “White men 

consider themselves superior to  black  men. There is 
another fact: Black men want to prove to white men, at 
all costs, the richness of their thought, the equal value of 
their intellect”. 

»  The letter-writing project is the means through which they 
move to a real understanding of one another as brothers. 

»  When Zachariah wants to purchase a fine suit for Morris 
so he can at least think about what it would be like to 
project a presence that guarantees respect, Morris 
realises that he has rejected something that Zachariah 
could only vaguely yearn for.

Settings 
»  Korsten, Port Elizabeth, garbage strewn, ghetto
»  Apartheid: an appalling scenario of injustice? 
»  What does injustice look like today?

Mood Board for Blood Knot @ Market Theatre

Word list
DESCRIPTIVE WORDS  VOICE LOOK TARGET MARKET

Black 
White 
Power/Powerful
Earthy (Zach)
Energetic (Zach)
Gripping 
Moving 
Carthartic

Forceful
Tense
Tight
Immediacy
Expectancy

Corrugated
Salvaged wood
Earthy 
Bloody
Black and white
Distorted
Red
Retro with a modern 
touch
No pops of colour

Hyper-political
25-65
Families
Theatre lovers
Linguists
Black-consciousness
Self-consciousness 
Black man advocates
History enthusiasts
Culture enthusiasts

Zachariah 
character. 
Photo Credit: 
Marat/Sade. 
Photograph by 
Oscar O’Ryan/ 
@oscaroryan

CREATED BY THOZAMA BUSAKWE
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Mood Board for Blood Knot @ Market Theatre
»  I  AM… BL ACK MAN AFFIRMATIONS
Get a series of black men from the ages of 25-65 to affirm 
others in short sound bite 30-second videos. Scout the 
famous faces that have been at the Market Theatre as 
actors: the likes of Hungani Ndlovu, Khathu Ramabulana, 
Vusi Kunene, etc.

»  SEEN THROUGH THESE EYES
A short documentary about the experiences of current 
black and white men in South Africa; their anger, fears, 
hopes and transcendence.
⋅  We will use the imagery from the play: oil lamps, clocks, 
foot-washing basin, letters

»  BLOOD LETTER
A travelling note pad, where all the survivors of apartheid 
write letters in red ink to their younger selves and their 
black or white counterparts.

»  BEYOND THE STORY: BLOOD NOT ? 
A Visual Podcast version of the Blood Knot. Both actors 
come together on Fridays at the AMPD Studios to record 
five podcast episodes.
⋅  Episode 1: Who have I become?
⋅  Episode 2: Black skins, white masks? Speaking to the 
black version of the white man

⋅  Episode 3: The effects of South African ‘Justice’
⋅  Episode 4: You are the other man, bound in his fate
⋅  Episode 5: I thought I left you behind

»  TRAILER
A spin on the motifs and symbols of the play. A studio and 
location shoot with actors or prototypes of the actors. To 
create a 30-second trailer. 

View the trailer here: https://www.facebook.com/
watch/?v=209875264596539  

»  REVIEW
Get influencers and students to review shows every week 
until the end of the season.

Marketing ideas »  INSTAGRAM
Colour palette

Earthy and browns

 Raspberry/wine/reds

Morris

Zachariah

Character images

ABOVE: Seen Through 
These Eyes colour 
palette. Campaign 
images. The Market 
Theatre. Photography 
by Suzy Bernstein 

Requirements: 
»  Photographer
»  Video Production
»  Anchor artists/ 

influencers
»  Market Photo 

Workshop Studio

RIGHT: Seen Through These Eyes, a short 
documentary produced by Market Theatre. 

Photography by Sanele Makhubu 

https://www.facebook.com/watch/?v=209875264596539
https://www.facebook.com/watch/?v=209875264596539
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Requirements: Blood Knot Banner 
»  Audience tickets
»  Popcorn machine (money-making)
»  Photographer
»  Bronze market gift pack
»  Beyond the Story-branded cups
»  Beyond the Story-branded popcorn box with MTF logo
»  Beyond the Story chairs 

Visual podcast
In association with AMPD Studios in Newtown Junction.
All tech requirements to be taken care of by AMPD.

About ‘Beyond the Story’
Moving through time with conversations and a story shared 
beyond the closed curtains of the theatre. 

This interactive show encapsulates and brings to the fore 
the lives of the artists behind some of the great work on 
the Market Theatre stages. They let us in on their creative 
process, their spirituality and artistic worldview. Through a 
series of interviews, aired on our YouTube channel, we aim 
to create engagement, and grow our traffic and audience 
numbers. Through an increased awareness of our online 
presence, we aim to redirect traffic to the main programme 
of the Market Theatre and build a different kind of loyalty 
from the existing audience base.

‘Blood Knot, Beyond The Story’ will be shot in studio 
(John Kani Theatre) with a LIVE studio audience sourced 
through social media. We will put out a call for our followers 
to register on our website to become a part of the studio 
audience. Twenty studio guests will be invited.

The episode will then be flighted for consumption on 
YouTube.

BELOW: Francois Jacobs as Morris in 
Blood Knot, Market Theatre, 2021
Photograph by Sanele Makhubu

Beyond the Story with Blood Knot 
actor Mncedisi Shabangu. 

Produced by The Market Theatre 
Photograph by Sanele Makkhubu 
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Apps
»  Canva
»  Lightroom
»  Font App
»  Story creation app

Instagram layout: Grid

PHOTO

PHOTO

POSTER

POSTER

POSTER

PHOTO QUOTE

QUOTE

QUOTE

ABOVE: Collaboration between 
AMPD Studios and Market Theatre
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5.2 Social Media Platforms
Once you have the content model structure worked out, 
you will need to determine which platforms will house 
which content, as PACT have done above. We will explore 
each of the potential platforms in turn.

Fun Facts
Instagram alone, at the end of 2021, reported a 

whopping 1.21 billion users and is now sitting at 1.28 billion 
users. Instagram ranks fourth among the most popular 
networks after Facebook, YouTube and WhatsApp.

5.2.1 Instagram
Instagram is a popular photo- and video-
sharing programme that lets users take 
photos or videos, add digital filters, and 

then share them.
Statistics on Hootsuite say that since 2019, 80% of the 

people who use Instagram are 18-29-year-olds. This is 
helpful because it lets you know what kind of content to 
place on this platform and who it must speak to.

The platform has different features allowing you to try 
and tease out different types of content:

»  Stories: Small pieces of content that last for only 24 
hours. You can choose to make a boomerang, type text, 
post gifs, photos, videos and use music.

»  Highlights: You can use highlights as a display of your 
pillars and programme offerings.

»  Live Video: The Live feature is essential when you want to 
engage your community in real time. We see an interest in 
podcasts now and it is interesting to see how community 
centres can turn this feature into a free podcast studio.

»  Feed: This is where all your main content goes. This is the 
grid that your followers interact with each time they go 
onto your profile and therefore the collective visual image 
should reflect or give an indication of why you exist on 
the platform.

It is important to note that the existence of your Community 
Arts Centre on Instagram can have a very specific purpose: 
for example, it could be that you only want to share 
audiovisual conversations about issues that affect the 
youth in your community, and your target market are other 

conversationalists interested in these issues. In this case, it 
is fine for your page not to be a lobbying tool for volunteers 
and new trainees, because maybe your website already 
does that for you. 

It is important to use Instagram to optimise what you 
know your organisation or your centre can do best. This is 
sometimes the best way to keep your Instagram clutter-free 
and focused. 

The feed is regarded as the most impactful feature on 
Instagram, however. Stories are favoured by the algorithm, 
because they only allow for short-form content. 10-15 
seconds is the average time a person on Instagram spends 
on a piece of content. So stories are effective in that regard. 

To create a story, you need to be able to cut the video 
into a palatable 10 seconds using captions (subtitles) and 
other tricks and effects which are built in on Instagram. 
You can also use other video editing tools outside of the 
platform, like iMovie, which can help make the video feel 
fresh.

Reels are effective for driving campaign goals and 
evoking emotion. This TikTok-style feature has taken over 
the social media space and is known for its ability to thrive 
as sound bytes. Organisations and community centres 
need to take advantage of this feature when repurposing 
long-form content. The goal is to take your followers on an 
emotional journey by underscoring your short clip with the 
relevant sound.

Instagram gives you an indication of when sound is 
trending and if you use it, you are bound to get more 
reactions on your video. The content matters, but 
sometimes jumping on a trending sound can save you the 
admin of fighting against the algorithm. 

Search for reel tutorials on Instagram and find out how 
you can best leverage the feature by creating videos that 
are distinct to your identity and the visual language you are 
going for. The reel tutorials are a free guide for community 
centres to begin embedding themselves into the inner 
workings of the app and to create effective, quality, 
watchable videos.



MARKETING AND PUBLICIT Y |  67

Task

SOCIAL MEDIA 5

Content marketing for projects (Instagram)

Sibikwa, as part of their 30-year celebration, has decided 
to stage Blood Knot by Athol Fugard. This time there is 
a budget for marketing and the marketing manager has 
given a portion of the budget to social media strategies. 
Your content model structure is now determined by a new 
strategy rather than a strong reliance on existing content. 
The strategy is generally the list of activities, actions and 
events you will do to create visibility around the project. 

There are many ways to create a strategy, but the most 
effective for projects and programme offerings is the crafting 
of a mood board. A mood board (see above) will determine 
what kind of visual language you want to use for the duration 
of the project and it will contain your content strategy. The 

strategy is your wishlist and what you intend to do. You can 
go as crazy as you want, but leave room for your team to give 
a final sign-off on what will work and what is within budget.

The mood board provides a structure for your Instagram 
and what you want to get out of the platform. Although it 
will not fully outline all the content you will put out, it will be 
a road map for the posts that will exist on your Instagram. 

The same can be done for campaigns. You can draft a 
mood board for each campaign. Create a content model 
structure to help you repurpose the content. 

This approach will help with consistency and while you 
are waiting to implement the next strategy, you do not run 
out of content.

Instagram
content ideas

There are many ways to curate 
Instagram content. You may want to 
observe days of national importance 
that are related to your cause. 

Collaborate with other creators. 
Consider the idea of influencers; 
the trainees at your centre or actors 
in your production may have a 
big following on their Instagram 
accounts. Let them be the first point 
of reference when considering any 
type of collaboration. It saves time 
and can be effective in pulling in the 
numbers.

Tips
Fewer people are engaging with text in the social media 
realm and that is why we see a plummet in blogs in favour of 
vlogs. Also, quite recently, there has been a shift from long 
Instagram captions into a text overlay on pictures. This allows 
people to know what your post is about, without having to 
read your caption. 

Sibikwa Arts Centre demonstrates this through the way 
they choose to use their Instagram. Posts have a beautiful 
overlay with important text that highlights what makes the 
post essential. This means there is less need for them to write 
long captions.

Example: https://www.instagram.com/
sibikwaarts/?hl=en 

It is advisable that the overlay text is not too overpowering, 
but that it is enough to complement the image in its  
entirety. Summarising here is essential. 

https://www.instagram.com/sibikwaarts/?hl=en
https://www.instagram.com/sibikwaarts/?hl=en
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5.2.2 Facebook
Facebook is by far the most effective 
platform for organisations, because it 
is built on the concept of community. 

Facebook is one of the most visited sites in the world, 
according to Hootsuite, and it relies strongly on blogging 
and images – although recently with the introduction of 
Facebook Watch, we’ve seen how long-form videos can 
thrive on the platform. 

An effective presence on Facebook is vital to stay in 
touch with your supporters; to build a base of people who 
are committed to your mission; to spread the word about 
your projects and events. If you are a community arts 
centre, Facebook is a fantastic way to build a team culture.

Your centre can use Facebook to acquaint followers with 
the internal culture of the centre. For example: 
»  Do you have weekly check-ins with artists and staff? 
»  Do you have No whining Tuesdays? 
»  Do you wear doeks on Fridays to memorialise or stand in 

solidarity with a particular group of people? 

These can all be documented on your Facebook page and 
can become a part of your pillar content. 

The same content model approach works for Facebook. 
Knowing what your pillar content is and how you will break 
it apart to suit each platform is essential. The demographic 
for Facebook is from 18 to 70, so you can target various age 
groups with your micro content. Instead of sharing your 
micro content as a video on Facebook, maybe you can 
create a quotable short piece, with a link to the long-form 
content on the copy/caption.

Use your mood board to stick to the visual language you 
have established for your Instagram and adapt it for the 
needs of the Facebook platform. 

Features on Facebook
»  Call to Action: Introduced in 2014, it enables admins to 

drive their organisational objectives. The call-to-action 
feature on business pages makes it easy for you to indicate 
how people can best engage you. For now in South Africa 
you can choose from six actions: Shop Now, Sign Up, Book 
Now, Contact Us, Play Game and Watch Video.

South Africans do not have a donate button that 
works yet, but we are hopeful that it will come soon 

to help aid the efforts of organisations to raise money for 
their projects. 

»  Event App: Facebook allows you to create an event, 
so if you want to host webinars as part of your strategy, 
you can list those events on Facebook with exact times, 
dates and venues. You can also embed links for people to 
purchase tickets. This feature does not always work to the 
benefit of the organisation as it is reliant on the algorithm, 
so the amount of interest you will receive is based on 
how far up you are on the ranks of Facebook algorithm. 
However, it is a useful tool to make your followers aware 
of your event calendar.

»  Live Video: The Facebook Live feature functions as a way 
for your organisation to interact with followers in real time. 
Going Live during an event or creating weekly gatherings 
with artists will help boost your reach and engagement 
levels greatly. The additional advantage is that Live 
videos are archived on your account, allowing for people 
to watch the content after the fact as well.

»  Facebook Groups: Creating community groups is a great 
way to segment people according to their interests; for 
example, you can form a group for the people who love 
your productions or for the alumni, who have graduated 
from your training programme. You can create specific 
(and even private) Facebook groups for people involved 
in a particular programme or project. Here you can post 
opportunities and other content specific to them and their 
needs, while also checking in to see where they are now.

5.2.3 Twitter
Twitter is a social networking and micro-
blogging tool in which messages or 
‘tweets’ of only 150 characters can be sent 

to people that have chosen to follow you from the Twitter.
com website. Twitter is an immediate way in which you can 
communicate with your current and potential market, create 
conversations and generate interest and debate. There 
have been changes to the ownership of Twitter recently 
which may influence the way it is used in the future.

Create a link by using the Twitter icon on your website  
to encourage visitors to sign up to your Twitter account. 
This will enable you to communicate with your stakeholders 
in an engaging and interactive way. 

People following you on Twitter can send direct 
messages to your account giving you immediate feedback, 
and you can grow interest not only about your product, 
but about other matters concerning your programmes. By 
tagging relevant people in your tweets, you can expand 

SOCIAL MEDIA5
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the reach of your work greatly and contribute to topical 
conversations as they develop.

For more information go to 
www.twitter.com 

BELOW: See an example of a well-crafted Twitter  
page, https://twitter.com/LBTheatre 

SOCIAL MEDIA 5

5.2.4 LinkedIn
This is a professional networking tool that 
is used to showcase individuals, connect 
with others in the same or complementary 

fields, recruit and hire people for work, strengthen skills 
and promote the work that you do online. A good LinkedIn 
profile allows you to have an online personal brand, which 
makes you more visible to others. This can be very useful 
for community arts centres if they are wanting to connect 
with actual and potential partners and funders. You can get 
endorsements for the work that you do, which will increase 
your credibility in the eyes of others. You can join groups 
that will help you to keep up-to-date with developments. 
You can have the most up to date information on your 
LinkedIn company page. 

Use LinkedIn to connect with your co-workers and board, 
and then start to build connections from there. Share 
relevant, up-to-date information regularly. You can also 
fundraise through LinkedIn by researching possible leads 
and sending them direct messages to elicit possible interest. 

5.2.5 Tools to Optimise  
Social Media Apps – Canva, 
Vimeo, and More 
Navigating the online space can be difficult, especially if 
you do not have the budget to hire an in-house graphic 
designer. There are tools however that are designed for 
different uses, particularly by not-for-profit organisations.

»  Canva
www.canva.com 
Canva is one of these platforms that 
allows you to create images with easy-

to-use tools. The free Canva allows you to use basic 
templates, fonts, graphics, photos and you can even create 
your own gallery by uploading your own images. It is a 
graphic design tool that can be used to create social media 
posts, posters, videos, logos, presentations and adverts, 
amongst other things.

The paid Canva plan gives access to more features like 
stock photos, illustrations and templates, as well as the 
ability to upload custom fonts and colour palettes.

The app is not easy to navigate, but with a little bit of 
training, amazing designs can begin to emerge. 

You can use Canva to boost the visual appeal of videos, 
to overlay text on photos and to create infographics. 

»  Vimeo
www.vimeo.com 
Vimeo is one of a number of online tools 
that can be used for free to edit and share 

videos. It provides thousands of professionally designed, 
ready-to-go templates, as well as the capacity to start from 
scratch. It also allows for the use of animated graphics, text, 
filters, different layouts and logos. You can trim, crop, splice 
and edit in different ways, as well as add soundtracks and 
voice-overs. Once your video is ready, you can embed and 
download it as well as share it from the Vimeo platform.

You will find many similar online tools, often 
accompanied by easy-to-use demonstration videos. 

It is suggested that you explore these before spending 
money on hiring in design talent, and see what you are 
able to do cost-effectively.

https://twitter.com/
https://twitter.com/LBTheatre
https://www.canva.com/
https://vimeo.com/
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5.2.6 
WhatsApp 
It was during the Covid-19 
pandemic that WhatsApp 

Business began to thrive and it allowed 
organisations to connect with people on a 
much more personal level. The WhatsApp 
Business App allows you to manage multiple 
questions, feature helpful information in a 
business profile and share details about 
your services in a catalogue. It has a number 
of automated functions, which can make 
your life easier if you select them correctly.

Stay connected with your community 
by creating a short link that community 
members can use to initiate a private 
WhatsApp chat with you. Share the link 
through email, your website, Facebook 
page, or any other frequently used 
channels. Here is how it works.

▲ Introduce your 
organisation
Complete your business profile 
and set up customised greeting 
messages so people know where 
to find resources and more 
information about your services.

▲ Create a short link
Share the link through email, your 
website, Facebook page, or any 
other frequently used channels.

▲ Set expectations  
for response times
During a particularly busy time,  
let your community know when  
they can plan on hearing back  
from you by using an automatic 
away message.

IMAGE BY STORYSET ON FREEPIK
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▲ Quickly respond to 
common questions
Save and reuse messages you 
frequently send to quickly respond 
to community members’ questions.

▲ Share accurate and 
timely information
Proactively inform and educate 
your community about important 
current issues. (During the Covid 
pandemic, for example, WhatsApp 
was used to show people how to 
help slow the spread of the virus.) 
Use photos, video and text to 
feature tips in a status update.

▲ Keep in touch  
with your teams
Use groups and group video  
calls to collaborate with your  
team remotely.

▲ Send messages  
from your computer
Use WhatsApp Web to manage 
a large number of WhatsApp 
messages quickly and efficiently 
from your desktop.

▲ Showcase  
your services
Educate your community about 
the services available to them. 
Include service descriptions in your 
catalogue, accessible through your 
business profile.
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Case Study
PACT’s Media Strategy
WRITTEN BY INGRID WOLFAARDT, PACT

PACT has developed effective strategies for communication 
across a range of different platforms that are aimed at various 
segments of our community, stakeholders, and supporters. 

We have partnered with a group of young photographers 
and videographers from the area, called KnipOog 
Media. Through PACT, they have access to Wi-Fi and 

camera equipment. As part of their partnership with us, 
they receive monthly photography workshops from a 
professional photographer and have had in situ training 
with a videographer. KnipOog Media are responsible for 
creating photographs, videos, and graphics for PACT. 
This content is coordinated by one person responsible 
for deciding what content is placed on which platform. 
Ongoing training is important. The team also exhibits at the 
bi-annual Open Studios held in Prince Albert. 

Communication 
Platform Frequency Audience Content Engagement Strategy

Facebook 
(main 

communication 
channel)

Daily »  North End 
Community 
(Prince Albert 
and surrounds)

»  Currently have 
20 000 views 
per month

»  Up-to-date news of activities 
at PACT

»  Pictures of recent visitors
»  Sharing of campaigns 

and ways for community 
members to participate 

»  Promotion of events 
supported by PACT

»  Variety of different media 
used e.g. Static images such 
as posters, short video clips

»  Audience is asked to 
reshare posts

»  Posts are reshared onto 
other community FB groups

»  Respond to comments and 
messages sent to the inbox

WhatsApp 
(key communication 

channel)

Daily »  Key focus 
groups for 
PACT projects

»  Hope Warrior 
Loyalty group

»  An extension of one-to-one 
communication for team 
members and participants 

»  Loyalty members get 
information faster with faster 
response time

»  Used as a feedback loop 
for information to team and 
from key stakeholders and 
beneficiaries

»  Train our team in the use of 
WhatsApp

Instagram

Daily »  Tourists 
(local and 
international)

»  Donors and 
funders

»  Local 
businesses

»  Emphasis on activities that 
people can participate in 

»  Posts that reflect the unique 
setting of the Karoo

»  Like, comment, and respond 
to posts on the platform

»  Reshare local organisations’ 
work (they reciprocate as 
well)

»  Local tourist page often 
reshares our work

Twitter

Infrequent »  Government 
departments

»  Heads of 
departments

»  Used as a lobbying strategy 
to keep government officials 
updated on activities in the 
area 

»  This was effective in the 
education and tech space 
during the pandemic

»  Mentioning the official 
government Twitter 
accounts and their officials 
in tweets 

»  Responding to information 
being tweeted by official 
government Twitter 
accounts and those of their 
officials

»  Including local schools, 
organisations, and 
individuals in the area by 
mentioning them
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Communication 
Platform Frequency Audience Content Engagement Strategy

Print Media Monthly »  Local 
audiences 
who do not 
use social 
media

»  Team members of PACT 
write up short articles about 
their work which are sent to 
the local newspaper

»  We have a relationship with 
a freelance journalist who 
writes for Die Burger, and 
the Oudtshoorn Courant

Newsletter Once a 
quarter 
(every 
three 
months)

»  Trustees
»  Funders, 

donors, and 
sponsors

»  Partners
»  Stakeholders
»  Beneficiaries

»  Key updates on programmes 
and activities

»  Highlights of the last quarter
»  Challenges of the last 

quarter
»  Vision for the next quarter
»  Photographs and images are 

included

»  Used to inform our 
audience but also helps us 
to be accountable to our 
community

Radio Ad hoc »  Community
»  Beneficiaries
»  Stakeholders

»  Live stream our concerts 
»  Interviews and jingles 

»  Connect us with our 
community

»  Generate interest in public 
events

Video AGM »  Trustees
»  Funders, 

donors, and 
sponsors

»  Partners
»  Stakeholders
»  Beneficiaries
»  Community

»  Create an annual video for 
the AGM

»  KnipOog team put together 
their work for the year 

»  Summarise the year
»  Create impact report for all 

stakeholders

PACT’s approach to media

“ This media engagement is driven 
by a champion. A discipline of creating 
content has to be instilled. In the 
beginning the media team needed 
daily promptings, encouragement and 
reminders to send material that could 
be used. This was for approximately six 
months: our aim was to have a daily 
presence especially on social media, so 
as to inform the immediate community 
of what we were up to. We now have 
close to 20  000 views a month on our 
FB page. ” 
– Ingrid Wolfaardt

We have a clear visual brand identity. Our graphics,  
colours, font, and the use of the PACT logo are consistent 
across all platforms.

Our message and tone have been created jointly by the 
PACT team. Everyone in the organisation is clear about 
our core message and how this should be communicated 
through words and imagery. For every platform we have 
key words, key hashtags, and key handles that we use. 
Our media team has been briefed on how to respond 
to negative feedback on social platforms and have also 
been trained with regards to confidentiality and the POPIA 
(Protection of Personal Information Act).



74 | MARKETING AND PUBLICITY

MONITORING AND EVALUATION6

You will need to monitor and evaluate your plan as you 
go along. Monitoring means to gather information as you 
proceed, and it allows you to adjust your activities if you 
feel that things are not working as they should. 

Generally, monitoring involves gathering both 
quantitative and qualitative information. 

Quantitative data may include: How much did we 
spend, what was the return on investment? How many 
people were involved? What activities were undertaken? 
What was the economic value of the publicity achieved? 
What was the reach of the social media campaign? How 
many tickets were sold? How many vouchers redeemed? 
How many people attended the performance, workshop? 
How many works were sold? This information will generally 
be in number form, and will be found in questionnaires and 
surveys, budgets and financial reports, sales figures, social 
media data, number of website visits, etc.

Qualitative data may include: What did people say 
about the performance, workshop, artwork? How did it 

6. Monitoring and Evaluation
make them feel? What was learnt by participants? How  
did they experience the quality of the event? Did it have  
an impact on them, and if so, what was this? This data 
is best measured through interviews, focus groups, 
photographs, videos, observations, case studies, 
questionnaires and surveys.

You can learn more about monitoring and 
evaluation in the Toolkit on Programming and 

Project Management and in the Fundraising and Income 
Generation Toolkit 

Evaluation is generally done on completion of the 
marketing plan. It evaluates how well the plan has worked. 
It verifies what objectives have been achieved and what 
was not successful. It helps to identify where the strategic 
marketing plan could be strengthened in future and it 
allows for you to report to stakeholders and funders.

IMAGE BY STORYSET ON FREEPIK

https://www.standfoundation.org.za/wp-content/uploads/2023/02/Toolkit-006_Programming.pdf
https://www.standfoundation.org.za/wp-content/uploads/2023/02/Toolkit-006_Programming.pdf
https://www.standfoundation.org.za/wp-content/uploads/2023/02/Toolkit-004_Sustainability.pdf
https://www.standfoundation.org.za/wp-content/uploads/2023/02/Toolkit-004_Sustainability.pdf
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Tool
ADAPTED FROM PG 70, ARTERIAL NETWORK ARTS MARKETING TOOLKIT

Executive summary
Summarise the evaluation report and include information 
about the stakeholders involved in the evaluation.

Methodology
Discuss how the project was evaluated and the 
methodology used.

Project description
Describe the project and the marketing approach taken.

Aims and objectives
The Aims are the purpose and reason for the plan. The 
Objectives are the specific goals you set out to reach.

Inputs
The resources you used for the marketing plan.

Activities
List the activities undertaken and mention any concerns 
and issues.

Outputs and outcomes
Outputs are concrete goals such as tickets sold, artworks 
sold; outcomes are the effects on the stakeholders – the 
impact.

Discoveries and revelations
Things that were successful, unsuccessful or unexpected.

Conclusions and lessons learnt
How and why the objectives were met and what you have 
learnt for future marketing plans.

Recommendations
What changes or additions will you do in the future?

Appendices
Background information on the organisation, 
advertisements, press clippings, income and 
expenditure, examples of tools such as questionnaires 
etc.
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Useful websites
Business and Arts South Africa (BASA). BASA has a raft of 
research documents drawn from their biannual ArtsTrack 
Research, the BASA Supporting Grants programme, the 
BASA Awards, our other arts-based initiatives, and ad-
hoc research projects. This data provides crucial insights 
into best practice, and shifts and trends – all of which are 
being used to inform the next generation of arts-business 
partnerships and to create opportunities, underlining 
BASA’s value to government, business and the arts sector. 
Find more at: https://basa.co.za/research/

The Campaign Workshop. https://www.
thecampaignworkshop.com/ Find tools such as the 
Nonprofit Content Marketing Toolkit for download.  
https://www.thecampaignworkshop.com/nonprofit-
content-marketing-toolkit

Community Tool Box. This resource from the University of 
Kansas can be used to get help taking action, teaching, and 
training others in organising for community development. A 
variety of materials can be found here, for example:
https://ctb.ku.edu/en/table-of-contents/participation/
promoting-interest/press-releases/main/

Creative Lives is a website that  champions community-
and volunteer-led creative activity, and works to improve 
opportunities for everyone to be creative. They celebrate 
and promote people expressing themselves creatively with 
others, recognising the benefits this can bring.
https://www.creative-lives.org/getting-started-marketing

https://www.creative-lives.org/Pages/Category/publicity-
promotion

https://www.creative-lives.org/community-media

https://www.liveabout.com/what-is-publicity-2295550 

Media Monitoring. Poneleleo. https://www.ponelelo.co.za/ 

https://aact.org/marketingpublicity-director

https://smallbusiness.chron.com/roles-public-relations-
organization-24139.html

https://www.whatsapp.com/

https://influencermarketinghub.com/what-is-an-
influencer/

https://basa.co.za/research/
https://www.thecampaignworkshop.com/
https://www.thecampaignworkshop.com/
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